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Abstract
This study is carried out to investigate modern tourism trends in order to combine new
solutions to improve sustainability and contrast urban disruption in the city centre of
Lisbon. In order to achieve these objectives, it has been analysed the international
tourist outlook in which Portugal is inserted, and dedicated studies to Lisbon and
Portugal tourism growth. Through other five case studies, focused on Florence,
Amsterdam, Barcelona, Santiago de Compostela and Strasbourg, gentrification and
museumification will be defined considering positive and negative socio-economic
aspects, cultural aspects and the effects of the sharing economy. In this spiny situation,
the European Union offers a glimmer of hope pushing for the circular economy to
enhance a business-friendly environment in which Small and Medium Enterprises
would be the backbone of a new and strongest economic system. Moreover, Europe has
identified the tourism sector as a strategic part of our communitarian development
offering room for original proposals. The preservation of authenticity and locals will be
the basis of this new form of tourism, something possible thanks to the growing interest
in experiential tourism. Millennials are who is shaping the entire sector, searching for
authenticity in unexpected places with (and for) their social networks and followers.
For whom can read between the lines, this social revolution is a huge possibility for
improved results. An eco-hostel that is also the reference hub for food tourists, city
breakers and nature and sports tourists is the way to develop sustainable tourism in the
light of overtourism in Lisbon. This innovative kind of accommodation is based on arts,
local community, culture and environment representing the idealistic meeting place for
host communities and tourists needs. It is also the right place to build a dialogue with
Millennials in order to hinder gentrification and museumification proposing a new and
effective sustainable form of tourism. In conclusion, under the European blessing, there
is still hope for sustainability.
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Riassunto
Il seguente studio è incentrato sui nuovi trend turistici con l’obiettivo di promuovere moderne
soluzioni che incentivino la sostenibilità e fungano da contrasto alla degradazione del centro storico
di Lisbona. Per raggiungere tali obiettivi è stato analizzato il contesto turistico internazionale in cui
si inserisce l’incredibile crescita dell’offerta turistica portoghese e della sua capitale, Lisbona.
Attraverso altri cinque casi di studio, dedicati a Firenze, Amsterdam, Barcellona, Santiago de
Compostela e Strasburgo, sono stati definiti i concetti di gentrificazione e museificazione, i quali
sono stati ulteriormente dettagliati attraverso lo studio delle conseguenze positive e negative
provocate negli aspetti socio-economici e culturali. In questa situazione spinosa l’Unione Europea
offre uno spiraglio di speranza propagandando l’economia circolare e un nuovo ambiente favorevole
allo sviluppo delle PMI, con l’obiettivo dichiarato di creare una nuova spina dorsale per
un’economia europea più forte che mai. Per rendere realizzabile tale obiettivo l’Europa sta
investendo nelle persone, sta finanziando la rivoluzione verde e ha identificato il settore turistico
come strategico per la crescita dell’intera Comunità. I programmi europei offrono dunque spazio
per nuove proposte che traggano forza dall’analisi dei nuovi trend turistici e possano essere
combinate in un sistema interconnesso. La preservazione dell’autenticità e del ‘locale’ sono la base
di questo nuovo tipo di turismo che è concepibile solo grazie alla crescente domanda per un turismo
esperienziale. La Generazione Y è la protagonista di questa rivoluzione sia sociale che del settore
turistico, un dato di fatto che, per chi è capace di leggere fra le righe, costituisce l’opportunità di
migliorare i risultati dell’intera industria del viaggio. Un eco-ostello che diventi riferimento del
turismo culinario, dei city breaks e del turismo naturalistico e sportivo è il cammino che rende
realistico il turismo sostenibile in una città come Lisbona, che non ha ancora perso la sua originalità.
Questa combinazione può risultare utile non solo per la capitale lusitana ma ovunque si stiano
acuendo i problemi derivati dalla gentrificazione e dalla museificazione, rendendo l’eco-ostello il
centro culturale di una resistenza attiva e il luogo ideale per la costruzione di un dialogo con questi
nuovi e giovani turisti. L’arte, la comunità, la cultura e l’ambiente dovranno essere il tessuto interno
di questa nuova offerta diventando il punto di ritrovo per le esigenze delle comunità ospitanti e dei
turisti. Infine, è stato esposto un modus operandi per rendere concrete le tante parole spese in nome
della sostenibilità, non solo da parte dell’UE, ma di tutti gli attori coinvolti nella filiera del turismo.

Parole chiave
Gentrificazione, sostenibilità, museificazione, Generazione Y, eco-ostello.
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Introduction

Studying the last exam of my entire course of studies I understood how is important to
place our reader’s point of view as much as possible near to the writer. At that time, I
was reading Claude Lévi-Strauss’ Sad Tropics (1955), Nigel Barley’s The Innocent
Anthropologist: Notes From a Mud Hut (1983), and Bronisław Malinowski’s A Diary
in the Strict Sense of the Term (1967). It is surprisingly interesting to read a book after
placing yourselves in the shoes of the writer because in this way it is possible to discover
many hidden undertones.
These three books are both diaries of anthropology, but each one considers a different
historical period, continent, methodology, school of thought, life experience and above
all point of view. The first one I read was Lévi-Strauss’ one, that seemed to me really
academic, meditated and exhausted considering that describes a field experience in the
Brazilian jungle. Then I read Barley’s one, that is almost contemporary to us, and it
seemed to me more spontaneous, vivid and true narrating his experiences in Cameroon,
but was only with the last one that I understood what the Professor wanted to show to
us.
Malinowski’s diary was not thought to be published, so it seemed to me common,
almost boring, but true. These details and all I learnt from anthropology make me feel
conscious of how much care listening needs, because of the deep relativity of everything
and the invalidity of every thought coming from positivism.
I hope that this would appear obvious to all, but is useful to stress one more time the
importance of listening. Listening is an essential skill facing something as unique as
tourism is. Tourism is probably the only topic in which past, present and future are
present at the same time, even if it is above all a strong economic reality all over the
World.
According to World Tourism Organization (UNWTO) website tourism matters because
of it constitutes globally: 10% of the GDP, one of eleven jobs, 1.5 trillion US dollars in
exports, 7% of World’s exports, and 30% of services exports. Once again, according to
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them, international tourist arrivals in 2016 were 1,235 million1, and in 2030 tourists
will be 1.8 million.
Two of these facts are impressive: tourism is the 30% of services exports globally, and
it is going to grow a third part. Considering that we are living in a post-industrial society
in which the importance of the tertiary sector is growing because of technological
innovation, it is one of the pillars of the global economy, and it will be even more
important in the future.
Figure 1: Why tourism matters

Source: World Tourism Organization (UNWTO), 2016

1

UNWTO (2017) World Tourism Barometer, Vol.15.
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Figure 2: International tourist arrivals forecast

Source: World Tourism Organization (UNWTO), 2010

Considering these facts is acceptable that tourism is the hope of many, but it is also a
risky question. According to UNWTO’s website2, tourism is responsible for about 5%
of global CO2 emissions excluding the transport sector. The transport sector, including
air, car and rail, generates the largest proportion, with 75% of all emissions. Among
these, air travel is the main responsible causing 40% of the total carbon emissions.
Finally, the accommodation sector accounts for 20% of emissions. Clearly, this varies
according to the location and size of the accommodation, as well as the type of
establishments.
It is clear that it is important to pay attention to this facts because 1,8 million tourists
will produce one third, or more, CO2 emissions; this is the other side of the coin.
UNWTO is willing to face this dark side pushing on topics like sustainability, technical
efficiency, and seasonality reduction, but how to reduce flight emissions and fossil fuels
remains something unknown. These and many other topics are hidden undertones.
In many ways and situations, we hide problems behind pseudo-solutions or behind our
negligence. Our duty as Earth inhabitants is to face these problems considering the

2

UNWTO, FAQ - Climate Change and Tourism - http://sdt.unwto.org/content/faq-climate-change-andtourism
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importance that tourism has, and will have, and the mortal damages we are causing to
our Home. With will and loyalty, my objective is to rethink the value-added chain to
benefit from tourism while adopting socio-ecological measures to add value in a smart
way avoiding the disruptions of another tourist destination.
Figure 3: Future CO2 Emissions from Global Tourism: Scenarios of Mitigation Potential in
2035

Source: World Tourism Organization (UNWTO)

Trying to carrying out my duties instead of considering catastrophic theories about the
end of the World, I started a lucky trip through the various solutions our society is
implementing to change. Along this trip, it was fundamental the influence of the place
I come from: Taranto, in the South of Italy. My home city is well known at the European
level at least because Brussels sent a special commission to report our living conditions,
maybe because of the biggest European blasting furnace, core of the Ilva steel factory.
Instead of boring you with data regarding unspeakable polluting substances I will just
report the 20 km radius exclusion zone for breeding established by public ordinance in
2008, that has its centre in this monster constructed in the 1960s just close to the city.
This is not enough because there are also a cement factory, a refinery, some dumps (of
which an illegal one in which public authorities discovered nuclear barrels), a harbour,
and two military ports. It was, and probably is, the cradle of a fervid mafia clan, the
surrealistic scenario in which a mayor caused the World second worst financial disarray
of a city, and the house of many other politicians that did not, and do not, do something
to change. High unemployment, no safety, a culture oppressed by the epical dispute
4

among a nostalgic industrial economy, a feudal administration, and a post-industrial
society is what fulfils this situation. This situation makes me aware of ecological
questions and conscious of the limits of human resilience.
I went out to Lisbon where I have discovered a fervid community, where I felt for the
first time in my life the energy of a European capital. The capital city of Portugal has
three of the thirty most important university all over Europe, it is full of young people
and foreigners coming from everywhere to study, play sport or just to visit dozens of
natural and historic attractions. Its cultural life it is full of art, and it is vivid everywhere
from the streets to the famous miradouros (belvederes), passing by theatres, Arabic
courtyards and underground pubs. Portugal was facing the crisis in 2013, but it was
clearly possible to appreciate that they had invested in tourism and that, considering
Butler’s destination area lifecycle, Lisbon was leaving the involvement stage to pass in
the development one.
In 2013, I was just about to end my studies of modern languages and tourism, but even
to an inexperienced eye, Lisbon’s historic city centre seemed that would have been the
hearth of this economic revolution. The historic centre characterises Lisbon with its
culture, music, local food, and authenticity. Moreover, the architectonical peculiarity of
Lisbon resides in its centre, where all the abandoned historic buildings that adorn it just
used to seem gold for the future. However, even in this case, there were many hidden
undertones.
Luckily, dreaming about the future, I discovered what was going to happen due to the
economic change, all those tourists, all those events that were enlightening the old
centre to incentivise its recover. Thank my friend and geographer Miguel Martínez, I
discovered what gentrification is. Then we began to develop an adjusted concept for
that specific situation that we called touristification, something that nowadays is a
recognised idea.
Three years later, I come back to Lisbon to find more big food and shopping companies,
cruise ships docked in front of the city centre, dozens of scaffolds and cranes
everywhere. My Portuguese friends passed from concern to enmity, and walking around
the city, I discovered that they were just expressing a common pain.
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Figure 4: Good-bye Mouraria, hello gentrification. We don’t want. No escalator.

This picture shows one of the stairs
that

brings

to

Mouraria

neighbourhood, one of the little
sectors in which the historical
centre of Lisbon is subdivided.
Lisbon is known as the city of seven
hills reviving the legend that it was
originally built over seven hills and
referring to its slopes. Mouraria is
one of its historic neighbourhood,
famous because of its Fado music3,
its cultural vitality, hundreds of
little tascas (taverns), and some
dangerous alley.

Source: Lisboa does not love (civic community)

This is something authentic. This picture shows the inhabitants dissatisfaction facing
the construction of a big escalator that will be built to facilitate tourist penetration,
something common in Lisbon where there is yet the historic escalator of Santa Justa.
Gentrification and loss of authenticity are two of the many hidden undertones behind
tourism. To return the power of resilience to people, to speak reasonably about
sustainable tourism, to face ecological matters, to avoid the disruption of another tourist
destination or its standardisation it is necessary to transform these thematic in the
subject of a fruitful debate.
Authenticity is the word that all the forecasts about the future trends of tourism
underline. Authenticity is what Lisbon is losing because of touristification while
UNWTO’s sustainable development goals and Europe 2020 objectives remain just
words. Authenticity is what DMOs are searching, what travel agencies are selling, what

3

Fado music is a genre of Portuguese popular music born in Lisbon.
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tourism could not create. Authenticity is the first step of sustainable tourism, is what in
Florence professionals are searching to sell a little bit more, and is what it is not possible
to find in an open-air museum.
Various new ideas and trends provide us multiple solutions and possibilities. Through
my experiences with permaculture and social vegetable gardens, I discovered the power
of a sound community contact and coexistence. Tourism trends show how these
movements, the will to take care of spirituality and alimentation, the contact with nature
are growing phenomena. The research of authenticity marks the sunset of mass-tourism
while the internet is demolishing the old tourism, becoming the only way to face the
loyalty marketing.

Work’s roadmap
This study is carried out to investigate modern tourism trends to combine new solutions
to improve sustainability and contrast urban disruption in the city centre of Lisbon. In
order to achieve these objectives, in Chapter 1 I will present the international tourist
outlook in which Portugal, which is also a Southern Mediterranean Region component,
is inserted. Various data and forecasts will provide the measure of Portuguese touristic
success, and a dedicated study on Lisbon will let us meet the hearth of this economic
revolution. Tourism in Portugal has been developed to contrast the economic crisis, but
nowadays Lusitanians are working to become one of the most important destinations
all over Europe, and the Atlantic entrance door of our continent. Portuguese are working
on quality and quantity to modernise they offer in the face of new trends, but not all
that glitters is gold.
Chapter 2 is about the problems that tourism causes, and that too many times are
ignored. A case study dedicated to the city of Florence will extend the shadow of
protests that are spanning all over Europe, from Amsterdam to Barcelona, Venice,
Valencia, Santiago de Compostela and Lisbon, where complaints against tourists are
rising. Gentrification and museumification are the words that dissidents shout through
gritted teeth, so I have considered worthwhile to examine in depth these concept turning
to the main knowledgeable scholars. Sadly, the connections between tourism,
gentrification and museumification will be demonstrated while the blood spots on
Lisbon will trace back to the hands of Troika.
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It will follow an analysis of the consequences of these two phenomena, considering
socio-economic aspects, cultural aspects and the effects of the sharing economy.
Problems, possible solutions and good practices are mixed in this part of the work to let
the reader aware of every aspect of Lisbon’s reality. Two case studies, dedicated to
Strasburg and Santiago de Compostela will confirm that a crack in these negative circles
exists, while the sharing economy will show its potential positive, but above all negative
effect. The situation is spiny, but as I said above in this introduction, we have to search
every possible point of view.
Trying to look at the glass half-full has been uphill because sustainability in tourism is
a well-discussed topic that not always is put into practice. More than UNWTO’s (United
Nations World Tourism Organization) principles for the promotion of responsible,
sustainable and universally accessible tourism, the European Union reinstates some
possibility of a better future. The EU is pushing for a circular economy to enhance a
business-friendly environment in which Small and Medium Enterprises would be the
backbone of a new and strongest economic system. Europe is investing in people, is
financing the green revolution and has identified the tourism sector as a strategic part
of our communitarian development. To monitor and evaluate countries’ progress in
implementing the Small Business Act dedicated to the development of SMEs, the
Commission has developed the SME Performance Review, which will provide a bitter
comparison between Portugal and Italy. In Portugal, European policies have been
implemented allowing its inhabitants to hope for a better future.
This better future is waiting for us, despite the environment is as negative as positive.
In Chapter 4, I will conclude this analysis with my proposals passing through the study
of new trends and their development in an interconnected system. The preservation of
authenticity and locals will be the basis of a new form of tourism, something possible
thanks to the growing interest in an experiential tourism. The Millennials are the new
tourists that are shaping the entire sector, searching for authenticity in unexpected
places with (and for) their social networks and followers. For whom can read between
the lines this social revolution is a huge possibility for improved results.
Food tourism, city breaks and nature and sport tourism are the ways to develop
sustainable tourism in the light of overtourism while the eco-hostel will be the right
place to develop a dialogue and relationships with these young travellers. Arts,
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community, culture, environment will be the idealistic meeting place for host
communities and tourists needs. Under the European blessing, there is still hope for
sustainability.

9

Chapter 1
Portugal, a history of tourism success
Case study context – Portugal in the international tourist market
International tourism outlook
According to the World Tourism Organization, international tourist arrivals in 2016
were 1,235 million. Tourism is growing globally slightly less than before due to the
diminished power of Northern Africa and East-Central Europe, respectively: -9,8% and
-0,2% in arrivals. Europe is growing slower than before, but it is still marking a 2,6%
growth and continues to be the regional area with the higher number of inbound tourist
arrivals with around half of total.
According to the Instituto Nacional de Estatística de Portugal (Statistics Portugal)4
Southern Europe is the first one all over the World in international tourist arrivals,
having collected 19% of the total in 2016 it is followed just by Western Europe (15,2%)
and Northeast Asia (12%). Southern Europe’ less developed countries benefit from
their historic importance and the touristic economic development of the whole area.
Less developed areas of Portugal, Greece, Italy and Spain also benefit from the strong
decline of Northern African subregion caused by the current political instability of the
region.

