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| PROJECT / INITIATIVE

Building Capacity:
Engaging local
stakeholders through
personalized trainings

ORGANISATION
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THE CHALLENGE

c What challenge or
opportunity were

ﬁ you responding to?

* We wantto be recognized as a sustainable and
regenerative tourism destination.

e Todo so, we need our local stakeholders to
embrace sustainability and act on it.

e Sometimes sustainability isn’t their priority, how
can we engage them?

What did you do?
What actions, ideas
or partnerships
helped create
change? Who was

* We asked them what were their challenges and
needs.

* We gave specific trainings on different topics for
every sector to address their needs directly
(hotels, restaurants, festivals and events,
attractions, etc).

System Enablers

involved? * We adapted our communications to promote the
solutions to their needs instead of pushing
sustainability in general.

THE IMPACT (

e What outcomes,

shifts or impacts
.ll emerged? What
difference did it

* |n4years, we manage to train more than 400
participants members.

* Alot ofthem adapted their practices, some even
created an action plan in sustainability or
became certified.

KEY TAKEAWAYS

®

®

make? * We now have more local ambassadors to lead
the way and influence others in this journey ©

THE LEARNINGS |

What surprised * It’s really important how we communicate. We

- work as expected?
What advice would
you share”?

\O., you? What did not

need to know their needs and address them.

* Personalized approach (email) is best, sending
newsletter didn’t always work.

* Useyourlocalambassadors and organize peer
learning sessions.

IDEAS & FEEDBACKS
? Insights from fellow
e changemakers
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(PROJECT / INITIATIVE | ORGANISATION

Meetings Mean More.

i DESTINATION
Supporting
community-led GLASGOW
businesses.
THE CHALLENGE | \

G What challenge or |
opportunity were

g—; you responding to?

We wanted to explore how tourism

* could create a more positive social

* Impact and deliver lasting benefits to
e ourcity and its communities.

What did you do? * Audit of 3rd s.ec’.cor F)rganlsatlons |
. : * Issued open invitation & hosted 2 sessions
What actions, ideas . :
.  Secured conference with national partner
or partnerships
helbed . SCOTO
cthed creale  Launch of “Meetings Mean More” digital
change? Who was
, ed? resource
Invotved: * |ncluded specific Action (5.5) for activity in
Glasgow Tourism Action Plan 2026-28 i KEY TAKEAWAYS )
THE IMPACT * Confidence boost for the organisations
What outcomes, . :
it , * Helped to establish a supportive network
Y. I Shifts or |;npacts * Highlighted the opportunity to tap into @
all emerged. Wh?t more commercial/tourism focused
dlfferince did it activity to support their long-term viability
make’  Discussions and potential support from @
VisitScotland for phase 2
- Y, ( )
) . IDEAS & FEEDBACKS
THE LEARNINGS ( ) ? Insights from fellow
What surprised  Important to harness momentum o changemakers
., you?Whatdidnot | ¢ Be mindful - many of these organisations
'Q- work as expected? are volunteer and funding dependent
~ What advice would | ¢ Don’t expect these orgs to operate with the
you share”? efficiency of the corporate sector.

Important to manage expectations.



https://www.visitglasgow.org.uk/media/wtrhxq55/action-plan-2026-to-2028_final.pdf
https://www.visitglasgow.org.uk/media/wtrhxq55/action-plan-2026-to-2028_final.pdf
https://www.visitglasgow.org.uk/media/wtrhxq55/action-plan-2026-to-2028_final.pdf
https://www.visitglasgow.org.uk/media/wtrhxq55/action-plan-2026-to-2028_final.pdf
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Real stones powered by collaboration

| PROJECT / INITIATIVE

ReTour Project.

It Takes a Vineyard!
How to co-created
together.

West Pomeranian
Regional Tourist
Organization

ORGANISATION

THE CHALLENGE

c What challenge or
opportunity were

’f‘—f‘ you responding to?

From a concept to real experience —
4 \Vineyards collaboration
How to:

Reduce seasonality, support the work of
winemakers,

Strengthen local economies,

Create positive value for

Local communities and places

e THE SOLUTION
What did you do?
What actions, ideas
or partnerships
helped create
change? Who was

Explored vineyard ecosystems with Design
Thinking and Innovation Loop methods.

4 vineyards, 4 seasons, 4 regenerative
tourism offers 1 shered vision.

Year-round experiences based on real

involved? vineyard work.

* Learning, testing and growing together.
THE IMPACT - ‘
What outcomes, * Experiences built on relationships,
shifts or impacts community and place.
emerged? What e Built a scalable model for more than
difference did it 24 regional vineyards and ...more!
make?

Learning from each other across
borders.

THE LEARNINGS
e What surprised
., you? Whatdid not
-Q- work as expected?
~  What advice would
you share”?

s

Limited understanding of regeneration.
Collaboration creates stronger
solutions.

Small actions — bigger impact.
Regeneration is not a destination; itis a
journey we take together.

