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Å The conference is not about developing tourism, 

it  is about developing the city as a whole, 

 

Å Long-term benefits of all stakeholders: tourists, 
businesses and citizens, 

 
 
Å  No focus on ready-made solutions that  become 

outdated quickly, but a process of continuous 
urban tourism transformation , 

  
 

Å Cities have to work across sectors and not let 
ſmono-sectoralŽ visions. 



 

A new approach to build value creation for  business, 

society and other stakeholders in the city. Focus on 

the values and value co-creation, different  way of 

thinking about products, markets and customers, 

building reputation .Ź Even thought  the dimension 

4.0 has already been determined. 

WHY 3.0.? 



  

 

Å Autonomous vehicles, 

Å Graphen, 

Å 3D Printing, 

Å Massive Open Online courses, 

Å Drones, 

Å Smart Home Technologies, 

Å Virtual Curriences (bitcoin) 

Å Big Data, 

Å Electricity Storage (hydrogen), 

ÅWearable Technologies. 

 

TECHNOLOGIES THAT 
CAN CHANGE  

OUR LIVES 
Źwhich in tourism? 



HISTORIC CITIES HAVE A HIGH 

RATE OF TOURIST FUNCTION 



 
ÅLegal Regulations Directly  Addressing Public and Private 

Lands, 
ÅTraditional and Customary Systems of Management, 
ÅListening to the People, Promoting Quality of Life, 
ÅRedefining the Role of Professionals, 
ÅThe Concepts of Equilibrium and Resilience, 
Å Identity  and Sense of Place, 
ÅGovernance: Public Management in Historic  Urban Areas? 
ÅPublic Institution s: what kind? 

RECONNECTING THE CITY 



 

NEW SEGMENTION ? 

 

¶Urban Lifestyle Seekers    

¶Sightseers Culture Travelers 

¶City Breakers   

¶City Hipsters 

¶ Informed Adventurer  

¶Habitual Travelers 

¶ŹŹŹŹŹŹŹŸ 

THE TOURIST IS NOT LOOKING FOR A 
PLACE TO GOŹ BUT WHY 



URBAN TOURIST  

G. Ashworth , Urban Tourism Research, 2011 



The experience of temporary localhood. New generations of travelers seek out a sense of 

localhood, looking to experience the true and authentic destination Ɖ that  which makes a 

destination unique. With  the increasing number of providers and businesses that  tap into  

the sharing and collaborative business potential, travelers gain increasing access to the 

local travel experience. The delivery of an authentic destination experience depends upon 

the support of locals, whereas the liveability  and appeal of our destination Ɖ and thereby 

the advocacy of locals Ɖ depends on our ability to ensure a harmonious interaction  

between visitors and locals. 

Wonderful  Copenhagen, Strategy 2020 

A NEW BEGINNING OF LOCALHOOD 



Collaboration between local citizens and 

tourism stakeholders must create a 

positive effect  and provides equilibrium 

between the opinions of the tourists and 

the opinions of the citizens. A place not 

enjoyed by locals will  not be enjoyed by 

visitors. 



THE NEW CULTURAL TOURISM 

  

Å Strengthened links between suppliers and consumers, 

Å Co-creation, 

Å Increased contact with the local culture, 

Å Increased emphasis on the everyday and intangible heritage, 

Å A shift towards events as a means of valorizing place, 

Å Creative spaces, 

Å Holistic, spiritual approaches, 

Å New grounds for authenticity ( moving away from authority 
for the sake of context and originality). 
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ÅTHE EXPERIENCE BECOMES THE PRODUCT 

 

ÅEXISTS NOT ONLY IN TOURISM BUT ALSO IN 
URBAN PLANNING, ARCHITECTURE 
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IDENTIFIED PROBLEM AREAS... 


