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Executive Summary

1]

At the European level, mass tourism has become one of the defining challenges of our time.
While it generates significant economic revenue, its unchecked growth places heavy pressure on
natural resources, public infrastructure, and the social fabric of host communities. Iconic
destinations risk losing their authenticity, while residents face rising costs of living, congestion,
and declining quality of life.

Tourism remains a driver of growth and cohesion across the Atlantic Area, yet the current model
shows structural challenges. Overtourism in cities such as Porto, Dublin, or Santiago de
Compostela strains infrastructure, increases housing costs, and generates social tensions.
Meanwhile, rural and inland regions remain overlooked, experiencing economic stagnation,
depopulation, and wasted cultural potential.

This imbalance creates a dual crisis: excess tourism in some areas, insufficient tourism in others.
It erodes resident well-being, weakens territorial cohesion, and undermines sustainability. Climate
change, demographic decline, and shifting tourist preferences make the problem even more
urgent.

To ensure long-term resilience, tourism must be rethought as a system that balances demand
with the capacity of places to host visitors sustainably. This means safeguarding environmental
resources, preserving cultural identity, and ensuring that the benefits of tourism are shared fairly.
The future of tourism depends on reconciling the interests of visitors and residents alike - creating
experiences that are meaningful, responsible, and respectful, while protecting the well-being of
the communities that make destinations unique.

At the same time, vast rural and disadvantaged territories across the Atlantic Area—often ageing,
depopulated, and lacking employment opportunities—are excluded from mainstream tourism
circuits, despite their remarkable cultural, natural, and social assets. Redirecting part of the flows
from saturated destinations towards these undervalued regions could both relieve pressure on
overcrowded hotspots and foster revitalisation, job creation, and sustainable development in
communities currently left behind.

This is why a rethink is needed: to seize opportunities in some areas while providing solutions for
others. Tourism must evolve into a strategic tool for territorial balance, sustainability, and
resilience. The EU’s Green Deal, Tourism Transition Pathway, and the SDGs highlight this
urgency: tourism can no longer be managed reactively but must be governed strategically to
benefit both visitors and residents.

The POST project (Polycentric Sustainable Tourism Strategy), developed under the Atlantic Area
programme, embodies this vision. It involves regions from Spain, Portugal, France, and Ireland,
each with different levels of tourism development and divers urban—rural dynamics. These
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territories—such as inland Galicia (Ourense province), the mountain areas surrounding Dublin,
inland Northern Portugal, and rural regions like Cognac in France—have served as testing
grounds for applying and adapting the polycentric model.

Polycentric Sustainable Tourism directly addresses both overtourism and undertourism. By
creating circuits and strategic links, it shifts flows away from saturated zones and unlocks the
untapped potential of smaller destinations. This approach creates a win-win scenario for both
communities and travelers.

2 | Why: Purpose and Goals

The purpose of this strategy is not to generate more tourism, but to ensure better
tourism—tourism that is sustainable, inclusive, and fair. It is a deliberate commitment to
sustainability, territorial cohesion, and equity. Tourism should act as a mean, not an end in itself,
serving local development, identity, and quality of life; this why it must achieve the following
objectives:

v Redistribute tourism benefits fairly across regions and communities.

v/ Strengthen cohesion between coastal hotspots and inland/rural areas.

v/ Position tourism as a catalyst for identity, inclusion, and resilience.

v/ Protect natural and cultural heritage while safeguarding community well-being.

v/ Align tourism with EU guidelines and policies, and the UN SDGs.

3 | What is Polycentric and Signature Tourism?

Polycentric Sustainable tourism moves beyond reliance on a few iconic hotspots. Instead of
concentrating flows, it creates networks of destinations, each with unique assets, linked together
to spread value. This reduces pressure on crowded sites while unlocking untapped potential
elsewhere.

It is an innovative approach that enhances regional appeal and sustainability by fostering
connections between multiple micro-destinations within a territory. Rather than focusing on a
single central hub, it builds collaborative networks that redistribute tourist flows, ease congestion
in overcrowded areas, and bring opportunities to those with underused assets. In simpler terms:
polycentric sustainable tourism shifts the paradigm from tourism in one place to tourism among
places.

The Polycentric Sustainable Tourism Model is a strategic framework designed to address
imbalances in tourism development across the Atlantic Area. Its core objective is to create a
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network of interconnected, equally attractive destinations that function in synergy rather than in
isolation or competition. This represents a shift from the traditional monocentric paradigm -where
tourism concentrates in a handful of “must-see” hotspots - towards a polycentric system, where
multiple centres of interest distribute demand more evenly.

The model is not a one-size-fits-all solution, but a flexible, adaptive tool that provides principles,
strategic axes, and implementable actions tailored to the specific realities of each territory. Its
ultimate goal is to maximise the benefits of tourism while minimising its negative impacts on
communities, landscapes, and resources.

By recognising that multiple interconnected tourism nodes - each with distinct heritage, culture,
and attractions - can collectively drive regional development, this model reduces pressure on
urban centres, distributes economic benefits, and fosters innovation in less-visited areas. It also
aligns with EU cohesion policy and the UN Sustainable Development Goals (SDGs), particularly
those related to inclusive economic growth, sustainable cities and communities, and responsible
consumption and production. Within this system, destinations do not compete, but collaborate,
offering complementary experiences.

Alongside polycentric sustainable tourism, signature tourism plays a vital role. Signature tourism
refers to a type of tourism offer that creates unique, almost artfully designed travel experiences,
each bearing the distinct signature of its creator. These experiences are meant to surprise
travelers — not necessarily sought out in advance — and are tailored to individual clients with
differentiated proposals that go beyond conventional tourist circuits. They are characterized by
authenticity, exclusivity, sustainability, and personalization, aligning closely with the concepts of
signature travel and tailor-made journeys.

Signature Tourism has the capacity to address challenges such as the overcrowding of popular
destinations (hence its strategic importance within the framework of polycentric tourism) and the
seasonality of tourism activities. For this reason, it stands as a powerful tool for advancing and
ensuring the success of polycentric tourism. It places authenticity and community at the centre,
emphasising products rooted in heritage, creativity, and local identity. By avoiding
standardisation, it creates unique, place-based experiences and makes communities co-creators
rather than bystanders.

Together, polycentric and signature tourism form a comprehensive response: one
addresses territorial imbalances, the other enriches content with authenticity and
community ownership.

4 | How: The Implementation
This strategy has to be implemented through a set of thematic chapters, which form the backbone

of a roadmap that is adaptable to the diverse contexts of the Atlantic Area. Guided by these
principles, the operational model is structured as follows:
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a. Training New Professionals
Tourism requires new skills to adapt to sustainability, digitalisation, and community
engagement. This means developing new professional profiles or reorienting existing
ones. Training programs should empower local actors, SMEs, and municipalities to
co-create experiences and manage flows effectively.

b. Innovating Sector Practices
Innovation is needed not only in products but also in governance, management, and
marketing. This includes new models of destination management organisations (DMOs),
participatory planning with residents, and practices such as green certification, digital
monitoring, and cross-border collaboration.

c. Developing Offer
To diversify away from overcrowded hotspots, new tourism products must emerge.
Examples include wellness and thermalism tourism in inland areas, cultural and wine
routes, gastronomy circuits, or cross-border itineraries; and all, under the signature
tourism perspective. These products attract visitors to lesser-known places and extend the
tourism season.

d. Developing New Services
Supporting services must meet evolving expectations. This means higher hospitality
standards, improved accessibility, digital visitor tools, and community-based services.
Services should reinforce inclusion, ensuring that both residents and visitors benefit from
tourism activity.

e. Improving Connectivity (Digital and Physical)
Connectivity is essential for balanced tourism. Digital inclusion allows small destinations to
become visible and competitive, while physical connectivity—such as sustainable
transport links, cycling routes, and local mobility systems—makes inland and rural areas
more accessible. Both are critical to integrating peripheral regions into wider tourism
networks.

f. Awareness-Raising among Tourists, Residents, and Policymakers
Tourism sustainability depends on awareness. Campaigns should encourage responsible
behaviour among tourists, empower residents to see tourism as an opportunity rather than
a burden, and inform policymakers about the benefits of inclusive, polycentric models.

g. Accessible, High-Quality Information
A tourism strategy can only succeed if supported by transparent, user-friendly, and
high-quality information. This includes digital platforms, shared databases, storytelling
initiatives, and signage systems that guarantee accessibility and inclusivity for all,
including persons with disabilities.
The operational heart of the model is its multi-level, multi-stakeholder strategy designed to create
new centralities - alternative destinations that absorb tourism pressure from overloaded zones
and attract new flows by showcasing distinctive assets.
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The operationalisation of the Polycentric Sustainable Tourism Model relies on the principle of
permeability, conceived as a policy instrument to enhance connectivity, cooperation, and
territorial cohesion across the Atlantic Area. Permeability is articulated through five
complementary dimensions — territorial, digital, sociocultural, institutional, and
communicational — each representing a specific layer through which destinations can interact
and co-develop.

To translate these dimensions into action, the strategy defines a set of permeability measures
that serve as policy enablers for coordinated implementation:
e Territorial permeability improves accessibility and mobility, supporting balanced
visitor flows and integration of inland and coastal areas.
e Digital permeability promotes data sharing, digital visibility, and smart visitor
management tools that strengthen competitiveness and innovation.
e Sociocultural permeability empowers local communities through participation,
training, and co-creation of authentic tourism experiences.
e Institutional permeability facilitates multi-level governance and policy alignment
across borders, fostering integrated destination management.
e Communicational permeability ensures coherent branding, joint promotion, and
transparent communication, essential for both crisis management and shared
identity-building.

Together, these dimensions and measures provide the structural backbone for policy
coordination and strategic implementation of the POST model. They enable regional and local
authorities to operationalise the principles of polycentricity and sustainability, reinforcing the
EU’s broader objectives of territorial balance, inclusiveness, and green transition within the
tourism sector.

To guide the transition toward a polycentric sustainable tourism model, the project defines six
strategic axes and 17 proposed actions. Together, they provide a flexible framework that
supports balanced tourism development across diverse territories. Each region is encouraged to
select, adapt, and prioritise the axes and actions most relevant to its specific realities, challenges,
and ambitions. This flexibility ensures that implementation remains locally grounded and realistic,
while offering an ambitious step-by-step pathway forward.

AXIS 1 - Strengthening the Tourism Offer

Small destinations often hold strong cultural and natural assets but lack visibility or
coordination. Polycentric sustainable tourism helps unlock this potential by creating new points
of interest - such as wellness experiences, local trails, or heritage hubs - that attract visitors and
distribute flows more evenly year-round.

AXIS 2 - Improving Infrastructure and Mobility

Tourism depends on effective mobility. This axis focuses on practical solutions such as improved
transport links, green infrastructure, and soft mobility systems. These measures connect remote
areas, reduce car dependency, and make it easier to explore beyond the usual hotspots.
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AXIS 3 - Digital Transformation
Digital tools are essential for small municipalities to compete. Polycentric sustainable tourism
promotes the use of data, apps, and storytelling platforms to increase visibility, manage flows,
and support small providers -ensuring that no destination is left behind in the digital transition.

AXIS 4 - Cooperation and Partnerships

Polycentric sustainable tourism encourages cross-regional and cross-border cooperation to build
critical mass, share costs, and scale impact. It supports joint branding, shared learning, and
governance models that give smaller actors a stronger voice and better access to funding and
networks.

AXIS 5 — Adapting to Trends and Challenges

Tourism trends are shifting toward authenticity, wellbeing, and slower travel. Polycentric
sustainable tourism helps territories adapt to changing demand, extend the season, and make
better use of existing assets, while also reducing pressure on overcrowded sites.

AXIS 6 — Managing Global Threats

Climate risks, demographic decline, and global crises all affect tourism. Polycentric sustainable
tourism equips local and regional authorities with resilience tools—from climate adaptation to
community engagement -so that tourism continues to support the territory even in times of
disruption.

These actions serve both as practical interventions and as sources of inspiration, offering
guidance through good practices that can be replicated or adapted to each territorial context.
Whether it is creating bike tourism routes (Axis 2 — soft mobility), modernising transport
infrastructure (Axis 2), or developing local storytelling apps (Axis 3 — digital transformation), the
strategy provides tailored solutions for every type of destination.
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5| For and by whom? Stakeholders and beneficiaries
The strategy is conceived as a collaborative effort that relies on the engagement of a wide
ecosystem of actors. Its success depends on shared ownership across multiple levels of
governance, the private sector, civil society, and the communities who both shape and experience
tourism.

Local and Regional Governments

These actors are at the frontline of implementation. They are responsible for embedding
polycentric sustainable tourism approaches into planning documents, land-use strategies, and
funding programmes. Local governments also ensure that tourism is consistent with residents’
needs and that investments strengthen rather than erode social and environmental capital.
Regional administrations, meanwhile, provide coordination across territories, helping to integrate
tourism into broader cohesion and development agendas.

Residents

Communities are not passive recipients but central protagonists in this model. Tourism must
enhance, rather than diminish, their quality of life. Residents are both hosts and co-creators of
signature tourism products. They safeguard intangible heritage, traditions, and community
identity. By including residents in decision-making, the strategy ensures legitimacy, long-term
sustainability, and social acceptance.

Tourism SMEs and Entrepreneurs

Small and medium-sized enterprises - ranging from family-run accommodations to gastronomy,
cultural operators, and artisans - are the backbone of territorial tourism economies. Supporting
these actors is essential for innovation, product diversification, and employment creation. Their
proximity to local resources and communities allows them to embody the principles of authenticity
and sustainability at the heart of the strategy.

Tourism Boards and Consortia

Tourism Boards play a central role in promoting sustainable and diversified offerings, ensuring
that destination branding and marketing are aligned with long-term territorial balance.
Public—private consortia, as well as private sector collaborations, are equally important to foster
joint initiatives, pool resources, and co-develop tourism products that respond to both market
demand and sustainability imperatives.

NGOs, Cultural and Heritage Organisations

Non-governmental and heritage organisations play a vital role in protecting landscapes, traditions,
and cultural assets from overexploitation. They provide expertise in conservation, interpretation,
and awareness-building, ensuring that growth in tourism does not undermine long-term heritage
values. They are also key actors in promoting inclusivity and accessibility.

Cross-Border Networks and EU Institutions

The strategy is explicitly transnational. Cooperation across the Atlantic Area — between Spain,

Portugal, France, and Ireland — ensures that solutions are not isolated but mutually reinforcing

and transferrable to different territories. Cross-border networks facilitate knowledge exchange,

joint branding, and shared governance. EU institutions provide the and policy frameworks (e.g.
11
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Tourism Transition Pathway, Green Deal, Agenda 2030) that enable scaling up and replication
across Europe.

Academia and Training Providers

Universities, vocational schools, and training centres are key partners in rethinking skills. They
develop new professional profiles, support research and innovation, and ensure that the
workforce can adapt to changing models of tourism management.

Tourists

Although often seen only as consumers, tourists are also stakeholders. Their choices,
behaviours, and expectations shape demand. Raising awareness and offering them authentic,
responsible options turns them into allies of sustainable and polycentric sustainable tourism.

6 |Conclusions

Tourism in the Atlantic Area stands at a crossroads. For some territories, it has become a source
of overcrowding, housing pressure, environmental degradation, and declining resident
satisfaction. For others, it represents a missed opportunity, with rural and inland regions
struggling with depopulation, economic stagnation, and lack of visibility. This duality risks
deepening territorial inequality and undermining cohesion.

In this scenario, the Polycentric Sustainable Tourism Strategy is both innovative and
distinctive because:

v It has been designed to help territories adapt to today’s most pressing challenges - from

climate change and shifting mobility to demographic transitions and evolving visitor

expectations. It provides a future-oriented response rooted in local capacity.

v At the same time, it addresses both sides of the spectrum: offering solutions to

overcrowded destinations while supporting those that lack tourism.

v Its core strength is permeability: the ability of regions to connect - physically, digitally, and

institutionally - both within and across borders. This connectivity makes tourism more
balanced, inclusive, and circular, especially in places often excluded from mainstream

flows.

v ltis practical. It does not offer one-size-fits-all solutions. Instead, it supports territories in

taking locally driven action through flexible, easy-to-use tools - including
self-assessments, participatory methods, and governance templates - all tailored to small
and mid-sized municipalities.

Polycentric Sustainable Tourism Strategy is conceived as a progressive process that unfolds
across short, medium and long term horizon. Its timeline ensures that early actions build
momentum while deeper structural changes consolidate over time.
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Polycentric sustainable Tourism reframes tourism not as an end in itself, but as a tool for balance,
resilience, and inclusion. By combining the concepts of polycentric sustainable tourism and
signature tourism, it proposes a new paradigm that redistributes flows, diversifies products, and
ensures that local communities remain at the heart of tourism development.

It is important to stress that tourism cannot be demonized, because it's extremely important for
national economic development. For instance, in countries such as Spain and Portugal, the
sector generates more than 10% of GDP and employment, making it indispensable for economic
prosperity and social stability. The challenge is not to reduce or reject tourism, but to reshape it so
that its benefits are fairly distributed, its impacts managed, and its contribution aligned with
long-term sustainability goals.

This strategy positions residents as co-creators of authentic experiences, supports SMEs and
cultural operators as drivers of innovation, and empowers local and regional authorities to embed
sustainability into their planning. It also aligns with European priorities - from the Tourism
Transition Pathway to the Green Deal and the 2030 Agenda for Sustainable Development -
ensuring relevance beyond the Atlantic Area.

Ultimately, tourism can divide or unite. With the Polycentric Sustainable Tourism Strategy, it
becomes an instrument of cohesion, sustainability, and innovation. By addressing the WHY,
WHAT FOR, WHAT, and HOW, the strategy provides European territories with a vision and
framework to transform tourism into a lever for a more balanced and resilient future.

Challenges and Solutions for
Polycentric Sustainable Tourism

1. Overtourism

Challenge: Overtourism is mainly measured through quantitative indicators, neglecting
residents’ perceptions. Authorities act reactively instead of proactively.

POST Solution: Proactive planning with qualitative indicators, balanced territorial
management, and prevention before saturation occurs.

fﬁ% 2. Community Impacts
Challenge: Pressure on housing, public services, and cultural identity. Gentrification and
loss of authenticity.
POST Solution: Redistribution of tourist flows, empowerment of local communities, and
fair sharing of economic benefits with surrounding areas.

o 3. Lack of Integrated Territorial Planning

©%  Challenge: Tourism investments often ignore impacts on water, waste, mobility, and
infrastructure.
POST Solution: Inclusion of environmental and social forecasts in planning and stronger
coordination between destinations.
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4. Regional Inequalities

Challenge: Strong imbalance between overcrowded coastal destinations and
neglected, depopulated rural areas.

POST Solution: Polycentric networks that create new tourism hubs, foster rural
dynamism, and reduce territorial asymmetries.

5. Weak Institutional Cooperation

Challenge: Limited coordination between national, regional, and local authorities.

POST Solution: Collaborative governance, data sharing, and joint action between
leading and emerging destinations.

6. Irresponsible Communication

Challenge: Uncontrolled promotion of fragile sites, often intensified by digital
influencers.

POST Solution: Responsible and targeted communication, creation of alternative
flows, and new local narratives.
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1. Introduction

Overtourism is currently a major constrain affecting not only tourism destinations (and its
communities) but also the sustainable development of these destinations’ regions all over the
world. The Atlantic Area is no exception with Spain is “leading” the protests movement against
the negative impact of overtourism on the local communities and the quality of life of residents.

At the same time, the unbalanced distribution of tourism flows in the Atlantic Area is generating
territorial development inequalities leaving the Atlantic “non-coastal” areas unequipped to deal
with demographic ageing, scarcity of qualified human resources, and limited innovation and
entrepreneurship opportunities.

Tourism is a sector that must transform the resources of the territory into sustainable economic
activity. To achieve this objective, POST project partnership had developed the concept of
"Polycentric Tourism" which is the base for the strategy detailed in the following chapters. This
strategy aims at constituting an innovative approach that seeks to redistribute tourism in inland
territories through measures that favours the permeability of tourist flows, especially from the
overcrowded areas to the less developed territories.

The strategy of a new tourism model: Polycentric Sustainable Tourism reflects the results of
knowledge exchange between tourism experts from the Atlantic Area countries and was draft
taking into consideration the specific realities the different territories of those countries are facing.

In chapter 2 (the first technical content chapter) includes a detailed description of the
methodology followed not only for the drafting of this document but also for defining the
Polycentric Sustainable Tourism Model that will be tested and (hopefully) validated with the
implementation of POST project.

In chapter 3 it will be discussed the abovementioned specificities of the project territories to
assure that the model answers to the needs and is applicable to all the Atlantic area territories
despite of its characteristics or the development stage of its tourism activity.

The conclusions for chapter 3, completed with a literature review of the previous knowledge about
the state of play of the tourism in the Atlantic Area, will allow to perform a SWOT (Strengths,
Weaknesses, Opportunities and Threats) analysis of the tourism activity and of its impacts in that
territorial cooperation area. This analysis, presented in chapter 4, will be the base to set the
defining the Polycentric Sustainable Tourism Model logical framework.

Chapter 5 includes the core content of this technical report as it presents the model itself. It
includes not only a detailed explanation of the definition Polycentric Sustainable Tourism, but also
the intervention axis of the Polycentric Sustainable Tourism Model. It also includes the
discussion of good practices that could be adapted as part of the model itself as well as the
description of proposals of actions for implementing the Polycentric Sustainable Tourism concept
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through the model. In addition, it will detail a set of measures the generation of permeability in the
tourism flows (acting in favor of a more balance tourism developed on the Atlantic Area as a
whole) and the tools the regional tourism stakeholders can use to apply the model.

