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_the causes

Travel is more accessible and 
affordable

Consumers are prioritising travel 
and leisure experiences

International tourism arrivals are 
growing

Traditional focus on volume over 
other objectives

Social media driving 
consumer awareness

Concentration of tourists 
around specific sites

Urbanisation is putting 
pressure on urban space 

Gentrification is raising prices in city 
neighbourhoods

Private residences being 
rented by tourists 

Large groups create 
bottlenecks and clusters



_the consequences

Increased 
congestion

Infrastructure under 
pressure

Environmental 
degradation

Damage to historical 
sites and monuments

More energy demand and 
pollution

Loss of identity and 
authenticity

Rising inequality 
among local residents

Rising cost of living for 
local residents

Nuisance behaviour by 
visitors

Backlash by 
local residents



It’s on the radar for the 
tourism industry 
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_growth should no longer be the only measure of success for a 
destination 

_if tourism isn’t solving the long-term problems in a destination, then 
perhaps it’s making things worse?

_what can tourism do for our destination? 

_where does this leave destination marketing organisations (DMOs) ?

_what practical steps can be taken to improve things?

_A shift in thinking:



navigating the shift towards 
destination management



FOCUS ON:
Social sustainability

The air we breathe. 
The people we meet. 

The food we eat. 
That feeling of ‘belonging’. 

These things matter when we travel, 
just as much as they do when we’re at home. 
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SOCIAL 
SUSTAINABILITY

The quality of life for residents, for visitors, for 
everyone should be the starting point for everything 
you do. 

Residents must feel involved in decisions that are 
taken about their neighbourhood. 

Avoid alienation and abandonment of communities.

WHY?



Residents come first, and they need these daily issues to 
be tackled: 

Zoning is a powerful tool for monitoring changes and 
taking action.

We still need a strategy for growth, but it must be much 
more focused on the type of growth that we want

IN PRACTICE:

Forming a strategy, planning
and zoning



FOCUS ON: 

VISITOR MANAGEMENT
More visitors means extra pressure to keep your 

destination liveable and visitors flowing smoothly



Technological 
solutions

Improving the way we use technology can help us 
to tackle problem areas, keep visitors better 
informed and help us to plan better for the future, 
for example:

• Pre-booking, encouraged through discounted 
or dynamic pricing (or forcing online booking 
only)

• Monitoring queues, with live waiting times 
posted widely

• Chat bots with live advice

• Tracing visitor flows with mobile data 

WHY?



Uffizi Gallery, Florence
introduces new system to 
reduce queues from hours to 
minutes

High season waiting time: 2-4 hours

Visitors were entering the gallery hot, 
tired, stressed and having wasted a lot of 
their time



The new system developed by L’Aquila 
University allocates an entry time, 
taking into account: 

• The season
• The weather forecast
• The time of day
• Number and size of tour groups

Visitors can enter 15 minutes either side of 
their specified time and enjoy more time 
around the city!



_Is overcrowding and nuisance behaviour only a 
problem for the authorities? 

_What is your organisation doing to minimise 
the risk, or what could it do? 



download our reports 
toposophy.com/insights



Nice to meet you!

pjordan@toposophy.com

www.toposophy.com