4

INE Instituto Nacional de Estatística (Statistics Portugal) https://www.ine.pt/xportal/xmain?xpid=INE&xpgid=ine_publicacoes
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Table 1: International tourist arrivals per subregion, 2016

Source: UNWTO (United Nations World Tourism Organization) World tourism barometer,
June 20165

Tourism in Portugal
According to the website of AICEP Portugal6, the Portuguese Agency for Investment
and External Commerce, tourism is the most important voice in Portugal’s exports. In
2011, the country registered the highest number of receipts in its history experiencing
a higher growth than in periods of important events like the World Exposition 98 or
UEFA European Championship 2004. This fact is proved by the tourism balance sheet
published by EUROSTAT7 in 2015, which shows the 9.5% Portuguese improvement
in net revenues. This fact makes Lusitanians the number five all over Europe with +7.8
thousand millions euros, something that matters for Portuguese accounts, which are
heavily reliant on tourism.
Tourism accounts for the 10% of Portugal gross domestic product, but with these
increases, tourism is going to be even more important in the future. According to

5

Tourism market trends UNWTO, World Tourism Innobarometer - http://mkt.unwto.org/barometer
AICEP Portugal Global Trade & Investment Agency, government business entity http://www.portugalglobal.pt/EN/about-us/Pages/about-us.aspx
7
EUROSTAT - http://ec.europa.eu/eurostat
6

11

Statistics Portugal, the number of foreign tourist arrivals in 2015 was 10.18 million,
with a rise of 10% on the previous year, while domestic tourists were 7.3 million,
growing a 7%. In the same analysed period, hotel revenues rose a 13% that, without a
significant growth in the number of beds, means that hoteliers charged more for rooms
due to the increasing demand for accommodation. These figures show how tourism
and tourism-related activities are important for Portuguese economy and how this
market is growing quickly, and it is full of opportunities.
The Lusitanians are experiencing this economic revolution probably because of the
economic crisis, maybe because they are the “troika good student”, as it has been
written in Desbarato’s webpage8 (a Portuguese remonstrance movement). However,
we cannot forget that the South of Portugal was always interested by intense tourist
flows coming from the North of Europe. Algarve region, just like Andalusia in Spain
and Malta, was and is the preferred destination for many English and German
pensioners and young folks. Moreover, it is important to consider the history of Portugal
to understand the proximity of South America, Africa, and Asia.
Its former colonies are nowadays growing economies, but near is the Portuguese
resistance to the decolonisation of its overseas territories. The Carnation Revolution of
April 1974 opened an intense period of social debate that brought to various agreements
with the former colonies, and to the actual melting pot. Nowadays Brazil, Angola, Cape
Verde, Mozambique, and Guinea Bissau are important partners.
The last tips from history suggest the relevance of France and North America. The first
one was the destination of many escaping Portuguese during the estado novo fascist
period, from 1926 to 1974, and housed the refugees of the first Portuguese diaspora.
Relevant are also the United States of America and Canada, which are the preferred
destinations of post-fascist migrations.
For all these reasons Portugal will continue to focus its promotional marketing on the
United Kingdom, Spain, France, Germany and Holland, but new politics look at
becoming the Atlantic entrance door of Europe. For these reasons, Portuguese

8

Desbarato: action intervention daily deployment, Gentrification in Lisbon http://aestheticsofprotest.org/desberato-gentrification-in-lisbon/
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government is trying to attract investments and a high-quality tourism offering a
modern, sustainable, and welcoming environment.
The facts behind success
A favourable environment has fostered Portugal’s efforts during the first decade of
2000. The political and economic crisis led Europeans to discover new destinations
inside the community, and Portuguese people were brilliant in formulating a unique
value proposition attracting these new flows.
According to the Tourism Institute of Portugal,9 the reasons behind Portuguese’s
success could be resumed in a four cornerstones structure in which gastronomy, value
for money, weather, and concentrated diversity are key milestones. It is unopposable
that Portugal has a pleasant climate throughout the year that favour seasonality
reduction, and the development of off-season tourism. Furthermore, there is a
concentrated range of touristic attractions, from culture to sun & beach, but also sport
and nature. Portugal too has its appreciated cuisine, and a well-developed and low-cost
accommodation sector.
Apart from this, DMOs (Destination Management Organizations) in Portugal have been
paying the right focus on digital marketing creating blogs, using the social media, and
developing specific websites. The development of touristic infrastructures followed
these policies leaving sufficient amount of room for investments, new ideas, and new
tourist trends. Arts and events development, experience-sharing applications, and
innovative tour development are the main solutions adopted to enhance tourists’
experience in a modern way.
Lisbon, the capital city, is the heart of this economic revolution.

Lisbon
Table 2: Figures about Lisbon

Facts and Figures
Core city: Lisbon

9

Biogeographic region: Mediterranean

Tourism Institute of Portugal - https://www.portaldocidadao.pt/en/web/instituto-do-turismo-deportugal/instituto-do-turismo-de-portugal
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Region: Metropolitan Region of Lisbon

Planning family:
Mediterranean/Urbanism

Area (ha)
•
•

Population (2012)
•

Core city: 8545 ha

Larger urban zone: 143669 ha

•

Core city: 696488

Larger urban zone: 2817901

Average annual population change

Public recreational green space per

rate (1990-2012; Core city): 0.9%

capita (2006, Core city; m2 per
inhabitants): 23.36

Source: Santos, A. et al. (2015) Lisbon, Portugal, Green Surge.
Figure 5: Portugal, metropolitan areas and inter-municipal communities

Lisbon is the capital of Portugal
and its most populous city. It is
located on the right bank of the
mouth of the River Tagus and
with other municipalities
composes the Metropolitan
Region of Lisbon. It is one of the
main Portuguese destinations, a
vibrant city with an ample offer of
tourism accommodations, leisure
and entertainment. Many scholars
consider its potential development
enormous because of its rich
cultural heritage and several
different expressions of
architecture, culture, and art that
comprises three UNESCO World
heritage sites: Belém Tower,
Jerónimos Monastery and the
historic site of Sintra. Lisbon’s
culture and traditional character
are well expressed by its
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gastronomy and wine, while UNESCO recently recognised the typical Fado music as
World´s intangible cultural heritage.
Its high attractiveness is valid for several segments of tourism demand because it fulfils
different travel expectations. For all these reasons Lisbon gained10 the Europe’s
Leading Cruise Destination in 2016, 2014 and 2009; Europe’s Leading Cruise Port in
2016 and 2014; Europe’s Leading Break Destination in 2013, 2010 and 2009; and
Europe’s Leading Destination 2009.
Lisbon’s touristic offer has been growing but still has room to grow, because the
profitability and demand are growing faster than the accommodation offer.
Lisbon and its Metropolitan Region
According to the Lisbon Tourism Association (Associação de Turismo de Lisboa ATL), the Metropolitan Region of Lisbon is made up of:
•

Three micro-centralities inside Lisbon: the historical centre, full of nightlife and
entertainment, the heritage area of Belém, full of history and tradition; and
Parque das Nações, a renewed and modern area of the city that hosted the
universal Expo 98´ nearby the Tagus River;

•

Two macro-centralities outside Lisbon: Cascais/Estoril well known by the
natural landscapes, amazing beaches and high quality of tourism and leisure
infrastructures; and Sintra, a World Heritage site, rich in biodiversity and
landscape drove, complemented by a blend of experiences.

Lisbon is also part of Lisboa e Vale do Tejo region (Lisbon and Tagus Valley), one of
the five regions of Portugal (NUTS II subdivision). This subdivision is sometimes used
to statistical porpoises, but every data or forecast I will provide is based on NUTS III
subdivision, that is to say, Metropolitan Region of Lisbon and Setubal Peninsula
(Figure 6). In Figure 6, it is shown in orange all the municipalities that are part of the
Metropolitan Region of Lisbon, with Lisbon as the number one, while in green is
indicated the Setubal Peninsula Area, its municipalities, and the capital Setubal
highlighted by the number 9.

10

World Travel Awards - https://www.worldtravelawards.com/profile-8079-turismo-de-lisboa
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Figure 6: NUTS III subdivision, Metropolitan Region of Lisbon (orange) and Setubal
peninsula (green)

Recalling the existence of a larger region is useful to understand the range of action of
Lisbon’s tourist offer. The city appears like a natural hub from which it is possible to
visit amazing villages like Alcobaça, Batalha, Tomar, Fatima, and Óbidos (just to
mention the most famous ones). Finally, Portugal is a relatively small country; the
Northern capital Porto (300 km far from Lisbon) and Algarve region in the South (270
km far from Lisbon) are not so far from Lisbon that is the centre of a well-organised
public transport offer. This means that from Lisbon is possible to visit the entire
Portugal easily.
Although this clear orientation for tourism, next years will be important to succeed with
the futuristic green infrastructure plan the municipality is developing and to achieve
sustainability and quality criteria. However, it is suitable to analyse Lisbon’s
characteristics deeply to understand better not only strengths and opportunities but also
weaknesses and threats regarding it as a tourist destination.
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Lisbon under the hand lens
According to the data provided by Statistics Portugal11 in 2015, there are differences
between the tourist trends of the Metropolitan Region of Lisbon and Portugal as a
whole. These growing differences underline different pros and cons.
Researchers used three tourism activity indicators that are the bed occupancy net rate,
the proportion of guests from foreign countries and the proportion of nights between
July and September to compare the Metropolitan Region of Lisbon to Portugal. From
Figure 3, it is clear how seasonality is lower in the Metropolitan Region of Lisbon than
in Portugal thanks to a better bed occupancy net rate and a better proportion of guests
from foreign countries.
Table 3: Tourism activity indicators

Tourism activity indicators in %
Metropolitan Region of Lisbon

Portugal

Proportion of guests from
foreign countries
80
60
40
20
0
Proportion of nights
between JulySeptember

Bed occupancy net rate

Source: Statistics Portugal, 2015

11

Istituto Nacional de Estatistica-Statistics Portugal (2015) Estatisticas do Turismo 2015, Estatisticas
Oficiais. Statistics Portugal disseminates the main statistical findings on the activity of Tourism under
two perspectives: demand from residents in Portugal, as well as supply of collective tourist
accommodation. With regard to tourist demand, the main results from the Travel survey of residents
(IDR) are now presented, covering the characteristics of tourism and same-day visits trips.
Information on collective tourist accommodation is now presented from the Survey on guest stays in
hotels and other establishments (IPHH), as well as from similar surveys conducted by Statistics Portugal
covering camping sites, holiday camps and youth hostels. It is worth of mention the dissemination of
detailed data not only about hotel accommodation activity establishments and similar ones, but also
information about local accommodation, tourism in rural areas and lodging tourism. Additional chapters
are also presented covering the international and national economic context of the tourism sector, based
on complementary information from several sources, namely the World Tourism Organization, Eurostat,
the International Monetary Fund, Banco de Portugal and Portuguese Port Administrations.
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Figure 4, hailing from the same forecast, shows that Lisbon’s problem compared to
Portugal as a whole is the length of stay, which is not a problem because there are many
tourists, but it is even a symptom of mass touristification.
Table 4: Average stays

Number of nights
3,5
3
2,5
2
1,5
1
0,5
0
Average stay in the
establishment

A. M. Lisboa

Average stay of foreign
guests in the
establishment
Portugal

Source: Statistics Portugal, 2015

Lisbon under the hand lens: Metropolitan Region of Lisbon and
Setubal Peninsula (NUTS III subdivision)
Metropolitan Region of Lisbon and Setubal Peninsula (NUTS III subdivision) stand
together because there are many municipalities located in front of Lisbon, on the
Southern side of the Tagus River, which officially are part of the Setubal peninsula but
in practice are residential areas of Lisbon. Setubal stands on the Southern side of its
peninsula and is not yet a competitor for Lisbon.
According to Turismo 202012 Portuguese tourist plan, Setubal peninsula’s tourist
accommodation capacity is far less important than Metropolitan Region of Lisbon’ one
that offers 90,58% of total tourist accommodation considering hotels, apartments and
hostels.
As regards to the kind of accommodation in Lisbon, there is 92,3% of hotels of which
70% of five and four-star ones, this means that the offer is qualified regarding a certain

12

Turismo de Portugal (2016) Turismo 2020: Cinco Princípios para uma ambição, pp 143-149.
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kind of classic tourist market. It is also true that 91% of overnight stays were in hotels
and that 69% of these was in five and four-star hotels.
One of the most interesting facts regarding Lisbon region is its overnight stays annual
growth rate. It is double than Portugal’s one, considering the span between 2007 and
2014. This makes Lisbon the region that is growing more in the country.
The research confirms another data mentioned at the end of the previous paragraph: in
Lisbon is important, and it is growing the proportion of guests from foreign countries,
which now constitutes the 75,9% of the total, meaning that the region is competitive at
the international level.
Lisbon has fewer problems with seasonality than Portugal. Just 34% of the annual flow
in 2014 has concerned July, August and September while under the same circumstances
the registered data for Portugal was 39%. This, together with the short length of stay
are the two problems that Lisbon is facing. According to the forecasts, the problem with
seasonality is growing everywhere in Portugal, indeed even Lisbon saw a worsening
between 2007 and 2014, passing from 32% to 34%.
The last figure I will provide regards the difference in the revenue per available room
between Metropolitan Region of Lisbon and Portugal. Also in this case, the difference
is clear with an average of 57,60 € for Lisbon against 33,00 € for Portugal. This
difference, which now is 24,60 €, has grown of 7,30 € in the last seven years showing
the enormous potential of Lisbon.

Where is it going Portugal?
Turismo 2020 is the Portuguese tourist plan in force signed in 2015 by Adolfo Mesquita
Nunes, former Secretary of State for Tourism of Portugal. It establishes the objectives
that the government want to achieve until 2020. In its introduction, the Secretary of
State for Tourism clarify that the government want to face the always-changing tourist
market leaving more space to private initiative and creativity. The objective is to
become the most dynamic and agile European destination fostering a continuous growth
to achieve 50 million overnight stays and doubling annual revenues. Sustainability is
the first condition that will lead this path, specifying that quality, local communities
and land preservation are the key factors for a sane development. Business, innovation,
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connectivity and a strong branding follows this ecological vision, which combined to
the will of remove every unnecessary legislative burden seems a promising plan.
Portugal is paying a growing attention to the evolution of the international tourist
market because it wants to fortify its position to benefit from this booming period
avoiding the competitors that come into the World every day. New trends and pivotal
changes are shaping our way of life with deep transformations in the sociodemographic
composition, economic structure, environmental equilibrium, technological evolution
and transport renovation. The World is never on standby, Portugal knows it and wants
to adapt itself not to lose every improvement and to face the consequences of its
developments.
People, freedom, openness, knowledge and collaboration have been chosen as the core
values of the plan. Something beautiful to read, I hope even to experience. The path is
unknown, so I will present some major trends of our modern society to understand in a
better way how much opportunities and threats are on the road.

The World we live in and tourism
Sociocultural and demographic trends
Our Western society is changing its social, demographic and cultural reality. This will
affect every sector of our life experience, but I will just analyse causes and
consequences related to tourism.
•

Trends: our population is getting older while families are getting smaller.
People are suffering the consequences of our reality so that an increasing
individualism and dissatisfaction seem the answers to the latest human
performance. Another change is visible in the need to care more about health,
alimentation, and wellness while anxieties about the future of our Environment
and possible conflicts grow. More bourgeoisies coming from rising economies
are shaping fashions and trends, while the research of something authentic
depicts the desire of experiencing something true in a digital world.

•

Consequences: tourism could bet on fitness, anti-stress, spiritual, medical,
healthy alimentation and beauty services because health is going to be a key
factor in tourism. Culture, authenticity and adventure are other tips, above all
for cities that have to take care of rapid changes, and the rise of disparities.
20

Economic trends
•

Trends: globalisation and delocalisation will grow even more leading strong
consequences on the social order. In Europe, the GDP will grow thanks to new
intercontinental agreements with developing Asian and East European
countries.

•

Consequences: new growing economies means new tourist destinations and
new tourists. These will pay more attention to the ratio quality-price and will
research more authenticity because of the high touristification while, on the
other hand, there will be surely more competition in the future.
Environmental trends

This section will consider environmental issues as opportunities to develop new
strategies and management techniques, innovative market areas and products.
•

Trends: Even if many overburdened modern intellectuals are trying to support
Ptolemaic system’s validity, we do not want to recant as Galileo did, climatic
change is a reality and our Earth is full of pollutants. People, enterprises and
governments are aware of these problems, so they are trying to promote new
behaviours, good practices and technologies to stop our growing polluting
power and invert this tendency.

•

Consequences: people are searching health, nature, adventure and authenticity,
so these kinds of tourism will surely grow, but on the other hand, the classic
tourism has to face new maintenance costs, alterations in touristic flows, and an
intense change. No one knows if this will happen, I hope so because the ruin of
many tourist destinations (first of all the coastal ones) will be the price we will
pay if we will not degrowth.
Technological trends

•

Trends: modern tourists are very different from old ones. Now tourists are not
just consumers but protagonist of the tourist value chain. The internet provides
more information, possibilities of communications, but also more opportunities
for marketing and simply trading. The exchange of opinions and evaluations are
substituting old ways of classification; we are passing from B2C to C2C. This
even appears as something unpredictable, but it is something that all the
21

enterprises are trying to understand in order to enter this new way of interaction
with consumers.
•

Consequences: It is important to pay attention to the management of big data,
to have an idea about the sharing economy influence on the general economy,
and to develop new forms of business intelligence. Digital marketing is the
future of prosperous enterprises.