A set of recommendations about the Polycentric Sustainable Tourism Model will also be
presented to make as accessible (and easier) as possible the model implementation.

This report ends with an executive summary that will serve as a guide/road map for the
implementation of the model.

In summary, the current report is a technical document which describes and justifies the

Polycentric Sustainable Tourism framework and discusses how it can transform current
challenges of mass tourism into sustainable economic and territorial opportunities

16
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2. Methodology

This chapter describes the methodological approach and tools for developing the POST project
phases mentioned in the introduction, being that methodology is a set of research methods that
make it possible to achieve certain objectives in a given field of study (Bisquerra, 1989).

The definition of the methodology for the elaboration of the Technical Report on the Polycentric
Tourism Strategy Proposal has been established on the basis of a pre-selection of very simple
tools and methods that allow the development of this work by partners of different nature
(territorial, academic, etc.) and finally, to ensure the production of an adequate strategic proposal,
practical and applicable to the partners territories and potentially transferrable to other Atlantic
Area territories.

This methodological proposal also notes and recognizes that there is not much scientific literature
on the subject and the different casuistry of the partners and taking into account the following
challenges:

v/ The interdisciplinary nature of tourism and the broad spectrum of key stakeholders.

v’ A comprehensive approach to policymaking for both public and private sectors.

v/ Adherence to different legal frameworks.

v/ Scientific support for developing a polycentric sustainable tourism model.

v’ Effective monitoring of results across AA territories.

The project's methodological approach recognizes the need to emphasize inter-regional learning
and exchange of best practices, allowing partners to benefit from shared experiences and
expertise while implementing pilot actions across all project territories.

Given the complexities and interdependence of transport, accommodation, events, and
attractions across mature and emerging destinations, in-depth insights from key stakeholders are
essential. Therefore, qualitative research is particularly useful in tourism because it allows
researchers to gain rich insights into the subjective experiences, social relationships, and cultural
contexts that shape tourist behaviour and destination development (Phillimore & Goodson, 2004).

Qualitative data analysis involves “a process of identifying, coding, and categorizing patterns or
themes found in the data. Interviews and focus groups are particularly effective at uncovering
in-depth insights, as they allow participants to express their experiences and perspectives in their
own words” (Bryman, 2012, p. 568).
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The qualitative analysis will be essential to identify the current scenarios in each territory and the
good practices that should be followed.

Fig 1) Methodology tasks

SR ,
TOURISM
DEFINITION

TERRITORIAL
STATE OF THE ART

MEASURES OF
— GOOD PRACTICES —_ PERMEABILITY PR?A?rlséAng oF

Project tasks are executed either individually or collaboratively. For tasks assigned to pairs,
weekly meetings are held to discuss progress and coordination. Tasks common to all partners are
addressed in monthly expert group meetings, where implementation strategies and progress are
presented and deliberated. Upon completion, all prepared task deliverables are presented to the
POST team and discussed in detail where necessary changes can be adopted if deemed
necessary through the open collaborative process. Once this has been completed the
deliverables such as the territorial state of art or best practice will be uploaded to the project
shared folder to facilitate constant monitoring and communication throughout the POST project.
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Fig 2) Methodology tools
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Territorial State of the Art

A state of the art describes the subject under study by analysing similar or related published work
and provides a comprehensive overview of what has been done in the field and what should be
investigated further. It is the highest degree of development of an art or technique at a certain
point in time (Ridley, 2008).

Participant observation is a qualitative research method where the researcher becomes actively
involved in the daily activities of the participants. This allows the researcher to gain a deeper
understanding of the social dynamics and context in which the participants operate (Spradley,
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1980, p. 53). This approach helps researchers understand the unique characteristics of the area,
allowing for the development of adapted tourism strategies. Experts applying this method are
better positioned to advise on sustainable tourism policies that reflect the real dynamics of a
given location (Jennings, 2010, p. 182). In other words, through participant observation, partners
with this task can understand the local environment.

The tools that should be used to carry out the Territorial State of Art are participant observation,
hence the need for each partner to carry out their own territorial state of art, desktop, literature
and secondary data analysis.

The desktop analysis consists of identifying the literature, theories, data and previous research
that contributed to the choice of research topic. Literature can be used to support the
identification of a problem to be investigated and to illustrate the existence of a gap in research
that needs to be filled (Ridley, 2008).

According to Heaton (1998) and Vartanian (2011), secondary data analysis involves “using
existing data collected for another purpose to answer new research questions, offering
cost-effective insights and allowing researchers to investigate trends or phenomena without the
need for primary data collection”. Those responsible should ask the partners in each territory for
data such as tourist density, tourist intensity, seasonality rate and points of greatest tourist load in
the region.

Each project partner conducted an individual State of the Art analysis in their respective
territories. The following topics had to be answered:

v Main tourism policies/strategies.

v’ Key tourism data and indicators for the destinations.

AN

Incorporate key destination maps identifying infrastructure such as transport attractions,
etc. (...).

Main tourism products/resources.
Main tourism stakeholders.

Stressed tourism areas and main characteristics (overcrowded tourism areas).

S X < «

Undervalued areas/areas with potential characteristics (Areas with the capacity and

attractiveness to capture exceeding tourist).

AN

Main tourism problems.

AN

Main tourism opportunities.

v/ Post challenges.
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These individual reports were later consolidated into a comprehensive State of the Art,
summarizing key findings and trends across regions.

SWOT

SWOT analysis is one of the most frequently used methods in strategic management. It is
employed to build an overall development strategy (general) as well as functional strategies
(fractional), concerning a function to be performed by a state, a local government unit or an
enterprise (marketing, finance, logistics, etc.) (Gierzszewska & Romanowska, 2002, pp.235).

The POST methodology will use the SWOT analysis to evaluate internal strengths and
weaknesses, as well as external opportunities and threats within the project destinations. The
internal analysis helps identify inherent resources, capabilities, and advantages, while the
external analysis examines opportunities and threats posed by external factors, such as
competitive environments, trends, and broader contextual influences. The goal of SWOT analysis
is to leverage knowledge of both internal and external conditions to develop strategies that align
with the realities of the environment being analysed (Galea & Bonnici, 2015).

The SWOT diagnostic for territorial development focuses on assessing the strengths,
weaknesses, opportunities, and threats that a particular region faces. This method is essential for
identifying internal advantages and limitations, while also evaluating external factors such as
potential growth opportunities or challenges posed by the surrounding environment (Ferreira et
al., 2019, p. 134).

The tools that should be used to draw up the SWOT analysis are:

v’ Analysis of the territorial state of art drawn up.

v At least two interviews per territory. Interviews are a key method in qualitative research,

allowing for deep exploration of participants' perspectives and experiences, which can
yield rich, detailed data that quantitative methods may not capture (Kvale & Brinkmann,
2015). The aim of the interviews is for each pilot territory to carry out a mini-SWOT ad
hoc, so the interview must help identify the territory's strengths, weaknesses,
opportunities and threats in what concerns polycentric tourism definition. We suggest that
the interview should not exceed one hour. It must be conducted one interview with the
private sector representative and one with the public sector with the mayor of the pilot
municipality (or equivalent in terms of representation/power/decision-making capacity or
whoever they delegate). The closest partner should be interviewed, and all territories
should have a SWOT, which means four SWOT analyses in total. Each expert will have to
draw up a mini-SWOT of their territory, the result of analysing the literature, the state of
the art and the interviews. The partners in charge of the general SWOT will make a final
report with the common elements from the mini swots. It is also recommended that the
SWOT analysis that should be taken into account to first define the axes and then the
actions, is the common SWOT. The proposed interview scripts are included as an
appendix to this document (Appendix 1 and 2).
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v Guidelines proposal for the interpretation of the results of the interviews in order to have

homogenous mini-swot are proposed in Appendix 3.

Polycentric Sustainable Tourism Definition

The methodology for defining the concept of polycentric sustainable tourism must take as its
starting point an exhaustive analysis of the literature, centred on theories and frameworks
relevant to the development of polycentric tourism.

In this context, the partners who are higher education institutions should work together to develop
a definition of what ‘polycentric sustainable tourism’ should entail.

The concept of Polycentric Tourism must be defined, respecting the necessary elements and
through discussions with the experts ‘group. This collaborative process will ensure a scientifically
grounded and consensual definition for the project.

Strategic Axes

The strategic axes essentially define the sources of value to a business and destination, and how
the stakeholders could reposition themselves in changing environment. Strategic axes not only
define what an organisation does, but the extent to which it does it. Examples of strategic axis
could include connectivity, intramodality, innovation, and socio-demographic development,
tourism indicators, sustainability, geographical parameters, tourist flows etc. To develop the
strategic axes, the methodology to be used should be based on the SWOT analysis that should
be tackled by the polycentric sustainable tourism including, at least, the following pillars:
connectivity, sustainability, intramodality, innovation, and socio-demographic development.

Denzin and Lincoln (1994) defined Focus Group Discussion (FGD) as a collective conversation or
group interview. The size of the group may vary from small (6 persons) to large (12 persons) and
may or may not be guided by a facilitator. The main purpose of a focus group discussion is to
obtain in-depth information relating to concepts, perceptions and practices in the context of the
subject from members of the group (Morgan, 1998). Ideally this is not a question-and-answer
session but an opportunity to gain insight on the subject from the point of view of experts,
practitioners and stakeholders in a purely interactive session.

In order to develop the strategic axis, the partner responsible for this phase will define the
proposals and validate them organizing an online discussion group with the participation of the

partners (if possible, 1 participant per partner or, at least, 1 participant per territory).

Collection of good practices
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The good practices can be strategies, approaches and/or activities that, through research and
evaluation, have been shown to be effective, efficient, sustainable and/or transferable and that
reliably lead to a desired outcome (European Commission, 2021).

Benchmarking is “the process of identifying, understanding, and adapting outstanding practices
from organizations anywhere in the world to help an organization improve its performance”
(Kumar et al., 2006). Benchmarking is considered a tool for identifying and comparing processes
in a given sector among its competitors, in an environment that is constantly changing (Hong et
al., 2012). This tool is also perfectly valuable and applicable to territories. In order to identify
good practices, benchmarking can’t go beyond the Atlantic area.

For this task, it will be essential to research existing good practices, the objectives of the practice
and a brief description, the relative indicators and results achieved, the budget and funding, their
relevance to polycentric tourism and their potential for transfer. These good practices aim to
address the challenges highlighted by the expert group, providing actionable solutions and
examples that can be adapted to the project's objectives.

Measures of permeability

In this phase, partners responsible for this chapter, has to reflect about the different casuistic of
Atlantic territories and elaborate the recommendation to make possible the execution of the
strategy in them. The measures of permeability must recommend certain aspects to the
territories so that they can successfully implement the defined strategy. There is no specific
methodological tool, but a list of minimum guidelines establishment for territories for permeability:

v It will be essential to have a sustainable planning strategy/guideline/document (depending
on laws and governance in the various regions) for the destination (or to develop it).

v’ Map with timeline the process of integration of these strategy/document/guidelines into the
policy instruments of the destination municipalities.

v/ Have a destination management organization (or to create it, not necessarily juridically).

v Have previous background of common work in the tourism sector with other
institutions/territories.
v/ Have in the region a preemptive process identified through the policy instruments to

absorb the overloaded destination needing measures to manage that massification, so
being possible to apply the concept of polycentric tourism.

v/ To communicate and share the outcomes of POST to allow for scalability to the Atlantic

region and broader EU.

Proposals of actions
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The methodology for action proposals must follow the following aspects.

The proposals of actions should be based on the SWOT analysis, i.e. leveraging strengths and
opportunities while mitigating weaknesses and threats. The partners in charge of this task will
have to draw up proposals of action, within the axes previously defined, and hold an online focus
group with the local support groups to validate their proposals. Proposals also have to be
validated with the stakeholder working group within the destination. Then, they have to be
brought back to the expert working group for collaborative input and sign off. Not all the members
of the local support groups have to take part, but there must be a sufficient representation - a
sample that can be considered enough to have a “rich” focus group. Due to the distance between
the project's partner territories, this focus group should be held online. If, due to linguistical
constraints, a sole focus group is not possible, the proposal of the swot phase can be followed (a
focus group per territory, with the organization and presence of the partner/s in charge of this
phase).

Fig 3) Proposals of actions structure
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POST
1.DESIGNATION —p 2AXIS —> 3.0BIECTVE —»>
Name/title of the action
4.JUSTIFICATION —p 5.DESCRIPTION ——» ©.TARGET

AUDIENCE

Indicate which element/elements of
the SWOT this proposal helps to
capitalize on or eliminate/mitigate

7. RESPONSIBLE ——» 8.STAKEHOLDERS _, 9.GOALS ——

ORGANISATION TOBEINVOLVED (KYPS)
10. MONITORING/ 11.IMPLEMENTATION 12. BENCHMARKING
FOLLOW-UP  —> TIMETABLE —

: If there is an inspiring good
INDICATORS (estimated) practice, indicate which

one is here

These aspects form part of an action sheet and constitute the minimum homogeneous
information that must be provided for each proposal.

Main conclusions and recommendations

This chapter has described the methodological process for the POST project. It has identified the
need for this methodology to be accessible to a wide variety of destination and project
stakeholders. The research tools have to be selected to maximise the potential to deliver
polycentric tourism and integrate this into the appropriate destination policy instruments to allow
destination address overtourism which is a considerable challenge within key destination around
the region. The polycentric approach has focused on key pillars one of which is suitability to allow
destination to also meet the net zero challenge for tourism destinations.
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3. Territorial State of Art: the project territories charcaterization

The four pilot territories — Province of Ourense, Galicia (Spain, with the Comarca de
Valdeorras/Ribeira Sacra as the pilot area), North of Portugal region (Portugal, with Braga as the
pilot area), Dublin, Ireland, (with Laoghaire-Rathdown as the pilot area), and PETR Ouest
Charente — Pays du Cognac (France, with Cognac city as the pilot area) - offer a geographically
and culturally diverse foundation for testing and implementing a polycentric tourism model. Their
selection responds not to similarity but to contrast - each territory is at a different stage of tourism
activity development and faces distinct challenges and opportunities. These differences provide a
valuable laboratory for building a replicable and flexible model, adapted to the realities of the
Atlantic Area.

The overarching goal of this model is to balance territorial development, diversify tourism flows,
reduce the overtourism phenomena in the Atlantic Area and promote sustainability by leveraging
regional identities, improving connectivity, and empowering under-visited destinations.

Province of Ourense, Galicia (Spain)

Ourense province is a clear example of a region with high tourism potential but low visibility. With
an estimated 340,000 overnight travellers in 2023, most activity concentrates in summer and
during cultural events like Entroido (Galician traditional carnival) and Easter. Despite its strategic
position within Galicia and its rich offering in thermal waters, wine tourism, and cultural routes
(including several Camino de Santiago paths), the province remains largely underexplored by
international tourists. Most overnight stays concentrate in specific summer and festival periods,
and the region suffers from acute seasonality and demographic decline.

However, Ourense is already taking significant steps toward smart and sustainable tourism. Its
strategy incorporates the Spanish Agenda 2030, promoting circular economy practices,
accessibility, and digitalization. Strategic infrastructure has begun to shift this dynamic. The AVE
high-speed train connects Ourense to Madrid in just over 2 hours, and the province is within 1 to
1,5 hours of three major airports (Santiago, Vigo, Porto).

Its status as an inland destination places it at a disadvantage compared to coastal Galicia, but
this also positions Ourense as a prime candidate for polycentric development. Rather than aiming
to compete with coastal icons, it can anchor a complementary inland network. Despite
demographic challenges and weak marketing visibility, Ourense’s province initiatives like the
Silver Way Business Academy or immersive post-Camino cultural experiences position it well to
serve as an inland tourism hub in a polycentric network.

North of Portugal Region

The North of Portugal offers a duality that is essential for testing the polycentric approach.
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Porto, as the region’s main urban hub, is already under visible pressure by the tourism activity,
especially in its historic centre, where visitors’ numbers have grown noticeably. Braga, selected
as the pilot site within this territory, also receives high visitor numbers during peak periods, like
the Sao Jodo Festival and Holy Week, but has not yet reached saturation. In contrast, vast areas
of the region—such as Montesinho Natural Park or the historical villages of Braganca (or even in
the surroundings of bigger cities like Povoa do Lanhoso or Terras de Bouro) - remain undervalued
and disconnected from mainstream tourism flows.

The North of Portugal region offers a duality that is essential for testing the polycentric approach.
These emerging pressure points highlight the need for proactive planning to avoid future demand.
Meanwhile, large parts of the region’s inland territory — particularly its historic villages, rural
landscapes, and natural parks — remain undervalued and largely disconnected from dominant
tourism flows, despite their cultural richness and potential to diversify the region’s tourism offer.

The North of Portugal region benefits from excellent infrastructure and cross-border connectivity
with Galicia, supporting both overtourism and new segments like eco-tourism and health tourism.
The region adheres to strategic frameworks like Portugal’'s Tourism Strategy 2027 and
cross-border plans (2022—-2024), which aim to reposition the region through sustainable growth.
Nature tourism, religious routes, wine and gastronomy are central products, supported by growing
infrastructure and marketing strategies.

Notably, the region receives a significant share of Portugal’s total international arrivals and has
diversified products including gastronomy, religious routes, and nature tourism. North of Portugal
region exemplifies how a polycentric model can respond to the need for deconcentration,
activating underutilized assets while managing overcrowding in iconic areas. The Northen
Portugal Camino de Santiago routs can be diversified, linked to less-known villages and parks,
and enriched through curated slow-tourism experiences, promoting connectivity, storytelling, and
shared benefits across the territory.

Dun Laoghaire-Rathdown (Ireland)

As part of the Dublin Region, Dun Laoghaire-Rathdown (DLR) is a strategically located coastal
territory that functions as both a suburban hinterland and a stand-alone destination. While
350,000+ people visit top attractions like Airfield Estate and Dalkey Castle annually, the area
struggles with low overnight stays—offering only 11 registered accommodation properties with
around 1,285 hotel rooms, the lowest supply in the Dublin region.

DLR excels in infrastructure: it is accessible by train (DART), bus, bike, and ferry, and boasts a
wide range of public parks, cultural heritage, and mountain/coastal trails. Initiatives like the Dublin
Mountains Way, the Coastal Mobility Route, and curated thematic trails (e.g. Dalkey Heritage
Trails) support its ambition to offer integrated nature and culture-based experiences.

Tourism strategies in DLR aim to redistribute flows away from Dublin’s congested centre,
enhance sustainable mobility, and promote family- and activity-oriented tourism. The challenge

lies not in attracting visitors—but in retaining them, extending stays, and increasing local spend.
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From a polycentric perspective, DLR can serve as a buffer and connector, alleviating pressure on
Dublin city while offering gateway access to coastal and mountain assets. Its experience in soft
mobility, event programming, and community branding makes it a model for other peri-urban
areas in the Atlantic region.

Cognac/PETR Ouest Charente (France)

The PETR Ouest Charente, anchored by the city of Cognac, is an inland territory with a strong
brand identity shaped by the global success of its namesake spirit. The area’s international image
is dominated by the Cognac industry: in 2022-2023, Cognac exports generated €3.1 billion in
revenue, with leading maisons (e.g., Hennessy, Martell) offering thematic tours and river-facing
experiences. This shows how the tourism ecosystem is dominated by high-end wine and spirits
tourism, concentrated around the major Cognac houses and river-facing cultural sites. Yet this
upmarket focus risks excluding younger and family segments.

Despite this, the region faces multiple structural challenges: modest tourism flows, a fragmented
accommodation offer, and weak intermodality between train, bike, and bus transport. Heritage
sites are often privately owned and under-leveraged, and there is little diversification in products
beyond luxury and tasting experiences.

However, the region’s strengths lie in its natural and river-based potential. The Flow Vélo cycling
route and the Charente River offer a compelling canvas for slow tourism development. The area's
relative tranquillity, scenic beauty, and growing events calendar (e.g., Cognac Blues Festival, Ban
de la Distillation) offer fertile ground for attracting families, cyclists, and cultural explorers.

Polycentric tourism here would mean repositioning Cognac beyond a luxury niche, using the river
as a unifying axis to activate surrounding rural communities and diversify products. Its slower
pace and authenticity complement more intensive tourism hubs on the Atlantic coast.

Taken together, these territories illustrate the flexibility and necessity of a polycentric tourism
model for the Atlantic Area. While their profiles differ—urban/suburban, inland/coastal,
emerging/consolidated—their trajectories intersect at key challenges, that become the territory’s
main priorities:

Table 1) State of Art overview

Territory General Indicators

Province of [ Total area: e Inland e Thermalism e Seasonality
Ourense 7.273 km? e Low visibility |e Wine Tourism |e Aging

(Spain) e Population: e Emerging e Camino de population
(Pilot area: 309.293 (2021) destination with Santiago e Weak
Comarca de |® Overnight stays: natural hot e Cultural marketing
Valdeorras/ 0,7 million springs, wine Heritage e Limited
Ribeira (2024) and Camino  |e Natural outdoor infrastructure
Sacra) assets activities and workforce
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Cross-border
region

Territory General Indicators

North of Total area: e Dual profile: Nature & Uneven tourist
Portugal 21.278 km? saturated urban Landscape distribution
Region Population: centres (e.g. Tourism Potential risk of
(Pilot area: 3.692.842 Porto and Religious future
Braga) (2024) Braga) vs. Routes saturation in
Overnight stays: undervalued Gastronomy & urban hubs
14,1 million rural inland WineCity Weak internal
(2024) e Cross-border Breaks connectivity
region Cultural Rural
Tourism depopulation
MICE segment Labour
shortages
Dublin, Total area: 6.986| ¢ Coastal-suburb Outdoor Short stays
(Ireland) km? an area of Recreation Poor east-west
(Pilot area: Population: Dublin Maritime transit
Dun 2.082.605 e High visitor Heritage Limited
Laoghaire (2022) numbers but Coastal Walks accommodation
Rathdown) Overnight stays: low overnight Festivals Fragmented
4,16 million retention Adventure branding
(2024) Sports
Cognac / Total area: 1.042| ¢ |nland Wine & Spirits Low
PETR km? brand-led Tourism intermodality
Ouest Population: region, driven River Charente Brand image
Charente 79.818 (2019) by Cognac cruise limits audience
(France) Overnight stays: (e  Low volume Flow Vélo Underused
(Pilot area: 1,5 million e Upmarket cycling heritage
Cognac) (2023) positioning Cultural Events Lack of
diversity

v/ From under-tourism (as Cognac is an example) to over-tourism (as example Dublin/Dun

Laoghaire-Rathdown is an example).

v/ From inland destinations seeking recognition to urban regions needing decongestion.

v/ From highly visited icons to hidden cultural or natural heritage.