Regenerative Economies

4 N

KEY TAKEAWAYS

®

®

IDEAS & FEEDBACKS
? Insights from fellow
e changemakers
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Real stones powered by collaboration

Climate Resilience

| PROJECT / INITIATIVE

Climate Neutral

Destinations:

Less Carbon -
Double the Fun

ORGANISATION

an
[=]

[=]

Visit Tampere

-

THE CHALLENGE

c What challenge or
opportunity were

you responding to?

Climate impact of tourism business: What can
destinations do to drive tourism towards zero
emissions?

Big problems need big action - can we be the
gamechangers?

THE SOLUTION
What did you do?
What actions, ideas
or partnerships
helped create
change? Who was

Our solution was — cooperation.

Brought together 8 Baltic Sea Region destinations
to ignite and accelerate transition towards net
Zero.

Complex systemic problems need step by step
solutions.

KEY TAKEAWAYS

Involved? Change is not one big action, it’s a multitude of
actions done by a multitude of actors. Local work
leads to global results.

THE IMPACT We built a Toolkit for Climate Smart

e What outcomes,

shifts or impacts

Tourism Business but that was not the
solution.

@
@

.ll emerged? What It was rather just the reason for

difference did it companies to come together and learn,
make? engage and inspire each other. @

That was the best impact and the seed for

bigger change beyond our project. -

S y ~
. IDEAS & FEEDBACKS

THE LEARNINGS | ) ? Insights from fellow
What surprised Al can be a powerful climate tool and lower the e changemakers

- work as expected?
What advice would
you share”?

U you? What did not

threshold to start especially for small
companies.

We need easy access tools to get everyone
involved and especially companies empowering
each other.
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Real stones powered by collaboration

| PROJECT / INITIATIVE

Shared Stewardship
for Destination
Balance in Berlin

ORGANISATION

VISIT BERLIN ¥}

THE CHALLENGE

G What challenge or

opportunity were
g—; you responding to?

* Berlin’s attractiveness is rooted in
neighbourhoods, culture, openness and
everyday urban life

* Visitor pressure appears locally - in specific
places, times and communities

* The key challenge: protecting liveability while
remaining an open and successful destination

* Tourism acceptance depends on trust,
transparency and shared responsibility

What did you do?
What actions, ideas
or partnerships
helped create
change? Who was
Involved?

e Shift from destination marketing to destination
stewardship

* Visit Berlin as connector, moderator and enabler

* Principles: Protect - Distribute - Involve

* Work across Senate, districts, residents, tourism
partners

* Next step: co-creating a practical participation

-

Destination Stewardship

~

toolbox for Berlin’s visitor economy

THE IMPACT

What outcomes,
shifts or impacts

Districts and residents help identify pressure
early

KEY TAKEAWAYS

®

®

emerged? What » Next step: Can tourism partners move from

difference did it stakeholders to co-stewards?

make? * Can the participation toolbox help translate
acceptance, sustainability and liveability into
practical action

q ) ’
THE LEARNINGS | | | \
What Surprised * Visitor pressure IS a governance issue - Nnot only d

you? What did not

work as expected?
What advice would
you share”?

!

\ ' 4
IO\
-
w

numbers issue

* Balance must be understood neighbourhood by
neighbourhood

* Participation builds trust

e Stewardship needs shared tools, shared language
and shared responsibility

IDEAS & FEEDBACKS
? Insights from fellow

e changemakers




IT TAKES A VILLAGE ™

Real stones powered by collaboration

| PROJECT / INITIATIVE

A la Carte
A catalytic food
recovery program

ORGANISATION

TOURISME

DITTAWA

TOURISM

THE CHALLENGE

G What challenge or
opportunity were

g—; you responding to?

~20% of food is wasted in hospitality.

The “fear of running out”, full buffets, over-
ordering or no-shows lead globally to 30M t p.a.
of quality surplus food being wasted which is

worth >$21bn.

Inconsistent donations, liability concerns, lack
of processes, and unreliable pick-ups by

shelters/NGOs leave food behind.

What did you do?
What actions, ideas
or partnerships
helped create
change? Who was
Involved?

DESIGN: Used DMO as catalyst to address the
barriers of liability, processes and reliability.

PARTNER: Found a national delivery partner
absorbing risk and logistics but working

with local community organizations.

RALLY: Briefed nine key players (convention
centre; sports arena; caterer; six hotels).

MARKET: Offered collateral for RfPs and tables.

Food System
Transformation

-

This event is helping
fight food waste

THE IMPACT

e What outcomes,

shifts or impacts
.ll emerged? What

300k
250k
200k

476,533+ meals
22,232 meals/mth.

Annual recovery

(May 2024-26)

KEY TAKEAWAYS

®

®

difference did it 433t CO2e 150K
make? 125M | water 100k
Options for planners 5?; I I
2024 2025 2026
THE LEARNINGS |
What surprised Find a community partner with capacity

- work as expected?
What advice would
you share”?