Portugal’s competitors and aims
Portugal’s first competitors are all the members of the Mediterranean area, among them
Spain, France, Italy, Turkey, Greece, Croatia, Morocco and Egypt are the main ones.
Considering the issues and facts above mentioned, the Lusitanians want to grow more
than the average produced by its competitors relying on new solutions and an overall
better performance regarding the most important indicators.
According to Turismo 2020, Portugal has collected a portion of 2,5% of international
tourism revenues placing itself at number 9 in EU 28. Globally they are the number 26
with 1,0% of total revenues while, considering just Mediterranean countries, Portugal
is the number 6, but it has shown an improvement of 24,3% between 2007 and 2014,
against the average 7,2% growth of all the other competitors.
From 2010 to 2014 Portugal has grown with an annual mean of international tourist
revenues of 8,2% exceeding that of Spain (the first competitor, which marked an annual
mean of 4,5%), Mediterranean area (5,4%), and the Global one (6,5%). However is in
the last years that Portugal is showing an important growth, just in 2014 it was 12,4%
becoming the only Mediterranean country with a significant improvement. This is
proved by the growing market share of Portugal that passed from 5,3% in 2007 to 6,6%
in 2014 being the only European country with a growth of more than 1 point.
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Table 5: Market share per Mediterranean country (in %)
2007
Portugal 5,3

2008

2009

2010

2011

2012

2013

2014

5,4

5,4

5,9

5,8

5,9

6,1

6,6

Spain

31,2

31,4

31,2

31,9

31,9

31,2

31,1

31,3

France

28,3

27,7

27,8

27,4

28,1

28,8

28,2

27

Italy

22,3

21,7

22,6

22,6

22,0

22,1

21,8

21,9

Greece

8,1

8,4

8,1

7,4

7,5

7,2

8,0

8,5

Croatia

4,8

5,4

5,0

4,8

4,7

4,7

4,8

4,7

Source: European central bank13

According to the Travel & Tourism Competitiveness report, Portugal is number 15
among 141 countries all over the World. The same research shows other rankings
regarding various characteristics of a tourist destination. In Table 6, Portugal is ranked
with its main competitors.
Table 6: Travel & Tourism Competitiveness

Source: WEF (World Economic Forum)14

Portugal is fourth in travel & tourism competitiveness, first in entrepreneurial
environment, second in regulatory framework, fourth in infrastructures, and fourth in
natural and cultural resources.
Considering the 141 countries, Portugal triumph as tenth in security and protection,
eighteenth in human resources and labour market, and fourteenth in international

13
14

European Central Bank - https://www.ecb.europa.eu/home/html/index.en.html
The World Economic Forum - https://www.weforum.org/
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openness. There are also categories in which Lusitanians do not place well, but they
want to work roughly to improve each indicator.
According to these facts, Portugal wants to become number tenth globally until 2020.
The country has to face many challenges, but its growth is positive and constant over
time. This sensation is even more positive towards Lisbon, which leads the Portuguese
tourist sector. For these reasons in the next chapters, there will be more focus on the
capital.
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Chapter 2
Lisbon, not all that glitters is gold
“Cities are smells: Acre is the smell of iodine and spices. Haifa is the smell of pine and
wrinkled sheets. Moscow is the smell of vodka on ice. Cairo is the smell of mango and ginger.
Beirut is the smell of the sun, sea, smoke, and lemons. Paris is the smell of fresh bread,
cheese, and derivations of enchantment. Damascus is the smell of jasmine and dried fruit.
Tunis is the smell of night musk and salt. Rabat is the smell of henna, incense, and honey. A
city that cannot be known by its smell is unreliable. Exiles have a shared smell: the smell of
longing for something else; a smell that remembers another smell. A panting, nostalgic smell
that guides you, like a worn tourist map, to the smell of the original place. A smell is a
memory and a setting sun. Sunset, here, is beauty rebuking the stranger.”
Mahmoud Darwish, poet and author

In this second chapter, I will take notice of deeper issues regarding Lisbon’s
development. The capital city is the main character of this entire work, but if in the first
chapter it is shown a wide general vision going from the international environment to
the national one, with some interesting data on new trends and Lisbon, now is the time
to go deeper. Having to go deeper into new trends and not well-studied topics could be
insidious, but gentrification, museumification, over tourism, sharing economy, circular
economy, tourism sustainability, new trends of tourism, and many other concepts are
our present and future, and we need to face them.
The European Union is pointing at the circular economy for our future while UNWTO
pushes for sustainability in tourism. The sharing economy is something that has flown
naturally in our lives, as the normal consequence of an always-in-crisis, digital World.
New societal needs, deep changes, various perspectives, the ecologic question could
not take us by surprise. Moreover, to analyse gentrification and museumification seems
to me proper after years of business as usual, beyond the protests in many European
cities, expecting growing numbers of tourists.
Ecology, society, well-being, humanity, environment, equality are not something naïf
or puerile, even if in contemporary conversations we trampled on them. These topics
regard our Home and the way in which we care about it and us. These topics regard
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everything because from union blooms synergy and from synergy prospers our human
society in every sector, even tourism.
Surely, the way is clear for whom always gained success ransacking without opening
the eyes, but I hope my generation and next ones will change, not only for our
grandchild but also for us, to have not to ignore anymore many horrible things we listen
and see every day. These high achievers showed us how to arrive straight to the point,
but it is a limited perspective because their linear economy has shown all its limits. A
holistic analysis is always superior because as a destination manager apprentice I learnt
that willingly ignoring something is like to bite off more than you can chew, and for
this reason, many touristic Italian cities are facing the consequences of years of
mismanagement.
- Florence case study
Lately, I was studying a destination management instance; the topic was managing mass
tourism in Florence. In one of the documents I read, there were this two quotes; the first
one is from Ottaviano de’ Medici, a direct descendant of the Medici family, which
said15:
“The City of Florence and the Italian State have so far done nothing to convince (or
compel) tour operators to vary their itineraries throughout the city, with the result that
vast areas of the city, once flourishing, are now deserted and their traders are
languishing, while at the same time a very small portion of the old town is literally
invaded instead. So what are the consequences of this absurd policy of indifference that
Italian public institutions have followed for years? Twenty-per-cent of the population
has left Florence in the period from 1981-2001 while the traditional Florentine economy
is struggling for survival. Hundreds of artisans and traditional activities have already
shut down; every day the city is losing more and more of its social and cultural identity.
The small area where mass tourism dominates now belongs to wealthy chains of
national and international stores, which do not usually reinvest their profits in the
maintenance of the cultural heritage of Florence.”

15

Ordine Civico Mediceo, Save Florence Project - http://www.de-medici.com/programmapolitico/attivita-culturali-e-sociali/save-florence
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The second quote comes from the academic and climate change expert Ugo Bardi,
which said16:
“…when the historical Florence that tourists see nowadays was built, there were
perhaps 100,000 inhabitants in the town. Today so many visitors are a disaster for the
structures of the city (and note that they tend to concentrate more and more in the same,
restricted, areas). Some people speak of the need of saving Florence from this calamity.
They are well-intentioned, but arrive too late. Florence, intended as a normal town, does
not exist anymore. What exists is a huge theme park surrounded by an expanse of
suburbs. And, as is any theme park in the world, the people whom you see walking in
the street are not residents; they are either visitors or employees of the park.”
Figure 7: Florence: tourist go home, Lisbon: more ladras (feira da ladra is the working-class
local market name) less turistas (tourists)

Sources: National Geographic17 and Lisboa does not love18, respectively

Florence has been cut to the heart by over tourism and museumification, the sociocultural humus that propitiated its florescence does not exist anymore. However, this is
not just regarding Florence but also Amsterdam, Barcelona, Venice, Valencia and many
other cities all over the World. Is it Lisbon’s turn? How much are important the effects
of gentrification, museumification and other tourism-related contraindications? Are
these phenomena connected to tourism?

16

Effetto Cassandra, Ugo Bardi’s blog - http://ugobardi.blogspot.it/
National Geographic - http://www.nationalgeographic.com/
18
Lisboa Does Not Love - http://www.lisboa-does-not-love.com/it
17
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What gentrification is
According to the opinion of a share of pundits, gentrification is a process of renovation
of deteriorated urban neighbourhoods by means of the influx of more affluent residents,
while for others it is something more complex and dangerous. The US Centers for
Disease Control and Prevention defines gentrification as “…the transformation of
neighborhoods from low value to high value. This change has the potential to cause
displacement of long-time residents and businesses. Displacement happens when longtime or original neighbourhood residents move from a gentrified area because of higher
rents, mortgages, and property taxes. Gentrification is a housing, economic, and health
issue that affects a community’s history and culture and reduces social capital.”19 This
makes clear that we are in front of two different socio-economic phenomena, which too
many times are confused: on the one hand, neighbourhood revitalisation is a restoration
process, while on the other hand, gentrification is the process by which medium and
upper-class people displace working-class residents from a neighbourhood. The smell
of which Mahmoud Darwish writes about could vanish in this way.
The first time I got to know gentrification just a few people were aware of it, then I was
surprised that it is a common matter of conversation in the United States, but even in
Europe, there are many cases of gentrification. What I learnt later is that this
phenomenon could take different shapes becoming something as sharp as the knifeedge is.
According to Chris Hamnett, senior lecturer in geography “the reasons why the
gentrification debate has attracted so much interest, and has been so hard fought, is that
it is one of the key theoretical battlegrounds of contemporary human geography which
highlights the arguments between structure and agency, production and consumption,
capital and culture, and supply and demand.”20 It is clear that this situation could blow
up in a political conflict any time now.

19

Centers for Disease Control and Prevention, Health Effects of Gentrification (2013)
Hamnett, C. (1991) The Blind Men and the Elephant: The Explanation of Gentrification,
Transactions of the Institute of British Geographers, New Series, Vol. 16, No. 2, pp. 173-189.
20
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Undoubtedly, scholars are not already sure; Shaeffer and Smith (198621) argue that
gentrification is just one of the stages of urban residential change while others suppose
that is the last one (Hoyt, 193922). These theories are strictly connected to the evolution
of urban residential change that has begun with middle-class suburbanization and innercity decline during pre-industrial and industrial periods. Only at the end of these lapses,
because of the growing importance of the tertiary sector, things changed and
bourgeoisies began to come back to inner cities instilling many new dynamics. For
Hoyt, this is the final act of urban residential change, with middle and upper classes
coming back to the core of the city (Hoyt, 193923) as Israelites ended their exodus
finding the Promised Land, while others argue that this phenomenon is just one of the
many we have to foresee.
There are two theories to explain the whys behind gentrification, but according to
Hamnett, I prefer their conjunction. On the one hand, Lay supports that to explain
gentrification is necessary to understand gentrifiers’ characteristics (Lay, 198024), while
on the other hand, Smith endorses that the role of builders, developers, property owners,
mortgage lenders, government agencies, real estate agents and tenants is overriding
(Smith, 198625). This duality in the long term seems like the question of whether the
egg or the chicken came first, but from this positive discussion came out Smith’s theory
on the rent gap.
Smith’s theory is focused on “investments and disinvestments in the built environment,
and on the relationship between land and property value, particularly on the way in
which disinvestment produces the possibility of capital reinvestment. Smith argues that
in the nineteenth century, most cities had a classical land value gradient, highest at the
centre and falling gradually towards the periphery. But, as the suburbanization of
industry and population proceeded from the turn of the century onwards, land values in
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Schaffer, R. and Smith, N. (1986) The gentrification of Harlem, Annals of the Association of
American Geographers, Vol. 76, No. 3, pp 347-365.
22
Hoyt, H. (1939) The structure and growth of residential neighbourhoods in American cities, Federal
Housing Administration.
23
Hoyt, H. (1939) The structure and growth of residential neighbourhoods in American cities, Federal
Housing Administration.
24
Ley, D. (1980) Liberal ideology and post-industrial city, Annals of the Association of American
Geographers, Vol. 70, pp 238-258.
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Smith, N. (1986) Gentrification, the frontier, and the restructuring of urban space, in Smith, N. and
Williams, P. (eds) Gentrification of the city, Allen and Unwin, pp 15-34.
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the inner city fell relative to the central business district and the suburbs and a ‘valley’
in the land value gradient opened up which intensified during the decades of sustained
suburbanization in 1940s, 50s and 60s. This devalorization of the inner city provided
the basis for the subsequent profitable reinvestment.”26
Hamnett adds, “The key for Smith, is the relationship between land value and property
value. When depreciation of the existing structures has proceeded far enough, the point
is reached where the capitalized ground rent of site or neighbourhood is less than its
potential ground rent in its ‘highest and best use’. This is the rent gap, and according to
Smith, gentrification or redevelopment, can occur when the gap is wide enough to
ensure profit.”27 This points the focus on the responsibilities of capital switching
between different sectors of the economy, and on how this turns entire parts of the city
upside down. This theory has been developed by Smith and Williams who suggest,
“…gentrification has to be seen as part of the changing international spatial division of
labour, and the emergence of global cities with control and command functions as part
of a new urban hierarchy dominates by flows of finance capital.”28
Nevertheless, Smiths’ theory on rent gap and the exacerbated capitalism are not enough
to explain gentrification because this complex phenomenon requires more than two
actors. What miss is a neighbourhood passive of gentrification that needs to be attractive
for some reason to potential gentrifiers. These three elements, the neighbourhood, its
charm and gentrifiers are the missing agents.
Gentrifiers too come from the changes in the structure of production, and from our
society’s swings, which have led to the deindustrialisation of advanced capitalist
economies and the growth of the service sector. Sometimes early gentrifiers are lowincome artists, bohemians, and students, but they are just pioneers in dark
neighbourhoods, opening the path for new middle-class members.
Typical gentrifiers are sons of socio-demographic changes: young couples, service
industry professionals, dual career childless couples, single women that entered the
labour force, single mothers, LGBT (lesbian, gay, bisexual, and transgender), etc. They
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Hamnett, C. (1991) The Blind Men and the Elephant: The Explanation of Gentrification,
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are searching for inexpensive housing close to the workplace. This may result from the
financial inability to afford a suburban home, or it may be a preference, what matters is
that all of this depends on the growth of service-class job opportunities, and on an
attractive and suitable neighbourhood where to live. Without this mixture of factors and
gentrifiers, gentrification is not possible.
Before considering if all this happened in Lisbon or not and in which way, it is useful
to leave room for another socio-economic phenomenon that is museumification.

What museumification is
Museumification is the “transition from a living city to an idealized re-presentation of
itself, wherein everything is considered not for its use but for its value as a potential
museum artefact” (Di Giovine, 2009; pp261)29
The history of European urbanisation is a continuous process of stratification released
during the industrial revolution. The need for bigger infrastructures, new standards for
housing, transportation and hygiene brought ancient administrations to cut, demolish
and reshape European cities. This historic process halted the stratification process
causing consequences in social distribution.
The rural-urban migrations that followed the end of the Second World War contributed
to the suburbanization of both middle and working-class people. Many historic areas
fell into decline until specific programs have been adopted to start the renovation
processes, which many times have provoked damages to local, small-scale economies.
Because of the transition to a service economy, the environmental crisis and
touristification, nowadays governments are facing these issues as far as cities are
growing. Europe is now almost completely urbanised, which means that old urban
problems like gentrification and museumification are affecting more and more people,
becoming more and more intolerable.
Museumification too is an old concept and could be interpreted as the freezing of a
specific both tangible and intangible status of a community. This all has begun with the
rise of nations that has led to the creation and exaltation of common identities.
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Obviously, the preservation of a static cultural status affects the inhabitants, which
remain blocked in this sort of snow globe. However, the practice of urban conservation
has evolved, and nowadays it is trying to unlock new approaches and instruments to
achieve not only urban and environmental sustainability but also the quality of life of
every citizen.
What does not square in this situation is that gentrification and museumification are still
common problems even if they are just two manageable phenomena. These are made
of well-known causes and consequences that are part of our history and present.
Therefore we are in front of something avoidable or at least controllable, so it is not
comprehensible why these are still actual problems. Urban conservation and
regeneration have evolved passing from a monument-centred approach to the
consideration of wider socio-economic contexts and dynamics, so the ball passes to
administrations and governments.

Tourism fostering gentrification and museumification
According to what has been exposed in previous paragraphs, the challenge in Europe is
not a lack of renovation but inadequate transformations. It is useful to recall some
important concepts searching the reasons why we still experience such of these
headaches:
•

Museumification was strictly connected to a concept of identity that now is not
as important as it was in the past. However, this phenomenon persists in our
cities symbolising other needs and beliefs. Among these new significances,
surely there is the importance that monuments and some fixed cultural
manifestations have for us. In a service World in which tourism is growing in
importance and influence, these symbols have become highly marketed.

•

Gentrification

needs

capital

switching,

gentrifiers

and

attractive

neighbourhoods with service-class job opportunities and liveability.
•

Nowadays, tourism is growing increasingly while urban heritage is a major
driver of the cultural tourism industry, which represents a significant portion of
national economies in many European countries. This can create some conflict
of interests among politicians and policies.
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•

The tourism sector has jet displaced local communities from their original
homes, and the situation could be only worse in a post-economic crisis scenario
in which tourism seems the only asylum.

These landmarks make clear how much tangled the situation is. The fact that
museumification and gentrification seem to be strictly connected to tourism and politics
makes it thorny.
In the Sustainability Report relation published in 2011 by Turismo de Portugal
(Portuguese public institute for tourism) there is an interesting declaration from the
Lisbon City Hall entitled Redevelopment of the Historic Neighbourhoods of Lisbon:
“The existence of buildings in a poor state of conservation in Lisbon, particularly in the
historic zones of prime interest for tourism, has a negative impact on tourist perceptions,
activities and on the quality of life of the residents. During 2011 redevelopment in
Lisbon gained fresh strength with the proposals to alter the Urbanization Plans of the
neighbourhoods of Alfama and Castelo, the Bairro Alto and Bica, Mouraria and
Madragoa, which warranted favourable opinions from Turismo de Portugal. The
changes proposed to these Urbanization Plans are of great interest for Tourism, given
that while they encourage private investment in the rehabilitation of buildings, they help
to preserve the authenticity of these areas and thereby promote the urban
redevelopment, revitalization and enhancement of cultural heritage.”30

Lisbon has forgotten its carnations31
Trying to find proofs that Lisbon is the demonstration that tourism nowadays is the
main responsible for gentrification and museumification I did not find anything that
could honestly change my mind.
I found an article from The Guardian dated 5 October 2016 and titled “’We are building
our way to hell’: tales of gentrification around the world”32. The subtitle is “From
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community displacement in Mexico City to tourism-triggered evictions in Lisbon and
crazy rent hikes in Silicon Valley, our readers shared stories of gentrification happening
in their cities – and the initiatives trying to tackle it”. Francesca Perry, the author of the
article, writes about Amsterdam, Montreal, the Silicon Valley, Bath, Newcastle,
Chicago, Buenos Aires, Berlin, Somerville, Mexico City, London, Paris, Callao,
Portland and Lisbon, just a few cases of gentrification. The piece dedicated to Lisbon
is a release from Catarina titled “Lisbon, Portugal: ‘Landlords evict people to start
tourist businesses every day’”. The text has a great impact:
“I live in Lisbon’s historical centre, which has been suffering a growing gentrification
process in the last four years with rising tourism and no regulation for short-term
rentals. Rent prices are now completely unaffordable. Entire blocks of homes are being
converted to short-term rental apartments and hostels. Landlords are evicting people to
start a touristic business every day.
We need new laws that encourage landlords to choose long-term renting, instead of
short term or leaving apartments vacant. We should also have rent controlled
apartments and a centralised office, like in Paris, that decides a price ceiling for every
rental apartment in the city.
This is a turning point. The city is becoming an entirely segregated, exclusive place.
Local and national governments are doing nothing to stop this happen. The issue of
gentrification has been dismissed or called collateral damage. Some activist groups
have been stirring the waters, but it is very difficult to fight the power of money
especially when it’s supported by government.”
What happened in Portugal around 2010? Law 104, of 7 May 2004 set up the
exceptional legal system for the urban rehabilitation of historical zones and critical
urban recovery and re-conversion areas. The Extraordinary System of Aid to Urban
Rehabilitation (2008-2012) provided favourable conditions for attracting private capital
interested in upgrading urban areas in need of restoration. Law 307 of 23 October 2009
takes the urban rehabilitation as an essential component of city policy and housing
policy in Portugal and extends the system of tax incentives for private investment in the
market for urban regeneration. Law 31, of 14 August 2012, New Urban Lease Law the
acronym in Portuguese: NRAU –Novo Regime de Arrendamento Urbano allowed the
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dislodgement of old tenants and the refurbishment of several buildings. Around 2010
happened that tourism gentrification and museumification thread their way to Lisbon.
Tourism gentrification refers to the transformation of a neighbourhood into a relatively
affluent and exclusive enclave marked by a proliferation of corporate entertainment and
tourism venues. (Gotham, 2005, p.1009)33 This is what is happening in Lisbon where
the recreation, leisure and lodging functions have begun to gradually replace the
residential and commercial traditional functions, emptying the neighbourhoods of their
original population. The centre of Lisbon has always been home to diverse groups of
people thanks to past social policies. However, over the past ten years, things changed
and property values have begun to increase. This, coupled with the economic crisis, the
financial austerity and new laws of urban rental legitimised the tourist invasion of the
city centre. Escalating rents have pushed out poor people and immigrants, so that tourist
attractions, restaurants, entertainment bars and shops for tourists now dominate much
of the central districts.
Tourism gentrification is a recognised problem in Lisbon because of its effects, but
what worries more is to combine this awareness with the potential of tourism in
Portugal. From Chapter 1 it is clear that tourism accounts for the 10% of Portuguese
gross domestic product (GDP), but with recent increases, tourism is going to be even
more important in the future. From Figure 8, that provides the Portuguese annual GDP
growth rate evolution from 1961 to 2016, it is even clearer how it is unreasonable to
pretend to limit tourism in a country that is heavily reliant on it. Therefore, what can be
done to face tourist gentrification and museumification in Lisbon?
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Figure 8: Portuguese annual GDP growth rate from 1961 to 2016

Source: World Bank national accounts data, and OECD (Organisation for Economic Cooperation and Development) National Accounts data files34

Positive and negative effects caused by tourist gentrification in
Lisbon’s historic centre
Table 7 provides positive and negative effects caused by tourist gentrification in
Lisbon’s historic centre.
Table 7: Impacts of tourism gentrification and museumification in Lisbon
Positive

Negative

Stabilisation of declining areas

Displacement of long-time residents and
businesses

Reduced vacancy rates

Loss of social capital, community’s history
and culture

Decreased crime

Increased crime

Tourism-related jobs

Low-paid, low-skills jobs
Loss of social diversity
Suburbanization and sense of exclusion
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Community conflict
Increased cost of living
Loss of affordable housing
Local economy impoverishment in favour
of foreign firms
Economic monofunctionality
Airbnb?