Each region reveals different tools and constraints: the Province of Ourense shows the value of
rural revitalization; North of Portugal region, a proactive approach to redistribute visitor flows; Dun
Laoghaire-Rathdown, the challenge of suburban retention; and Cognac, the importance of
thematic diversification.

A polycentric tourism model for the Atlantic Area must be adaptive, data-informed, and
collaborative, drawing from the strengths of these territories to form a network of interdependent
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nodes. Rather than replacing existing dynamics, it should layer new connections, reinforce
cultural and ecological resilience, and offer a roadmap towards more inclusive, balanced, and
sustainable regional tourism.
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. Swot Analysis

This SWOT analysis of the tourism activity in the Atlantic area highlights the sector’s strengths
and potential opportunities while also addressing the challenges that must be overcome to
ensure a sustainable tourism development.

This analysis brings together the main characteristics found in each of the SWOT analysis of the
project's partner territories and then applies it to the entire Atlantic area. It is therefore possible
that certain characteristics do not apply perfectly to all Atlantic area territories, but only to certain
specific regions of a partner territory.

Strengths

Fig 4) Strengths of the Atlantic Area

Touristic environment
Rich cultural and historical heritage
Diversity ol natural resources
Preservation of rural landscapes and community life: authenticity
Renowned quality of gastronomy and wines

Offer

Already some touristic activities and services (accomodations,

restaurants...)
Already some outdoor activities

Tourism industry
Tourism is already a key economic sector with positive impacts (jobs,
Services...)

The Atlantic area destinations benefit from several strengths, particularly when it comes to their
environment and surroundings. They boast a rich cultural and historical heritage, alongside a
diversity of natural resources — forests, beaches, mountains - which are frequently one of the
main reasons why tourists choose a destination.
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The preservation of rural landscapes and community life that can be found in the majority of
the destinations adds authenticity, which is also something that tourists looks for. The renowned
quality of their local gastronomy and wines can also attract an important number of visitors.

Additionally, most Atlantic area destinations are close to major urban centres which is an
advantage, because the potential number of tourists, even for a day trip, is very high. However, in
some case, transport connections with these urban centres should be improved for that proximity
to become a real strength.

In terms of offer, there are already some established tourist activities and services,
including accommodation and restaurants, which contribute positively to the tourism sector.

As a matter of fact, tourism is already a key economic sector in the Atlantic area, with
significant positive impacts, including the creation of jobs and the development of services. In
some regions, tourism is even the leading economic activity, providing the majority of jobs

Weaknesses

Fig 5) Weaknesses of the Atlantic Area

Offer
Lack of a range of segmented tourist experiences
Lack of diversity in accommodations: some destinations with a lack of
high-quality accommodations and others with a lack of
accommodations for families. ..

Tourism industry
Fragmented and limited mobility infrastructures:
inadequate roads to support the tourist flow
Irregular bus services, insufficient railway networks. ..
Ditficulties to hire qualified people in tourism industry
Lack of information for tourists / tourist signage
Lack of digital services for tourists + lack of data to understand
Lack of co-operation and networking between touristic stakeholders

However, the Atlantic area destinations face several weaknesses.

The most notable issue is seasonality, with the concentration of tourist activity occurring during
only a few months of the year. The summer months and school holidays are the high season. The
difference in visitor numbers between these periods and the rest of the year can be very marked,
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jeopardizing the economic balance of some activities. This weakness is less important in major
touristic urban centres of the Atlantic area where seasonality is less pronounced. Dependence on
occasional tourist events is also a major threat to tourist destinations in the Atlantic area.

In terms of tourist offers, there is a lack of a broad range of segmented tourist experiences in
some regions, and accommodation diversity remains sometimes limited. Some areas lack
high-quality accommodation, while others do not offer family-friendly options. Greater diversity in
accommodation would attract a wider variety of tourist profiles.

Furthermore, tourism infrastructure is fragmented and insufficient in some of the regions:
inadequate road conditions, irregular bus services, and an underdeveloped railway network,
which can hinder the smooth movement of tourists. Yet, mobility is a key issue, as a tourist is by
definition a person who has to travel to an area other than the one in which they live.

Additionally, all the Atlantic area tourism destinations face difficulties in hiring qualified staff in
the tourism sector. These difficulties have existed for a long time but were exacerbated after the
covid-19 pandemic. At the time, many seasonal tourist workers had to work in a different sector,
because tourism was at a complete standstill. However, many never returned to work in tourism
in the following years.

A number of weaknesses also stand out in the ability of destinations to keep tourists well
informed. Tourists face a lack of information, tourist offices and signage. The small number
of digital services for tourists makes also it harder for visitors to access relevant information in
real time.

A last weakness is the limited cooperation and networking between different tourism

stakeholders, which prevents the development of a cohesive tourism experience in the Atlantic
area destination.
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Opportunities
Fig 6) Opportunities of the Atlantic Area

Touristic environment
Capitalization on tourists already present during high season:
® to encourage them to come back in low season — enlargement of
the touristic season
® to encourage them to come back year by year
Proximity to others major touristic sites on adjacent territories
Possibility to attract those tourists in a nearby destination
Offer
Still some unknown activities or monuments in rural areas that can
become attractive for tourists

[ ]
Tourism industry
National strategies for the development of low-carbon mobilities:
Train, electric cars, public transportation, bike roads. ..
Digitalization of economy:
® creation of new touristic experiences
® convenience to communicate with tourists
® convenience for tourists to book online or to search for
information

On the other hand, there are several opportunities that the Atlantic area as a tourism destination
could leverage. One major opportunity is to capitalise on the tourists already travelling during
the high season by encouraging them to return in the low season, thereby extending the tourist
season. Creating incentives for repeated visits year after year is another potential strategy. It's
easier and more cost-effective to bring back tourists, than attracting people who have never been
to the destination before.

Additionally, there are still some lesser-known activities and monuments in rural areas that could
be promoted to attract a higher number of tourists. By broadening the offer, the number of
people potentially interested in visiting the destination increases, and so does the probability of
increasing the average length of stay for existing tourists.
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Changes in tourist preferences present further opportunities. There is a growing trend for
healthier lifestyles and well-being, as well as a demand for more authentic destinations that have
been impacted less by commercialisation. This is a major opportunity for rural destinations.

Also, there is an increasing tendency for people to vacation closer to home, either for
economic or environmental reasons. As most of the Atlantic area destinations are close to major
urban centres, this is an important opportunity to attract urban people who want to go on holidays
in places close(r) to home.

As it has been argued above, mobility is a key issue for the tourism industry. Most of the countries
in the Atlantic area set up national strategies focused on the development of low-carbon
mobility, including the promotion of trains, electric cars, public transport, and bike lanes: this
means another significant opportunity to make it easier for tourists to come to a destination and
get around once they are there.

An additional opportunity is the ongoing digitalisation of the economy, which allows to create
new tourist experiences, improve communication with visitors, and makes it more convenient to
book online and access relevant information. For example, the development of a digital platform
like Airbnb makes it easier to increase the number of accommodation options available in rural
areas, even if it can be a source of conflict in urban areas.

Threats
Fig 7) Threats of the Atlantic Area

Touristic environment
Impact of climate changes
MNatural disasters, heatwaves, floods. ..
Risks of over-tourism in some specific areas of high natural and
heritage value

Tourism industry
Aging population and depopulation of rural areas
Negative impacts of tourism on environmental issues

Despite these strengths and opportunities, the Atlantic area destinations face several threats. The
first one is of course climate change, which is certain to affect all aspects of tourism: increased
likelihood of heatwaves, higher risk of flooding, rising sea levels, limited water resources, etc.
These will only worsen in the years to come. All tourism stakeholders must act now to initiate
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strategies to reduce their greenhouse gas emissions and, at the same time, put in place
strategies to adapt to the current and future effects of climate change.

At a time when protecting the environment is an increasingly important concern for Europeans,
tourism could suffer from the negative impacts it can generate. Tourism is not only affected by
the effects of global warming; it is also responsible for greenhouse gas emissions driving climate
change. Aviation, for example, is increasingly put into question as one of the fastest-growing
global sources of CO2 emissions. This could raise a serious threat to destinations heavily
dependent on-air travel.

In certain areas of high natural and heritage value or in some urban centres, there is also the risk
of over-tourism, which could lead to the degradation of the resources and of the quality of
visiting. However, it is important to note that only a handful of destinations do face in fact the
problem of over-tourism, and mainly for limited periods of time.

Another threat is the competition from nearby locations with better infrastructure and offerings,
as well as from other destinations with similar tourist propositions. While some tourists like to
return to the same holiday destination every year, many others change regularly and go where
the offer is best, particularly in terms of value for money.

Furthermore, in the context of the war in Ukraine, the rise of the far right in Europe, and the
results of the recent US elections, there are considerable economic, financial, and security

uncertainties in Europe that could affect travel patterns.

Finally, the aging population and depopulation of rural areas could pose a long-term threat to
tourism, as there are already difficulties to hire qualified people.
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TOURISTIC
ENVIRONMENT

Rich cultural and
historical heritage

e Diversity of natural
resources

e Preservation of rural
landscapes and
community life:
authenticity

e Renowned quality of
gastronomy and wines

Strengths

Table 2) Atlantic area SWOT Summary

Already some touristic
activities and services
(accomodations,
restaurants...)
Already some outdoor
activities

Proximity to major urban
centers (but sometime
bad connectivity with
them)

TOURISM INDUSTRY

Tourism is already a key
economic sector with
positive impacts (jobs,
services...)

Weaknesses

Lack of a range of
segmented tourist
experiences

Lack of diversity in
accommodations: some
destinations with a lack
of high-quality
accommodations and
others with a lack of
accommodations for
families...

Seasonality:
concentration of tourist
venues during only a few
months

Fragmented and limited
mobility infrastructures:
inadequate roads to
support the tourist flow
Irregular bus services,
insufficient railway
networks...

Difficulties to hire qualified
people in tourism industry
Lack of information for
tourists / tourist signage
Lack of digital services for
tourists + lack of data to
understand

37




interreg

Atlantic Area

POST

Co-funded by

TOURISTIC
ENVIRONMENT

the European Union

TOURISM INDUSTRY

Lack of co-operation and
networking between
touristic stakeholders

Opportunities

Capitalization on tourists
already present during
high season:

o to encourage them to
come back in low
season —
enlargement of the
touristic season

o to encourage them to
come back year by
year

Proximity to others

major touristic sites on

adjacent territories

Possibility to attract

those tourists in a

nearby destination

Still some unknown
activities or monuments
in rural areas that can
become attractive for
tourists

e Changes in tourist
preferences and
behaviors:

o search for healthy
habits and well-being

o search for authentic,
less mass-marketed
destinations

o growth in holidays
close to home

National strategies for the
development of
low-carbon mobilities:
Train, electric cars, public
transportation, bike
roads...
Digitalization of economy:
o creation of new
touristic experiences
0 convenience to
communicate with
tourists
0 convenience for
tourists to book online
or to search for
information

Threats

Impact of climate
changes

Natural disasters,
heatwaves, floods...
Risks of over-tourism in
some specific areas of
high natural and
heritage value

e Competition

e with close destinations
with better infrastructures
and offerings

e with destinations with
similar offers

Aging population and
depopulation of rural
areas

Negative impacts of
tourism on environmental
issues
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5. Polycentric Sustainable Tourism Model

To answer to the Atlantic Area sustainable tourism challenge, in the following subchapters
discuss what we called the “Polycentric Sustainable Tourism Model” which is based on the
different contexts and needs of the above-mentioned area aiming at to establish a collaborative
and joint strategy to (re)balance Atlantic Area tourism flows contributing not only to reduce
territorial inequalities but also to a better quality of life for all Atlantic area residents, especially in
the territories facing over and non-sustainable tourism.

The model we propose is a collaborative model that should support sustainable tourism
development both in overcrowded tourism destinations and underdeveloped tourism destinations.

The model establishes general guidelines for those destinations that should be adapted to the
specific territorial contexts they face.

5.1 Polycentric Tourism approach

Tourism plays a crucial role in the development and vitality of a destination.

When managed well, tourism can enrich a destination and its community, but it must balance
growth with sustainability to avoid negative impacts.

POST project has detected that negatives impacts are not always so easy to avoid.... And aims
to explore innovative ways to make tourism in the Atlantic Area sustainable through the
development of this new concept.

POST is the name of the project that Spain, France, Ireland and Portugal have been working on
for exactly one year, and whose acronym refers to the concept of polycentric tourism. Supported
by Atlantic Area funding and coordinated through cross-border cooperation (Eixo Atlantico del
Noroeste Peninsular), the project brings together regions where tourism represents a significant
share of GDP and relies heavily on natural and cultural heritage. These regions face imbalances
between coastal and inland, urban and rural areas, reinforcing the need for a more sustainable
and territorially balanced tourism offer. All the partner regions have a large number of resources
and attractions, but they are dispersed, unlike the major international tourist centres which
concentrate all the heritage in one city.

Polycentric Tourism strategy
POST project identifies and develops the concepts of signature tourism and polycentric
tourism, with the aim of generating tourism products of excellence that not only capture the

attention of the quality and purchasing power market, but also redistribute tourist flows and
spending throughout the territory, relying on real networking.
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Over-tourism challenges

Over-tourism is currently one of the main constraints affecting not only tourist destinations (and
their communities), but also the sustainable development of the regions of these destinations
around the world; it's true that in this region (as well as in the partner regions), seen globally,
‘from a bird's eye view...’ this problem doesn't seem to exist; but this isn't absolutely true, because
when we ‘zoom in’ we have points with too much pressure and isolated measures (in some
cases, very poorly thought out at municipal level) trying to mitigate it. In general, the Atlantic Area
is no exception either, and Spain (or rather, Spanish residents) are ‘leading’ the protest
movement against the negative impact of over-tourism on local communities and residents'
quality of life.

Redistributing tourism flows

On the other hand, and on the opposite side of the scale, but in very close territories, the
unbalanced distribution of tourist flows in the Atlantic area is generating inequalities in territorial
development, leaving the ‘non-coastal’ Atlantic areas without the tools to deal with their ageing
populations, a shortage of qualified human resources and fewer capacities and opportunities for
innovation and entrepreneurship. But, fortunately, with great ‘aptitudes’ for tourism as a result of
the excellent resources, attractions and, also fortunately, well-crafted products that already exist.
In other words, everything is ready and designed to welcome tourists with open arms

Why Polycentric Tourism?

Traditional tourism models often focus on a single central destination, leading to overcrowding
and environmental strain:

v/ Polycentric tourism offers a more balanced and sustainable alternative by encouraging
the development of multiple interconnected destinations.

v/ This approach aligns with modern sustainability goals and regional economic
development strategies.

v It helps distribute tourist flows, reducing pressure on over-visited areas while boosting

lesser-known destinations.
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Fig 8) From monocentric to polycentric models
* T o O
- @ - o oo
* o O
Morphologically Monocentric Morphologically Polycentric
P \/. \_,
Functionally Monocentric Functionally Polycentric
Key ideas

v Network Approach: Strengthening connections between destinations rather than
competition.

Sustainability: Reducing overcrowding and promoting responsible tourism.
Regional Development: Enhancing economic opportunities across multiple locations.

Visitor Experience: Offering diverse attractions and experiences across the region.

S X | «

Resilience: Creating a more adaptable and crisis-resistant tourism model.

5.2 Polycentric Sustainable Tourism definition

Taking into consideration the current moment of the tourism industry and the increase of conflict
situation between tourism business, tourists and residents, which is making more and more
visible the negative impacts of mass tourism, POST aims at being a possible solution to address
both the problems and the opportunities this phenomenon generates.

The following proposal of polycentric tourism is based on the principle that tourism can and
should be a key tool not only for a sustainable regional development but mainly for a territorial
balanced development (facing inequalities and asymmetries between neighbouring territories).
This approach requires addressing different contexts and territorial needs, considering diverse
tourism ecosystems, value chains, and governance frameworks.
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Fig 9) Mass tourism destination
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Polycentric tourism development is an innovative approach that aims to enhance regional
appeal and promote sustainability by fostering connections between multiple micro
destinations within a region. This model moves away from the traditional focus on a single
central destination, instead emphasizing the creation of networks among several destinations
The model thus acts as a mechanism to redistribute tourist flows, alleviating pressure in highly
visited areas while strengthening destinations with growth potential.

5.3 Strategic axes and Intervention aims

The first step for implement the Polycentric Sustainable tourism is to define the strategic axis that
establishes the main objectives and goals that will allow to advance on a more balanced
tourism flows in the concerned territory.

As a guide, the model has defined the following ones, implementers must select from and
finetune according to the territory needs and challenges. Each axe is desegregated in subitems
(interventions aims) that should be prioritized and/or addressed with a more or less intensity level
according with the territory previews swot analysis.
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Fig 10) Polycentric strategic framework

STRENGTHENING IMPROVING DIGITAL COOPERATION AND ADAPTING TO MANAGING
THE TOURISM INFRASTRUCTURE TRANSFORMATION PARTNERSHIPS TRENDS AND GLOBAL THREATS
OFFER AND MOBILITY CHALLENGES

= Offer « Modernising » Development of « Strengthening « Emphasizing « Promoting
diversification transport digital services local sustainable flexibility inthe
and quality infrastructure - Social media collaborations tourism face of
enhancement « Promoting soft promotion « Establishing - Developing uncertainty

« Showcasing mobility (e.g., « Data analysis for cross-border wellbeing- - Fostering
cultural and walking,c cling, strategic partnership oriented tourism innovation in
natural touring e-mobll'rtgtﬁJ planning offers tourism
tourism governance and

« Commercial planning
accommodation

« Extending the
tourist season

« Promoting
proximity
tourism

AXIS | - Strengthening the Tourism Offer

h. Offer Diversification and Quality Enhancement

To boost the attractiveness of destinations, it is essential to diversify approaches centred
on existing strengths, adopting a more experiential perspective. This can include initiatives
such as eventisation, digitalisation, and gamification, which modernise and enrich
traditional tourist offerings. For example, immersive or interactive tours can transform a
standard visit into an unforgettable experience.

In the fields of gastronomy and wine tourism, it is equally crucial to explore new
approaches. Initiatives such as culinary workshops, sensory trails, or thematic events can
highlight local expertise and attract a diverse clientele.

i. Showcasing Cultural and Natural Heritage
Promoting lesser-known heritage sites, such as hidden historical landmarks, authentic
landscapes, or local traditions, is vital. Targeted communication strategies and
collaboration with local communities can strengthen appeal. For example, organising
festivals centred on such heritage can serve as a powerful lever.
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Natural environments, such as rivers and waterways, can be at the heart of new tourist
offerings. Activities like river cruises, guided hikes, or biodiversity discovery workshops
can create unique memories for visitors and be ecofriendly too.

j- Touring/cycling Tourism
The development of cycling tourism and hiking routes is a major opportunity. With Western
Europe seeing a surge in the popularity of EuroVelo routes, destinations can capitalise on
this trend by creating infrastructures like secure cycling paths, charging stations for
electric bikes, and associated services (bike rentals, repair points).

k. Commercial Accommodation
Commercial accommodation is a cornerstone of tourism attractiveness. It is necessary to
identify local strengths and weaknesses to encourage innovation. Unique or eco-friendly
accommodations, such as cabins, transparent domes, or floating houses, sometimes
known as glamping (a type of camping that is more comfortable and luxurious than
traditional camping), can attract visitors seeking distinctive experiences.

. Extending the Tourist Season
To maximise economic benefits, it is important to develop strategies aimed at extending
the tourist season. This can include organising off-season events (winter festivals, craft
markets) or creating offers targeting specific demographics, such as seniors or child-free
couples.

m. Proximity Tourism
Proximity tourism, targeting clientele within 1 to 2 hours of travel, is an underutilised
lever. By creating immersive experiences and short-duration activities (treasure hunts,
thematic hikes), regions can attract regular visitors and foster local dynamics.

AXIS Il - Improving Infrastructure and Mobility

a. Modernising Transport Infrastructure
Investing in safe roads, modernised rail services, and efficient bus networks is
essential to improve access to destinations. Special attention must be given to
intermodal transport, creating smooth connections between different means of
transport.

b. Promoting Soft Mobility
The development of secure cycling paths, expanding charging points for electric
vehicles, and establishing car-sharing services are priority measures. Routes should
be designed as standalone tourism products in collaboration with professionalised
local stakeholders.
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Development of Digital Services

Intuitive platforms for booking, information, and activity planning should be
mobile-friendly. For instance, a unified application integrating transport schedules,
personalised itineraries, and booking options can enhance the visitor experience.

Social Media Promotion

Interactive campaigns and collaborations with influencers can increase a destination's
visibility. Creating unique hashtags and encouraging Vvisitors to share their
experiences can boost engagement.