\O., you? What did not

Start with a few key players/existing leaders

Telling the (success) story never gets old

Caterers are hard to recruit; aim for casinos

IDEAS & FEEDBACKS
? Insights from fellow
e changemakers
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Real stones powered by collaboration

Destination Narratives

4 N

(PROJECT / INITIATIVE | ORGANISATION

International .
campaign with .

purpose: So much to \/|S|tAaI’h usS
enjoy, so close to you

THE CHALLENGE | \
G What challenge or * How can we grow international tourism
opportunity were with the lowest possible carbon footprint?

’f‘_; you responding to? * Isthere a way to do destination marketing
differently — from production and target
groups to distribution?

 (Can sustainability increase, not limit, |

. . o -y
marketing effectiveness” : . ‘ 1 \l

g *1"
\*.", ‘\
o Next destination: I‘ '

THE AARHUS REGION

Campaign, where sustainability is embedded
across entire value chain
Focus on off-season and nudging

What did you do?
What actions, ideas
or partnerships

helped create e (Oscar-nominated local production
change? Who was company
involved?  Conscious media bureau S )
* |nnovative technology .
° +many more! KEY TAKEAWAYS
THE IMPACT ( | :
e What outcomes, * Reductions in emissions
y. shifts or impacts * 6in 10 travellers say campaign motivates @
‘.ll emerged? What low-carbon travel
difference did it e +19 %-points in brand awareness
make? @
* Proof-of-concept: a new way forward
~ Y, ("
. IDEAS & FEEDBACKS
THE LEARNINGS | ) ? Inh3|ghts frollﬂ fellow
changemakers
9 What surprised It is possible to integrate sustainability in ° :
. you?Whatdid not marketing without losing creativity and
Q work as expected? performance
> What advice would
you share? Media distribution generates significant

emissions
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| PROJECT / INITIATIVE

Autism Europe
Congress 2025

ORGANISATION

As|Am, Autism
Europe and Failte
Ireland

THE CHALLENGE

c What challenge or
opportunity were

X .

6‘>T< you responding to?

* TJo collaborate with AslAm and Autism Europe
on an intentional impact project to define,
manage, measure, and communicate the
impact of the Autism Europe Congress on
Dublin, Ireland, and beyond, using Ireland’s
Association Conference Impact & Legacy
Framework

What did you do?
What actions, ideas
or partnerships
helped create
change? Who was
iInvolved?

* Co-created the Association Conference Impact &
Legacy Framework with Ireland’s business events
ecosystem.

* Selected Autism Europe as a pilot impact project
and hosted a stakeholder kick-off workshop.

* Defined three impact pathways and established a
taskforce with assigned leads.

* Delivered a measurement workshop to identify
short, medium, and long-term outcomes.

Event Legacy and Impact

-

THE IMPACT

;
e What outcomes,

shifts or impacts
./il emerged? What
difference did it

* Impact on AslAm: Supported by the
destination, with the impact of AEC 2025 clearly
formalised, measured, and communicated
through a structured approach.

* Impacton Failte Ireland: Marked a milestone

~

KEY TAKEAWAYS

®

®

make? for inclusive, socially impactful events in Ireland.
Enabled the implementation of the framework.
- ) i
THE LEARNINGS « Startearlyand planinadvance-12to 18
What surprised months.

., you? Whatdid not
-Q- work as expected?

> What advice would
you share”?

* Embedthe impact projectin the overall
planning - not to be treated as an add on.

* Cocreate with key stakeholders.

* Redefine how you measure success - Go beyond
traditional event metrics.

IDEAS & FEEDBACKS
? Insights from fellow
e changemakers
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Real stones powered by collaboration

| PROJECT / INITIATIVE

From Informing
Residents to
Co-Creating Tourism
Policies

ORGANISATION

A

Ljubljana Tourism

THE CHALLENGE | .

G What challenge or
opportunity were

you responding to?

Following Ljubljana's resident-first
development model, the challenge was to
strengthen residents' connection with
tourism, better understand their perceptions,
and foster meaningful engagement.

This was essential for building long-term
social licence for sustainable tourism
development.

What did you do?
What actions, ideas
or partnerships
helped create
change? Who was

Resident sentiment research & focus
groups targeted focus groups help us better
understand residents' perceptions

Ljubljana Tourism Week: brings tourism
closer to locals and highlights its contribution
to quality of life in the city

involved?
involved « Because of Us, Ljubljana is... campaign
strengthens residents’' sense of belonging
e THE IMPACT * Valuable resident insights gathered through
What outcomes, focus groups.

shifts or impacts

./il emerged? What
difference did it .
make?

Tourism brought closer to residents through
150+ local experiences and events.
Residents empowered as authentic voices of
the destination.

Stronger dialogue between residents, tourism
stakeholders and Ljubljana Tourism.

\_

KEY TAKEAWAYS

®
®
®

THE LEARNINGS |,
9 What surprised
., you? Whatdid not
-Q- work as expected?
~  What advice would
you share”?

Focus groups help uncover the stories behind
the data.

First-hand experiences bring tourism closer
to residents.

Residents are the most credible
ambassadors of the destination.

Different engagement tools work best when
combined.

N

IDEAS & FEEDBACKS
? Insights from fellow
e changemakers
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