Airbnb?

It is possible to find out some good proposals for the future analysing the impacts
reported in Table 7, and these will regard the urban, social, economic, cultural and
tourist context. I will assume as much as possible a holistic vision reminding that
tourism is the heart of the matter, but I have concentrated my proposals under three
macro-categories that are socio-economic aspects, cultural aspect and sharing economy.
Socio-economic aspects
Urban regeneration in Lisbon was to be expected as the consequence of our changing
World because, as it was said previously, tourism is growing rapidly in a fertile serviceoriented global economy. Considering that Southern Europe is the most visited region
all over the World the potential of positive and negative tourist effects are in Lisbon
amplified. Therefore, tourism has to be accepted and to be considered as an opportunity
rather than a sentence, what we have to improve is the way in which we manage it.
However, to consider tourism a positive force, it is needed the productive participation
of all the stakeholders involved. Governments and administrations are among the most
important stakeholders in tourism and are key players in urban conservation. Their task
is to design, implement and evaluate public policies to manage hosting society and
tourism. Managed properly, the urban regeneration process could be a possibility for
Lisbon people because public aids can help the weakest to live in better conditions. This
is unreliable without laws that protect them from evictions, rental hikes and growing
living costs.
These social actions could seem a burden for tourism, even more so in Portugal that is
a country struggling to come out from the financial crisis, but it is not. Displacement of
long-time residents and businesses, loss of social capital and community’s history and
loss of social diversity and culture cause economic monofunctionality, which means a
37

higher risk of crisis, and loss of authenticity. With the growing importance that
authenticity is assuming in tourism trends, it is hard to understand what is the plan.
Gentrified tourist destinations will preserve their importance even in the future, but
there is a World that is growing and will depose Southern Europe tourist destinations if
we fail to adapt our management to modern issues.
Lisbon has to preserve affordable housing and to stabilise existing communities. A
participatory planning process could be the solution to find a non-market based
approach to these relevant issues. Is possible to increase the market of empty houses
encouraging low-cost rehabilitations, promoting local associations and NGOs (NonGovernmental Organizations), stimulating with fiscal instruments urban regenerations
for permanent residential use while penalising with taxes empty properties owners.
Last, because it is not economic language, but first because it is what is more important,
this is a humanitarian issue because of the many elderly and working-class people who
used to live a simple life in the historic centre of Lisbon. That Lisbon felt like a simple,
happy and human place. In that Lisbon, people used to rent a house or activity for EUR
50, 100, 150, something normal in a country with a minimum wage always under the
devastated Greece, as it is shown in Figure 9.
Because of new rental laws, I do not know what happened to those people, and it is sure
that this could not be an indicator, but the existence of demonstrator groups35 should
be. For this reason, I have indicated community conflict as one of the negative effects
that need a resolution.
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Figure 9: Minimum wage variation from 1999 to 2016 in Spain, Greece and Portugal

Source: Eurostat36

Community conflict comes from the increased cost of living, loss of affordable housing
and increased crime, which are consequences of the above-mentioned policies. These
kind of conflicts are useful to understand the weaknesses of actual management, and it
could be dangerous to ignore them because it would not create a positive environment
and good image of the destination.
2.4.2.1 Strasbourg and Santiago de Compostela case studies
I asked myself if I am raving thinking about social policies, but then I found two case
studies that demonstrate that this kind of policies is something good and possible. The
first one is dedicated to the policies applied in the city of Strasbourg and is titled “Cars
or people?”37 They banned individual cars from the city centre developing a new
tramway that is strictly coordinated with the public bus service. Expensive parking
spaces in the city and free ones beside the terminus of the tramway complete the offer,
and if you do not like crowd it is possible to use the longest urban bicycle lane of France
or rest in one of the numerous public spaces created for people. A weekly farmers’
market, an exhibition for local agricultural goods to support the short-supply chain
movement and to provide visibility to local farmers, a zero pesticide policy, ecodistricts for low-income families, 30% of the municipal budget devoted to culture, this
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is a people-centred strategy. These policies make a city alive and healthy; Strasbourg is
the European capital and a beautiful city with a radiant future.
If Strasbourg does not seem a pertinent example compared to Lisbon’s issues, Santiago
de Compostela’ case let us understand that what is doing our European capital is the
future of every smart city. Santiago is a major European pilgrimage site that attracts
flows of mass tourism. The Camino de Santiago, also known by the English name Route
of Santiago de Compostela, is the name of any routes to the shrine of the apostle St.
James the Great in the Cathedral of Santiago de Compostela, which is situated in the
historic centre of the city. The mass that visits it is eroding the residential character and
threatening the authenticity of the city causing tourist gentrification. In order to face
this situation, the city has developed the Special Plan for the Protection and Restoration
of the Historic City of Santiago de Compostela with the aim of rehabilitating the city’s
residential function, improving the population’s living conditions, preserving
commercial activities and supporting the environmental regeneration of public spaces.
This is to say that social policies and people-centred strategies are not only a
humanitarian issue but also are the way to preserve the human fabric of a city. The
human fabric of a city is the place of social conflicts but also social understanding. In
it, culture, in its various forms, blooms decorating neighbourhoods that in turn become
home for all the community. Finally, yet important aspect is the importance of that
micro-economy of small and medium enterprises that flourish in a healthy
neighbourhood, something that nowadays the European Union is financing because
SMEs have been recognised to be the little bricks that make our economy strongest.
Cultural aspects
Apart from the highlighted social and economic aspects, another important
consequence of museumification and tourist gentrification is the loss of cultural and
natural heritage. These resources are fundamental because improve the quality of a
human habitat and the sustainability of the built environment but also strengthen the
sense of place and belonging.
Culture is a core element of urban regeneration and tourism, but tourism needs to be
culturally informed to support urban regeneration. Mass tourism has the power to
endanger built environments, local traditions and cultural values. Sustainable
management of tourism has to face this key challenge to avoid museumification in
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favour of cultural contact. “People and their well-being should be at the centre of local
development initiatives to achieve sustainable cities and fulfil human aspiration.” Said
Minja Yang, president of Raymond Lemaire International Centre for Conservation,
University of Leuven (Belgium)38. Instead, Michael Turner, UNESCO Chair in Urban
Design and Conservation Studies, from Bezalel Academy of Arts and Design in
Jerusalem, suggests39, “The understanding of traditional cultural practices including
vernacular construction technologies is essential for resilience.” “Resilience needs
redundancy and multiplicity, which can be provided through cultural diversity.
Recognizing social transformations encourages multiple identities.” “Green in cities is
not just for energy management but is an essential component of quality of life and
environmental equilibrium, including supporting cultural events and activities.”
Traditional cultural practices, cultural diversity, social transformations and the social
power of green spaces are concepts strictly related that together make resilience
possible. This multidimensional system influences the way in which people live from
human contact to social equilibrium, and is the hummus that makes it possible to cope
with change.
Greening cities and improving public spaces allow the equalisation of the livability of
each neighbourhood. Public spaces connect culture and nature providing room for
social interaction and varied uses. The use of native and locally adapted plant materials
along streets, trails, small grounds and parks reinforce local identity and provide habitat.
The urban designer Allan N. Jacobs suggests, “Participation in the life of a street
involves the ability of people who occupy buildings (including houses and stores) to
add something to the street, individually or collectively, to be part of it. That
contribution can take the form of signs, flowers, awnings, or colour, or in altering the
buildings

themselves.

Responsibility,

including

maintenance,

comes

with

participation.” This backstage makes a neighbourhood, its traditions and culture. If the
resident population is forced to avoid its place, because it is increasingly becoming the
backdrop for one-day visits and the occasional photographs on the way to something
else, we are sure that in that part of the city the hummus is going to disappear.
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Gentrification and museumification processes shift the relationship between culture and
economics, progressively driving out local inhabitants from by tailoring the uses of
urban spaces to market demands. When the process is completed, and the plant has been
well uprooted, we could be sure that this will not regrow, but it is a counter-productive
no sense because thanks to that plant the gentrified ground had become marketable.
This is the way to museumification and a slow decline.
However, the role of culture in sustainable urban development goes beyond its value as
a commodity or a resource to attract tourists and investments. We have to build on
culture to solve social problems and increase living conditions. The role of culture is
central for sustainable development, and consequently, it is important too for
sustainable tourism. Culture could be considered as self-standing, the fourth pillar of
sustainability apart from economic, social and ecological aspects or it could be
considered as the fundamental pillar in which the other factors develop themselves.
Sharing economy
According to the article40 from Travel Weekly titled “Tourism ‘destroying’ cities, says
Amsterdam marketing head” and dated May 2017, Frans Van Der Avert, Amsterdam
marketing chief executive told the World Tourism Forum in Lucerne: “Cities are dying
from tourism. No one will be living in the historic centres anymore” “We don’t want to
have more people. We want to increase the quality of visitors – we want people who
are interested in the city, not who want it as a backdrop for a party”, “Amsterdam is not
a big city – 800,000 live in the city and we have 17 million visitors a year. When you
say to local people ‘Tourism is about jobs’ they say ‘I don’t care’” Van Der Avert added
“There are so many Airbnb rentals in the [Amsterdam] canal district that the city
becomes empty” “The sharing economy is really a big threat. Airbnb is a billion-dollar
company that is destroying cities.”
The Amsterdam city council has introduced more than 70 measures to combat tourism
overcrowding, he said. “It was decided to close the cruise terminal in the city and to
have no more hotels built in the city.” “To rent on Airbnb you have to register, you can
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have no more than four people at a time and for a maximum of 60 days, and there is
fine of €20,000 [for non-compliance].” “We try to distribute visitors. We try to make
the city bigger. But it’s not the solution. The people of a city make the city. Inhabitants
are key to the marketing strategy.”
Frans Van Der Avert is the Amsterdam marketing chief executive; he is responsible for
the marketing of one of the most important tourist destinations all over the World. His
words are that famous lesson that only history could provide, at least to cities that aims
to follow the same evolution of Amsterdam. The hearth of the matter is that this
important and historical European tourist destination is at its survival threshold and it
is passing down its experience to who wants to listen. The lesson is to achieve quality,
not quantity, to take care of residents and merchants, not to build more and more hotels,
not to open cruise terminals and let airports work until the explosion. They are
struggling to change what Lisbon is doing now, but is what they jet lost what Lisbon
could save, its core.
Pertaining to this Van Der Avert accuses Airbnb and the sharing economy of destroying
cities, for this reason in Amsterdam property owners can have no more than four people
at a time and for a maximum of 60 days per year and there is a fine of €20,000 for noncompliance. Next map and data are useful to visualise this phenomenon’s range.
Figure 10: Airbnb in Amsterdam

Source: Inside Airbnb41
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This map shows Amsterdam Airbnb distribution in July 2016. Data are collected from
Airbnb official webpage by Inside Airbnb webpage’s responsible.
In Airbnb, hosts can list entire homes and apartments, private or shared rooms. In the
map, it is possible to notice the extended orange spot of 11 169 entire home or
apartments listed on 13 849 total listings. Green and sky blue points indicate
respectively private rooms (just 2 609 on the total) and shared rooms (71 on the total).
Here there is the first issue, Airbnb allows people to rent their homes, apartments or
rooms. According to what Van Der Avert said property owners could rent for no more
than 60 days per year in Amsterdam. This law avails to avoid short rentals and tax
evasion, but it seems that many of that 11 169 are second houses and apartments
dedicated just to Airbnb services. Not respecting the rules, property owners make the
entire orange spot, which is the centre of Amsterdam, completely empty during low
seasons. It is not just a question of empty or full, the difference between residents and
tourists lies in what they mean for the place they live. Residents create connections,
microeconomy and culture while tourists just visit.
According to Airbnb Data Collection webpage42, nowadays there are 17 795 total
Airbnb listings in Amsterdam, which has 851 573 inhabitants. While there are 13 232
total Airbnb listing in Lisbon, where there are 506 892 inhabitants. The problem behind
these growing numbers is that it is difficult for the authorities to control every owner.
Many could rent their property the whole year, evading taxes and contributing to the
gentrification. In Lisbon, the problem is also concentrated in the historic centre, as it is
clear in Figure 11.
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Figure 11: Airbnb in Lisbon (the red oval highlights the downtown)

Source: Airbnb Data Collection webpage

Airbnb is a recognised chance for families and individuals to add some profit to their
income. If it is well managed, this kind of sharing economy can spread tourist action
over more neighbourhoods involving hidden commercial activities and reducing the
pressure on mainstream locations. If it is not managed this phenomenon could provide
the opposite effects adding pressure on tourist neighbourhood, strengthen gentrification
and destroying the social fabric.
According to the New York Times, Berlin and New York, aware of these negative
effects, have implemented laws to control Airbnb: “To allow residents to lease
apartments that might otherwise be set aside for short-term rentals, the German capital
has introduced rules that ban short-term renting without approval from local authorities.
Airbnb has faced similar problems in New York, where politicians say the service has
led to a reduction in available apartments.”43 While “Portugal’s new law, which goes
into effect in November [2014], sets no limit on how many rooms or how long an
apartment can be rented. It forces owners, however, to register their properties online

43

The New York Times, Sharing Economy Faces Patchwork of Guidelines in European Countries: For
Airbnb and Uber, an Uneven Response by Regulators https://www.nytimes.com/2014/09/22/technology/sharing-economy-faces-patchwork-of-guidelines-ineuropean-countries.html?_r=0

45

with local municipalities as an apartment or a hostel if it has more than nine rooms.
Hotel operators pushed unsuccessfully for more stringent rules…”
According to Joanna Penn and John Wihbey from the Shorenstein Center44, the sharing
economy, also known as collaborative consumption or peer-to-peer (P2P), challenges
traditional notions of private ownership and is instead based on the shared production
or consumption of goods and services. Its origins were in niche not-for-profit initiatives
that thanks to the last advances in information technology have evolved in large-scale
systems that have subsequently expanded around the World. The implications of the
sharing economy have been hotly debated in the news media, and the research world
has been analysing it always more deeply.
The central area of argument relates to whether the sharing economy is simply bringing
more earning opportunities to more people, or whether its net effect is the displacement
of traditionally secure jobs and residents and the creation of a land of part-time, lowpaid work and gentrified neighbourhoods. This developing debate is clearly about
another step of our changing World, maybe leaves us upset but we are facing the
beginning of a new socioeconomic order. Our duty is to manage innovation and the
World we live even if innovation and reality seem to be so far.

Conclusions
2017 is the United Nations’ International Year of Sustainable Tourism for
Development, a good time to understand the opportunities and challenges faced by
tourism trying to ensure the long-term sustainability of the industry. Tourism has
become fundamental to many national economies, but overcrowding, climate change,
gentrification and museumification are changing the perception of the benefits it
provides. Many destinations are choosing to cap tourists even if this is a drastic measure
and surely not something destinations would like to do. The fact that growing numbers
of tourist destinations see no other way to avoid their survival threshold is the
demonstration that all the sustainable tourism initiatives enforced have failed.
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Sustainability is the opposite of what is happening in Lisbon because it is related to
other concepts that have been developed around the World. From eco-friendly to
ethical, the objective of sustainable tourism is to retain the economic and social
advantages of tourism development, while reducing or mitigating any undesirable
impacts on the natural, historic, cultural or social environment.
Responsible, green, ethical and eco-tourism are new trends limited just by the need for
informed participation of all relevant stakeholders. Achieving sustainable tourism
requires the conscious commitment of policy-makers, but also businesses and people
have to improve their behaviours.
Our reality is that these desired attitudes and behaviours, and sustainable tourism are
just words with which many companies have washed their image in order to gain even
more success, appealing to the sense of concern that normal people feel about
environmental issues. For this reason in the opinion of many, sustainability is just a
word or a status while the way to achieve it is Degrowth. Tourism businesses nowadays
implement environmental practices only to reduce costs. This is because of something
that it is hard to say, namely many daily things does not have a future and we have to
renounce them because of their incompatibility with modern issues. The World is still
confused aiming at sustainability and thinking that nothing would drastically change,
but we are entering a new era.
The way to face greenwashing and to achieve sustainability is for example by licensing
good behaviours. This is helpful to provide more information to customers and let them
choose freely. Enterprises could empower people and customers bearing down on
governments, adopting sustainability practices to improve experiences and
expectations.
Running a successful business will mean involving employees, local communities, and
guests in equal measures in the decision-making process. This is my objective, and the
further development of this concept will be the core of next chapters.
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Chapter 3
Looking at the glass half full
Chapter 2 has been useful to state what gentrification and museumification are, and why
and in which way these phenomena affect Lisbon. Portugal’s capital has been defined
by its merits and demerits, positioned in the destination life cycle and analysed in its
worse weaknesses and threats while in Chapter 1 it has been showed its strengths and
opportunities.
With the declared objective of enforcing a successful tourism business that involves
employees, local communities, and guests, it is time to search natural allies among the
supporters of sustainable tourism. This research has got myself more conscious and
unconscious allies than it could be expected.