Data Analysis

The collection and analysis of data on tourist behaviour (overnight stays, mobility,
spending) enable the adjustment of offerings and better resource management while
avoiding overcrowding.

AXIS IV - Cooperation and Partnerships

a.

Strengthening Local Collaborations

Joint initiatives between accommodation providers, restaurateurs, and cultural
stakeholders can lead to thematic itineraries combining different activities. For
example, a cluster bringing these actors together can pool resources and create
beneficial synergies.

Cross-Border Partnerships

Promoting global destinations through collaboration with neighbouring, culturally-alike
regions (e.g., the Basque Country, Flanders, Galicia-North of Portugal Euro-region)
bypasses administrative boundaries and attracts international visitors.

AXIS V - Adapting to Trends and Challenges

a.

b.

Sustainable Tourism
Waste management, natural resource preservation, and the promotion of eco-labels
should be central to strategies.

Wellbeing Offers
Responding to the growing demand for wellbeing-focused activities, such as yoga,
thermal spa treatments, or immersive stays in nature, can strengthen attractiveness.

AXIS VI - Managing Global Threats

a.

Flexibility in the Face of Uncertainty
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Developing resilience plans to respond to economic or climatic crises is essential. For
example, diversifying activities seasonally and investing in infrastructure adapted to
extreme conditions.

b. Innovation
Investing in technologies like virtual reality to enrich tourist experiences and remain
competitive internationally is key.

5.4 Measures for permeability

This chapter introduces permeability as a key element for the successful implementation of all
six axes of the POST strategy for polycentric tourism development. Permeability is presented not
just as a conceptual tool, but also as a practical driver of change. It refers to the capacity of
territories to facilitate seamless and dynamic flows of people, knowledge, services, and resources
across diverse destinations and institutions, supporting more connected and resilient tourism
ecosystems (Reid et al. 2024; Yang, 2024). Recent work has also questioned the extent to which
tourism practices truly reflect the principles of polycentricity, calling for more critical engagement
with what makes tourism “polycentric” in practice (Bellato et al., 2024).

In the context of polycentric tourism, permeability refers to how easily visitors can move, whether
within a single destination or across regional and national borders. It concerns the smoothness of
these movements and the many factors that shape them, such as infrastructure, accessibility,
regulations, information quality, and the level of cooperation between places. For example, a
visitor travelling between coastal towns along the Atlantic coast encountering seamless signage,
integrated mobility services, and consistent digital information would be experiencing high
territorial and digital permeability in practice. When these elements are well aligned, they create a
more welcoming and connected tourism experience. When misaligned, however, they become
actual barriers to flow and integration.

Promoting permeability is therefore essential to achieving coordinated governance,
inclusive stakeholder engagement, innovation, and territorial cohesion. It enables tourism
destinations to function as part of an interconnected and mutually reinforcing network. This aligns
with recent OECD recommendations, which stress the role of multilevel coordination and
territorial resilience in building stronger and more adaptive tourism systems (OECD, 2025).

To operationalise this concept, this chapter presents a set of permeability measures across five
key dimensions: territorial, digital; sociocultural; institutional, and communicational. These
measures are designed to support the implementation of the POST strategy by promoting
interregional coordination and facilitating real-world transformation across destinations. They do
not constitute a rigid set of rules, nor do they assume that all regions are starting from the same
point. Instead, they offer a set of minimum conditions and practical guidelines that each
destination, with its own particularities, can gradually work toward to strengthen its permeability
and better align with the overall polycentric tourism strategy.

Accordingly, the chapter aims to:
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1. Clarify the meaning of permeability in the context of polycentric tourism development.

Highlight its strategic importance across the model strategic axes.

3. Present concrete dimensions and measures that operationalise permeability in a
structured and practical way.

N

In doing so, the chapter establishes permeability as a fundamental tool for effective strategy
delivery, innovation, and long-term impact.

The strategic role of permeability

As introduced in the previous chapter, the Polycentric Tourism Model strategy is built around six
strategic axes (see chapter 5.3), each reflecting a vital aspect of developing sustainable tourism
in a balanced and interconnected way across the Atlantic territories. Although each axis has its
own focus, they are all interconnected, and they have the greatest impact when carried out
together. At the same time, it is recognised that different regions have different ways of planning,
governing and working, highlighting the need for cooperation at multiple levels of governance.
Recent empirical research has shown that polycentric governance structures - especially when
driven by local and private actors - can effectively manage cross-border resources and
institutional complexity, strengthening collaboration across territories (Clark & Nyaupane, 2024).

In this shared framework, permeability emerges as a vital enabler. It acts as the connective tissue
that links destinations through shared practices, knowledge, flows of people and resources, and
co-developed solutions. Table 1 below summarises how permeability contributes to each of the
six axes of the POST strategy.

Table 3) Role of permeability within each strategic axis

Axis | — Strengthening the Supports the diversification of tourism offerings through
Tourism Offer improved access and co-creation.

Axis Il — Improving Enables physical and digital connectivity between destinations.
Infrastructure and Mobility

Axis Il — Digital Facilitates integrated communication and visitor services
Transformation through digital tools.

Axis IV — Cooperation and Promotes institutional alignment and collaborative governance.
Partnership

Axis V — Adapting to Trends Supports sustainable visitor management and adaptive
and Challenges response.

Axis VI — Managing Global Enables real-time communication and adaptive responses to
Threats risk.

As observed, permeability cuts across all six strategic axes, helping to transform the Polycentric
Tourism Model vision into practical interconnected solutions. It should be noted, however, that the
enabling role of permeability extends beyond the strategic level. It becomes tangible through the
specific actions associated with each axis. These actions, detailed in the following chapter, are
not isolated initiatives. Rather, they are designed to reinforce one another and activate different
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dimensions of permeability in practical terms. For instance, an improved transport network (axis
II) combined with a shared cultural branding strategy (axes | and 1V) not only enhances mobility
but also amplifies visitor awareness and regional coherence.

In short, permeability is the underlying force that ties the strategy together. It supports open
systems, collaborative thinking, and innovation across all axes.

Dimensions of permeability

To support effective implementation of the POST strategy, permeability is structured around five
operational dimensions. Each represents a distinct way in which destinations can strengthen their
connections, whether by improving physical mobility, enhancing digital tools, aligning governance,
fostering social engagement, or communicating more effectively. These dimensions are:

v Territorial Permeability

This dimension refers to the ease with which visitor can travel between locations. It
depends on practical elements such as well-integrated transport systems, signage, shared
infrastructure, and soft mobility options (e.g. cycling lanes, pedestrian routes) that make
journeys more accessible.

v/ Digital Permeability

Digital permeability refers to technologies and tools that link destinations and enhance the
visitor experience. This includes joint platforms, mobile apps, open data, digital guides,
and gamification strategies (e.g. earning points for visiting lesser-known sites) that enable
seamless and intelligent travel.

v Sociocultural Permeability

Focusing on people and participation, this dimension promotes community involvement in
planning, supports local training, and encourages co-creation of authentic experiences
that reflect local identity, values and traditions.

v Institutional Permeability

This dimension focuses on governance models that help align local policies and strategies
across different regions. It includes cross-border collaboration, joint decision-making, and
the shared implementation of tourism strategies (e.g. Joint Tourism Action Plan).
Examples include cross-border working groups, integrated destination management
boards, or joint tourism masterplans.

v/ Communicational Permeability

This dimension concerns how destinations communicate and promote themselves. It
includes storytelling, collaborative promotional campaigns, social media engagement, and
shared narratives that resonate across regions. These efforts strengthen visibility, build
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trust, and support collaboration across networks. In times of crisis, aligned communication
channels ensure coherent messaging, supporting risk mitigation strategies under axis VI.

The five dimensions of permeability offer a practical framework for action. When viewed in
relation to the six strategic axes of the POST model, their relevance becomes even clearer. The
table below illustrates how each dimension supports the implementation of the strategy,
highlighting how different aspects of permeability take shape on the ground.

Table 4) Alignment between Permeability dimensions and the POST strategic axes

Territorial

- Transport integration
- Signhage

- Shared infrastructure
- Soft mobility

- Axis | - Strengthening the Tourism
Offer

- Axis Il - Improving Infrastructure
and Mobility

Digital

- Joint digital platforms
- Tourist apps

- Real-time data

- Digital guides

- Gamification

- Axis Il - Digital Transformation
- Axis VI - Managing Global Threats

Sociocultural

- Community involvement
- Local Training
- Co-creation of experiences

- Axis | - Strengthening the Tourism
Offer

- Axis V - Adapting to Trends and
Challenges

Institutional

- Governance models
- Local and cross-border
partnerships

- Axis IV - Cooperation and
Partnership

- Axis V - Adapting to Trends and
Challenges

Communicational

- Destination storytelling

- Shared promotional
campaigns

- Influencer marketing

- Social media

- Axis | - Strengthening the Tourism
Offer

- Axis Il - Digital Transformation

- Axis IV - Cooperation and
Partnership

Building on this alignment, it is important to recognise how the strategic actions associated with
each POST AXIS also reflect and reinforce the permeability dimensions in practical and concrete
ways. These actions are, in fact, interconnected rather than isolated, with many contributing to
more than one dimension. This reinforces the integrated nature of the model and underscores its
potential to foster meaningful change across multiple levels of the tourism system.

The table below presents a detailed mapping of how each strategic action contributes to
dimensions of permeability, offering a practical view of how the strategy is implemented on the

ground.
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Permeability measures

To translate strategy into coordinated action, the POST model links its strategic axes and related
actions (presented further at chapter 5.5) to five permeability dimensions. These are grouped into
four practical permeability measures, each representing a strategic cluster of actions that work
together to support implementation.

The five permeability dimensions enables the grouping of actions into four broader permeability
measures. These are not additional or standalone initiatives, but rather strategic clusters that
illustrate how various actions work together to support the effective implementation of the model.

Each measure integrates multiple permeability dimensions to create a more holistic approach.
Rather than operating in isolation, each measure complements one another, enhancing mobility,
strengthening governance, improving communication, and fostering cooperation across
destinations.

These permeability measures serve as practical implementation pathways. They reflect
cross-cutting efforts that activate several dimensions simultaneously, making the strategy more
actionable and adaptable to the diverse contexts found across the Atlantic Area.

In total, four permeability measures are proposed, contributing to transformation across
territorial, digital, institutional, sociocultural, and communicational levels.

To reflect the shared vision and spirit of collaboration behind the Polycentric Tourism model, each
measure includes the term "Atlantic". This reinforces the idea that, although each measure
responds to local needs and contexts, they are all part of a broader, collaborative effort to build
stronger connections and promote a more sustainable tourism landscape across the Atlantic
region.

The four proposed permeability measures are:

v/ Atlantic Territorial Network & Accessibility

This measure primarily draws on the territorial, institutional, and digital dimensions. It
focuses on improving physical connectivity (e.g., transport systems, soft mobility), shared
infrastructure, and cross-border/cross-region coordination. It supports better visitor flow,
territorial integration, and policy alignment among destinations.

v Atlantic Thematic Routes

Centred in the institutional, digital, and communicational dimensions, this measure
connects destinations through shared themes, whether cultural, natural, or historical. It
requires collaborative governance, connecting digital platforms, and alignment
promotional efforts to turn thematic routes into tangible experiences.
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Pilot themes could include maritime heritage routes, connecting ports, museums, and
coastal communities.

v/ Atlantic Join Digital Marketing Campaigns

This measure mobilises the communicational, sociocultural, and territorial dimensions. It
includes joint branding efforts, coordinated social media campaigns, partnerships, and
storytelling initiatives that allow destinations to share a common voice while also
highlighting the uniqueness of their local identities and values.

v Atlantic Tourism Training

Built on the institutional and communicational dimensions, this measure strengthens
capacity building through cross-border training, peer learning, and professional
development. It helps tourism stakeholders align their efforts, improve coordination, and
build a shared understanding of the POST strategy. Training modules should evolve in
response to new technologies, visitor trends, and environmental considerations.

These measures offer a practical way to organize implementation and promote alignment across
regions. Each provides a common direction, helping territories coordinate their efforts while
responding to local needs.

The following table summarizes the four proposed permeability measures, their strategic focus,
activated dimensions, and the main expected impacts in the implementation of the polycentric
tourism strategy. These measures should not be seen as isolated initiatives, but rather as
instruments for activating that model, fostering synergies between local power and the shared
goal of a more cohesive, sustainable, and balanced tourism system.

Table 5) Overview of Permeability Measures and Expected Impacts

Reduction of
Strengthen Transport geographic barriers,
Atlantic physical and o services, improved
o . Territorial, o . .
Territorial functional I~ mobility interregional
. Institutional, .
Network & connectivity . networks, access, policy
. Digital . .
Accessibility between regional alignment, and
destinations planning strengthened
territorial integration
. - . - P i f
Atlantic Create Digital, Trails, digital ro.motlon ©
: cross-border C regional shared
Thematic . Communicational, | tools, shared . . L
tourism L identity, valorisation
Routes Institutional governance
products of underused
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around shared cultural and natural
themes resources, and
diversification of
tourism flows

Increased visibility
of underpromoted

Atlantic Joint Promote o F:ampalgns, destlngtlo.ns,
. Territorial, influencer cohesion in
Digital shared . .

. ) Sociocultural, outreach, cross-regional
Marketing branding and " . .
Campaians storvtellin Communicational | narrative messaging, and

palg i 9 building stronger authenticity
and community
engagement
Empower
stakeholders,
improved shared
Build Trainin gtor;imearn:lie,nment

Atlantic Tourism | institutional and | Communicational, 9, . ) 9 .g .

Trainin rofessional Institutional peer-learning, in the application of

g P . webinars the POST strategy,

capacity

and a common
language among
tourism
stakeholders.

Taken together, these measures provide a clear framework for coordinated implementation,
aligning local strategies under a shared strategic vision.

Implementation support and evaluation

Successful implementation of these measures requires specific support structures to be in place.

They include:
v’ Practical tools and frameworks
Self-assessment guides, planning templates with checklists, toolkits, and other resources

to assess current permeability status and develop structured improvement plans.

v/ Capacity building
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Training sessions, webinars, and peer-learning initiatives that equip local and regional
actors with the knowledge and skills needed to implement the measures with confidence
and consistency.

v’ Pilot initiatives

The identification and support of lead regions or destinations that can serve as pilots for
on the ground implementation, generating valuable insights and replicable models across
the Atlantic Area.

v/ Multi-Level partnerships

Strong collaboration among public authorities, destination management organisations
(DMOs), NGOs, academia, and businesses to co-design, implement, and sustain the
measures in real-world scenarios.

To ensure the effective implementation of the polycentric tourism strategy, it is also important to
track progress, evaluate impact, and support adaptive management across the permeability
dimensions. For this purpose, the following table provides an overview of a range of Key
Performance Indicators (KPIs), organised by permeability measure and aligned and monitoring
frequency.

Table 6) KPIls Framework: Permeability Measures

- % of tourist routes with multimodal transport
connections Annually

Number of soft mobility networks implemented

- Number of shared digital platforms

Digital Permeability - Number of real-time data tools deployed Quarterly

User engagement with digital services

= Number of community-led tourism initiatives

% of co-created experiences involving local Quarterly

stakeholders

- Number of cross-border cooperation agreements

Territorial
Permeability

Sociocultural
Permeability

Institutional L ) o

- - Participation rates in governance and joint Quarterly
Permeability . .

decision-making forums
- Reach and impressions of joint promotional

Communicational campaigns i

- : . Bi-annuall
Permeability - Engagement rate on shared social media ! uaty

- Number of joint storytelling initiatives

Expected outcomes and conclusion
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By implementing permeability measures, the Polycentric model strategy is expected to generate a
wide range of outcomes across the Atlantic Area. Specifically, these include:

Stronger connectivity and coordination between destinations, making it easier for visitors to
explore multiple locations:

v/ Smarter and more efficient use of resources, through better aligning of policies and
efforts across various regions and institutions.

v’ An enhanced overall visitor experience, enabling seamless multi-stop journeys and
reducing friction during travel.

v/ Greater innovation within tourism systems, increasing their flexibility and responsiveness
to change.

v’ A reinforced shared regional identity and deeper cross-border collaboration, helping to
position the Atlantic Area as a unified and diverse destination.

v Reduce the negative impact of overtourism promoting at the same time a more

cohesive and harmonious regional development within the Atlantic Area.

To conclude, permeability is more than a technical concept - it represents a fundamental shift in
mindset toward openness, connection, and shared growth. When embedded into tourism
planning and action, permeability transforms the POST strategy from a structural framework into
a dynamic catalyst for real change.

Ultimately, this approach is what makes polycentric tourism development not only possible but
sustainable. By fostering cooperation among multiple centres rather than concentrating efforts in
a few hotspots, permeability enables a more balanced distribution of visitors, benefits, and
responsibilities. With the right structures, partnerships, and vision in place, territories across the
Atlantic have a unique opportunity to lead the way in building more inclusive, resilient, and truly
polycentric tourism systems.

5.5 Proposals of Actions and Inspiring Good Practices

The first step for implementing the Polycentric Sustainable Tourism is to define specific actions
aiming at leading to achieve the objective and results stated in the previously presented strategic
axes.

As a guide, the model has defined the following typology of actions implementers can choose
from (and adapt) to materialize those axes at a specific territorial level. The types of actions
proposed below were drafted to:

e Allow the implementers to choose the actions answering to the specific challenges and
opportunities their territory is facing (e.g., based on their SWOT analysis or on priority
issues requiring intervention).
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e Select the type of key-actions according with their legal competences and intervention
areas as well as the available resources (the action selected should be adapted to the
available budget, technical team and to the type of entity the implementer represents).

e Also, KIPs, target groups and monitoring system should be adapted to the real follow-up
capacity. All of these variables may evolve and be reviewed during the implementation
process.

As in the previous chapters this one was developed as a part of new tourism model — the
polycentric sustainable tourism model. With this regard, the proposed actions should be wider
and generic enough to be used (dully adapted) by any region of the Atlantic Area. Application to a
concrete neighbour, city or region should be supported by the model tools kits and the model
must be able to generate tourism strategies designed to the specificities of that territory.

In this context, each proposed action has been drafted to present a concrete answer to one
specific dimension (intervention aim) of the proposed axes. The final output should be interpreted
as catalogue of possible actions from which implementers can select and adapt, according to
their local conditions.

The structure of the action proposals answers to the methodology established for the model
(chapter 2).

5.5.1 Action 1 — Immersive Tourist Experience

Strategic Axis
| - Strengthening the Tourism Offer

Intervention aims
Objective

Strengthening the tourism offer throughout the design and implementation of immersive,
sensory-rich visitor experiences that deepen emotional connection, enhance satisfaction, and
reflect the destinations unique culture and heritage.

Justification
Most Atlantic Area destinations are close to major urban centres which is an advantage,
because the potential number of tourists destinations boast a rich cultural and historical
heritage. To boost the attractiveness of destinations, it is essential to diversify approaches
centred on existing strengths, adopting a more experiential perspective. This can include
initiatives, which modernise and enrich traditional tourist offerings. For example, immersive or
interactive tours can transform a standard visit into an unforgettable experience.

In the fields like heritage, gastronomy and wine tourism, for example, it will be essential to
explore new approaches. Initiatives such as culinary workshops, sensory trails, or thematic
events can highlight local expertise and attract a diverse clientele.

e Strengths leveraged:
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o Most Atlantic area destinations are close to major urban centres which is an
advantage, because the potential number of tourists destinations boast a rich
cultural and historical heritage

o The renowned quality of their local gastronomy and wines can also attract an
important number of visitors

o The preservation of rural landscapes and community life that can be found in the
majority of the destinations adds authenticity, which is also something that
tourists looks for

o Rich cultural and heritage assets - The type of actions here included capitalises
on destinations unique cultural identity and storytelling traditions by transforming
them into immersive, engaging experiences that reflect local people, places, and
customs

o Strong sense of place and authenticity - The focus on emotional connection and
sensory engagement enhances the already strong appeal of authentic
destinations, reinforcing what visitors value most-real, meaningful encounters

e \Weaknesses addressed:

o In terms of tourist offers, there is a lack of a broad range of segmented tourist
experiences in some regions

o Over-Reliance on Traditional or Passive Tourism Models. The action reimagines
the visitor experience, shifting away from static displays and passive tours,
addressing the lack of innovation in some attractions.

o Limited Visitor Engagement and Dwell Time. Immersive elements extend visitor
engagement, encourage repeat visits, and increase time spent at the
attraction—supporting higher economic yield.

e Opportunities seized:

o Growth of experiential and sustainable tourism, with visitors seeking authentic,
heritage-based stays.

o There are still some lesser-known activities and monuments in rural areas that
could be promoted to attract a higher number of tourists. By broadening the
offer, the number of people potentially interested in visiting the destination
increases, and so does the probability of increasing the average length of stay
for existing tourists.

e Threats mitigated:

o In certain areas of high natural and heritage value or in some urban centres,
there is also the risk of over-tourism, which could lead to the degradation of the
resources and of the quality of visiting

o Negative Environmental or Cultural Impacts of Tourism. By focusing on
meaningful, slower, and more respectful experiences, the model supports
sustainable practices and helps protect both cultural and natural assets.

o The threat of competition from nearby locations with better infrastructure and
offerings, as well as from other destinations with similar tourist propositions.

Today’s tourists seek meaningful connections with the places they visit—its culture, its people,
and its stories. They no longer want to be passive observers. Instead, they crave rich, authentic
experiences that surprise and engage them, sparking curiosity and emotional connection.
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Immersion lies at the heart of this desire. It's a key driver of visitor satisfaction, shaping how
memorable and impactful a visit becomes. As a visitor attraction developer, your challenge is to
design experiences that go beyond the surface—inviting guests to participate, explore, and feel
part of something unique.

