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Tourism today
The global market
Tourism is one of the largest and fastest growing
economic sectors in the world. According to the UN
World Tourism Organisation (UNWTO), despite
occasional shocks, globally international tourist arrivals
have shown virtually uninterrupted growth: from 25

According to the Vietnam General Statistics Office, in
2012 the Top 10 source markets for international
visitors to Vietnam – who primarily come from North
Asia – account for 72% of the total number of
international arrivals to Vietnam.

million in 1950, to 277 million in 1980, to 435 million in
(1)

1990, to 675 million in 2000, and the current 940 million.

Economically, export income generated by inbound

VIETNAM'S TOP 10 SOURCE MARKETS IN 2012
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China

2

South Korea

700,917

exports of commercial services. Globally, as an export
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Japan

576,386

category, tourism ranks fourth after fuels, chemicals

4

USA

443,826
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Taiwan

409,385
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Cambodia

331,939
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Malaysia

299,041
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Australia

289,844
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Thailand

225,866
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France

219,721

tourism amounts to some US$ 3 billion a day, and the
industry accounts for almost one third of the world's

(2)

and automotive products.

The situation in Vietnam
According to the Vietnam General Statistics Office,
international visitor arrivals to Vietnam more than
doubled over the past twelve years, from 2.1 million in
2000 to 6.8 million in 2012. Whilst domestic tourism has
shown similar growth more than doubling from 11.7
million in 2000 to 23 million in 2009. In fact, the UNWTO
indicates that the 8.9% growth rate of international
visitor arrivals to Vietnam over the past decade has far
outpaced the 3.4% being experienced for world tourism
in general.
By 2015, tourism and travel is expected to become
Vietnam's single largest employer, contributing to
approximately 15% of the national workforce and
approximately 1.4 million direct jobs, and a substantial
(3)
number of indirect jobs.
(1) UNWTO

2011, Tourism Highlights: 2011 Edition, UNWTO, Madrid, Spain
As above
(3) World Travel & Tourism Council 2012, Travel & Tourism Economic Impact
2013: Vietnam, WTTC, UK
(2)

1,428,693

Source: Vietnam General Statistics Office 2013

Vietnam's future for tourism also appears bright. By
2020 some 10 to 10.5 million international visitor
arrivals (7.6 percent annual increase) and 48 million
domestic tourists (5.3 percent annual increase) are
expected, with tourism revenues increasing to US$ 1819 billion (13.8 percent increase to 2015, 12 annual
percent increase thereafter), the contribution to GDP
rising to 6.5-7%, and the sector expected to attract
(4)
some US$ 42.5 billion in investment.

(4) ESRT 2013, Vietnam Tourism Marketing Strategy & Action Plan: 20132020 [Draft proposal to VNAT]
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The need for greater responsibility
Whilst tourism is clearly a strongly growing sector and
important generator of expenditure, investment, foreign

The UNEP also identifies a number negative economic
impacts of poorly planned and managed tourism:

exchange earnings, employment, and promotion of the

Leakages – Non-locally owned hotels,

conservation of natural and cultural heritage, the

international airline carriers, and imported food

prospect of Vietnam facing a future of mass tourism also

and drinks result in leakage of potential local

brings with it a range of risks and challenges.

income to outside areas.

Potential negative social and environmental impacts of

Enclave tourism – The chances for local

poorly planned and managed tourism can include:

businesses to earn income from tourists can be

Over - or uneven development – Poorly planned

severely reduced when tourists travel in “all-

and managed tourism can result in over- or uneven

inclusive” vacation packages where

development.

For example dense multi-million

accommodation, meals and transport are often all

dollar high rise buildings placed along sensitive

provided by the one operator (e.g. resorts or cruise

coastal areas surrounded by areas of extreme

ships).

poverty can be found in many countries around the

Inflation - Increasing demand for goods and

world. Such tourism development contributes to a

services from tourists can lead to an increase in

destination losing its natural appeal – the very

prices.

reason why most tourists come in the first place.

generate increased demand for real estate from

Cultural conflict – Lack of information, false

developers thereby increasing land prices, and

impressions, misinformation, poor communication

displacing the local people who can't afford to live

and poor knowledge can result in situations of

there anymore.

Booming tourism destinations can also

cultural conflict whereby insensitive or disruptive

Economic dependence – In some destinations

visitors behave and act as they would at home and

tourism can become the primary industry to the

not according to the norms of the society which they

detriment of diversification which can make the

are visiting. Tourism can also represent an intrusion

local economy vulnerable to shifts in demand

into the daily life of the local people, resulting in a

resulting from global economic crises, natural

loss of privacy, and in some cases a sense of over-

disasters, or times of political or social unrest.

crowding, which all create ill feelings towards
tourists and tourism development.