Sustainability and tourism
Fair principles, mocking reality
Tourism is one of the World’s largest industries, and it is one of the fastest growing
economic sectors. Its management affects the conditions of destinations, host
communities, and in general the future of ecosystems and nations. Tourism has a
multitude of positive and negative impacts on different complex situations. Because of
this, it has to be analysed through the peculiar set of socio-cultural values, quality of
life aspirations, and the biophysical and economic systems in which tourism takes place
over time. To understand this complex system it is required the holistic understanding
of sustainable tourism development (Liburd, 2010)45.
Even if the history of sustainable tourism date back to the early 1980s and its evolution
has brought to a recognised wider extension of its significance, it is still useful to specify
that it is not a new form of tourism, but it is a way of managing the entire industry. At
its beginnings, sustainability in tourism was just related to tourism environmental
impacts, but nowadays it includes cultural, economic and social aspects. As time goes
by, it has become a quality standard of the industry, and the increasing demand for
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conscious travels is nowadays supporting always more its acceptance. However, not all
that glitters is gold because many policy-makers and enterprises express a sustainable
development awareness, while not always these principles become practice.
According to the UNWTO46 (United Nations World Tourism Organization), which is
the United Nations agency responsible for the promotion of responsible, sustainable
and universally accessible tourism, the aims of sustainable tourism could be resumed
in these six principles:
•

Make optimal, or better, decreasing use, of environmental resources, preserving
ecological processes and helping to conserve natural heritage and biodiversity;

•

Create a regional and networking economy to distribute socio-economic
benefits to all the stakeholders. Stable employment and earning opportunities
are not enough; tourism authorities have to provide social services and
protection to hosting communities;

•

Tourism should respect the socio-cultural authenticity and self-determined
cultural dynamic of host communities. This does not mean just to conserve their
built and living cultural heritage and traditional values, but contribute to the
intercultural understanding and a mindful tourism;

•

People are the origin of policies, just as in tourism should be. Local population
should have access to all information and have to be able to participate equally
in all decision-making processes;

•

EIA (Environmental Impact Assessments) have to be carried out for the
construction and enlargement of tourism and related infrastructures.
Responsible authorities have to do their job honestly to avoid environmental
disasters;

•

Impact assessments have to be carried out for every aspect, social, cultural and
economic to avoid disruptions, exclusion and injustices.
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However, the same World Tourism Organization recognises that even if more and more
developing countries embrace tourism to jumpstart their socio-economic development
it still needs to be better harnessed when it comes to the development agenda.
Climate change is an opinion that needs a concrete answer
Another thorny issue related to sustainability in tourism is the percentage of global
greenhouse gas emissions attributable to tourism. Forecasts prove that tourism produces
the 5% of CO2 total emissions47, but many experts highlight the weight of transport
related to tourism CO2 emissions, something that added to previous forecasts makes it
overflow. This is important not only for the direct consequences on our environment
but it is also useful to understand in which way tourism industry is managing
sustainability since it is quite wise to not trust of tourist decision-making if they are
hiding issues or just using green words to clean out their public image.
Sadly, these concerns could not be simply removed because there is even confusion on
the definitions we use to talk about climate change. Emission is a clear concept, but
sometimes when companies use it, what they really mean is efficiency. As an example,
if a hotel company that has some hotels reduces its emissions by a certain percent, but
then they build other hotels they are just improving their efficiency and probably even
their emissions.
This improvement in efficiency could also be named reduction of emission intensity,
which is the volume of emissions per unit of GDP. Reducing emission intensity means
that less pollution is being created per unit of GDP but if the Gross Domestic Product
grows the same happens to total emissions. Contrariwise, what we need is the absolute
reduction of emissions.
The situation is so confused that these considerations open an additional debate while
people, which are feeling climate change, are chasing a change. The example I have
made above is ascribable to the Jevons Paradox that is the proposition that technological
progress that increases the efficiency with which a resource is used tends to increase
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(rather than decrease) the rate of consumption of that resource.4849 This Paradox is what
scholars use to enforce the idea that we are living an uneconomic growth even if we
define it sustainable development. Uneconomic growth is an economic growth that
reflects or creates a decline in the quality of life.5051
Conscious of the problems that are striking Lisbon and all the cities mentioned, and
facing all the complexities connected to tourism and our World in general, classical
economy and all this confusion seem unsuitable. Everything connected to growth and
economy seems less reasonable when sustainable and green solutions, designed to
reduce use and improve efficiency, does not work properly on the total. In addition,
there is another theory, named Rebound Effect52 and based on the Jevons Paradox, that
states that when a less resource-exhaustive technology is introduced, behaviour
surrounding the use of that technology may change, and consumption of that technology
could increase or even offset any potential resource savings.53 This focuses the attention
also on consumers’ behaviours making the situation even more tangled.
This last theory is the one Degrowth supporters use to profess themselves totally against
any kind of growth. This is an economic, social and political movement responding to
the previously exposed and other limits of growth. Degrowth scholars and activists
endorse the downscaling of production and consumption arguing that overconsumption
is the main responsible for environmental and social issues. According to Zehner
(2012), the key to the concept of degrowth is that reducing consumption does not
require individual martyring or a decrease in well-being. Rather, "degrowthists" aim to
maximise happiness and well-being through non-consumptive means such as sharing
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work, consuming less, while devoting more time to art, music, family, nature, culture
and community54 that is what Lisbon is losing in the name of “pro-regress”.
These economic and political debates have to be faced, and have to spread in
experimental ideas because our World is facing always-new arduous issues and in
accord with a well-known sentence of Albert Einstein “Problems cannot be solved with
the same mindset that created them.”
It is also well-known that tourism is one of the most important and influent battlefield
referring to environmental and social issues, so much so that the Convention on
Biodiversity declared that the theme for 2017’s International Day of Biodiversity on
May 22 would be Biodiversity and Sustainable Tourism55. Obviously, the World
Tourism Organization (UNWTO) Secretary-General Taleb Rifai answered, “We very
much welcome the decision taken by the Convention on Biological Diversity to
emphasize the link between tourism and biodiversity. Tourism is one of the best-placed
sectors to contribute to inclusive and sustainable development and, with the right
policies in place, to preserving ecosystems, biodiversity and natural heritage”56.
However, from previous paragraphs, we know that sustainable development has to
mean something more than hanging up our towel in hotels to save the World. The UN
(United Nations) has lately recognised the value of healthy ecosystems as a human
right, so I hope that instead of searching only economic improvement, tourist insiders
would pay more attention to an effective change. With a renewed mentality, decisionmaking would be able to face not only problems connected to the general environment
but also the social and urban ones.
To recapitulate, the UNWTO is supporting fair principles, but not always these are fully
respected by enterprises and governments. However, we have not to grieve over, among
all the systems and debates exposed another main organisation is struggling to enforce
its way to achieve sustainability, the European Union.
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The European Union is moving towards circular economy
“On 2 December 2015, the European Commission put forward a package to support the
EU's transition to a circular economy. In a circular economy the value of products and
materials is maintained for as long as possible. Waste and resource use are minimised,
and when a product reaches the end of its life, it is used again to create further value.
This can bring major economic benefits, contributing to innovation, growth and job
creation.
Circular economy offers an opportunity to boost our economy, making it more
sustainable and competitive in the long run. Action at EU level can drive investment,
create a level playing field, and remove obstacles stemming from European legislation
or its inadequate enforcement.
A circular economy will preserve resources, some of which are increasingly scarce,
subject to mounting environmental pressure or volatile prices, and will save costs for
European industries. It will unlock new business opportunities and help build a new
generation of European businesses which make and export clean products and services
around the Globe, and create innovative, more resource efficient ways to provide
services or products to customers. It can create local low and high‐skilled jobs for our
citizens and opportunities for social integration and cohesion.” 57
The Circular Economy is a system in which resource input and waste production are
minimized thanks to the improvement in reuse, design, production, consumption and
maintenance (Geissdoerfer et all, 2017)58. One of its most important principles is the
shift from fossil fuels to renewable energy, and the importance of heterogeneity in order
to stimulate the resilience of our global system. This recalls the words of Michael
Turned, UNESCO Chair in Urban Design and Conservation Studies, cited in Chapter 2
“Resilience needs redundancy and multiplicity, which can be provided through cultural
diversity. Recognizing social transformations encourages multiple identities.”
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To think that culture, society, economy and environment are something disconnected it
is a mistake generated by our consumerist habits. Culture, society, economy and
environment are all part of a whole, and this is comprehensible just through the holistic
view of sustainability that is something achievable with different systems, of which EU
has chosen the circular one.
This system is in clash with the classical linear economy that grasp, transform and
simply throw away. Two environmental economists, David W. Pearce and R. Kerry
Turner59, have introduced the concept of Circular Economy in 1989 accusing linear
economy to have not included recycle and reuse, and to treat the environment as a waste
reservoir. On the contrary, their system is based on the living system mode of operation
and a general awareness on environmental and socio-economic issues. It promotes that
our system should work like an organism, which processes energy that does not become
exhausted once has been used. As Figure 12 shows, this used energy is reused to feed
the system, sensibly reducing the procurement of new natural resources and the
production of residuals.
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Figure 12: Circular economy

Source: Circular Economy Lab60

This Circular Economy Framework diagram presents a high-level map of how products
and materials move through a circular economy. It is divided into three parts:
•

The inner circles present the key stages in the lifecycle or value chain of paper
and packaging products;

•

The green loops present the various pathways for closing the cycle after first
consumption or use; and

•

The outer circle presents the broader market and policy context that shapes
decision-making within the system (Product research, design and development;
Purchasing, standards and certification; Sustainable consumption and demandside management; and materials and resource management).
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The one million question: could circular economy achieve
sustainability?
The circular economy appears more sustainable than the old linear economic system.
The reduction of resource inputs and waste production through recycling and reuse are
effective in reducing resource depletion and environmental issues. However, there are
issues connected to the research of new energy efficient technologies, influenced by the
above-mentioned Jevons Paradox and Rebound Effect, and a high degree of complexity
facing the design of new social behaviours needed to make circularity work.
If our system has to work as an organism, everyone has to be inserted in its principle of
operation. The EU is conscious of these ambitious objectives, and in order to achieve
sustainability, it has been issued a call of collaboration for the business sector, above
all for SMEs (Small and Medium-Sized Enterprises). Someone could suppose that the
European Parliament is paying growing attention just to resource management and job
creation, but it is not true. There are also social and environmental programmes with
which our central administration wants to create a positive environment involving
citizens in the change.
According to the EU action plan for Circular Economy, “…Action on the circular
economy therefore ties in closely with key EU priorities, including jobs and growth, the
investment agenda, climate and energy, the social agenda and industrial innovation, and
with global efforts on sustainable development.
Economic actors, such as business and consumers, are key in driving this process.
Local, regional and national authorities are enabling the transition, but the EU also has
a fundamental role to play in supporting it. The aim is to ensure that the right regulatory
framework is in place for the development of the circular economy in the single market,
and to give clear signals to economic operators and society at large on the way forward
with long term waste targets as well as a concrete, broad and ambitious set of actions,
to be carried out before 2020. Action at EU level will drive investments and create a
level playing field, remove obstacles stemming from European legislation or inadequate
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enforcement, deepen the single market, and ensure favourable conditions for innovation
and the involvement of all stakeholders.”61
Europe is pushing on SMEs because these represent 99% of all our businesses62. SMEs
daily involves millions of Europeans, for this reason this is our opportunity to unlock
new business opportunities and help build a new generation of European businesses, to
create innovative, more resource efficient ways to provide and consume services or
products, to create local low and high‐skilled jobs for us and opportunities for social
integration and cohesion. This is our opportunity to score or even to improve the assist
coming from the Union, finally shaping governmental policies on social and
environmental needs.
Circular business model, from Europe to Lisbon
The circular economy recalls the mode of operation of organisms. Supposing that our
World is the organism, all of us are cells that have to work responsibly for the benefit
of everyone. For the aforementioned, the behaviour of everyone primarily affects all
the nearest cells, that is to say, the local environment in which each is working.
Seeing as how our World is made mainly of urban clusters, I have identified in Lisbon
the local environment in which I want to enforce a successful tourist business that
involves employees, local communities, and guests in order to improve the current
average product value and to increase redistribution all over the surroundings. This is
not just solidarity, otherwise I would have called it NGO (non-governmental
organisation), it is a non-linear way of doing business.
Considering Figure 12 and the analysis of Chapter 1 and 2, the market and policy
context of Lisbon seems to be fully oriented towards an unsustainable tourism. Natural
resources in tourism are places, people and cultures while sourcing, extraction,
harvesting, research, design, development, manufacturing and production are the way
in which tourism imposes or proposes its structures. This process could be sustainable
or unsustainable. In Lisbon, gentrification and museumification symptoms let the
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touristic development lean over unsustainability. Hereupon, in Lisbon, this linear
system will probably lead to the depletion of people while museumification will market
places and cultures. Without its vivid natural resources, Lisbon will lose its value
slowly, becoming another showcase fully reliant on mass tourism.
My idea is to make local people participating in the cultural and social life of a tourist
structure. This, in the small, will recreate the circular environment that Europe wants to
improve. Moreover, it will prevent the interested area from the loss of authenticity that
is affecting the city providing a place for local cultural expression and protection. This
is something that, according to modern trends, will repay doubly because of tourists
preference for authenticity and the consequent improvements in value. Before exposing
in details the project is worth enough to examine in depth the European environment
and its positive influence on Lisbon.

The European Union, a business-friendly environment
“The Europe 2020 strategy is the EU's agenda for growth and jobs for the current
decade. It emphasises smart, sustainable and inclusive growth as a way to overcome the
structural weaknesses in Europe's economy, improve its competitiveness and
productivity and underpin a sustainable social market economy.”63
“Creating a business-friendly environment for existing small and medium-sized
enterprises (SMEs) and potential entrepreneurs is one of the EU's main objectives. The
European Commission is working together with the EU countries on developing SMEfriendly policies, monitoring the progress in their implementation and sharing best
practices.”64
Community projects dedicated to European Small and Medium
Enterprises
According to these porpoises, the Commission is fostering the Small Business Act
(SBA)65 to improve the approach to entrepreneurship in Europe, simplify the regulatory
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and policy environment for SMEs, and remove the remaining barriers to their
development. To monitor and evaluate countries’ progress in implementing the SBA,
the Commission has developed the SME Performance Review. This tool is useful to
gather information on the performance of SMEs throughout Europe. However, the
Commission is also developing the Regional SME policies, which provides specific
analysis, shares best practices, programmes and policy initiatives on a regional
dimension.
Another main programme is the Green Action Plan (GAP)66 that aims to help SMEs
take advantage of opportunities offered by the transition to a green economy. It presents
ways for SMEs to turn environmental challenges into business opportunities improving
productivity, driving down costs and developing leading green processes and
technologies. To further help SMEs to face post-crisis scenarios and the transition to a
green economy, the Commission is eliminating burdens in bureaucracy and taxation.
SMEs: not only our economic backbone but also the future of
innovation
Europe is pushing on SMEs because these represent 99% of all our businesses, but
while it is clear that our Commission is trying to build an economic hard core to avoid
further deep crisis, it needs to be noticed that they are also trying to diffuse and enhance
the development of innovation.
Innovation is vital to enterprises competitiveness in the global economy, even more so
facing the change from a linear economic system to the circular one. Innovation is
fundamental also for the EU, which aims to convert research into improved goods,
services, or processes for the market.
Innovation is something almost ordinary for big companies, while for SMEs investing
in research and on the development of new processes and products could be a trap.
According to the Innobarometer67, those companies who prioritise innovation are also
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those who experience the highest increase in turnover. For this reason, EU policies are
targeted mainly on SMEs because the smaller the company is, the more it faces
constraints to innovation or the commercialisation of its innovations.
To achieve its objectives regarding innovation, the EU has developed supports in
priority areas by means of the Horizon 2020 programme (EU Framework Programme
for Research and Innovation 2014-2020), and has improved the commercialisation of
innovation through Public Procurement for Innovation, Design for Innovation,
Demand-Side Policies for Innovation, Public Sector Innovation, and Social Innovation
action plans. The Commission will also develop “…sector policies to modernise the
EU’s industrial base and accelerate the market uptake of Key Enabling Technologies
such as Workplace Innovation; monitor innovation performance and innovation uptake
in order to identify developments that require policy changes. Key methodologies
include the European Innovation Scoreboards, Innobarometers, and Business
Innovation Observatory, which improve regulatory conditions for innovation with
measures for start-ups, entrepreneurship, access to finance, digital transformation,
Single Market, intellectual property and standards; and support the development and
cooperation of clusters to boost SME innovation.”68
Lastly, the EU is facilitating access to finance for innovative ideas via the Investment
Plan, Horizon 2020 and COSME while the Capital Requirements Regulation includes
a correcting factor lowering the capital requirements related to credit risk on exposures
to small and medium enterprises. However, despite these measures and according to
the European Commission’ communication of 22/1/2014 (Brussels, COM (2014) 14
final), access to finance is expected to remain problematic. European SMEs are still
heavily reliant on banks as their main source of financing, much more so than in other
parts of the World. The crisis has fragmented the internal market for bank credit in the
EU and borrowing rates have risen disproportionally in some countries. An internal
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market for capital where SMEs can have cross-border access to finance still remains an
objective to achieve.69
Europe invests in people
Even if it does not exist an internal market for capital, Europe is trying to amend it
investing in people’s talent with different programmes:
•

Horizon 2020 provides funding for early-stage, high-risk research and
innovation by SMEs.70

•

The Commission's Start-up and Scale-up Initiative aims to give Europe's many
innovative entrepreneurs every opportunity to become world-leading
companies. It pulls together all the possibilities that the EU already offers and
adds a new focus on venture capital investment, insolvency, giving a second
chance for entrepreneurs, law and taxation, with the simple tax filling71. Startup Europe is a central meeting point for start-ups in Europe to access all the
information one needs to grow and thrive in Europe72.

•

The 2014-2020 programme for the Competitiveness of Enterprises and Small
and Medium-Sized Enterprises (COSME) will make it easier for SMEs to access
loans and equity finance.73

•

The European Social Fund (ESF) invests in people, with a focus on improving
employment and education opportunities across the European Union. This
programme also aims to improve the situation of the most vulnerable people at
risk of poverty74.

69

European Commission (2014) Communication from the Commission to the European Parliament, the
Council, the European Economic and Social Committee and the Committee of the Regions, For a
European Industrial Renaissance, Brussels, 22.1.2014 COM(2014) 14 final. Pp 12.
70
European Commission (2014) Communication from the Commission to the European Parliament, the
Council, the European Economic and Social Committee and the Committee of the Regions, For a
European Industrial Renaissance, Brussels, 22.1.2014 COM(2014) 14 final. Pp 17.
71
Growth, European Commission, News - http://ec.europa.eu/growth/toolsdatabases/newsroom/cf/itemdetail.cfm?item_id=8998
72
Start-up Europe - http://startupeuropeclub.eu/about-us/
73
Access to finance for SMEs, European Commission - http://ec.europa.eu//growth/access-to-finance/
74
European Social Fund, Regional Policy, European Commission http://ec.europa.eu/regional_policy/en/funding/social-fund/

61

•

The European Regional Development Fund (ERDF) aims to strengthen
economic and social cohesion in the European Union by correcting imbalances
between its regions, with a special focus on SMEs75.