An immersive experience captivates the imagination, making the visitor feel fully involved and
emotionally invested.

True immersion happens when all the senses are engaged—when sight, sound, smell, touch,
and even taste play a role.

To achieve this, transform your attraction’s stories into living experiences—create action, foster
interaction, and encourage conversation. These elements build emotional resonance and
create lasting memories.

Clearly communicate how your experience will make the visitor feel—what sets it apart, why it
matters, and how it's unlike anything else.

For maximum impact, highlight what makes the experience unique and authentic—its heritage,
landscapes, or traditions—making it not just memorable, but meaningful.

Type of Key Activities

1. Story Mapping & Content Development
o ldentify core stories of the place—local legends, community history, cultural
practices, natural features.
o Co-create narratives and storytelling with local communities, artists, historians,
and cultural custodians.
o Emphasise authenticity and emotional relevance in storytelling.
2. Sensory Design Integration
o Design experiences that engage the senses.
m Visual storytelling, costumes, scenic views.
Sound: Live music, ambient soundscapes, spoken word.
Touch: Tactile elements (craft, tools, artifacts).
Taste: Local food, flowers, herbs, ...
Smell: sea breeze, greens and wood, ...
o Use sensory triggers to create memory anchors.
3. Interactive Experience Creation
o Develop opportunities for hands-on participation (e.g. traditional craft, cooking,
dancing, foraging).
Include guided conversations, story circles, and visitor-led exploration.
Utilise technology (AR/VR, apps) where appropriate to enhance, not replace,
human interaction.

58



interreg
Atlantic Area

POST

Co-funded by
the European Union

o Create immersion offers in the territory's life (encourage farmers and winers to
create offer with accommodation, and live their life, producing cheese or wine,
shaving sheep, etc.)

4. Staff Training & Community Involvement

o Train front-line staff in storytelling, emotional engagement, and cultural
sensitivity.

o Engage local communities as experience hosts, interpreters, and cultural
ambassadors.

5. Brand Positioning & Communication

o Develop messaging around how the experience will make visitors feel.

o Highlight what makes the experience uniquely - not just where it is, but why it
matters.

o Promote values: authenticity, sustainability, participation, and memory-making.

Target Audience
e Tourists / Visitors
Local Communities
Local Businesses (e.g., crafts, food, hospitality, transport)
Visitor Attraction Developers & Managers
Cultural Practitioners & Creative Professionals
Policymakers & Tourism Boards
Responsible Organization(s)
The National Destination Management Organisation
Local Destination Management Organisations (DMOs) / Regional Tourism Offices
Local Authorities/ Municipalities (e.g., Municipalities, Heritage Offices)
Industry Partners (Visitor Attractions, Experience Developers, Tour Operators)
Community & Cultural Organisations
Stakeholders to be Involved
National tourism strategy, funding, and experience development support
Local Authorities/ Municipalities
State Management of heritage sites and assets
Sustainable tourism bodies
Local development companies and LEADER programme bodies — Rural development
funding and support
Cultural advocacy groups — Ensuring inclusivity, authenticity, and cultural preservation
Visitor attractions — Direct delivery of immersive experiences
Accommodation providers — Integration of experiences into visitor stays
Tour operators and guides — Promotion, delivery, and storytelling
Craft producers, food & drink vendors
Local residents and cultural custodians — Co-creators of authentic content
Minority groups
Youth groups, schools, Universities and Institutes of Technology
Cultural and heritage studies departments

Key Performance Goals (KPls)
e Increase in Visitor Satisfaction Score increasing rating in post-visit surveys.
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Measured Increase in average time spent at the attraction and repeat Visitation Rate.
e Local Business Revenue Growth by increase in sales related to the tourism experience
and Visitor Spend Per Head.
e Increase in the number of Local Suppliers Engaged through experience components
sourced locally.
Sustainable Travel Adoption through visitors using green transport options.
o Development of immersive tourism experiences across multiple regions within two
years.
e Growth in visitation to under-promoted destinations implementing immersive formats.
e Creation of regional gamification or digital storytelling projects launched collaboratively.
Monitoring & Follow-up Indicators
e Carbon & Sustainability Audits using established tools (e.g., GHG Protocol)
CRM/Booking System Analytics to monitor visitor patterns and repeat visits.
Visitor flow and time-spent data, gathered via mobile apps or ticketing systems.
Feedback from local providers and municipalities on economic and social impact.
Analysis of content reach and user engagement (e.g., digital trail usage, video views,
AR interactions).
e Sustainability and carrying capacity monitoring to ensure experiences remain
low-impact.
e Phase 1 (1-6 months): Conduct audience research and sensory audits of current
experiences. Facilitate community workshops to identify local stories and resources.
e Phase 2 (6—-12 months): Create experience blueprints with sensory elements and
interaction points. Collaborate with designers, artists, and cultural practitioners.
e Phase 3 (12-15 months): Build physical and interpretive infrastructure. Develop and
deliver immersive training modules for staff and guides.
e Phase 4 (12-18 months): Soft-launch pilot experiences with feedback loops. Begin
targeted marketing, emphasising emotional and cultural uniqueness.
e Phase 5 — (Ongoing): Evaluation & Evolution Gather visitor feedback and make iterative
improvements. Explore seasonal and thematic variations for return visits.

Benchmarking & Best Practices
Project inspiring good practices
e TERRA AVENTURA (FRANCE): A geo-gamified trail system that transforms rural
discovery into a playful, story-rich adventure, promoting lesser-known towns.
Other good practices to be used as source of inspiration:
e BASQUE CULINARY CENTER (SPAIN): Uses participatory food labs and educational
tasting journeys to position gastronomy as an immersive asset.
e MUSEUM OF NEW ZEALAND TE PAPA TONGAREWA (WELLINGTON, NZ):
World leader in immersive storytelling and bicultural interpretation, Te Papa blends
Maori culture, community voices, and interactive technology to create emotionally
powerful exhibits. Story-driven cultural immersion with authenticity and respect
e EPIC: THE IRISH EMIGRATION MUSEUM (DUBLIN, IRELAND): Example of an
interactive, tech-enhanced visitor experience rooted in heritage. EPIC uses
touchscreens, projections, and personal stories to bring Irish emigration to life. Using
technology to enrich immersive heritage storytelling




interreg

Atlantic Area

POST

Co-funded by
the European Union

e LA FERME DE FILLES (CAPTIEUX, FRANCE)- Example of immersive offers in the
territory's life/traditions
EN IMMERSION (FRANCE) - Example of micro-immersions of 3 to 6 days to discover
the terroirs

5.5.2 Action 2 - Heritage Hub: Showcasing and Promoting Cultural and Natural Sites

Strategic Axis

| - Strengthening the Tourism Offer
Intervention aims

A1.b - Showcasing Cultural and Natural Heritage

Objective

To enhance the visibility, accessibility, and value of cultural and natural heritage across the
territory by creating a collaborative, digital platform that brings together diverse heritage
resources—especially lesser-known sites—under a unified identity. This initiative aims to
encourage tourism flow redistribution, attract new visitor profiles, and foster stronger
community involvement in heritage stewardship and sustainable tourism development.

Justification

e Strengths leveraged:
o Rich cultural and historical heritage, with a diversity of natural landscapes.
o Authenticity of rural landscapes and community traditions.
o Presence of existing tourism services (accommodations, restaurants, outdoor
activities).
e \Weaknesses addressed:
o Lack of a segmented range of tourist experiences.
o Insufficient digital services and tourist information.
o Limited collaboration between tourism stakeholders.
e Opportunities seized:
o Increasing demand for authentic, lesser-known destinations.
o Digitalization trends facilitating tourist information and booking.
o National strategies promoting low-carbon mobility, increasing accessibility to
rural heritage sites.
e Threats mitigated:
o Competition from better-equipped destinations.
o Risks of over-tourism in certain high-traffic areas by promoting alternative
locations.
o Depopulation of rural areas by integrating local communities into tourism
development.

Description
The Heritage Hub initiative will develop a comprehensive, user-friendly database of cultural and
natural heritage sites in the territory. The database will categorize sites based on:
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Types of Key Activities

1.

Target Audience

Responsible Organization(s)

Type (historical, cultural, natural, gastronomic, experiential, etc.).
Certifications and awards (e.g., UNESCO, European Heritage Label).
Accessibility level.

National recognition labels

Entry fees, opening hours, and available services.

Available experiences (e.g., guided tours, local festivals, workshops).

Data Collection & Categorization — Local authorities will collect and manage
information from the private sector (accommodations, restaurants, tour operators) and
public sector resources (museums, archaeological sites, natural parks).

Digital Platform Development — Creating an interactive, multilingual website and
mobile app with personalized recommendations and real-time updates.

Community Engagement & Capacity Building — Training local businesses and
tourism operators on digital marketing and sustainable tourism practices.

Strategic Marketing & Promotion — Targeted campaigns focusing on lesser-known
sites, using social media, travel influencers, and digital storytelling.

Event Organization & Seasonality Management — Supporting local festivals and
off-season events to attract tourists beyond peak months

Packaging - Creating tourism offers/packages that allow to enjoy the territories heritage

Tourists (domestic and international, cultural enthusiasts, sustainable travellers).
Local businesses (hotels, restaurants, tour operators, local artisans).

Cultural and environmental organizations.

Municipalities and regional governments.

Academia and research institutions (for documentation and conservation strategies).

Local authorities and regional governments — In charge of collecting and updating
information from both the private and public sectors.

National tourism boards — Providing support and coordination at a higher level.
Public institutions managing cultural/natural heritage — Ensuring accurate and
up-to-date information on museums, archaeological sites, national parks, etc.
Stakeholders to be Involved

Local authorities and municipalities (data collection, updating information).
UNESCO and heritage protection organizations (heritage site recognition and
certification).

Travel and tourism associations (collaborating on marketing and promotion).
Private sector (hotels, tour operators, restaurants, etc.) — Providing business data and
participating in promotional efforts.

Technology providers (for digital platform development and maintenance).
Universities and research centres (for heritage documentation and conservation
strategies).

Key Performance Goals (KPls)

m ﬁ
R



interreg

Atlantic Area

POST

Co-funded by
the European Union

e Digital database of heritage points of interest populated across participating regions.
Number of sites or resources identified and included in it.
Launch of multilingual web/app platform.
Increase in visitation to featured lesser-known sites.
Local stakeholders trained in storytelling and sustainable tourism.
Off-season events supported and promoted through the platform.
Number of local businesses and tourism operators trained to participate in and use the
platform.
Number of users and platform visitors (web and mobile).
Reach and engagement of social media campaigns launched, measured through
impressions, shares, click-throughs, and hashtag usage.
e Visitor satisfaction rate for digital usability and overall experience (measured through
surveys and feedback forms).
Monitoring & Follow-up Indicators
e Event participation numbers (local festivals, workshops).
Feedback from local businesses and communities.
Website and app analytics: Number of visitors, interactions, itinerary generation.
Site visitor data collected via tourism boards or integrated ticketing.
Engagement from SMEs and cultural actors (participation rates).
Visitor satisfaction and qualitative feedback on platform usability.
Media impact: Shares, mentions, and campaign reach across digital channels.
Estimated Implementation Timeline

e Phase 1 (Months 1-12): Research, data collection, stakeholder consultations.

e Phase 2 (Months 12-18): Development of digital database and platform.

e Phase 3 (Months 12-18): Launch of marketing campaigns and event partnerships.

e Phase 4 (Ongoing): Monitoring, feedback, and iterative improvements.

Benchmarking & Best Practices
Project inspiring good practices

e GEODESTINOS (GALICIA, ESPANA)- This would be at a local level but can be
extrapolated (the way they include different types of attractions and services to the
territory promotion).

e TERRA AVENTURA (FRANCE) — The database creation for the sites categorization. It
can be used as a model to activate sites listed in the Heritage Hub with a digital, playful
layer.

Other good practices to be used as source of inspiration:

e EUROPEANA - A digital platform showcasing Europe’s cultural heritage.

e "SPIRIT OF THE HIGHLANDS" (SCOTLAND) — Uses digital storytelling to connect
smaller heritage sites and distribute visitor interest away from hotspots.

e CULTURAL ROUTES OF THE COUNCIL OF EUROPE — Multi-country thematic routes
that promote slow tourism and lesser-known heritage.

5.56.3 Action 3 — Greenways
[A1.c] Touring Tourism
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Strategic Axis
| - Strengthening the Tourism Offer
Intervention aims

A1.c - Touring Tourism

Objective
Attracting visitors away from the busy traditional tourist centres and into rural communities and
the associated job creation potential in local tourism and hospitality businesses.

Justification

Greenways of scale and appropriate standard that have significant potential to deliver an
increase in activity tourism and are regularly used by overseas visitors, domestic visitors
and locals thereby contributing to a healthier society through increased physical activity.

Greenways that provide a substantially segregated offroad experience linking towns and
villages, showcasing places of interest, recreation and leisure in areas with beautiful
scenery of different types with plenty to see and do.

° Strengths leveraged:

o The preservation of rural landscapes and community life that can be found in the
majority of the destinations adds authenticity, which is also something that
tourists are looking for.

o Destinations boast a rich cultural and historical heritage, alongside a diversity of
natural resources — forests, beaches, mountains - which are frequently one of
the main reasons why tourists choose a destination

o The renowned quality of their local gastronomy and wines can also attract an
important number of visitors.

° Weaknesses addressed:

o In terms of tourist offers, there is a lack of a broad range of segmented tourist
experiences in some regions. accommodation diversity remains sometimes
limited

o Tourism infrastructure is fragmented and insufficient in some of the regions:
inadequate road conditions, irregular bus services, and an underdeveloped
railway network, which can hinder the smooth movement of tourists.

o The limited cooperation and networking between different tourism stakeholders,
which prevents the development of a cohesive tourism experience

° Opportunities seized:

o Changes in tourist preferences present further opportunities. There is a growing
trend for healthier lifestyles and well-being, as well as a demand for more
authentic destinations.

o Mobility is a key issue for the tourism industry. Most of the countries in the
Atlantic area set up national strategies focused on the development of
low-carbon mobility, including the promotion of trains, electric cars, public
transport, and bike lanes
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o By broadening the offer, the number of people potentially interested in visiting
the destination increases.

o Growth of experiential and sustainable tourism, with visitors seeking authentic,
heritage-based stays.

° Threats mitigated:

o Protecting the environment is an increasingly important concern for Europeans,
tourism could suffer from the negative impacts it can generate

o The aging population and depopulation of rural areas could pose a long-term
threat to tourism, as there are already difficulties to hire qualified people.

o In certain areas of high natural and heritage value or in some urban centres,
there is also the risk of over-tourism, which could lead to the degradation of the
resources and of the quality of visiting

o Another threat is the competition from nearby locations with better infrastructure
and offerings, as well as from other destinations with similar tourist propositions.

This action focuses on developing high-quality, greenways that offer a predominantly off-road,
safe, and scenic experience connecting towns and villages. Designed to attract both
international and domestic visitors, as well as local users, these greenways promote physical
activity and contribute to a healthier society. By showcasing diverse landscapes, cultural
landmarks, and recreational opportunities, they serve as a compelling alternative to traditional
tourist hotspots, drawing visitors into rural areas. This shift supports the revitalisation of local
communities and stimulates job creation in tourism, hospitality, and related sectors.

Local consultation:

In order to ensure a successful Greenway development, it is vital that those who are proposing
such developments do so in such a way as to ensure, in so far as is possible, that there is buy
in and support locally. Early engagement, with the local community and particularly landowners
that may be affected either directly or indirectly, before any decisions regarding route selection,
is vital.

Land access for Greenways:

The preferred model for future Greenways is to use lands already in the undisputed ownership
or control of the State, either through Government Agencies, Government Departments or
Local Authorities. The advantages that this model provides include certainty of permanent
unrestricted access, clarity in relation to liability for any insurance claims and certainty of
responsibility for maintenance and upkeep.

Target Audience
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The target audience for this initiative includes a diverse range of users, from international and
domestic tourists seeking active and nature-based experiences to local residents looking for
accessible recreation options. Key segments include cycling and hiking enthusiasts, families,
older adults, and wellness-focused travellers who value sustainable and scenic travel
opportunities. Additionally, the greenways appeal to educational groups, Nature based-tourists,
and cultural explorers interested in discovering rural heritage and lesser-known destinations.

By catering to this broad audience, the initiative supports inclusive tourism growth while
fostering community engagement and healthier lifestyles.

Responsible Organization(s)

e Local authorities and regional development agencies play a central role in planning,
funding, and maintaining the infrastructure.

e National tourism bodies and transport departments contribute strategic guidance and
promotional support to ensure alignment with broader tourism and mobility goals.
Environmental and heritage organisations help ensure that routes are developed
sustainably and highlight local natural and cultural assets.

e Additionally, partnerships with local businesses, community groups, and landowners are
essential to foster local ownership, enhance visitor experiences, and maximise the
economic benefits for rural areas.

Stakeholders to be Involved

e Local and regional authorities responsible for infrastructure and land use planning, as

well as national government departments overseeing tourism, transport, and

environmental protection.

Local communities and residents are key stakeholders, offering insights into the needs

and values of the area while benefiting from improved amenities and economic

opportunities.

e Tourism operators, hospitality providers, and small businesses play a vital role in
delivering services and enhancing the visitor experience.

e Environmental and cultural heritage groups ensure the routes are developed in a way

that respects and promotes the natural and cultural assets of the region.

Additionally, cycling and hiking advocacy organisations contribute expertise on user

needs and best practices in trail design and safety.

Key Performance Goals (KPls)

e Increased Visitor Numbers: Achieving year-on-year growth in both domestic and

international tourists using the greenways.

e Local Economic Impact: Boosting revenue for local tourism and hospitality businesses,
with a specific focus on rural job creation.

e Health and Wellbeing: Encouraging regular use by local residents, contributing to
increased levels of physical activity and overall community health.

e Sustainable Mobility: Promoting eco-friendly travel by providing viable alternatives to
car-based tourism, especially through cycling and walking.

e Sustainable Tourism Indicators:

o Modal Shift: Reduction in car travel to and within tourist areas through promotion
of cycling and walking.
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o Carbon Footprint: Measurement of reduced CO, emissions due to eco-friendly
travel alternatives.

o Environmental Quality: Preservation or enhancement of local biodiversity and
natural landscapes along routes.

o Waste Management: Availability and usage of waste and recycling facilities
along greenways.

o Sustainable Business Practices: Increase in number of tourism businesses
adopting eco-certifications or sustainable operations.

e User Satisfaction: Maintaining high levels of visitor satisfaction through well-maintained
infrastructure, signage, amenities, and accessibility.

e Environmental Stewardship: Ensuring that greenway development preserves and
enhances the natural and cultural environment, meeting sustainability and conservation
standards.

Monitoring & Follow-up Indicators

e Visitor Numbers and Demographics: Regular tracking of user counts (e.g. through
counters or surveys) and profiling of visitors (local vs. tourist, age groups, etc.).

e Economic Impact Metrics: Monitoring increases in local business revenues, overnight
stays, and tourism-related employment in areas served by the greenways.

e Usage Frequency by Locals: Measuring the extent to which residents use the
greenways for commuting, recreation, and exercise.

e Health Outcomes: Collaborating with health agencies to assess changes in physical
activity levels and related health indicators in local populations.

e Sustainability Metrics: Monitoring environmental indicators such as biodiversity impact,
carbon savings from reduced car travel, and maintenance of natural landscapes.

e Infrastructure Quality: Regular audits of trail conditions, signage, safety features, and
user amenities to ensure high standards are maintained.

e User Satisfaction: Conducting periodic surveys and collecting feedback to gauge user
experiences and identify areas for improvement.

e Community Engagement: Tracking involvement of local stakeholders in planning,

promotion, and maintenance activities.
Phase 1: Planning and Consultation (Months 1-6)

e Stakeholder engagement and community consultation

e Feasibility studies and route selection

e Environmental assessments

e Initial funding applications and budget planning

Phase 2: Design and Approvals (Months 7—-12)

e Detailed route design and engineering plans

e Securing planning permissions and land agreements

e Finalising partnerships with key organisations

e Procurement planning for construction and services

Phase 3: Construction and Development (Months 13—-24)

e On-ground construction of trails, signage, amenities, and support infrastructure

e |Installation of safety features and eco-friendly facilities (e.g. e-bike stations, waste bins)

e Landscaping and integration of recreational and heritage features
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Phase 4: Launch and Promotion (Months 25-30)

e Soft launch for community use and feedback

e Marketing campaigns targeting domestic and international visitors

e Collaboration with tourism operators and local businesses for launch events

Phase 5: Monitoring and Continuous Improvement (Months 31 onwards)

e Ongoing performance monitoring and user feedback collection

e Regular maintenance and upgrades

e Adaptive management based on indicator data and stakeholder input

Benchmarking & Best Practices
Other good practices to be used as source of inspiration:

e EUROVELO NETWORK (EUROPE): Benchmark route design, signage standards, and
integration with public transport systems.

e GREAT WESTERN GREENWAY (IRELAND): use as a model for rural regeneration
through tourism and community engagement.

e THE NETHERLANDS & DENMARK CYCLE ROUTES: Learn from their world-class
infrastructure, user safety measures, and integration with urban and rural planning.
https://www.visitdenmark.com/denmark/things-do/cycling/cycling-routes-denmark

e THE IRON PATH (SALAMANCA, SPAIN): pedestrian route that runs along a section of
the railway line closed to traffic and upgraded, which combines the grandeur of the
most representative civil engineering of the 19th century with nature.

e LA LOIRE A VELO (FRANCE): cycle path through the cradle of the Renaissance and
the French way of life, crisscross a UNESCO World Heritage site, discover the history
and exceptional riches of the Loire castles, marvel at the spectacle of nature, ride
through towns and villages to the beaches of the Atlantic.

e FLOW VELO® (FRANCE): A 400 km cycle route linking the Atlantic to the Périgord via
the Périgord to the Atlantic.

