
By end 2020 - 7 times the number of
connected devices as people on the planet

DIGITIZATION



How will these trends 

affect the tourism and 

events industry?

Are you doing eno

ugh to prepare for 

the future?



How are leading destinations around the globe
responding to these megatrends?



BUILDING BLOCKS



BUILDING BLOCKS 1 and 2 
Take the lead and Masterplan

Whose responsibility is it?

DESTINATION MANAGEMENT ORGANISATIONS must play
a key role in developing a destination’s sustainability strat
egy.

Connect with the municipality, partners, clients, visitors, a
nd citizens to co-create a shared vision and masterplan



BUILDING BLOCK 3
Integrate into core business strategy

Vision: By 2030, destination Gothenburg will hav
e doubled its tourism by setting an international 
example and constantly challenging accepted ide
as of sustainability.

We do this through wide-reaching collaboration
- by leading and promoting the development of Gothenburg as a 

sustainable destination
- so that everyone who lives and works here benefits from a gro

wing hospitality industry. 

http://goteborgco.se/wp-content/uploads/2018/10/Affarsplan_Destination_samt_Goteborg__Co__2018-2020_ENG_lowres_spreads.pdf

http://goteborgco.se/wp-content/uploads/2018/10/Affarsplan_Destination_samt_Goteborg__Co__2018-2020_ENG_lowres_spreads.pdf


https://www.sustainabledestinationpartnership.com.au/

BUILDING BLOCK 4 
Become a master at collaboration

https://www.sustainabledestinationpartnership.com.au/


TOURISM MUST CREATE BETTER PLACES TO LIVE, MEET AND THRIVE 
IN

Growth is only relevant when it has a positive impact

https://www.visitcopenhagen.dk/da/tourismforgood

TACTICS FOR CHANGE - Integrate the SDGs

https://www.visitcopenhagen.dk/da/tourismforgood


TACTICS FOR CHANGE: 
Sydney - Footprint & set science based goals

9

Sector targets
City of Sydney has set bold targets for a 70 per cent emissions

reduction by 2030, and net zero emissions by 2050.

By 2030, goals are to

• Reduce emissions by 23%  

• Save over 9% of potable water

• Divert 90% of waste.

11% of the city’s total G
HG emissions

14% of potable water c
onsumption

46% of the city’s comm
ercial waste

Hospitality Footprint



https://10xcopenhagen.com/

TACTICS FOR CHANGE 
Engage Strategically with Stakeholders

MAKE THE DATA SEXY!

https://10xcopenhagen.com/


TACTICS FOR CHANGE
Champion Certification
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In a market where everyone is proclaiming their sustainability credentials, recognised eco-certifications are increasin
gly important. They make the planner’s life much easier!

Sweden Leads: Karlstad has 97% of the city’s total hotel room inve
ntory eco-certified, followed by Gothenburg with 92%.



7 out of 10 EU shoppers expressed strong preference for buying l
ocal (3000 consumers across Europe)

shopper insight

Modern visitors seek local, authentic, healthy and sustainable experiences. 

TACTICS FOR CHANGE
Promote The Food Revolution

DMOs have a key role in engaging clients and supp
liers to promote a regenerative food revolution.



TACTICS FOR CHANGE
Promote The Food Revolution

A local, regenerative and healthy approach to
gastronomy, can be turned into a competitive

advantage. 

A pathway to
job creation,  

social inclusiveness
reduce carbon emissions

improve environmental pressures.



Thailand Exhibition and Convention Bureau dev

eloped a  third party audited standard for food

waste

Online tool to help hotels and venues to calculate, m

anage and reduce the amount of waste. 

Piloted in 10 hotels, delivering over 530,000€ in cost

savings and 383 tons carbon emissions reduction.

TACTICS FOR CHANGE
Promote The Food Revolution

ONE THIRD OF ALL FOOD PRODUCED IS WASTED



Pure “green” advertising c
ampaigns do not work.  

TACTICS FOR CHANGE
Create an engaging story

“People don’t want tired and clichéd Stock Sustainability

They want sexy, charming, funny, beautiful, new.”







Destinations need to create movements base
d on a new story of purpose, authentic actio
n and data.

https://www.mcgreenglam.com/en/savor

TACTICS FOR CHANGE
Create an engaging story

https://www.mcgreenglam.com/en/savor


http://goteborgco.se/wp-content/uploads/2016/04/Hallbarhetsredovisning-GBG-Co-2017_EN.pdf

TACTICS FOR CHANGE
Report and benchmark your economic, social a
nd environmental impacts

http://goteborgco.se/wp-content/uploads/2016/04/Hallbarhetsredovisning-GBG-Co-2017_EN.pdf


A little less conversation, a little more action, please



WE HAVE TO REDUCE 
CARBON EMISSIONS by

45% by 2030



Decarbonising tourism and events

We have to reduce emissions by

45% by 2030

COLLABORATION

& INNOVATION

•Government

policy

Benchmarking 

and reporting

Optimization

of buildings, 

productions, 

events, waste

Better food

Renewable 

energy and 

low-carbon 

fuels 

Carbon tax & 

offsetting

Behaviour

change



Creating better places to live, meet and thrive in

Sustainability has become a key

measure of a city destinations su

ccess. 

Competitiveness

Attract 

Clients

Attract 

Investment

Create 

Jobs

Attract 

Talent

Deliver 

Social 

Impact

Regenerate 

our Planet

Build 

Brand 

Value



A little less conversation, 
a little more action, please



If you have any questions or require more in
formation, please contact:

Guy.Bigwood@gds-index.com
#guybigwood

To find out more about the GDS-Index, 
please visit: www.gds-index.com

100% GDS-Index emissions are offset thru coolearth.org

mailto:Guy.Bigwood@gds-index.com
http://www.gds-index.com/