These last two funds together with the Cohesion Fund (CF) are part of the European
Regional Policy. “Regional Policy provides the necessary investment framework to
meet the goals of the Europe 2020 Strategy for smart, sustainable and inclusive growth
in the European Union. Its funding is mainly concentrated on less developed European
countries and regions in order to help them to catch up and to reduce the economic,
social and territorial disparities that still exist in the EU.”76 Among the selected
countries there is Portugal, which enjoys the use of more dedicated funds and aids. The
Cohesion Fund (CF) funds projects in countries where the gross national income (GNI)
per inhabitant is less than 90% of the EU average. In 2014-20, these are Bulgaria,
Croatia, Cyprus, the Czech Republic, Estonia, Greece, Hungary, Latvia, Lithuania,
Malta, Poland, Portugal, Romania, Slovakia and Slovenia.
Europe finances the Green Revolution
The LIFE programme is the EU’s funding instrument for the environment and climate
action. The general objective of LIFE is to contribute to the implementation, updating
and development of EU environmental and climate policy and legislation by cofinancing projects with European added value77.
The Commission has delegated the implementation of many components of the LIFE
programme to the Executive Agency for Small and Medium-sized Enterprises
(EASME)78 in order to expand the LIFE programme to the private sector.
The programme has two financial instruments, the Natural Capital Financing Facility
(NCFF) and the Private Finance for Energy Efficiency (PF4EE), this last one is
dedicated to the public sector, to SMEs and private individuals (e.g. house or hotel
owners). The programme protects against losses associated with making loans for
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energy efficiency projects offering specific loan programmes for energy efficiency
projects and technical assistance.
Measures dedicated to the tourism sector
The ERDF and the other programmes dedicated to SMEs provide for tourism-related
actions eligible for funding. They support79:
•

The development of innovative tourism services, in particular in less favoured
and peripheral regions with underdeveloped industrial structures and strongly
dependent on tourism (new business models, exploitation of new ideas);

•

The development of high value-added products and services in niche markets
(health tourism, tourism for seniors, cultural and ecotourism, gastronomy
tourism, sports tourism, etc.) by mobilising specific local resources and
therefore contributing to smart regional specialisation;

•

Clustering activities among different tourism industries as well as with creative
industries, to diversify regional tourism products and extend the tourism season;

•

Activities that aim to connect the coastal regions to the hinterland for a more
integrated regional development;

•

Measures to improve energy efficiency and renewable energy use among
tourism SMEs;

•

The protection, promotion and development of natural and cultural tourism
assets and related services;

•

Small-scale cultural and sustainable tourism infrastructure;

•

Measures in favour of entrepreneurship, self-employment and business creation
as well as the internationalisation of tourism SMEs and clusters.

Possible ERDF supports are carefully assessed in the light of past experiences. Projects
have to contribute positively to the regional economy, have to be sustainable, and have
not to use scarce public resources without meaning. Clear objectives and performance
assessment are needed to show possible socio-economic impacts, sustainable job
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creation and growth. Investments in local firms and SMEs are preferred because are
less capital intense but have higher jobs impacts.

The European Union is just a bluff
“The European Union is just a buff” is what one of my friends tells me every time I
speak of all these programmes and aids the EU is supporting for us. “Europe is not here”
is my typical answer, trying to explain what I have experienced travelling, studying and
working around the Union. Probably, it is just a question of point of view, but I fully
understand him because we live in Taranto, one of the less liveable Italian cities80, in
one of the less developed regions of Europe81. Sadly, our government is doing nothing
for us.
Facing this reality, the European Commission could propose, impose, control and fine
but nothing would change if our administrations do not want to implement its policies.
Our only hope to get away from our jailors is the direct access to EU projects, but
unsurprisingly we have been segregated so much time that many of us loosed every
faith. “Surely, the European Union is not our redeemer, but it is the rope we could and
have to catch to come out from this morass” is my last sigh, while merged in this
meanness with my companions I swear it is impossible to imagine the existence of any
light.
Portugal has a less spiny governmental environment having implemented almost every
policy and employed every aid coming from the EU. On the opposite, and sadly, “my
country” has shaped us just with its injustices, implementing an environment too hard
to tackle, and dreaming a normal life the exodus going on.
Portugal is no more one of the PIGS - Facts could be slaps
To monitor and evaluate countries’ progress in implementing the Small Business Act,
the Commission has developed the SME Performance Review. This tool is useful to
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gather information on the performance of SMEs throughout Europe and to evaluate the
implementation of the SBA.
According to the SBA Fact Sheet 2016 dedicated to Portugal82, “Portugal’s SBA profile
is solid and broadly in line with the EU average. Its score on Entrepreneurship is among
the best in the EU, but on State aid & public procurement and Access to finance it
continues to trail the EU average. Recent policy measures have focused on reorganising
public administration services and reviewing legal systems, processes and procedures
in order to reduce complexity and response times. Adding to the existing public funding
available, several new funds were established to enhance creation, growth and
internationalisation of SMEs.”
Portugal suffered heavy consequences from the 2011 crisis, with the accommodation
and food services sector among the most affected ones. However “…the recession
bottomed out in 2013, which led to a stabilisation and partial recovery of consumer
spending, including in domestic tourism. Additionally, international tourism continued
to grow. The number of visitors from abroad increased by more than a third in 20102014. These factors resulted in a reversal of the downturn in this sector. SME value
added increased by 15 % in 2013-2015, and employment by 4 %.” “One important
factor behind the increase in business registrations was a regulatory change in 2011,
which allows companies to be set up with a capital of only EUR 1, instead of the
previously required EUR 5000. In addition, the persistently high level of
unemployment, especially among young people, has triggered various self-employment
initiatives.”
Since 2008, Portugal has made many signs of progress in implementing the SBA. The
Portuguese government has bet on entrepreneurship as a way of reducing
unemployment and increasing youth entrepreneurship. The key supporting measures
include tax incentives and grants. This would have been not possible without
liberalisations of highly regulated professional services, eliminating restrictions and
facilitating access to professions. In conclusion, Portugal has adopted successfully
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current European policies in order to come out from the crisis and to develop a
flourishing entrepreneurial environment.
Figure 13 shows the existing difference between Portugal and Italy in the
implementation of post-crisis interventions connected to the SBA. Portugal’s SBA
profile (on the left, in red) is balanced and broadly in line with the EU average (in black
the average, in grey the +/- 0,5 standard deviations) while Italy’s SBA profile (on the
right) is weaker than that of most other EU countries. Italy only scores above the EU
average in Internationalisation, and only in Skills & innovation is it in line with the EU
average. In all other SBA domains, the country scores below the EU average.
Figure 13: Portugal versus Italy, SME Performance Review

Source: SBA Fact Sheet 2016 Portugal, SBA Fact Sheet 2016 Italy83

In Portugal, measures have included reimbursing a percentage of the social taxes paid
by employers who employ the qualified unemployed, and providing tax incentives and
financial support to encourage the growth of start-ups. Recent efforts have focused on
youth entrepreneurship and self-employment, in particular, through the establishment
of the National Youth Guarantee Implementation Plan (Plano Nacional de
Implementação de uma Garantia para a Juventude) and the youth investment
programme (Programa Investe Jovem). The CoopJovem programme was set up to
provide grants to young people to engage in cooperative entrepreneurship. In addition,
the ‘Be an entrepreneur’ (Empreende Já) programme, targeting people aged 18 to 29
who have completed compulsory education but are not in employment, education or
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training, was put in place to encourage social entrepreneurship. The Industry 4.0
initiative was also launched, to help national enterprises become better prepared to face
the present global digitalisation challenges.
New legislation on collaborative financing was introduced, and seven crowdfunding
platforms have already been registered: PPL Crowdfunding Portugal, Accelerate
Azores, Novo Banco Crowdfunding, Colmeia, Crowdfunding Networks, Loving the
Planet and BoaBoa84.
The creation of Start-up Portugal, an umbrella programme for entrepreneurship, aims
to offer alternatives to bank loans, namely by promoting new methods of financing,
such as equity crowdfunding, peer-to-peer lending, and co-investment, with key
national and international investors.
Recent policy efforts to support businesses’ resource efficiency have included the
adoption of the Environmental Taxation Reform Law (Lei da Reforma da Fiscalidade
Ambiental) in 2014 introducing tax incentives for sustainable production and
consumption, and actions to support investment in reducing emissions, water
management schemes, environmental audits and certification. While the Green Growth
Commitment (Compromisso para o Crescimento Verde) was announced aiming to
provide a comprehensive national strategy on green growth, setting quantifiable targets
for 2020 and 2030 and outlining initiatives to promote eco-efficient businesses.

Sustainable Portugal
Portugal has adopted innovative policies purposely dedicated to the tourism sector as
one of the core growth engines of the Portuguese economy. Integrated within the
Ministry of the Economy, “Turismo de Portugal is the national tourism authority
responsible for promotion, enhancement and sustainability of tourism activities,
aggregating within a single entity all the institutional competencies related to
stimulation of tourism activities, from the supply sector to demand.”85 Turismo de
Portugal cooperates with the Community of Portuguese-speaking Countries (CPLP),
Tourism Committee of the Organisation for Economic Co-operation and Development
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(OECD), European Travel Commission (ETC), Tourism Unit of the European
Commission, and the World Tourism Organisation (UNWTO). CPLP is appointed of
fostering political-diplomatic liaison and co-operation between its members. OECD is
the structure responsible for developing studies and research into the economic aspects
of tourism. ETC is the European association of national tourism promotion
organisations, and the Tourism Unit of the European Commission is the in-house
structure responsible for fostering dialogue with representatives of the tourism sector
Anyway, the Legislative Decree n.º 191/2009 (Decreto-Lei n.º 191/200986) lays the
foundations of every public policy for tourism and defines the instruments for their
execution, and establishes that the first general principle for public tourist policies is
sustainability.
Sustainability is defined the conscious enjoyment and use of environmental resources
that have to be combined with the protection of ecological processes and the
conservation of biodiversity. Sustainability also means respect for the socio-cultural
authenticity of hosting communities, reason why tourism has to contribute to the
conservation and promotion of traditions and values. Lastly, sustainability is the
economic viability of businesses as a basis for the creation of jobs, the development of
better technologies and economic opportunities for local communities.
Portuguese National Policy for Tourism aims to increase tourist flows as well as the
average stay and expenditure of domestic and foreign tourists. These objectives are
achievable through the promotion and development of regional tourist products. The
regionalisation of the offer would also contribute to the socio-economic development
of the country, through job creation and the growth of national GDP, and for the
reduction of regional asymmetries.
The Decree also underlines the need for a renewed and responsible tourism, which is
considered fundamental to spread an environmental and cultural education. Good
environmental practices, efficient use of resources and minimisation of the impact on
ecosystems are just a few of the hundreds of positive behaviours that people could share
travelling. For this reason, all the stakeholders involved in the supplying of tourist
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services and products have to develop their activity implementing the respect for the
environment, the cultural heritage and in general for local communities.

While Rome has not being destroyed in a day, Lisbon is still
standing up
Lisbon is not just the people eater gold mine that mass tourism is shaping. Lisbon is a
powerful and proud city that fought against fascism, racism and colonialism. The
history of Portugal passed through its alleys while on its cobblestones Portuguese
people consciously faced their past bartering the flamboyant honours of the past with a
better future. In Lisbon there is something that could not be stopped, people are proud
to be Portuguese and love their country.
This soul ooze in the reality of a city that has been one of the first in reacting against
the consequences of tourism. Money? Yes! Nevertheless, something more is still
important over there. People, culture, environment and dignity are still vital concepts
that push for something different. This takes the shape of the avant-garde policies the
Guildhall is supporting, of which living conditions, investments, entrepreneurship, and
participation are the four cornerstones established to manage one of the most innovative
cities of Europe.
The Lisbon City Hall has been developing services to allow greater dynamicity in the
various economic agents, to establish a hub for multiple contacts, circuits with
established interlocutors, project managers, and to make information simply available
with a set of specialised details. This process is part of an ongoing innovation that
regards decentralisation to local parishes, to take advantage of the close relationship
with citizens, and an administrative simplification process to support SMEs
development.
Lisbon Initiative (Iniciativa Lisboa87) was created by the City Council in order to
simplify and centralise the process of installation and operation of a business or
economic activity in Lisbon. With this tool, opening hour permits and licenses are not
an obstacle, instead, a single manager follows each project that could become a
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company in one hour through the online Entrepreneur’s Desk service. In their webpage,
it is provided all the applications necessary for opening and running a business or
economic activity in Lisbon.
Startup Lisboa “is a business incubator financed by the Lisbon’s City Council. Their
objective is to foster the development of entrepreneurship and job creation, by
combining infrastructures and specialised support services, promoting innovative
projects with potential for internationalisation. Startup Lisboa establishes links to
mentors (founders, CEO, experts) to help entrepreneurs develop their business,
provides access to partners that offer specialized services for free or at a reduced cost,
connects entrepreneurs to business angels, venture capital investors and other top
financing sources, promotes knowledge sharing between the entrepreneurs, and
networking events, like workshops and mentoring sessions. Startup Lisboa Commerce
is one of the three business incubation spaces that Startup Lisboa uses. It is dedicated
to projects in trade, services and tourism. Moreover, they offer Startup Lisboa House,
a residence for young entrepreneurs that go to Lisbon to develop or present their
projects, attend training, find investments, etc. Startup Lisboa also manages the fund
Startup Lisboa Loans, with funding up to 45000€.”88
Lisbon Undertake Small Enterprises (Lisboa Empreende Microempreendedorismo89) is
another programme from the City Hall that aims to support people to create their own
business. The project enables a personalised answer to all who have a good idea for the
city of Lisboa through specialised support in the most diverse areas.
Various business angels associations and crowdfunding platforms integrate this
framework90, but there is still another interesting project that has been developed in
Lisbon that is Made of Lisboa91. This work-life community provides a network for
businesses through an interactive map of the entrepreneurial ecosystem. This is useful
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to share information and to develop collaborations among various forms of business,
which provide different services.

Conclusions
The information provided about these programmes could just outline a general view of
what is happening in Lisbon, but it is useful to comprehend that the consequences of
the economic crisis have not just brought fiddly problems, but also the need of change.
This need of a change made Lisbon conscious of its role of capital and Europe’s Atlantic
gateway being a trading platform between different continents. Furthermore, the region
of Lisbon generates 40% of Portugal’s GDP and houses a large number of companies
and technological research centres. It is a safe city, which is assuming the challenge of
developing consistent environmental sustainability policies in all aspects in order to
achieve a high quality of life.
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Chapter 4
Sans Patrie
“Può l’industria darsi dei fini? Si trovano questi semplicemente nell’indice dei profitti?
Non vi è al di là del ritmo apparente qualcosa di più affascinante, una destinazione, una
vocazione anche nella vita di una fabbrica?”
Adriano Olivetti, Italian industrialist

This Chapter will conclude the research of something different from usual, but I would
live enough room for the conclusions in next pages. Now is important to underline the
multitude of meanings this research has shown in the way of its conclusion.
This book comes from the problems underlined in Chapter 2, whereof I have been a
witness. From those disapproving part of my experience comes out Chapter 1, which is
the depiction of an exciting reality, full of opportunities and growth for everyone.
Unfortunately, I was not able to embrace just those possibilities leaving behind what I
felt in Lisbon or what I could imagine about the effects of mass tourism on one of my
favourite cities.
I could not be blind or whiny because of the problems of my hometown and because of
the urgent pressure of all the environmental, social, political, and human issues that
surround our lives. Nevertheless, I believe that everything has a viable solution, but also
that unfortunately, we could see just what we want to see. Anyhow, I believe that more
than searching the solution we need to find the will to change.
With the will, I researched a viable solution among the same policies and authorities
that at least have not done enough to prevent another tourist sack. Surprisingly, the same
administrative and economic environment that fostered the evolution of a mass tourism
economy in Lisbon propitiates the development of something viciously different. In
Chapter 3, I even tried to question this ‘glass half full’, but as it is everything in our
lives it depends on us to put faith in something, and I decided to put mine in it.
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For all these reasons and because I do not believe in Positivism, I did not hide my
subjectivities, and I tried to put you in the same environment in which I mentally lived
during these months in order to let you take your road through my objectivities.
Tourism is changing, or better we are accepting that what was an opinion yesterday
could be objective, or subjectively widely accepted nowadays. We are recognising the
effects of the past on the present, but considered that we could just shape our present it
is time to accept it and use our power in order to face a less dramatic future and a
peaceful present. It is time to recognise the value of every living being, it is time to
reflect on our limits, it is time to face the complexity of our reality with simplicity and
honesty. The following paragraphs will be dedicated to the changes in tourism trends
providing the measure of how social problems and solution could come at the peak even
in the tourism sector.