5.5.4 Action 4 — Explore the development of Small-Scale Alternative Accommodation.

Strategic Axis

| - Strengthening the Tourism Offer
Intervention aims
A1.d - Commercial Accommodation

Objective

To enhance the quality, diversity, and sustainability of commercial accommodations across the
Atlantic Area by promoting historic, eco-friendly, and unique lodging options. This initiative
supports the renovation of heritage buildings (e.g., mansions, rural estates, lighthouses,
monasteries), the development of innovative accommodation models (e.g., glamping, floating
cabins, transparent domes), and the creation of an interconnected network of distinctive stays
that contribute to balanced tourism flows and rural revitalization.

Justification
Accommodation is a cornerstone of tourism attractiveness. As highlighted in the SWOT
analysis, many regions lack a diversified offer, limiting their appeal to different visitor segments.
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Some areas are underserved in high-quality or family-friendly options, while others depend on
traditional models that no longer match emerging visitor preferences.

Expanding and diversifying accommodation types can transform short-stay or day-trip visitors
into overnight guests, increasing local economic impact and extending the tourism season.
Moreover, innovative and sustainable accommodation formats, such as glamping or adaptive
reuse of heritage buildings, offer immersive experiences that align with the growing demand for
authentic, eco-conscious travel.

e Strengths leveraged:
o Rich architectural and cultural heritage that can be adapted for tourism use.
o Authenticity of rural landscapes and community life, which enhances
accommodation appeal.
o Existing tourism infrastructure, including growing demand for experiential stays.
e \Weaknesses addressed:
o Lack of accommodation diversity in some regions (e.g., high-end vs.
budget-friendly, family-friendly vs. boutique).
o Seasonality of tourism, which impacts profitability for accommodation providers.
o Limited digital presence and booking options for small, unique accommodations.
e Opportunities seized:
o Growth of experiential and sustainable tourism, with visitors seeking authentic,
heritage-based stays.
o Innovation in commercial accommodations, including eco-lodging, historic
renovations, and immersive experiences.
o Cross-sector collaboration, linking accommodation providers with gastronomy,
culture, and nature-based tourism.
e Threats mitigated:
o Competition from international destinations with better-developed unique lodging
offerings.
o Environmental degradation, by encouraging sustainable renovation and
eco-friendly accommodations.
o Depopulation of rural areas, by stimulating investment in small communities
through tourism-led revitalization

Description
This action will support the development of alternative accommodation models that meet the
evolving needs of visitors and align with sustainability and heritage conservation goals. The
initiative includes the creation of a practical guide, financial and technical assistance, capacity
building, and the launch of a digital platform that promotes these unique stays. Key goals
include:

e Transforming heritage buildings into viable tourism assets.

e Promoting innovation in eco-lodging and immersive experiences.

e Empowering rural communities to participate in the hospitality economy.

e Enhancing discoverability and booking efficiency through digital tools.

e Leverage digital tools, enhancing discoverability and booking efficiency.
Type of Key Activities

69



interreg

Atlantic Area

POST

Co-funded by
the European Union

1. Identification and Mapping of Unique Accommodations: Cataloging historic
buildings (e.g., castles, monasteries, rural estates, lighthouses) with tourism potential.
Identifying eco-friendly and innovative lodging concepts (e.g., glamping, floating
cabins, treehouses, transparent domes).

2.  Financial and Technical Support: Offering grants, tax incentives, or low-interest
loans for the restoration and adaptation of historic buildings into accommodations.
Providing technical expertise on sustainable construction and energy efficiency for
eco-lodging development.

3. Development of a Digital Platform: Creating a user-friendly website and mobile app
to promote and facilitate bookings for historic and unique stays. Integrating interactive
storytelling features showcasing the history and cultural significance of each
accommodation.

4. Creation of Thematic Tourism Packages: Linking accommodations with gastronomic
experiences, cultural heritage sites, and nature-based activities. Developing seasonal
and off-peak tourism packages to extend the tourism season.

5. Capacity Building and Training for Accommodation Providers: Conducting
workshops on digital marketing, guest experience innovation, and sustainable
hospitality practices. Providing business training to small-scale accommodation
providers to enhance competitiveness.

6. Joint Promotional Campaigns: Partnering with national and regional tourism boards
for coordinated marketing efforts. Collaborating with travel influencers and digital
content creators to showcase unique stays.

Target Audience

e Travellers (heritage lovers, eco-conscious tourists, luxury and boutique travellers).

e Accommodation providers (hotels, guesthouses, glamping operators, rural lodges).

e Cultural heritage institutions (owners of historic estates, monasteries, castles,
lighthouses).

e Local and regional governments (tourism boards, economic development agencies).

e Private investors and developers interested in sustainable tourism.

Responsible Organization(s)

e Local and regional authorities — Identifying eligible properties and managing funding
programs.

e Tourism and cultural heritage organisations — Supporting development and promotion.

e Private sector investors & hospitality groups — Investing in unique accommodations.

e Sustainability organizations and experts — Ensuring standards for new
accommodations.

Stakeholders to be Involved

e Cultural heritage foundations & UNESCO representatives — Identifying restoration
opportunities.

e Hospitality industry & tourism clusters — Developing unique stay experiences.

e Real estate & restoration specialists — Supporting adaptive reuse of buildings.

Technology providers — Developing the booking platform & marketing tools.

Key Performance Goals (KPls)
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e Completion of an audit of existing alternative accommodations and their occupancy
levels.
e Production of a market research report on demand, trends, and growth potential of the
sector.
Development of a digital platform promoting unique accommodations.
Increase of historic buildings adapted for tourism and eco-lodging/glamping options
available.
Growth in off-season occupancy rates across participating properties.
Production of a Guide to Alternative Accommodation Development.
Increased reach and engagement metrics for social media campaigns.
e Increase in online searches, interest, and bookings from international markets.
Monitoring & Follow-up Indicators
e Review booking data and visitor reviews collected via the digital platform.
e Conduct economic impact assessments (revenue, job creation).
e Surveys of operators on business performance and skills needs.

Develop oversight reports and feedback from tourism committees.

Estimated Implementation Timeline

e Phase 1 (Months 1-6): Identify heritage and eco-lodging sites, development of a value
proposition and a “How to Guide” for potential investors / land owners.

e Phase 2 (Months 6-12): Develop a programme of support grants and investment
incentives, stakeholder engagement.

e Phase 3 (Months 12-24): Launch digital platform, begin renovations, publish guide.

e Phase 4 (Ongoing): Monitor, evaluate, and scale promotion and partnerships.

Benchmarking & Best Practices
Other good practices to be used as source of inspiration:

e PARADORES DE ESPANA (SPAIN): A state-run network of historic hotels in castles,
palaces, and monasteries.

e POUSADAS DE PORTUGAL: A similar concept in Portugal, integrating luxury
hospitality with historic preservation.

e THE LANDMARK TRUST (UK & EU): A nonprofit restoring and renting historic
buildings as holiday stays.

e TREEHOTEL (SWEDEN): A collection of sustainable, architecturally unique lodges in
nature.

e QUINTA DA PACHECA (LAMEGO, PORTUGAL): Wine house hotel that added to their
regular hotel accommodation offer a successful model for sustainable wine barrel
glamping in the vineyards.

e FAIRBNB - Airbnb alternative, which takes local impact in count: https://fairbnb.coop/fr/

5.5.5 Action 5 - Supporting the development of Nighttime Economy Festivals &
off-season Events

Strategic Axis
| - Strengthening the Tourism Offer
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Objective

To support the development of night-time and off-season events and experiences as strategic
levers to extend the tourism season, distribute tourism more evenly throughout the year, and
enhance the attractiveness of under-visited destinations. This action focuses on designing
cultural, gastronomic, and leisure-based programming that caters to targeted audiences and
stimulates local economies beyond peak periods.

Justification

Tourism seasonality is a major challenge across many destinations, where high levels of
visitation during a few months are often followed by prolonged periods of low activity. Equally,
many local economies operate on a limited daily timeframe, missing opportunities for added
value through evening experiences and extended business hours. As demand for more flexible,
immersive, and culturally rich travel increases, developing a diversified evening offer and
activating low-demand periods through curated festivals and events can significantly increase
dwell time, revenue, and off-peak visitation.

This approach allows each territory to respond to its unique seasonality patterns—whether
weekly, monthly, or annual—while enhancing quality of life for residents and reinforcing the
visitor appeal of both urban and rural destinations.

e Strengths leveraged:

o Most Atlantic area destinations are close to major urban centres which is an
advantage, because of the potential number of tourists.

o destinations boast a rich cultural and historical heritage,

o The renowned quality of their local gastronomy and wines can also attract an
important number of visitors.

e \Weaknesses addressed:

o In terms of tourist offers, there is a lack of a broad range of segmented tourist
experiences in some regions.

o tourism infrastructure is fragmented and insufficient in some of the regions:
inadequate road conditions, irregular bus services, and an underdeveloped
railway network, which can hinder the smooth movement of tourists.

e Opportunities seized:

o Creating incentives for repeated visits year after year is another potential
strategy.

o the ongoing digitalisation of the economy, which allows to create new tourist
experiences, improve communication with visitors, and makes it more convenient
to book online and access relevant information.

o Growth of experiential and sustainable tourism, with visitors seeking authentic,
heritage-based stays.

e Threats mitigated:
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o In certain areas of high natural and heritage value or in some urban centres,
there is also the risk of over-tourism, which could lead to the degradation of the
resources and of the quality of visiting

o Another threat is the competition from nearby locations with better infrastructure
and offerings, as well as from other destinations with similar tourist propositions.

Description

This action aims to extend tourism activity beyond peak seasons and standard daytime hours
by coordinating a calendar of night-time events and festivals across the Atlantic Area.
Developed in collaboration with a cluster of local venue owners and stakeholders, these 2—-3
days events will feature themes such as music, comedy, food, wine, dance, art, and local
history, activating bars, restaurants, and cultural spaces during low-demand periods.

To support implementation, a financial and technical assistance scheme will help organisers
plan, manage, and promote these events. A dedicated promotional campaign will boost
visibility and attract visitors, while thematic tourism packages will link festivals with
accommodations and multi-day itineraries—encouraging longer stays and greater economic
impact.

By transforming the evening offer into a strategic asset, this action supports the transition from
an 8-hour to a 16-hour tourism economy, helping destinations thrive year-round.

Type of Key Activities

1. Creation and Support of Off-Season Events and Festivals
o Facilitate and fund the launch or expansion of autumn/winter events, local
celebrations, food markets, and seasonal concerts.
o Encourage collaborative event calendars across municipalities and regions.
2. Development of Night-Time Leisure and Cultural Offers
o Support after-dark activities such as illuminated heritage tours, night markets,
open-air cinema, and late museum openings.
o Improve urban lighting, safety, and transport coordination to support night-time
circulation.
o Contribution to flow redistribution: Increases visitor dwell time and spending,
incentivizing overnight stays outside traditional peak hours.
3. Targeted Packages for Specific Demographics
o Create seasonal offers tailored to seniors, adult couples, and local cultural
tourists, including wellness retreats, culinary weekends, and quiet cultural
getaways.
o Integrate accommodation, activities, and local food experiences into curated
off-season packages.
4. Collaborative Branding and Campaigns
o Launch promotions around off-season travel (e.g., "Atlantic Nights", "Winter
Warmth Trails").
o Use digital storytelling and influencer collaborations to promote year-round
experiences.
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Target Audience

Responsible Organization(s)

Key Performance Goals (KPls)

Monitoring & Follow-up Indicators

Senior travellers and empty nesters/DINK (doble income no kids couples) seeking calm,
quality experiences.

Urban dwellers looking for weekend getaways and night-time activities.

Local communities and second-home owners interested in cultural and social
engagement.

Domestic and nearby international tourists traveling off-peak.

Regional and local tourism boards coordinating events and promotions.
Municipal cultural departments and chambers of commerce, supporting logistics and
business involvement.

Creative and event agencies, delivering high-quality experiences.

Transport authorities, improving off-peak mobility.

Stakeholders to be Involved

Local Authority Representatives

Local Authority Councillor’s

National and Regional tourism bodies

Business Associations /Chamber of Commerce

Interested Venue Owners

Local Tourism Committees

Hospitality businesses offering themed packages and extended hours.
Cultural institutions, artists, and musicians, animating the night-time economy.
Artisan and food producers, participating in seasonal markets and workshops.
Local media and influencers, promoting low-season offerings.

Increase in the number of events created and included in the calendar. Including
establishes events and newly created events.

Increase on the number of different venues participating / hosting festivals & events.
Showing a good range and spread of participation be venue owners.

Document the number of tickets sold - documenting the level of economic activity as a
result-.

Increase in the number of visitors staying overnight in hotels / accommodation
providers.

Increase in average visitor spending per trip, particularly from longer stays.

Visitor satisfaction rate for off-season and night-time experiences.

Increase in overnight stays in off-peak periods within two years in participating
destinations.

Accommodation and event attendance rates during shoulder months.
Business feedback and revenue data during off-season.

Digital engagement metrics (event promotion reach, hashtag use, clicks).
Resident surveys on perceived quality of life and impact of events.
Repeat visitation indicators tied to festivals or seasonal offers.

Estimated Implementation Timeline

Phase 1(1 — 3 Months): Establish a Nighttime Festivals & Events project committee.
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e Phase 2 (3 — 6 Months): select one or two thematic festivals to develop (Comedy /
Music)
e Phase 3 (3 Months): develop a promotional campaign for new festival or event.
e Phase 4 (Ongoing): Evaluate the success of the event.
Benchmarking & Best Practices
Project inspiring good practices
e LA ROCHELLE’S “NIGHT AT THE MUSEUM” SERIES (FRANCE): Extends cultural
engagement into evening hours, promoting year-round access.
e PORTUGAL'S ENOTOURISM WEEKENDS (PORTUGAL): Packages combining wine
tasting, artisan food, and local stays, drawing off-peak visitors.
e DUBLIN’S BRAM STOKER FESTIVAL (IRELAND): A Halloween-themed event
blending literature, performance, and tourism.
e BASQUE CULINARY AUTUMN TRAILS (SPAIN): A campaign that markets autumn as
a gourmet discovery season.

5.5.6 Action 6 — Proximity Tourism

Strategic Axis
| - Strengthening the Tourism Offer

Intervention aims
A1.f - Proximity Tourism

Objective

Through the development of local festivals and events, encourage local citizens to explore
destinations within a relatively short distance (same region/country or cross-border regions)
from their home or origin which emphasizes local destinations, shorter distances, and
lower-carbon transportation methods.

Justification

There is an increasing tendency for people to vacation closer to home, either for economic
or environmental reasons. As most of the Atlantic area destinations are close to major
urban centres, this is an important opportunity to attract urban people who want to go on
holidays in places close(r) to home.

Creating incentives for repeated visits year after year is another potential strategy. It's
easier and more cost-effective to bring back tourists, than attracting people who have
never been to the destination before.

° Strengths leveraged:

o The preservation of rural landscapes and community life that can be found in
the majority of the destinations adds authenticity, which is also something that
tourists are looking for.

o Destinations boast a rich cultural and historical heritage, alongside a diversity of
natural resources — forests, beaches, mountains - which are frequently one of
the main reasons why tourists choose a destination.
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o The renowned quality of their local gastronomy and wines can also attract an

important number of visitors.
° Weaknesses addressed:

o In terms of tourist offers, there is a lack of a broad range of segmented tourist
experiences in some regions. Accommodation diversity remains sometimes
limited.

o A notable issue is seasonality, with the concentration of tourist activity occurring
during only a few months of the year.

o Tourism infrastructure is fragmented and insufficient in some of the regions:
inadequate road conditions, irregular bus services, and an underdeveloped
railway network, which can hinder the smooth movement of tourists.

o The limited cooperation and networking between different tourism stakeholders,
which prevents the development of a cohesive tourism experience.

° Opportunities seized:

o Changes in tourist preferences present further opportunities. There is a growing
trend for healthier lifestyles and well-being, as well as a demand for more
authentic destinations.

o Mobility is a key issue for the tourism industry. Most of the countries in the
Atlantic area set up national strategies focused on the development of
low-carbon mobility, including the promotion of trains, electric cars, public
transport, and bike lanes.

o By broadening the offer, the number of people potentially interested in visiting
the destination increases.

o Growth of experiential and sustainable tourism, with visitors seeking authentic,
heritage-based stays.

° Threats mitigated:

o Protecting the environment is an increasingly important concern for Europeans,
tourism could suffer from the negative impacts it can generate.

o The aging population and depopulation of rural areas could pose a long-term
threat to tourism, as there are already difficulties to hire qualified people.

o In certain areas of high natural and heritage value or in some urban centres,
there is also the risk of over-tourism, which could lead to the degradation of the
resources and of the quality of visiting.

o Another threat is the competition from nearby locations with better infrastructure
and offerings, as well as from other destinations with similar tourist propositions.

The proposal is to develop a grant scheme aimed at supporting the development of festivals
and participative events which attract local and drive domestic tourism and help to improve the
visitor experience by animating destinations.

Type of Key Activities

1. Small Grants to support and foster activities targeting neibouring regions
tourists
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The introduction of a small-scale grant will encourage local organisations and
associations in the development of local festivals and events which will attract local
residents and domestic visitors. This will allow for the creation of a regional calendar of
creative local events and festivals in towns and villages.

o Develop a grant guidelines document outlining the aims and objectives of the
Scheme. This document should outline the eligibility and qualifying conditions
for the scheme. Having a previous approved tourism strategy for the territory
should be a must for being eligible for this new funding.

o Develop a simple application form which is easy to complete.

o Advertise the opportunity early in the year (January) to attract as many
applications as possible in the calendar year.

o Assess all applications and ensure they are compliant with the guidelines of the

grant scheme.

Publish the list of successful applications.

Produce a calendar of festivals and events.

Develop a local marketing campaign to create awareness of these events.

Gather a post event report from each festival / event documenting attendance

levels and participation of local businesses and residents.

o Evaluate the scheme to see which events were successful and identify
opportunity for innovation and development.

o Implementation of a coordinate approach to ensure that granted events are
complementary to each other (and with other pre-existing ones) avoiding
unnecessary competition between hosting territories.

o O O O

2. Mutual-promotion and cross-selling
o Create and use the local partnerships (including cross-border partnerships) to
work together (especially with nearby towns and locations) in mutual-promotion
activities organizing fairs or cross-events that encourage people visiting
destinations near home generating proximity tourism and encourage all-year
tourism.

3. Existing products and assets-based promotion
o Capitalize all activities already on-going within the territory (in different
surrounding sites): events, festivals, fairs, concerts, attraction, etc. towards the
creation of neighbouring tourism flows between. This can be done through the
development of new dissemination products like online guides and joint
promotion documents to widespread all the events already planned.

Target Audience

e Local Citizens.

e Local employees.

e Visiting family and friends.
e Domestic visitors.

Responsible Organization(s)

77




interreg

Atlantic Area

POST

Co-funded by
the European Union

Business Networks / Associations
Community Organisations
Chamber of Commerce

Event Promoters

Tourism Organisations

Cultural Organisations
Stakeholders to be Involved

e Local Authorities/ Municipalities

e State Management of heritage sites and assets

e Sustainable tourism bodies

e Local development companies and LEADER programme bodies — Rural development
funding and support

e Cultural advocacy groups — Ensuring inclusivity, authenticity, and cultural preservation

e Visitor attractions — Direct delivery of immersive experiences

e Accommodation providers — Integration of experiences into visitor stays

e Tour operators and guides — Promotion, delivery, and storytelling

e Craft producers, food & drink vendors

e Local residents and cultural custodians — Co-creators of authentic content

e Indigenous and minority groups

e Youth groups, schools, Universities and Institutes of Technology

e Cultural and heritage studies departments

Key Performance Goals (KPls)
Number of grants awarded per year.
Level of Financial Investment per year
Number of new festivals & events organized.
Number of attendees
e Number of businesses / Venues involved.
Monitoring & Follow-up Indicators
e Recommend attendance at each festival or event funded to ensure compliance with the
scheme.
e A post event report should be completed for each festival or event including event dates,
times, attendance, local participation, and a number of event photographs.
Estimated Implementation Timeline
This action should be implemented annually.
Advertised in January.
Grants assessed by February.
Advertising and promotion throughout the year.
Scheme reviewed and evaluated by November.

Benchmarking & Best Practices
e Expocidades Fair (SPAIN & PORTUGAL) — An exhibition cross-border fair which main
objective is to promote Proximity tourism, by presenting to neighboring regions the
tourism offer and traditional products available in their territories.
e Tourist guide 2022: What to do in Eixo Atlantico! (SPAIN & PORTUGAL) — a tourism
guide that promotes proximity tourism by offering tourism routes/experience that
residents of the Euroregion Galicia North of Portugal do in a two hours range.
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e Tourism Festivals and Participative Events Grant of Dun Laoghaire-Rathdown County
Council (IRELAND)
e Fingal County Council’s Festival & Event Funding Scheme (IRELAND)

5.5.7 Action 7 - Local transport services for everyone, everywhere

Strategic Axis

II - Improving Infrastructure and Mobility
Intervention aims

A2.a - Modernising Transport Infrastructure

Objective
To improve rural mobility for residents and tourists by enhancing community-based rural
transport services, supporting polycentric tourism (dispersed tourism across multiple towns and

rural areas), and reducing social isolation and transport disadvantage.