Shifts in demand – Holiday travel is often
connected to the seasons resulting in often

Competing for limited resources – Greater

unstable working conditions for the tourism

pressure can be placed on local resources like

workforce such as job and income insecurity,

energy, food and water which may already be in

difficulties in getting training and employment-

short supply.

related medical benefits, and unsatisfactory

Moreover, increased waste from

littering and sewage can result, as well as increased
air, noise and water pollution.
Destruction of natural environments –
Uncontrolled tourism in protected areas can also
cause damage to natural ecosystems leading to a
loss of biodiversity, erosion, and other impacts.

(5) For the purpose of this document, “mass tourism” refers to situations of
sheer volumes of temporary visitors to a site or destination who intensely
interact with local conditions. Mass tourism potentially places at risk the
site or destination's carrying capacity (the limits of usage of social,
ecological and economic resources).

housing and working conditions.
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Defining Responsible Tourism
Responsible tourism offers a pathway forward for all
actors in tourism to minimise the negatives impacts of
tourism and enhance its positive impacts.
At the core of Responsible Tourism are the principles of
sustainable tourism, which according to the United
Nations Environment Programme and World Tourism
(6)
Organisation, aims to:
1. Make optimal use of environmental resources
that constitute a key element in tourism
development, maintaining essential ecological
processes and helping to conserve natural
heritage and bio-diversity.
2. Respect the socio-cultural authenticity of host
communities, conserve their built and living
cultural heritage and traditional values, and
contribute to inter-cultural understanding and
tolerance.
3. Ensure viable, long term economic benefits to all
stakeholders that are fairly distributed, including
stable employment and income-earning
opportunities and social services to host
communities, and contributing to poverty
alleviation.
Responsible Tourism is however, more than just about
achieving sustainability; it requires all of us, from
tourists to managers and staff in restaurants and hotels,
through to tourism governing authorities, to be active
participants in the creation of positive change by
making decisions and implementing actions on a daily
basis that will maximise
economic, social and
environmental benefits and minimise associated
negative impacts.

Responsible Tourism is an approach to managing and
doing tourism and not a destination; with the outcome
of Responsible Tourism being better places for people
(7)
to live in, and for people to visit, and the measure of
success being higher incomes, more satisfying jobs, and
improved social, cultural and natural facilities.
Key to the success of Responsible Tourism therefore, is
an acceptance of responsibility by all stakeholders.
Every one of the decisions we make on a daily basis can
have an impact on the people and the environment
around us. Implementing Responsible Tourism requires
us to be guided by our ethics, morals and the laws of our
society, and to make decisions as both producers and
consumers of tourism that will have the most positive
net benefit on the people and environment around us.
In short, Responsible Tourism requires us to be
accountable for our actions (and omissions), to have
some capacity or capability to act, and to then respond
to make a positive difference.
The key to Responsible Tourism
T h e key t o R e s p o n s i b l e To u r i s m i s a n
understanding and acceptance of responsibility.
Every decision and action we make can have an
impact; positive or negative. In order to practice
Responsible Tourism we must be guided by our
ethics, morals and the laws of our society, and
make decisions that will have the most positive
benefit on the people and environment around us.
In short, Responsible Tourism asks us to be
accountable, have capacity and respond in order to
create positive change.

“Responsible Tourism is about engaging with the
particular issues that arise in particular places as a
consequence of tourism”.
Professor Harold Goodwin, 2011

(6) UNEP & WTO 2005, Making Tourism More Sustainable: A Guide for Policy
Makers, UNEP

(7) 2002 Cape Town Declaration on Responsible Tourism
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Whose responsibility is it?
Responsible Tourism is about everyone involved taking
responsibility for making tourism more sustainable. It
requires both producers and consumers of tourism to
identify sustainability issues which they can address,
take responsibility for, and to then demonstrate
positive outcomes.

Professor Harold Goodwin points out, “Responsible
Tourism is not a niche market, it is about making all the
forms of travel and tourism more responsible, it is about
(8)
changing the nature of tourism.”

The benefits of Responsible Tourism
for business
Apart from the benefits of more sustainable tourism
destinations characterised by cleaner and healthier
environments, a strong and vibrant culture with less
cultural conflict, and a people who receive fair economic
benefits that are more widely distributed, there is also a
strong business case for the private sector to
implement Responsible Tourism principles and
practices:
You will meet consumer demand
By taking a Responsible Tourism approach you are
responding to consumer demand for companies to
have ethical policies, pay staff fair wages, provide good
working conditions, be sensitive to culture, and not
harm the environment.
It adds value to your product
Consumers feel good that they are supporting
something that is positively contributing to the
protection of the environment and is supporting local
people economically and socially.
Following
Responsible Tourism principles will enhance your
reputation and help you stand out from the
competition.
(8) Goodwin H. 2011, Taking Responsibility for Tourism: Responsible Tourism
Management, Goodfellow Publishers Ltd, Oxford, UK