New tourism
New trends
The following trends derive from demographic and economic statistics widely
available. The deep change in the composition of our societal structure is newness while
the information about the preferences of the various generational cohorts comes from
the comparison of data provided by various destination management companies
(DMCs). Among these, I preferred the voice of PEAK DMC92 (Passion, Excellence,
Adventure and Knowledge Destination Management Company), the world’s largest
B2B global adventure management service company. The path of these operators and
product developers, which work with many of the World leading adventure travel
companies, operators, wholesalers and retailers, makes modern trends clear and usable.
Modern trends in tourism are:
4.1.1.1 The rise of multigenerational travels
Three generations travelling together is not a news, but it is becoming far more common
than ever before. Multigenerational travels are the direct consequence of the declining
birth rate and highest longevity that is affecting all the Northern countries of the World.
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Aged people are nowadays healthier and wealthier than before and being retired they
have more free time to pass with their family or alone, experiencing new places and
adventures.
4.1.1.2 Sharing Economy
The second important trend regards the sharing economy, which is booming and will
continue to have an incredible success until regulations may shift pricing models. In
many municipalities, the increasing numbers of shared activities attracted increased
government scrutiny. Indeed, some municipality has made illegal to rent an apartment
or home for less than thirty days, while others are trying to let Uber and Airbnb users
(just to mention the most famous ones) pay taxes, licenses and insurances.
4.1.1.3 Wellness travel
There are growing numbers of people willing for a wellness travel. This new kind of
travel is growing faster than regular trips, according to the Global Wellness Summit93.
This is because wellness classification includes everything that regards physical and
spiritual wellbeing. The offer goes from spas and yoga retreats to adventures and sport.
Biking, for instance, is nowadays appealing across generations, and the companies
specialised in custom-made trips are experiencing a large success.
This success probably comes from Generation X, who loves health and wellness travel
because wants to get away, disconnect, get in shape, and bond with family. However,
this kind of travel is also the direct consequence of the need to come back from the twodimension world of phones and personal computers to the multidimensional reality of
our body.
4.1.1.4 Experiential travels and authenticity
The after mentioned trend entails the fourth one, which gravitates around experience,
authenticity and unicity. Many in the tourism sector have felt that travellers, especially
Millennials, are preferring trips that revolve around interpersonal exchanges more than
checking crowded famous sights off a list. Tourists are tired of mass tourism, and start
to prefer experiential travels, by which they seek a unique experience usually willing to
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feel a destination like a local. According to John Gattorna “…the destination is not as
important as the experience which can be had there… The total experience value of any
product, brand or service is a vital part of its appeal to this new consumer.”94
This shift could not be attributable just to the research of something different from
classical mass destinations; it also derives from economic causes. Millennials, more
than other generations, live a global world in which foreign experiences and openmindedness are fundamental, for these reasons they seek experiences more than views.
Consequently, travellers are looking to hotels to serve as their local guides, and
community vibe has begun to be relevant because of travellers, especially younger ones,
want to feel like their hotel is providing them with the best recommendations,
personalised for them by interests.
4.1.1.5 Geopolitical atmosphere and environmental disasters
Finally, yet importantly, tourism is facing more crisis and more concerns than before.
With climate change causing unusual and often-extreme weather patterns across the
planet, and an increasingly troubled geopolitical atmosphere, travellers have to be
prepared for inconvenient situations. Technology, security experts and other tools are
the palliatives the sector is adopting to avoid some of the consequences of these illfated events. However, while the tourism sector is showing, at least in Europe, a high
resilience to this kind of events the problem is still alive, and we could just hope in the
good faith of the governors that manage this situation.
In synthesis, nowadays there are growing numbers of aged people with time and money
to spend with their families. This opens two scenarios: on the one hand, bigger families
are travelling all together, searching for a wider range of services to cover the
necessities of each generation. On the other hand, this dynamic could run to mixed
travels in which grandparents enjoy some free time just with their grandchild. This
means that the services required have to cover a greater generational difference that is
something new as it is the sharing economy.
Instead of considering just the economic effects of the sharing economy (as in Chapter
2), it is useful to put the stress on the same existence of such a phenomenon because
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just considering the accommodation sector, Airbnb is a great revolution, in other words
it is not just a question of money; people chose to rent a bed in the house of a stranger
to have an experience. This is more or less, what is happening with experiential and
wellness travels. People need physical experiences and trends show it. It is time to
combine all these factors in order to clarify the philosophy behind my idea of business.

Experiential tourism
Experience needed
Experiential knowledge is knowledge gained through experience, as opposed to a priori
knowledge95.
The Association for Experiential Education regards experiential education as a
philosophy that informs many methodologies, in which educators purposefully engage
with learners in direct experience and focused reflection in order to increase knowledge,
develop skills, clarify values, and develop people's capacity to contribute to their
communities96.
Experiential travel is a form of tourism in which people focus on experiencing a
country, city or particular place by connecting to its history, people and culture.
Therewith the concept is based on experiential education and knowledge and can
emphasise further different areas of local life as culinary, culture, history, shopping,
nature or social life are, being the basis of a holistic travel experience.
As authenticity and experience ascend as the travel buzzwords of the moment, packaged
tourism is quickly losing its appeal. Travellers need to escape from homogenised
experiences, and search alternatives consulting different sites before booking a trip,
with one of the biggest drivers behind this, the thirst for visual content that shows
authentic travel experiences. During later years there has been a shift from travellers
talking about what they saw or did to whom they met in a destination, and hotels are
appointed of responding to this real interest in interacting genuinely with other people
and cultures. This is leading to a new breed of package trip, one that strikes a balance
between personalisation, independence, and in-the-know support and assistance.
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Authenticity and locals are cool, but there should be access to the
internet
Authenticity appeals for various reasons but oddly, one of the most unpleasant whys
behind it is maybe one of the most meaningful. Authenticity and local also attract
because in a few seconds travellers could share their original holiday’s photos, videos
and stories on Facebook, Instagram or Tinder with their followers. The social network
effect is to generate the same need (or somewhere better) in the followers, but above all
is to make tourist look god.
As a matter of fact, tourists seek out the exotic not for what it might reveal to them, but
for how it makes them look to their friends. Humanitarians of Tinder have ironically
underlined this uprising vanity97. This webpage just gathers hundreds of pictures of
predominantly white, young middle-class Tinder users posing with predominantly poor,
barefoot black kids in foreign countries, and it makes them look good.
The other interesting effect social networks have in combination with holidays is the
desire generated by those followers for improved experiences, which is what helped
trigger the rise of experiential travel. Therefore, all these elements lead me to think that
authenticity and local matter, but with a Wi-Fi connection and an escape route always
prepared to avoid too much digital presence even during the holidays the offer is far
better.
Searching for moments of human relevance and authenticity in
unexpected places
This title is the main reason why tourists undertake experiential travels, and why
gentrification and museumification entail the failure of a destination on the long term.
Authenticity could not be created; it is just what it is. A destination affected by
gentrification and museumification lose its spontaneous authenticity, and will never
recover the continuation of its ancient soul. Being the city that loosed its authenticity is
a form of empty authenticity, or better the disruption of the past in order to obtain
another standardised future.
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The only way Lisbon has to save itself is to show how an experience is authentic, rather
than stating that it is authentic. This is fundamental in order to provide inspiring
experiences that teach travellers something about themselves and about the place they
are experiencing. On the other hand, marketing needs to be concentrated in projecting
potential consumers in the destination, placing them in its reality, because current
tourists use the internet comparing various shopping tools before booking.
Beyond pricing, one of the biggest drivers of this site-hopping behaviour is the thirst
for visual content. It is no more time for photos of sterile rooms because this is not the
kind of content that sparks excitement and visions of what awaits travellers on their
next vacation. People are shopping in an increasingly visual manner, looking to their
friends’ and families’ content on Facebook and Instagram for trip inspiration. This huge
volume of consumer-generated content is a gold mine that could show consumers the
projection of their future experience, and something ‘absolutely truthful’: images,
because we have not to forget that we live in the appearance world and images are what
definitely shape our opinions. This continuous booking cycle is shown in Figure 14.
Figure 14: Tourist continuous booking cycle

4.2.3.1 The accommodation sector is changing
Hyatt Hotels Corporation, the American multinational owner, operator, and franchiser
of hotels, resorts, and vacation properties has grasped this good deal launching a
hashtag (#InAHyattWorld), shareable on Facebook, Twitter and Instagram, to gather
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on a webpage98 all the content consumers generate in its almost seven hundred
structures all over the World. With experiential filters like beaches, golf, familyfriendly, and weddings, the hub allows travellers to seek inspiration and book their next
Hyatt stay without having a specific destination or hotel brand in mind. It also reflects
the direction Hyatt is taking as it advances its digital offerings beyond transactional,
toward experiential. The Hyatt hub demonstrates how travel brands can embrace
consumer-generated images to create more guest-centric digital experiences that
increase engagement and direct bookings.
Finally, the use of guest photos satisfies the desire for more authentic content and keeps
travel buyers on the brand’s site instead of forcing them to seek out more visual content
and potentially losing the booking to an online travel agent. The visual content used in
the marketing stage will be useful not just to attract new consumers but also to recreate
around the structure an aura of authenticity, which is the right brand image to hit these
new trends of the market. This means building a long-term relationship with guests and
offer them digital and physical experiences that keep them coming back.
“Traditionally, hotels have always tried to keep their guests within the hotel grounds to
maximize guest revenues, but with the boom in experiential travel, hotels are acting
more like community portals by introducing guests to popular local experiences.”99 A
series of partnerships will empower this offer, which will include from culinary
workshops to sports and wellness lessons and meetings, with an accommodation
structure that is no more closed and isolated but is the hub of a multitude of local
services.
Experiential travel is also changing the role of destination marketing organisations
because of the digital innovation, which is leading tourists away from DMOs’ websites
in favour of review websites such as TripAdvisor, leaving enough room for innovation
and initiative for everyone that would improve its marketing on the internet.
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4.2.3.2 Who is shaping the tourism sector?
According to the ITB World Travel Trends Report prepared by IPK International,
which manages the World Travel Monitor (WTM) and the European Travel Monitor
(ETM), “technology-savvy Millennials are seen by many in the international tourism
industry as a new key market to generate much of the industry’s targeted growth in the
coming years… Often defined as people born between 1980 and 2000 (and thus
currently aged 16-36), European Millennials went on about 150 million outbound trips
in 2015… This represented about a third of all European outbound trips, and thus a
sizeable market segment.” In addition, “…there is little significant difference in the
travel patterns of European Millennials and overall outbound travellers... The main
difference was in spending with European Millennials spending less on outbound travel
than older travellers do… Nevertheless, the 1.8 billion Millennials worldwide do
display some particular characteristics that influence their travel behaviour… For
example, this “first global generation” seeks authenticity, is very adaptable yet also has
come of age with a built-in expectation of having control of their activities. In travel
terms, they want to experience new cultures, blend experiences across different types
of trips, encounter and engage with local people and have authentic experiences…
Moreover, technology-savvy Millennials are happy for their personal data to be used in
order to create individualised travel experiences, such as through mobile apps offering
specific personalised access and services. For destinations, these factors mean that to
attract Millennial travellers they have to be “genuine and creative”, offering a mix of
adventure and relaxation. In addition, they should offer ‘seamless travel experiences’
by using technology to simplify and streamline how Millennials find and enjoy their
destination offerings and experiences.”100
In brief, it seems to be smart to point on Millennials because they represent a third of
all European outbound trips and because they search authenticity and low prices, which
is the phenomenon from which the hostels spread all over Europe in growing numbers.
The internet, technological products and apps are fundamental in all marketing stages,
from the everyday functioning of multiple activities to the customer loyalty stage.
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New tourists: Millennials
The UNWTO has dedicated five reports101 on millennials and young tourism because
these kind of tourists are trendsetters, while the market they shape has a high economic
value and is strongly resilient.
Young travellers spend less time in major gateway cities and have the inclination to
explore more remote destinations. They want to stay longer immerging themselves in
other cultures in order to build their life experiences. Furthermore, Millennials
generation is the first one that has experimented such an important phenomenon of
education abroad, which is the reason why they are always in search of educational
endeavours in other countries.
The need for gap years, volunteering, cultural exchanges and leisure make youth
travellers the ones who make previously undiscovered destination fashionable and
accessible. It does not matter if Youngers are slowed down by modest incomes; they
take advantage of ideas and from the hope to climb this unfriendly reality we are living
just discovering the World. A smartphone will always be in their hands to search
inspiration and to be always somewhere else; maybe they are changing a sword of
Damocles for another similar one, but as of now they are searching unicity, friends,
loves, grow, and to become part of this pervert World.
As a result, youth travel has become one of the fastest growing segments of
international tourism, a growth that represents uncountable socioeconomic
opportunities for local communities and youth travellers to stimulate local tourism
businesses, closer social interaction with host communities and at last more
environmental protection.
According to the UNWTO’s Global Report on the Power of Youth Travel,102 “Research
by WYSE Travel Confederation and UNWTO indicated that the total value of the
international youth travel market was almost USD 190 billion in 2009. By 2014 this
figure had risen to USD 286 billion.”
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Figure 15: Global youth travel expenditure

Source: UNWTO

The conclusion is “Based on UNWTO forecasts for global tourism growth, we can
estimate that by 2020 almost 370 million youth travellers will account for a total spend
of over USD 400 billions.” These forecasts should not surprise because young people
are money poor but time rich, therefore, as it has been stated by UNWTO, they are
spending up to two-thirds more than the average tourist expenditure.
The interesting fact behind these numbers is the wide possibilities that come to envision
for host communities. The Millennial Traveller Survey conducted by WYSE Travel
Confederation in 2014 showed that there is reciprocity because the most important
motivations for young travellers are to interact with local people (55% rating as
important) and experience everyday life in another country (45%) while local
communities will foster more economic, social and cultural positive impacts.

New proposals
Food tourism: the right experience to attract youth travellers
Culinary tourism or food tourism is the exploration of food for the purpose of tourism.
“Culinary tourism differs from agritourism because culinary tourism is considered a
subset of cultural tourism while agritourism is considered a subset of rural tourism, but
culinary tourism and agritourism are inextricably linked, as the seeds of cuisine can be
found in agriculture.”103
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According to the UNWTO’ survey, 88% of its affiliate members consider gastronomy
a strategic element in defining the brand and image of their destination. The quality and
variety of the offered gastronomic experiences are two ways by which a destination
could show its local authenticity to customers and indeed, discovering local food has
become a tourist activity as important as sightseeing, visiting museums or festivals.
Food tourism is not limited to gourmet food, it comprises drinking beverages, travelling
at least in your own town to search or just find new kinds of food, and any kind of
dishes coming from food carts until gourmet restaurants. This is the reason why food is
a fundamental economic driver of tourism.
According to the World Food Travel Association104 (WFTA), 93% of travellers could
be considered food travellers, meaning travellers who had participated in a food or
beverage experience other than dining out. They may have visited a cooking school,
participated in a food tour, or gone shopping in a local grocery or gourmet store. This
experience could be improved disclosing the food pedigree and the whys behind a
recipe, forasmuch as food is also culture and there is a growing awareness of what we
eat.
Figure 16: Food tourism in numbers
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Source: Infographic based on data from 2016 Food Travel Monitor research report, WFTA.

Experiencing the local gastronomy of a place means a deep contact with the host
community and its culture, and this is creating an environment in favour of various
unique food experiences. Farm-to-table dining experiences, gastronomic routes,
cooking classes, wine tastings, food events and fairs are now pop alternatives. Even in
gastronomy, photography and social networks could be the flywheel to share potential
experiences and tastes. It is unimaginable the astonishing effect of an aged Portuguese
lady showing tourists one of the 365 Portuguese recipes to cook salted codfish, with on
the backdrop the wonderful azulejos105 of a typical Portuguese home.
Local chefs showing how to make orecchiette is something that here in Puglia is having
a large success because it is something that could be properly called experiential, and
adds an incredible value to the experience offering the possibility to meet and feel a
local, which will teach you something that is far better than a souvenir. This makes the
chefs the ambassadors of an entire territory rewarding their authenticity with a fulfilling
job and an amazing mediator role.
4.4.1.1 The Mediterranean Diet in Portugal
“Mediterranean people attributed sacred, congregating values to certain foods, such as
cereals and bread (the term companion comes from the Latin cum panis), oil and wine,
among others. These elements are present in ritual practices, such as the use of bread
and wine in the Eucharist or of olive oil as a source of light and heat, and as an ointment
in baptism, confirmation and extreme unction ceremonies.”106
The Iberian Peninsula, located between the Mediterranean and the Atlantic, lived the
confluence of many civilizations that have shaped its history. Portugal is bordered just
by the Atlantic Ocean, but Mediterranean elements are present in its climate,
geography, history, economy and culture. Portuguese people have been shaped by the
Romanization, the Arabization, the consequent Christianization, and by their imperial
adventures. Differences are visible between North and South, in terms of morphology
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and climate, farming systems and construction methods, celebrations, traditions and
finally cooking methods. Their deep connection with the Ocean brought to the
Portuguese table a variety of flavourful seafood. However, in Portugal, there are
numerous cooking traditions ascribable to the Mediterranean Diet, such as soups, stews
and casseroles, bread, salads, seasoning with herbs, dried fruit, nuts, and wine.
In 2013, the Mediterranean Diet was promoted Intangible Cultural Heritage of
Humanity from UNESCO, and according to “The results of many studies suggest that
this daily diet pattern is associated with overall increased longevity and the protection
against diseases such as cancer, type 2 diabetes, hypertension, cardiovascular diseases,
obesity and neurodegenerative diseases like Parkinson’s disease or Alzheimer’s. The
Mediterranean Diet is therefore considered one of the healthiest in the World, as shown
by the fact that Southern Europeans, including the Portuguese, have the lowest rate of
heart disease mortality.”107 Nevertheless, it is clear that the benefits are ascribable also
to cultural factors such as greater physical activity and a relaxed and affective social
atmosphere. Portuguese cuisine is not a diet, it is a way of life that invites people to get
together at the table to enjoy the open air, some relax and a good wine. It is part of the
unique Mediterranean Culture, which invites strangers to sit down around a large
common table to share experiences.
To conclude, and according to Barros and Visit Portugal website108, the principles of
the Portuguese Mediterranean Diet are:
•

Frugality and simple cooking prepared to protect nutrients;

•

High consumption of local crop products to the detriment of animal products,
namely vegetables, fruit, quality bread and unrefined cereals, fresh and dried
legumes, dried fruit and nuts and oilseeds;

•

Consumption of olive oil as the main source of fat;

•

Moderate consumption of dairy products, use of herbs rather than salt for
seasoning, and seafood instead of red meat.
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4.4.1.2 How the food economy drives sustainable tourism development
in light of overtourism
“Local food represents an alternative to the global food model that has pervaded modern
living, particularly in a world of global trade and transportation networks.”109 This
sentence comes from a report developed by, and dedicated to Catalonia, the region of
which Barcelona is the capital city, and revolves around their efforts against
overtourism and in favour of local enhancement.
The Local Food Movement is a well-known phenomenon that beneficent influences
many of us. Tourists become part of local food projects that aims to connect farmers
and consumers within the same geographic region, in order to develop more self-reliant
and resilient food networks, to improve local economies, to have a positive impact on
health and food security, on the environment, communities and societies.
Figure 17 shows the idea behind the Local Food Movement, which surely will recall in
your minds the circular system sponsored by the European Union. Even in this case,
the objective is to reduce waste production enhancing reuse and conscious
consumption. Therefore, the EU and the Local Food Movement have understood the
importance that circularity has for our World in order not to exceed its regenerative
power. This is as valid for the environment as it is for food production, the economy
and society, and it is valid even for the tourism sector, which has an enormous positive
potential but has collected scant results. As it has been stated in the case study “Much
of the theory behind tourism management boils down to capacity and how much volume
a destination can sustain”110, which sounds like much of the theory behind waste
management boils down to capacity and how much volume the environment can
sustain. It does not seem a get off to a good start.
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Figure 17: Circular food economy

Source: Bujarski, L. Case study Catalonia: How the food economy drives sustainable tourism
development, Skift and Catalan Tourist Board, pp 11