Justification

Modernising Transport Infrastructure requires heavy investing in safe roads, modernised rail
services. However, this action focuses on efficient rural bus networks playing an essential role
to improve access to destinations.

e Strengths Leveraged
o Most Atlantic area destinations are close to major urban centres which is an
advantage, because the potential number of tourists, even for a day trip, is very
high. However, in some case, transport connections with these urban centres
should be improved for that proximity to become a real strength.
o Builds on the existing scheduled network to expand services efficiently.
o Reinforces the community-driven mission by enhancing access for socially
excluded groups.
e Opportunities Seized
o Mobility is a key issue for the tourism industry. Most of the countries in the
Atlantic area set up national strategies focused on the development of
low-carbon mobility, including the promotion of trains, electric cars, public
transport, and bike lanes: this means another significant opportunity to make it
easier for tourists to come to a destination and get around once they are there
o Responds to growing rural transport needs by improving coverage and service
quality.
o Aligns with government priorities for social inclusion to secure support and
funding.
o Opens potential for incorporating technology (e.g., apps, route tracking) to
modernize the service.
e \Weaknesses addressed
o Tourism infrastructure is fragmented and insufficient in some of the regions:
inadequate road conditions, irregular bus services, and an underdeveloped
railway network, which can hinder the smooth movement of tourists. Yet,
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mobility is a key issue, as a tourist is by definition a person who has to travel to
an area other than the one in which they live.
Proposes marketing or outreach to raise awareness and boost ridership.
Suggests greater flexibility in service models (e.g., adding demand-responsive
options).
e Threats Mitigated

o Enhances rural quality of life to combat depopulation.

o Improves public transport appeal versus private car use.

o Justifies ongoing funding by demonstrating clear social and economic benefits.

Description

This action aims to modernise and expand local and rural transport services to improve access
to tourism experiences across the Atlantic Area, particularly in peripheral and under-visited
destinations. By connecting villages, heritage sites, and local businesses through inclusive and
tourist-friendly public transport, the initiative supports polycentric tourism development and
reduces reliance on private vehicles. It focuses on enhancing service coverage, integrating
mobility with tourism offers, leveraging digital tools, and engaging communities to position
public transport as a sustainable and attractive option for visitors and residents alike. The
following key activities outline the core components of this integrated approach.

Type of Key Activities

1. Service Expansion and Optimisation
o Extend and design routes that connect multiple rural attractions, heritage sites,
and villages to promote polycentric tourism.
o Adjust scheduling to align with local events, seasonal tourism peaks, and
operating hours of local attractions.
o Introduce hop-on/hop-off options or tourist-friendly passes to encourage
multi-destination visits.
2. Tourism Integration and Community Engagement
o Collaborate with local tourism offices, hospitality providers, and cultural sites to
map out tourist circuits.
o Create bilingual (or multilingual) route maps, brochures, and on-board audio
guides highlighting key attractions and local culture.
o Engage local communities to become ambassadors and promote the service as
part of the rural tourism experience.
3. Technology Integration
o Incorporate a user-friendly trip planner that includes rural tourism stops and
visitor information.
o Enable tourists to buy tickets, plan routes, and get live updates via a mobile app
or tourism websites.
o Use tourism data analytics (visitor numbers, seasonal trends) to dynamically
adjust service offerings.
4. Marketing and Awareness Campaigns
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o Launch a targeted campaign promoting Local Link as a green and convenient
way to explore rural/inland neighbouring areas

o Highlight eco-tourism and slow travel benefits to appeal to environmentally
conscious travellers.

o Partner with tour operators, accommodation providers, and influencers to reach
tourists before and during their stay.

5. Staff Training and Capacity Building

o Train drivers and support staff to assist tourists, provide local insights, and
handle diverse customer needs.

o Offer training in basic foreign language phrases and cultural awareness.

6. Monitoring, Evaluation and Reporting

o Track tourist ridership, popular routes, and service satisfaction through surveys
and booking data.

o Include tourism impact metrics (e.g. increased visits to lesser-known villages or
attractions) in evaluations.

Target Audience

e Tourists without private vehicles (youth, seniors, eco-conscious travellers).

e Residents in rural areas, gaining access to leisure, services, and social inclusion.

e Destination managers and local governments seeking sustainable mobility solutions.

e Cultural institutions and tourism businesses in rural destinations.

Responsible Organization(s)
Regional Transport Authorities
Local Authorities/Municipalities
Regional Tourism Organisations
Tourism Networks and Local Destination Management Organisations (DMOs)
Community organisations and Voluntary Groups
Private Sector organisations
Stakeholders to be Involved
National and regional transport authorities, local governments, and destination
management organisations.
Local tourism businesses, hospitality providers, chambers of commerce, and regional
tourism networks.
Transport operators, contractors, and rural development networks.
Voluntary organisations, disability and inclusion advocates, and environmental NGOs.
Universities, research centres, and cultural or heritage site managers.
Key Performance Goals (KPls)
Increase in Route Coverage through the number of rural towns/villages served.
Increase frequency on key routes where demand exists.
Increase in passenger numbers within the first year (baseline compared to the previous
year).

e Enhanced Social Inclusion Reach by serving new passengers identified as from priority
groups (e.g. elderly, persons with disabilities, low-income households, or isolated
areas).

e Increase in visitor numbers at attractions connected by community-based rural transport
routes (tracked via partnerships or ticket data).

81



interreg

Atlantic Area

POST

Co-funded by
the European Union

e Service Adaptation by changing services based on community or tourist feedback.
e Reduction in emissions through modal shift from private cars to public transport (to be
assessed through transport modelling).

Monitoring & Follow-up Indicators

e Capture visitor motivation, experience with transport services, and feedback on rural
tourism routes through surveys.

e Stakeholder feedback through regular check-ins with community groups, local
businesses, and public bodies.

e Data logged from community-based rural transport services own ticketing and
scheduling systems (e.g. passenger counts, GPS tracking).

e App and website analytics for trip planning and ticket booking usage.

e Collaborate with sustainability researchers or transport modelers to estimate modal shift
and emissions reductions.

e Track any changes in private vehicle use in service areas through local surveys or
national datasets.

Estimated Implementation Timeline

e Phase 1 (Months 1-3): Stakeholder mapping and consultations. Needs assessments
(community and tourism-related). Identification of priority routes and tourism assets.
Establishment of governance and project coordination teams

e Phase 2 (Months 4-6): Finalisation of routes and timetables. Technology integration
(e.g. trip planner, GPS tracking, booking systems). Development of marketing materials
and tourist information tools. Training for staff (customer service, accessibility, tourism
awareness)

e Phase 3 (Month 7): Public launch of enhanced services and promotional campaign.
Community and media events to raise awareness. Rollout of tourism-friendly features
(hop-on/hop-off, info guides)

e Phase 4 (Months 8-10): Ongoing data collection on ridership, satisfaction, and
feedback. Adjustments to routes/timetables as needed (based on early feedback).
Continued outreach and promotion through local businesses and tourism channels

e Phase 5 (Months 11-12): Impact assessment (social, economic, tourism,
environmental). Final stakeholder consultations and report preparation. Planning next

phase or potential scaling of the programme
Other good practices to be used as source of inspiration:

e | OCAL LINK KERRY (IRELAND): Local Link Kerry has been a leading example of
integrating rural public transport with social inclusion and tourism initiatives. It offers
both scheduled and demand-responsive services across remote parts of the county.
Proves that combining rural mobility and tourism development can work effectively
within the Local Link model.

e GO RURAL SCOTLAND (SCOTLAND): A collaborative tourism initiative connecting
rural Scottish communities through public and community-based transport, promoting
slow travel and access to off-the-beaten-path destinations. Demonstrates how
polycentric tourism can thrive when well-connected by public transport and marketed
effectively.
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e SBB “GRAND TRAIN TOUR OF SWITZERLAND”: This is a tourism-focused public
transport route developed by Swiss Railways (SBB), combining regular public train
services into scenic, visitor-friendly routes across rural and alpine regions. Shows how
regular public transport can be rebranded and repackaged to deliver a premium tourism
experience.

e PERMANENT ACTIVITY STRUCTURES OF ALDEIAS HISTORICAS (PORTUGAL):
The integration of walking and cycling infrastructure in Aldeias Histdricas illustrates how
targeted mobility investments can connect remote heritage villages and support
polycentric tourism.

e MOBILIDADE URBANA SUSTENTAVEL NA REDE ALDEIAS HISTORICAS
(PORTUGAL): The provision of free electric vehicles and coordinated transfers from
nearby train stations illustrates how inclusive, low-emission transport solutions can
connect rural

5.5.8 Action 8 - Living Streets “Development of new Mobility Trails”.

Strategic Axis

Il - Improving Infrastructure and Mobility

Intervention aims
A2.b - Promoting Soft Mobility

Objective

To promote soft mobility by designing and implementing integrated, accessible, and sustainable
mobility trails that connect key visitor experiences, heritage sites, and local services. These
trails will serve both as standalone tourism products and as tools to enhance local accessibility,

reduce environmental impact, and support balanced tourism flow across regions.

Justification

Mobility is a key issue for the tourism industry. Most of the countries in the Atlantic area set up
national strategies focused on the development of low-carbon mobility, including the promotion
of trains, electric cars, public transport, and bike lanes: this means another significant
opportunity to make it easier for tourists to come to a destination and get around once they are
there.

The development of secure mobility paths, expanding charging points for electric vehicles, and
establishing car-sharing services are priority measures. Routes should be designed as
standalone tourism products in collaboration with professionalised local stakeholders.

e Strengths leveraged:
o Rich architectural and cultural heritage that can be adapted for tourism use.
o Atlantic area destinations are close to major urban centres which is an
advantage.
o There are already some established tourist activities and services, including
accommodation and restaurants, which contribute positively to the tourism
sector.
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e \Weaknesses addressed:

o There is a lack of a broad range of segmented tourist experiences in some
regions.

o Tourism infrastructure is fragmented and insufficient in some of the regions:
inadequate road conditions, irregular bus services, and an underdeveloped
railway network.

e Opportunities seized:

o Capitalise on the tourists already travelling during the high season by
encouraging them to return in the low season.

o Lesser-known activities and monuments in rural areas could be promoted to
attract a higher number of tourists.

o Most of the countries in the Atlantic area set have national strategies focused on
the development of low-carbon mobility.

e Threats mitigated:

o Manage the risk of over-tourism, which could lead to the degradation of the
resources and of the quality of visiting.

o Competition from nearby locations with better infrastructure and offerings, as
well as from other destinations with similar tourist propositions

This action will coordinate the planning, development, and promotion of soft mobility routes that
encourage walking, cycling, and other low-impact transport across Atlantic Area destinations.
These trails will be designed in collaboration with local planners, engineers, business owners,
and tourism stakeholders, ensuring that routes are practical, scenic, inclusive, and
visitor-oriented.

Each trail will connect key cultural, natural, and service nodes such as historic sites,
accommodation clusters, markets, and public spaces. The project will also explore the
development of multi-day itineraries, thematic signage, and user-friendly digital navigation
tools.

A dedicated scheme of financial and technical support will be established to help municipalities
and communities plan, upgrade, or extend infrastructure, including safe bike lanes, electric
vehicle charging points, rest areas, and junction upgrades. Trails will be promoted as part of a
larger campaign to position sustainable mobility as a tourism experience, complemented by
thematic tourism packages that include accommodation, gastronomy, and local experiences.

Type of Key Activities

1. ldentification and Mapping of Priority Routes
o Define strategic mobility corridors that connect key tourism assets, services, and
transport nodes, prioritising underserved or high-potential areas.
2. Design and Development of Infrastructure
o Construct or upgrade soft mobility infrastructure such as cycling paths,
pedestrian walkways, crossings, and traffic-calming measures to improve safety
and connectivity.
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3. Enhancement of Public Spaces and Visitor Amenities
o Improve the aesthetic and functional quality of routes by integrating elements
like seating, bicycle parking, lighting, rest areas, and landscape improvements.
4. Integration with Tourism Services and Local Experiences
o Align mobility trails with nearby accommodations, restaurants, cultural sites, and
nature-based attractions to support multi-stop, experience-driven travel.
5. Financial and Technical Support Scheme
o Provide resources to local governments and stakeholders for planning,
infrastructure development, and maintenance, including grants or expert
guidance.
6. Development of Wayfinding and Interpretation Tools
o Install signage and create printed/digital materials to help users navigate routes
and understand the cultural, natural, or historical significance of each segment.
7. Creation of Thematic Tourism Packages
o Design multi-day itineraries or bundles combining mobility trails with lodging,
gastronomy, and leisure activities to encourage longer stays.
8. Marketing and Promotion
o Launch targeted campaigns using digital channels, social media, and
stakeholder partnerships to position the trails as eco-friendly, immersive tourism
products.
9. Community and Stakeholder Engagement
o Involve residents, local businesses, and planners in co-design processes to
ensure local ownership and alignment with community needs.
10. Monitoring, Evaluation, and Continuous Improvement
o Track usage, visitor satisfaction, environmental impact, and business
performance to guide future enhancements and ensure sustainability.
Target Audience
e Visitors: Eco-conscious travellers, active tourists, families, and urban day-trippers.
e Local residents and commuters: Seeking better transport options and active living
environments.
e Enterprises: Local businesses located along trails.
e Public authorities and planners: Interested in sustainable infrastructure and tourism
development.

Responsible Organization(s)
e Local and regional authorities: Leading project coordination, planning, and
implementation.
e Tourism boards: Integrating trails into regional promotional strategies.
e Transport departments: Ensuring technical compliance and infrastructure quality.
e Environmental and mobility NGOs: Supporting soft mobility and inclusive design

principles.
Local planners and transport engineers.

Municipal councils and elected representatives.
Community organisations and resident groups.
Local business networks and hospitality providers.
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e Tourism agencies and destination management organisations.
Key Performance Goals (KPls)

e Length of new or improved soft mobility infrastructure (e.g., cycling lanes, pedestrian
routes) developed across participating destinations.

e Number of new connections established between key tourism sites, services, and
mobility nodes (e.g., train stations, cultural attractions, accommodation clusters).

e Improvement in accessibility and safety features, measured by the number of new
pedestrian crossings, signage installations, and traffic-calming interventions.

e Number of public realm enhancements completed, such as upgraded rest areas,
bicycle parking, seating, lighting, and landscaping along mobility trails.

e Number of stakeholders (local authorities, businesses, community groups) engaged in
the planning, design, and implementation process.

e User satisfaction rate, collected through surveys evaluating experience, safety, and
ease of navigation along the routes.

e Increased usage of mobility trails, tracked through digital counters, app usage, or
manual counts (pedestrians, cyclists, etc.).

e Number of tourism packages or itineraries developed that integrate mobility trails with
accommodations, cultural activities, and local experiences.

e Number of promotional campaigns or materials created to market the mobility trails as
tourism products.

e Reduction in private vehicle use or increase in sustainable transport modal share

among visitors (based on local monitoring where available).

Monitoring & Follow-up Indicators

Trail usage data (pedestrian and cyclist counts via sensors or manual logs).
Visitor feedback on safety, signage, and experience.

Occupancy rates in accommodations along or near the route.

Business impact assessments of trail-adjacent enterprises.

Environmental impact indicators, such as car-use reduction or carbon savings.
Surveys of resident satisfaction with infrastructure and mobility access.
Progress reports on construction, permitting, and trail promotion milestones
Estimated Implementation Timeline

e Phase 1 (Months 1-6): Feasibility studies, route mapping, stakeholder engagement.

e Phase 2 (Months 6-12): Final design, procurement, and initial works.

e Phase 3 (Months 12—24): Construction, signage installation, public realm
improvements.

e Phase 4 (Ongoing): Monitoring, maintenance, and promotional efforts.

Benchmarking & Best Practices
Other good practices to be used as source of inspiration:

e MOBILIDADE URBANA SUSTENTAVEL NA REDE ALDEIAS HISTORICAS
(PORTUGAL): The provision of free electric vehicles and coordinated transfers from
nearby train stations illustrates how inclusive, low-emission transport solutions can
connect rural communities and improve visitor mobility across dispersed destinations.

e PERMANENT ACTIVITY STRUCTURES OF ALDEIAS HISTORICAS (PORTUGAL):
Successfully developed long-distance and local walking and cycling trails, combining
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soft mobility with tourism experiences and strategic signage to enhance rural
accessibility and attractiveness.

e EUROVELO ROUTES (EU): European-wide network of long-distance bike trails with
integrated tourism services.

e CAMINO NATURAL DE LA RUTA DEL CANTABRICO (SPAIN): Multi-regional soft
mobility trail connecting cultural and coastal destinations.

e LA LOIRE A VELO (FRANCE): Bicycle route model linking accommodations, heritage
sites, and local experiences.

5.5.9 Action 9 — Smart Visitor Experience: Collaborative Digital Platforms for Equitable
and Sustainable Tourism Flow Management

Strategic Axis

Il - Digital Transformation
Intervention aims

A3.a - Development of Digital Services

Objective

To develop intuitive, mobile-friendly digital platforms that integrate real-time tourism
information, transport connectivity, itinerary planning, and booking functionalities in a
collaborative model that improves visitor experience and supports the redistribution of tourism
flows. These platforms should empower tourists to discover and choose less-saturated,
alternative destinations, while enhancing coordination between stakeholders and elevating the
quality of life in both overburdened and underdeveloped regions.

Justification

Overcrowded destinations experience degradation in infrastructure, environment, and resident
well-being, while many peripheral or mid-sized destinations remain under-visited despite
having high potential.

Digital services—when designed collaboratively and inclusively—can become a strategic tool
to rebalance tourism, guiding visitors toward sustainable travel choices, improving accessibility
to peripheral destinations, and ensuring that residents benefit from more balanced, planned,
and data-informed tourism flows.

e Strengths leveraged:
o The presence of rich, under-promoted tourism resources across rural and
peri-urban regions.
o Proximity to urban centres, allowing for convenient day or weekend trips.
e Weaknesses addressed:
o Lack of digital services for visitors, especially in non-urban destinations.
o Fragmented information systems and disjointed booking platforms.
o Limited tourist signage and lack of real-time, localized information.
e Opportunities seized:
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o Digitalization of tourism and transport services, enabling personalized, informed
travel.

o Growing preference for self-guided, flexible trips, especially among younger and
sustainability-oriented travellers.

o Potential for data collection to inform destination planning and crisis
management.

e Threats mitigated:

o Overtourism in popular areas, by offering timely, location-aware alternative
suggestions.

o Underperformance of lesser-known destinations, which lack visibility and
access.

o Inequitable development, where only certain regions benefit from tourism
activity.

Description

This action will develop a unified, collaborative digital platform that empowers visitors to plan,
book, and navigate their journey across the territory in a way that is sustainable, equitable, and
seamless. The tool will promote real-time information-sharing, interoperability across regions,
and joint management by public and private stakeholders to better distribute tourism activity
and improve service quality in all destinations.

Types of key activities

1. Digital Service Infrastructure & Integration
o Deploy high-speed internet and 5G connectivity in key tourism areas, including
rural and natural destinations.
o Standardize digital systems for integration between hotels, transport providers,
and tourism offices.
o Establish secure, interoperable platforms for online booking, digital ticketing,
and payments.
2. Development of Smart Tourism Platforms
o Create unified digital portals or apps offering maps, real-time updates, local
guides, and itinerary planners.
o Integrate transport, accommodation, events, and emergency alerts into one
user-friendly interface.
o Enable push notifications for personalized experiences and updates.
3. Digital Experience Innovation (AR/VR/AI)
o Develop AR apps for self-guided cultural and historical tours using smartphones
(to the and within the new polycentric centralities).
o Create immersive VR experiences of unexplored/underdeveloped destination.
o Provide apps for real-time crowd monitoring and suggestions for off-peak or
alternative routes
4. Business Digitization & E-Commerce Support
o Offer toolkits and grants for local tourism SMEs to build multilingual websites,
booking engines, and e-payment systems.
o Provide training programs for tourism professionals on digital tools, data privacy,
and content creation.
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5. Communication & Stakeholder Engagement
o Share digital service data (usage rates, performance metrics) with destination
managers and local authorities.
o Co-design digital initiatives with community input to ensure cultural sensitivity
and relevance.

Target Audience

e Destination planners and policymakers (national, regional, and municipal).

e Tourism boards and industry stakeholders (hotels, tour operators, attractions).

e Technology providers (smart tourism platforms, Al-driven analytics, mobility

companies).

e Local businesses (hospitality, cultural, and nature-based tourism providers)
Responsible Organization(s)

e Regional tourism boards and intermunicipal councils leading development and

stakeholder coordination.

e Digital innovation agencies or tourism-tech companies building the platform.

e Transport authorities and operators integrating their services into the system.

e Cultural and natural site managers contributing content and availability.
Stakeholders to be Involved
e Hospitality and activity providers, offering booking inventory and updates.
e Local and regional governments, supporting public service integration and funding.
e Chambers of commerce, representing SMEs and artisans.
[ J
o

Academic institutions, contributing UX design and data analytics expertise.
Civil society organizations, ensuring inclusivity and accessibility.
Key Performance Goals (KPls)

Deploy high-speed internet and 5G connectivity in key tourism areas.
Development of integrated tourism app/portal offering real-time and multilingual
services

e Development of an app-based crowd monitoring and visitor flow guidance system
operational

e Adoption of e-commerce solutions
Reduction in congestion in overtourism areas during peak times

Monitoring & Follow-up Indicators

Evaluation of the coverage in target areas

Tracking of business and stakeholders with digitalized business models

Analysis the impact (at least the number of users) of the created digital experiences.
Monitor the satisfaction rate on the provided digital services

User analytics and flow data showing behavioural changes in itinerary choices.

Booking and mobility data tracking visitor redistribution patterns.

Estimated Implementation Timeline
e Phase 1 (Months 1-6): Stakeholder consultation, co-design workshops, and needs
assessment.