It generates community support
By implementing demonstrable measures to protect
the environment and positively benefit local people and
the economy, you will be more favourably received by
the local businesses, the community and government
which can create further opportunities down the track.
It creates positive media attention
Being a responsible operator can generate positive
media attention which, in turn, can help to drive sales
and create further business opportunities.
It saves you money
Being more efficient in the use of energy generates
immediate cost savings.
Implementing good
employment conditions leads to a happier workforce
and increased productivity. Looking after natural areas
in tourism destinations leads to increased repeat
visitation and safeguards connected businesses in the
long term.
It helps you retain staff
Having a responsible agenda generates pride in the
business and helps to attract and retain staff thereby
reducing staff turnover and associated training costs.
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The benefits of Responsible Tourism
for consumers
Apart from the aforementioned benefits of Responsible
Tourism better minimising negative economic, social
and environmental impacts and maximising the related
positive impacts, Responsible Tourism also generates a
number of benefits that specifically meet the emerging
lifestyle trends of travellers today. SNV's Market for
(9)
Responsible Tourism Products identifies the following
benefits:
R e s p o n s i b l e To u r i s m p rov i d e s We s t e r n
demographic groups such as the “Baby Boomers”
(born between 1961-1981) and “Gen X” and “Gen Y”
markets (born between 1961-1981 and 1980-2001
respectively) with active travel experiences that
meet their increasing environmental and social
conscience.
Responsible Tourism provides travellers from an
increasingly urbanised with greater opportunities
to reconnect with nature through outdoor
activities such as hiking, camping, wildlife viewing,
cycling and water sports and with greater
possibilities to meaningfully interact with local
communities.
(9) SNV Netherlands Development Organisation 2009, Market for
Responsible Tourism Products, SNV, The Hague, Netherlands

Responsible Tourism provides travellers with “real”
or “authentic” cultural and nature-based
experiences that meets tourists' search for
authenticity instead of contrived, manufactured
experiences such as unabridged cultural
performances instead of commercialised
performances, or viewing wildlife in their natural
habitat instead of captive environments.
Responsible Tourism provides conscientious
consumers with “green” experiences that have less
negative impacts on the environment and local
communities, and provides fair employment and
working conditions to the staff involved in
providing the goods and services that are
consumed during the travel experience.
Responsible Tourism helps fill consumers “search
for fulfillment” by providing deeper meaning in
their travel experiences and opportunities to give
back by offering opportunities to provide financial
support for local community or environmental
projects or volunteer opportunities.
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Implementing Responsible Tourism:
The Cape Town Declaration
In 2002, tourism sector representatives from 20
countries in Africa, North and South America, Europe
and Asia as well as the World Tourism Organisation and
the United Nations Environment Programme
congregated in Cape Town, South Africa for the First
International Conference on Responsible Tourism in
Destinations. The outcomes of the Conference would
later become some of the key founding principles of
Responsible Tourism.
Within the Cape Town
Declaration guiding principles for the implementation
of Responsible Tourism in destinations were identified:
Achieving social responsibility
1. Actively involve the local community in
planning and decision-making and provide
capacity building to make this a reality.

3. Manage natural diversity sustainably, and
where appropriate restore it; and consider the
volume and type of tourism that the
environment can support, and respect the
integrity of vulnerable ecosystems and
protected areas.
4. Promote education and awareness for
sustainable development – for all stakeholders.
5. Raise the capacity of all stakeholders and
ensure that best practice is followed, for this
purpose consult with environmental and
conservation experts.
Achieving economic responsibility

2. Assess social impacts throughout the life cycle
of the operation in order to minimise negative
impacts and maximise positive ones.

1. Assess economic impacts before developing
tourism and preferitise development that
benefits local communities and minimises
negative impacts on local livelihoods.

3. Endeavour to make tourism an inclusive social
experience and to ensure that there is access
for all, in particular vulnerable and
disadvantaged communities and individuals.

2. Maximise local economic benefits by increasing
linkages and reducing leakages, by ensuring
that communities are involved in, and benefit
from, tourism.

4. Combat the sexual exploitation of human
beings, particularly the exploitation of children.

3. Develop quality products that reflect,
complement, and enhance the destination.

5. Be sensitive to the host culture, maintaining
and encouraging social and cultural diversity.

4. Market tourism in ways which reflect the
natural, cultural and social integrity of the
destination.

6. Endeavour to ensure that tourism contributes
to improvements in health and education.
Achieving environmental responsibility
1. Assess environmental impacts throughout the
life cycle of tourist establishments and
operations and ensure that negative impacts
are reduced to the minimum and maximising
positive ones.
2. Use resources sustainably, and reduce waste
and over-consumption.

5. Adopt equitable business practises, pay and
charge fair prices, build partnerships, and
recruit and employ staff recognising
international labour standards.
6. Provide appropriate and sufficient support to
small, medium and micro enterprises to ensure
tourism-related enterprises thrive and are
sustainable.
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