“The carrying capacity model assumes that every ecosystem has a limit, given
consumption habits and scarcity in resources. The more ominous implication here is the
“overshoot” as conditions deteriorate, where an excessive rise in population might
cause a dramatic “bust” or fall in the total number of individuals with an ecosystem.
For destinations, the parallel here would consider tourism volumes, overtourism, and
the potential threat of killing the vibe and authenticity of a place to the point that it
negatively impacts the quality of the travel experience.” I could not have explained it
better than Bujarski, which provide us also Figure 18, a J curve representing the
intertemporal effects of overconsumption.
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Figure 18: Intertemporal effects of overconsumption

Source: Bujarski, L. Case study Catalonia: How the food economy drives sustainable tourism
development, Skift and Catalan Tourist Board, pp 20

Tourism and environmental management could be comparable under various aspects
but is in physical carrying capacity that these two practices achieve their most
vainglorious results. From the touristic point of view, the physical carrying capacity is
the maximum number of tourists an area is physically able to support or the maximum
number a destination can fit still allowing people to be able to move. This is why its
supporters argue that policies have to focus on managing the in-flow in order to extend
the carrying capacity, even endangering the balance between residents, visitors, and
built and natural ecosystems.
In Catalonia, tourism destination managers have chosen not to endanger this
equilibrium managing the in-flow in order to differentiate the offer and the distribution
of tourists all over the region, in the light of the overtourism problems Barcelona is
living. This is not the situation of Lisbon, which could still manage its offer in order to
comply its economic, social and biophysical carrying capacity.
Local food is the steed needed to achieve this mission considering that the economic
carrying capacity is the ability of a destination to accommodate tourist functions
without endangering local economies, and without causing the loss of local activities.
Furthermore, local food is needed to create a point of contact among tourists and host
communities in order not to exceed the social carrying capacity, of which the indicators
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are a reduced local tolerance for tourism, reduced visitor enjoyment and increased
crime.
In conclusion, a home cooked tour pairing travellers with local families to cook and
share a meal together and get a unique insight into local family life is far better than
every deviated management resolution, differentiation and preservation is the right way
to think the present and to plan the future.
Hostel: the right place to develop a dialogue and relationships with
young travellers
A good starting point for every accommodation business is to be safe and clean, then
hotels, hostels, villages and other structures broadly differentiate their services. Hostels
provide budget-oriented, sociable accommodation where guests can rent a bed, usually
a bunk bed, in a dormitory and share a bathroom, lounge and a kitchen. Rooms can be
mixed or single-sex while private rooms may also be available. Hostels offer the
opportunity for the creation of a familiar, sympathetic and communicative atmosphere
among its occupants, which could be just facilitated by the presence of long-term
residents employed as desk agents or housekeeping staff in exchange for experience or
discounted accommodation.
The heart of hostels is this social opportunity, which obviously could be worked to
achieve staggering positive effects. The key elements that could get a hostel to do a
level up are comfortable and stylish spaces to meet, surf online and interact made using
natural elements combined with materials that evoke the feel of the city. Furthermore,
numerous vivid activities, labs and an immediate contact with local artists and cookers,
which provides a direct contact with local food, good music and an honest good mood
from the staff, complete a competitive offer.
Referring to these matters the teaching from the successful hostel brand Generation
Hostels111 is “If there is a word to summarise it all it is personalisation – today’s youth
traveller wants to be made to feel special. If they do, they will engage much more deeply
with your brand and share this with friends via social media. Given the much wider
networks they have – each customer can be seen as a potential brand ambassador. For
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the hostel operator, it’s about personalising without layering in huge costs. This means
creating spaces that feel special, quirky, stylish and about having engaging staff, who
actually enjoy meeting travellers and giving them tips on what to do and where to go.
Above all it’s about using an authentic tone of voice and having that conversation so
that it builds a relationship. If customers sense this recognition it becomes much more
powerful than a classic loyalty points programme because it’s two-way and mutual.
Convert a millennial and you have a true brand advocate.”112
These principles are also commutable to that of Slow Tourism, because “Slow tourism
invites travellers to tourism at a reduced pace; one that is sustainable and responsible,
and to discover new destinations while respecting them. It invites tourists to get to know
places, to live and “taste” them while at the same time promoting their protection as
patrimonies of inestimable worth, as a richness to be safeguarded for our common
wellbeing.”113 Indeed, this is possible just through the active involvement of travellers,
tourism entrepreneurs and local communities.
In conclusion, the idea is to create a homestay-based tourism community incorporating
locally available activities, ranging from learning traditional crafts, songs, cultural and
historical histories, cooking traditional meals, bird watching and surf in order to protect
the cultural environment while offering a competitive product.
4.4.2.1 Other spaces: coworking, arts and craftsmanship
Coworking is a style of work that involves a shared working environment for “people
who are still working independently, but who share values”114 and “who are interested
in the synergy that can happen from working with people who value working in the
same place alongside each other.”115
The coworking market is generally pointed towards start-ups, entrepreneurs and
freelancers but its spaces are distinct from that of business accelerators, incubators and
executive suites. These spaces do not fit into the coworking model because they often
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miss the social, collaborative, and informal aspects of the process while a coworking
place is more about establishing the community than a formal or informal place.
The idea behind coworking is fascinating compared to the one behind a hostel, because
both encourage collaboration and community, leaving plentiful room for creativity.
Although a hostel does not seem the place for concentration and gravity, a dedicated
space could work effectively, because the community principle is the same. A synergy
between hostel and coworking through a space dedicated to arts and artisanship could
just let creativity grow freely and allow the hostel to become the hub of artistic
innovation, attracting an increasing amount of young and creative artists of all types
and nationality.
Coworkings for artists already exist in creative cities like Berlin, London and Paris, just
offering a simple but cosy place that hosts events, exhibitions and workshops, which
extend the possibilities for further networking. Imagine the whole space used as a
gallery for artists and their changing work; it is a win/win situation for both sides
because the decoration will often change, rotating between the works of professional
artists. This is just a glimpse, because not only does the artist have a place to work but
also publicly displaying artworks allows the space to extend itself to a wider audience.
The management of such a space should be based on monthly membership rates, on a
month-to-month basis or a longer-term basis of three months, six months, or twelve
months. Longer terms get the artist lower rates, keeping the possibility to stop anytime.
The local concierge: a reference point
To experience local culture, cuisine, and dozens of activities it is needed a specialised
figure that plans activities and adventures long before the guest arrives. This figure will
be the local concierge, a position far distant from the one of luxury hotels in the
formality but even closer with the costumer necessity. This connection with guests,
where the hostel staff provides great seamless connectivity to the local experiences, is
where the business in the guest’s mind really drives value.
Customized private tours could be tailored just by a specific figure responsible for
creating excursions based on particular interests, ranging from culture to ecotourism.
The kind of services could range from urban adventures to cultural tourism, including
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also festivals and seasonal tours, and providing a behind-the-scenes look of major
events, rather than just experiencing them from a tourist’s perspective.
This service, however unconventional, is needed to underline the difference between
travel business who use the word experiential superficially and those who deliver real
experiences. It does not matter the generational cohort, from Generation X to
Millennials traditional marketing sounds forced and fake, it is time for win-win
solutions offering simply and honestly what is feasible.
4.4.3.1 Other experiences: city breaks
According to the Portuguese National Strategic Plan for Tourism (Plano Estratégico
Nacional do Turismo, PENT) there are ten strategic touristic products that will have
growing success in next years, these are: sun and beach, nature, nautical tourism,
residential tourism, business tourism, golf, gastronomy and wines, wellness, cultural
touring and city breaks116.
City breaks are short holidays spent in a city to experience its cultural, architectonical,
leisure and gastronomical attractions. The average stay for this kind of tourism is low,
but thanks to cheap flights, the number of city breakers is growing rapidly. This kind
of tourist is typically between 20 and 35 years old, uses mainly the internet to book its
holidays and chooses cheap accommodations.
Lisbon does not host 80 million tourists as London do, but it is receiving almost 9
million117 tourists each year, which is an important source. These tourists are willing to
experience the city there are visiting as fast as possible, which is why offering dynamic
packages that allow choosing various experience and services could increase
vertiginously the attractive power of the hosting structure.
4.4.3.2 Other experiences: nature and sport tourism
Lisbon is a well-known city for its alleys and cuisine, but also its shining beaches, which
are perfect to practice surf and other water sports, are among the main reasons that push
tourists to visit it. Trekking, rafting, canyoning and nature-watching complete the lucky
offer of Lisbon that could take advantage of its central position. The Tagus River is a
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perfect hotspot for birdwatching, while the coastline moving toward north or south is
mostly composed of natural reservoirs (21% of Portugal is protected by law).
Nature and sport tourism are two growing markets in Portugal, which is a country
relatively unpolluted. The good news is that the kind of tourist that chooses nature for
its holidays is not just interested in it118, and in this small opening Lisbon inserts itself
as the hub of various services, including nature and sport. The second good news is the
profile of the standard tourist that frequents this kind of activities. He or she is in
between 20 and 35 years old, uses mainly the internet to book and evaluate, travel in
group and chooses cheap accommodations119.
Looking after the environment means looking after guests
In the opinion of ecologists, this means something obvious, but I will show to everyone
many reasons why an eco-hostel is far better than a hostel. Local and biological food
are jet an agreement with environmental protection, but there are many other tips
helpful to enhance this eco-friendly attitude.
Eco-friendly services are intrinsically important because might help sensitise guests and
neighbourhood to prove that, day by day, every little thing could make the difference.
Energy from renewable resources, LED light bulbs, windows for thermal and acoustic
isolation, radiators with independent valves to optimize the heating, techniques for a
better water use, energy class A+ appliances, ecolabel soaps, and recycling are just the
basis that everyone in its home could improve to help the environment while saving
money.
Besides, there are ‘futuristic technologies’ such as using plants instead of air
conditioning in order to save money and reducing emissions considerably. Urban areas
generally are warmer than surrounding countryside due to the increased absorption of
energy from the sun caused by the absence of natural shadow, and the abundance of
artificial dark surfaces. This phenomenon is known as the urban heat island effect and
could be contrasted using electricity (spending around €500,000 per hectare120) or
working with nature using a green upholstery in an urban environment to enjoy the
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moist air generated by natural vegetation. This technology, called green façade because
it has soil only at the base of the walls, absorbs CO2 emissions, improves air quality and
increases energy efficiency.
The problem behind these new technologies is the amount of the investments, but to
change current trends in SMEs poor investments, the EU is providing its support.
4.4.4.1 EU: Small Business Act at the service of green SMEs
Through point 9 in the SBA, “the EU wants to enable SMEs to turn environmental
challenges into opportunities providing more information, expertise and financial
incentives. The SBA informs that only 29% of SMEs have introduced any measures for
saving energy or raw materials (compared with 46% of large enterprises) and only 4%
of EU SMEs have a comprehensive energy efficiency system in place.”121
The transition is strategic in order to avoid the vulnerability generated by rising prices
for energy and to increase efficiency while adapting to new challenges turning them
into opportunities. In order to achieve this objective, the Commission has launched the
“Eco-Audit and Management Scheme (EMAS), which provides lighter environmental
procedures, reduced fees, and the option of cluster registration. However, the
Commission will also finance a network of environment and energy efficiency experts
in the Enterprise Europe Network providing advice on eco-efficient operations, markets
potential and funding opportunities for more efficient operations for SMEs.”122
Eventually, Member States are invited to make full use of the around €2.5 billion
allocated in Cohesion Policy programmes, provided for by Euro 2020, for the support
of eco-friendly products and processes in SMEs, and to provide regulatory incentives
to SMEs registered with the Eco-Management and Audit Scheme (EMAS) and with
ISO 14.000.
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4.4.4.2 Ecolabels
ISO123, the International Organization for Standardization, has developed standards that
cover everything from the shoes we stand in, to the Wi-Fi networks that connect us
invisibly to each other. Addressing all these and more, International Standards mean
that consumers can have confidence that their products are safe, reliable and of good
quality. The ISO 14000 family of standards provides practical tools for companies and
organizations of all kinds looking to manage their environmental responsibilities and
focusing on environmental systems to achieve this.
However, because of the worldwide demand for more efficient products to reduce
energy and resource consumption, the European Commission has developed the EU
legislation on eco-design and energy labelling124. It helps eliminate the least performing
products from the market, significantly contributing to the EU’s 2020 energy efficiency
objective.125 Nevertheless, Europe and ISO are not alone in supplying this kind of
services, inasmuch Green Tourism126 is an ecolabel specific for the tourism sector. The
services provided by this organization are quite similar, since they cover all aspects of
sustainability, from energy and water efficiency, waste management and biodiversity
to social and ethical choices. The power behind these labels resides in the confidence
established between the consumer and the organisation, which works for the
dissemination of responsible conducts, a sort of environmental education.
4.4.4.3 Environmental education
Environmental education is the formal and informal education, aiming to raise the
awareness of people for ecological dynamics, their natural surroundings, environmental
problems, and interdependencies with economic, social and cultural development.
Therefore, people should be able to understand natural dynamics in a holistic way and
be able to take action for improving the environmental situation.
Sustainability, take into account not only the education about ecology and how to
protect naturally functioning environments but also the social, democratic, cultural and
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economic well-being of humans in these environments. It aims at enabling people to
enforce and support sustainable development in their regions and globally, something
needed in Lisbon. Tourism could contribute to develop environmentally friendly
behaviours amongst tourists through information activities with various focuses, i.e.
information about the rich natural heritage, education about nature-friendly behaviours
and promotion of local products.

C of culture and conclusions
“The role of culture for sustainable development depends on ensuring cultural rights
for all: ensuring every woman, man and child can access, take part in, and contribute to
cultural life. Development only understood in economic terms is neither effective nor
sustainable. Culture is the sphere where ideas, behaviours and practices can be
discussed and expressed in a pluralistic and democratic society, constituting crucial
foundations for the humane, inclusive, holistic and long-term development of cities.”127
Poverty is not just a question of material conditions and income, but also of lack of
capabilities and opportunities, including in cultural terms. Just through this cultural
framework alternative ideas could emerge, flourish and be discussed, and this is
something that cannot come once every individual’s fundamental needs have been
fulfilled. Culture is the exercise of freedom because it includes the circulation of
knowledge, and it is located at the base of every link between ecology, economics,
politics and social fabric.
For these reasons, my idea is in the service of culture because we need to let culture
take care of us, because culture is not identity but essence, because two human beings
facing each other with their essence in the hands communicate while we are living an
epoch of interminable fighting.
“Multifaceted crises of recent years have brought about new challenges, such as social
problems, combined with cases of exclusion and misery for large groups of people, and
cases of delinquency and violence. Within this context, the contradictions and the
devaluation of cities and urban areas bring back the discussion on the need to reorganize
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the urban productive base. This should be grounded on the quality of public spaces, the
cultural and social identity of local societies, their culture and heritage, the need for
large-scale cultural works, and the return of creativity.”128
In conclusion, to answer Olivetti’s question, every production sector has to contribute
positively to our lives because from our lives it comes. Tourism has the great possibility
of growing spreading wealth in the surroundings just giving people the chance to meet
each other. On the other hand, we can smile to these proposals and ignore every problem
underlined in this text, letting things going as usual, grumbling against a powerless god.
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Conclusion
This study is carried out to investigate modern tourism trends in order to combine new
solutions to improve sustainability and contrast urban disruption in the city centre of
Lisbon. To achieve these objectives, the research has been expanded to the analysis of
positive and negative trends and effects connected to tourism action. Indeed, while the
first part of this book is dedicated to the verification of the staggering tourist growth
Portugal is living, the second part is dedicated to the research of signs able to
demonstrate what gentrification and museumification are, and in which way these
phenomena endanger tourist destinations.
This double outlook, on the one hand economically positive, but on the other hand
socially and culturally detrimental, does not leave enough room for buoyancy, at least
until European programmes come at the cutting edge. This is not the place for history
or political analysis, so I did not embark on the reasons behind these new social,
economic and environmental policies. I have just considered the beneficial effects and
possibilities these give to whom does want to change his course of events.
However, considering the widespread detrimental effects of gentrification and
museumification, this research has assumed a broader validity. The cities used as
examples to demonstrate why is needed to contrast these phenomena are sources of
enlightenment because of their innovative and effective policies, being the examples
for those cities that are still sleeping in their silent neighbourhoods. Sadly, many other
of these destinations have almost definitively lost their authenticity. This is the case of
Florence, the wonderful city I have experienced through the University and an
International Destination Management course, which problems become the whys and
wherefores to not fall in the intrigue of overtourism.
Knowing what gentrification and museumification mean, and having seen their effects
in various cities, from Florence to Amsterdam, passing through Venice, Santiago de
Compostela, Barcelona and Lisbon, we have the chance to ponder the multifaceted
consequences of our actions. This work demonstrates how much everything is
connected, but just understanding the perpetual circularity in which we live this concept
would become remotely comprehensible. Circularity and sustainability are still under
development because we are deceived by our delusions of grandeur. We have lost the
way leaving waste that is polluting our food, using resources that are returning to us
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wars and deserts, bargaining everything to look better in our luxurious lives ending up
just more and more inhuman.
I know that this would make sense just in the opinion of someone, but because I believe
in human intelligence, I could not accept that these subjects are completely new to most
of the people. For the same reasons, I could not suppose that gentrification,
museumification and overtourism are uncontrolled and unknown counter effects.
Instead, I suppose that at least those employed in the tourism sector, namely governors,
destination managers and scholars have chosen the way of those phenomena, or had to
choose it, definitely, it does not matter. What matter is that even in this spiny situation
there is hope for a change, but it is time to work on this hope in order to let it become a
reality.
My proposals come from the intersection of new global tourist trends and main
strengths of Lisbon, which is a city that has what it takes to come out from that kind of
problems. However, even limited to just a city, my proposals could be a good basis for
the development of new ideas and forms of effective sustainable tourism everywhere.
Furthermore, our life is so ironic that mass tourism is causing its own decline, so it is
time for our generation to drop it researching not something new, but that new way of
treating what surrounds us our environment is asking for.
Culture, social fabric, democracy, economic welfare are the counterpart I support in
order to meet the demand for an authentic and unexpected travel experience. Arts and
culture are the way by which to develop a community where locals and foreigners could
meet themselves. Sports, nature and food are the ways to experience the landscape that
chisel the character of an entire population, the flavour of the earth they work, the
recipes that calm their efforts. Nevertheless, we have neither to forget that we
Mediterranean people are blessed by an always shining Sun, a unique diet, and
wonderful beaches, so what could make this offer even better?
In my point of view, which has been proudly exposed in this entire book, this
sustainable solution works. Surely, money juicers are not waiting for this, but to me
money is still just a means and not the end, what matters is sustainability.
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