Phase 2 (Months 7-12): Platform development, pilot region integration, UX testing.
Phase 3 (Months 13-18): Full launch, training sessions, and promotional campaign.
Phase 4 (Months 19-36): Regional expansion, real-time data integration, and iterative
improvements.
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Benchmarking & Best Practices

Project inspiring good practices

e MY OCEAN BEACHES (FRANCE): tool that integrates real-time information on tourism
flows (app for real-time crowd monitoring)

e TERRA AVENTURA(FRANCE): gaming app that provides digital experiences on
unexplored/underdeveloped destinations.

Other good practices to be used as source of inspiration:

e KALIO TOOL (FRANCE): Hotel management digital tool that evolved to a multi-actor
tourism tool that currently are being used by policy makers to make informed decisions
on new hotels investments.

e SCOTLAND’S SMART DESTINATION STRATEGY (SCOTLAND): Uses digital
dashboards and visitor data to optimize flow management and regional tourism
distribution.

e DUBROVNIK VISITORS’ APP (CROATIA): Predicts congestion and offers alternative
visit times to reduce overcrowding.

5.5.10 Action 10 - Collaborative Social Media Campaigns for Visibility and Redistribution

Strategic Axis

Il - Digital Transformation
Intervention aims

A3.b - Social Media Promotion

Objective i
To design and implement collaborative social media strategies that promote equitable tourism

flow redistribution, leveraging the power of interactive campaigns, influencer partnerships, and

user-generated content to increase the visibility of underexplored destinations and alleviate

pressure on overcrowded sites. This initiative supports sustainable tourism development and

aims to elevate the quality of life for residents by fostering a shared narrative of the territory

diverse and lesser-known attractions.

In the digital era, social media shapes travel behaviour and destination choices. However,
current promotion efforts often favour already saturated locations, intensifying overtourism and
territorial imbalances. By applying targeted, collaborative, and inclusive social media
promotion, stakeholders can strategically redirect tourism flows toward polycentric alternatives,
reinforcing sustainability, local identity, and regional cohesion.

e Strengths leveraged:
o High-quality cultural, gastronomic, and natural assets across the Atlantic
Area.
o Existing digital infrastructure and growing content creator networks.
e Weaknesses addressed:
o Lack of visibility of under-visited destinations in digital channels.
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o Fragmentation of promotional efforts and lack of coherent regional identity
online.
Difficulties to hire qualified people in the tourism industry.
Lack of information for tourists / tourist signage.
Lack of digital services for tourists + lack of data to understand
o Lack of cooperation and networking between touristic stakeholders.
e Opportunities seized:
o Global rise in interest for authentic, slow, and sustainable travel experiences.
o Potential of social media to influence real-time visitor decisions and off-peak
travel patterns.
o Growth in eco and culturally-oriented travel communities.
e Threats mitigated:
o Overtourism-related protest movements, especially in well-known areas
(e.g., urban Spain).
Uneven economic benefits of tourism across regions.
Environmental pressure and loss of local acceptance due to unchecked
mass tourism.
This initiative proposes a cross-regional and collaborative social media strategy designed to
boost the visibility of lesser-known and sustainable destinations through creative storytelling
and digital engagement tactics. It encourages real-time visitor behaviour change, fostering
more balanced and respectful tourism flows by appealing to sustainability-minded and
experience-driven travellers.

o O O

Interactive campaigns and collaborations with influencers can increase a destination's visibility.
Creating unique hashtags and encouraging visitors to share their experiences can boost
engagement.

Types of key activities

1. Strategic Content Planning & Branding

o Develop a clear content strategy aligned with the polycentric model principles.

o Design content calendars with seasonal themes, events, and storytelling angles
that connects overtourism destinations with the new centralities that are being
developed by the model.

o Design campaigns to highlight lesser-known destinations, promoting off-season
and off-the-beaten-path experiences.

2. Multi-Platform Content Creation

o Produce high-quality multimedia content (videos, reels, stories, infographics,
and live streams) showcasing the relation between the overtourism destinations
and the new centralities.

o Highlight the new centralities local culture, experiences, testimonials, and
“hidden gems” through engaging formats.

3. Influencer & Content Creator Collaborations
o Partner with local and international travel influencers to reach wider audiences.
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o Organize press trips or fam tours for content creators to generate authentic
content.

o Identify and collaborate with content creators, micro-influencers, and thematic
ambassadors (e.g., slow travellers, nature lovers, cultural advocates).

4. Audience Engagement & Community Building

o Encourage user-generated content through contests, hashtags, and repost
campaigns.

o Creation of regional hashtag campaigns launching destination-specific and
regional hashtags (e.g., #HiddenAtlantic, #SlowTravelNorth, #BeyondPorto).
Respond actively to comments, messages, and reviews to build trust and loyalty.
Create polls, Q&As, and interactive stories based on the relationship between
overtourism destinations and the new centralities to engage users and gather
feedback.

5. Stakeholder Collaboration & Training

o Train local businesses and tourism offices on effective social media use and
content co-creation.

o Create shared content libraries and guidelines for consistent destination
promotion.

o Encourage regional collaboration to amplify messages and cross-promote
destinations

6. Stakeholder Collaboration & Training

o Train local businesses and tourism offices on effective social media use and
content co-creation.

o Create shared content libraries and guidelines for consistent destination
promotion.

o Encourage regional collaboration to amplify messages and cross-promote
destinations

7. Paid Social Advertising & Targeting

o Run targeted ad campaigns to specific markets or tourist segments (e.g.,
adventure travellers, cultural tourists).

o Allocate budget id by seasonality, regional focus, or event promotion needs.

8. Crisis Communication & Reputation Management (peak or crisis periods)

o Use social media for real-time updates during emergencies or disruptions
(weather, health, transport) and on the problematic places of the overtourism
destinations

o Quickly respond to misinformation or negative reviews with transparent
communication.

o Promote safety guidelines and responsible travel behaviour.

e Destination planners and policymakers (national, regional, and municipal).

e Regional governments and communication departments seeking tourism flow
management tools.
Businesses and tourism offices on effective social media use and content co-creation.
Local businesses and entrepreneurs providing authentic, low-impact experiences.
International travel influencers, micro-influencers and content creators

92



interreg

Atlantic Area

POST

Co-funded by
the European Union

e Travelers in general and experience-seeking, sustainability-minded tourists (travellers in
the overcrowded destinations and travellers seeking less crowded destinations).
Millennial and Gen Z travellers, highly influenced by digital media.

Responsible Organization(s)

e |Interregional tourism consortia or networks (e.g. regional DMOs).

e Creative agencies or digital marketing consultants with tourism expertise.

e Local governments supporting visibility and data sharing.

e Content creators and influencer collectives aligned with sustainable travel.
Stakeholders to be Involved
Tourism boards and DMOs providing destination insights.

Cultural and heritage organizations contributing narratives.
Transport providers supporting mobility-focused promotions.
Sustainability NGOs ensuring alignment with low-impact travel.
Tourism SMEs and cooperatives, especially in underpromoted areas.
Key Performance Goals (KPls)
e Influencer activations featuring under-visited destinations.
Creation and viral use of new regional hashtags.
Increase in digital impressions and engagement for under-promoted regions.
Increase in visitor numbers to featured alternative destinations.
Satisfaction rate among stakeholders trained in digital content creation.
Enhanced user participation and content sharing
Strengthened the peripheral destination branding.
e Reduction in misinformation or reputational risks
Monitoring & Follow-up Indicators

e Monitor impressions and engagement for content related to under-visited areas
Tracking of influencers and stakeholders content production
Hashtag use and post volume by tourists and influencers.

Engagement rates (likes, shares, comments, saves) by geography. Monitor the number
of visitors promoting thew new centralities (peripheral) destinations

Traffic to booking platforms and local DMO websites linked to social campaigns.

Visitor sentiment analysis, through reviews and social listening tools.

Estimated Implementation Timeline
e Phase 1 (Months 1-3): Stakeholder coordination, influencer mapping, campaign theme

definition.

e Phase 2 (Months 4-9): Launch of regional campaigns, real-time promotions, hashtag
roll-out.

e Phase 3 (Months 10-18): Expansion to additional destinations, influencer and content
scaling.

Phase 4 (Months 19—-24): Training programs, co-created content library, evaluation.

Benchmarking & Best Practices
Project inspiring good practices
e THE PORTUGUESE CAMINO DE SANTIAGO (DE)MARKETING STRATEGIES
(PORTUGAL): There are several social networks profiles showcasing the tourist
experiences in the Portuguese paths.
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e TERRA AVENTURA (FRANCE): Uses gamified digital experiences and geocaching to
promote rural tourism through fun, shareable content.

e DUBLIN COASTAL TRAIL (IRELAND): Developed an integrated brand and campaign to
spread visitors along lesser-known coastlines via digital storytelling.

Other good practices to be used as source of inspiration:

e VISIT PORTUGAL — INTEGRATED MULTI-PLATFORM CAMPAIGNS WITH
EMOTIONAL STORYTELLING. It creates tailored content for Instagram, Facebook,
YouTube, LinkedIn, Twitter, and TikTok, optimizing formats, tone, and timing for each.
E.g. #PortugallsNotJustLisbon: A national campaign highlighting alternative cities
and countryside, with influencer partnerships and user content. #CoolCascais
(Portugal): A local social campaign positioning Cascais as a lifestyle and wellness
destination through creator storytelling.

5.5.11 Action 11 — Smart Tourism Flow Management: Leveraging Data Analysis for
Sustainable Visitor Redistribution

Strategic Axis

Il - Digital Transformation
Intervention aims
A3.c - Data Analysis

Objective

To analyse tourism data using digital tools and Al-driven analytics to identify overcrowded
destinations and under-visited areas, enabling policymakers to develop strategies that
redistribute visitor flows. By understanding visitor profiles, behaviours, and motivations,
decision-makers can guide tourism towards less-developed areas, reducing the negative
impacts of overtourism while fostering regional economic balance.

Justification
As tourism pressure increases in high-density areas, many Atlantic Area destinations face the
dual challenge of overcrowding in popular sites and underutilization of less-known regions.
Traditional planning models often lack the detailed, real-time data needed to manage these
flows effectively. With advances in digital technologies and Al, there is now a clear opportunity
to use data-driven tools to monitor visitor behaviour, anticipate congestion, and guide tourists
toward alternative destinations. This action seeks to leverage these tools not only to mitigate
the negative impacts of overtourism but also to foster balanced territorial development, improve
visitor experience, and inform more responsive, inclusive tourism strategies.
e Strengths leveraged:
o Existing tourism demand in the territory, providing a solid data base for analysis.
o Presence of digital infrastructure, allowing for real-time data tracking and Al
applications.
o Availability of alternative destinations that can accommodate redirected tourism
flows.
e Weaknesses addressed:
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o Lack of precise visitor data, making it difficult to optimize flow management.
o Limited technological integration in destination planning.
o Inequalities in regional tourism development, with inland areas struggling to
attract visitors.
e Opportunities seized:
o Advancements in data analysis and Al, allowing real-time monitoring of tourist
density.
o Shifting traveller preferences, with growing interest in less crowded, authentic
experiences.
o Potential for predictive modelling, helping destinations prepare and adjust visitor
distribution.
e Threats mitigated:
o Overtourism protests and backlash, by providing data-driven solutions to ease
congestion.
Territorial imbalances, by creating sustainable tourism distribution models.
Environmental degradation in high-density areas, by offering viable alternative
travel options.
The Smart Tourism Flow Management initiative will develop a digital system to track,
analyse, and predict visitor behaviour in the Atlantic Area. The collected data will inform
decision-making strategies to redistribute tourists from overcrowded locations to lesser-known,
underdeveloped areas.

Types of key activities

1. Data Collection & Integration
o Deploy digital sensors, GPS tracking, and mobile app check-ins to measure
real-time visitor flows.
o Integrate tourism data from hotels, airlines, tour operators, and online travel
agencies (OTAs).
o Analyse social media trends and geotagged posts to understand visitor
behaviour.
2. Development of a Smart Tourism Dashboard
o Create an interactive data visualization platform for policymakers and
destination managers.
o Provide real-time updates on tourist congestion and visitor distribution.
o Use Al-driven predictive models to suggest optimal tourism flow strategies.
3. Visitor Profile & Market Segmentation Analysis
o ldentify key tourist segments, including preferences, motivations, and spending
behaviours.
o Analyse seasonal trends and travel patterns to anticipate demand shifts.
o Match tourist segments with alternative destinations, ensuring better tourism
flow distribution.
4. Destination Strategy Recommendations
o Highlight overcrowded areas needing decongestion efforts.
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o Suggest under-visited locations with potential for tourism development.
o Recommend tailored marketing strategies to attract visitors to less-explored
regions.
5. Communication & Stakeholder Engagement
o Provide destination managers with real-time data insights for policy adjustments.
o Develop digital campaigns to educate tourists on sustainable travel routes.
o Collaborate with local businesses and regional governments to implement
redistribution measures.
Target Audience
Destination planners and policymakers (national, regional, and municipal).
e Tourism boards and industry stakeholders (hotels, tour operators, attractions).
e Technology providers (smart tourism platforms, Al-driven analytics, mobility
companies).
e Local businesses and community organizations (hospitality, cultural, and nature-based
tourism providers).
e Travelers seeking less crowded, more authentic experiences.
Responsible Organization(s)
e Local and regional tourism authorities — Leading data collection and strategy
implementation.
e National and international tourism boards — Supporting funding and best practice
dissemination.
e Research institutions and universities — Analysing data and providing predictive
insights.
e Technology partners and digital platforms — Developing smart analytics tools.
Stakeholders to be Involved
Public sector policymakers — Ensuring integration into tourism planning frameworks.
Private sector travel companies — Contributing visitor data for analysis.
Sustainability organizations — Advising on environmental impact mitigation strategies.
Local communities — Providing feedback on tourism impacts and redistribution
strategies.
Key Performance Goals (KPls)
Development of a real-time tourism data dashboard with integrated data sources.
Identification of high-density tourism areas requiring redistribution strategies.
Identification or creation of alternative tourism offer in peripheral areas with visitor
potential.
Increase in visitor numbers in under-visited areas within 2 years.
Reduction in visitor congestion in massified areas during peak seasons.

Monitoring & Follow-up Indicators
e Tracking of visitor movements through smart tourism data.
e Analysis of seasonal visitor redistribution trends.
e Evaluation of economic impact in previously under-visited areas.
e Continuous stakeholder feedback and policy adjustments.
Estimated Implementation Timeline
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Phase 1 (Months 1-6): Data integration, sensor deployment, Al model development.
Phase 2 (Months 6-12): Smart tourism dashboard launch, stakeholder training.
Phase 3 (Months 12-24): Implementation of data-driven tourism redistribution
strategies.
e Phase 4 (Ongoing): Monitoring, evaluation, and refinement of strategies.
Benchmarking & Best Practices

Other good practices to be used as source of inspiration:

e AMSTERDAM'S DIGITAL VISITOR MANAGEMENT SYSTEM: Uses real-time data to
divert tourists to less crowded areas.

e SMART DESTINATIONS INITIATIVE (SPAIN): Leverages Al and big data to analyse
visitor patterns and improve distribution.

e JAPAN'S KYOTO SUSTAINABLE TOURISM PLAN: Uses smart tracking and digital
guides to reduce tourist congestion.

e PORTUGAL'S SMART TOURISM HUBS: Integrate visitor data analytics with tourism
marketing strategies.

e ATMs IN ALDEIAS HISTORICAS (PORTUGAL): Through structured coordination and
monitoring, the ATM initiative in Aldeias Histéricas supports data-informed rural
revitalization strategies that balance tourism access with improved local services.

e Partnership between the GPS application Waze and a French destination (PACA): uses
real-time date to redirect tourists to less crowded area

5.5.12 Action 12 — Polycentric Tourism Clustering: Strengthening Local Collaborations for
Visitor Flow Redistribution

_Strategic Axis

IV - Cooperation and Partnerships

Intervention aims
A4.a - Strengthening Local Collaborations

Objective
To create regional tourism clustering efforts that bring together accommodation providers,
restaurateurs, cultural institutions, and experience-based tourism operators in less-visited
areas, fostering thematic itineraries that redirect tourist flows from overcrowded destinations.
By pooling resources and coordinating marketing efforts, these clusters will provide diverse and
high-quality tourism experiences, strengthening regional economic development while
mitigating overtourism in saturated areas.
e Strengths leveraged:

o Rich cultural and natural heritage in inland and underdeveloped areas.

o Existing tourism actors (hotels, restaurants, museums, artisans) that can

collaborate.

o Authentic rural and nature-based experiences that appeal to slow travellers.

e \Weaknesses addressed:
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Lack of integrated tourism offers in inland and lesser-known areas.
Fragmented business efforts, preventing a cohesive tourism experience.
Limited tourism infrastructure in underdeveloped areas, which can be improved
through collaboration.
e Opportunities seized:
o Growing demand for thematic and sustainable travel, such as heritage,
gastronomy, and wellness tourism.
o Potential for cross-sector partnerships, enhancing value-added tourism
experiences.
o Shift in traveller preferences, favouring less crowded and more immersive
tourism destinations.
e Threats mitigated:
o Overtourism in coastal and urban hotspots, offering well-organized alternatives
in inland areas.
o Economic decline in non-coastal regions, by redistributing tourism revenue and
job opportunities.
o Territorial imbalances, ensuring more equal regional development through
tourism.
The Polycentric Tourism Clustering Initiative will establish coordinated tourism networks that
develop and promote integrated experiences across accommodations, food services, and
cultural sites. These clusters will be designed to increase the attractiveness of less-visited
regions while providing structured alternatives to overcrowded areas.

Types of key activities

1. Formation of Regional Tourism Clusters: Bringing together hoteliers, restaurateurs,
cultural institutions, and nature-based tourism operators. Establishing coordinated
visitor services, including joint ticketing, package deals, and shuttle services. Creating
business-to-business (B2B) cooperation models, such as profit-sharing agreements.

2. Development of Thematic Itineraries: Designing routes centred around gastronomy,
cultural heritage, eco-tourism, and adventure tourism. Linking historic sites, rural
accommodations, and local businesses to create multi-stop visitor experiences. Aligning
seasonal tourism offerings to attract off-season visitors.

3. Marketing & Digital Promotion: Creating joint promotional campaigns showcasing
thematic itineraries. Leveraging influencers, digital storytelling, and social media
campaigns to reach new audiences. Developing a multilingual digital platform to
promote the clusters, featuring online booking, interactive maps, and personalized
recommendations.

4. Capacity Building & Business Training: Providing workshops and training for local
businesses on digital marketing, customer experience, and sustainable tourism
practices. Encouraging collaboration between urban and rural businesses, allowing for
cross-promotion.

98




interreg

Atlantic Area

POST

Co-funded by
the European Union

5. Infrastructure & Service Improvements: Enhancing transport connectivity between
tourism hubs and lesser-visited areas (e.g., bike-sharing, EV rentals, shuttle buses).
Improving visitor information centres and signage to guide tourists through new routes.

Target Audience
e Local and regional tourism businesses (hotels, restaurants, museums, outdoor tour

operators).

Destination management organizations and policymakers.

Travelers seeking immersive and sustainable tourism experiences.

Cultural heritage organizations and local artisans.

Transport providers and mobility companies (e.g., shuttle services, bike-sharing

programs).

Responsible Organization(s)

e Regional and local governments — Facilitating partnerships and ensuring infrastructure
development.

e National tourism boards — Providing funding, guidelines, and strategic oversight.

e Business associations and hospitality groups — Coordinating collaboration between
tourism providers.

e Sustainability organizations — Supporting the integration of eco-friendly tourism

practices.

Stakeholders to be Involved

Tourism associations & chambers of commerce — Encouraging participation from
private sector businesses.

UNESCO and cultural heritage organizations — Supporting certification and promotional
efforts.

Technology providers — Developing the digital platform and online booking tools.
EU and national funding bodies — Financing cluster formation and infrastructure
improvements.

Key Performance Goals (KPls)

Establishment of tourism clusters within the first 2 years.

Increase in visitor numbers in under-visited areas through cluster-based initiatives.
Development of thematic itineraries, incorporating multiple tourism sectors.
Growth in collaboration agreements between local businesses.

Launch of a shared digital platform promoting polycentric tourism routes.
Monitoring & Follow-up Indicators

e Tracking visitor flows and analysing the impact of clusters on tourism distribution.

e Economic performance of businesses within the clusters (visitor spending, job creation).

e Sustainability assessments, ensuring environmental and social balance.

Feedback from travellers and businesses, refining itineraries and services accordingly

Estimated Implementation Timeline
e Phase 1 (Months 1-6): Identification of potential clusters, stakeholder engagement, and
infrastructure needs assessment.

e Phase 2 (Months 6-12): Development of tourism clusters, business agreements, and
itinerary planning.

e Phase 3 (Months 12-24): Launch of digital platform, marketing campaigns, and visitor
tracking.
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e Phase 4 (Ongoing): Monitoring, refinement, and expansion of cluster-based tourism
initiatives.
Benchmarking & Best Practices
Project inspiring good practices
e THE PORTUGUESE CAMINO DE SANTIAGO (DE)MARKETING STRATEGIES
(PORTUGAL): Encourages collaboration between municipalities, tourism operators, and
pilgrim associations.
e LA ROCHELLE OCEAN PASS (FRANCE): Requires cooperation between multiple
DMOs and transport providers to be successful.
e DUBLIN COASTAL TRAIL (IRELAND): Connects local councils, tourism operators, and
transportation services.
e GEODESTINATION TERRAS DE CELANOVA-SERRA DO XURES (SPAIN): Facilitates
business networking and mentorship.
Other good practices to be used as source of inspiration:
e THE SILK ROAD (ASIA): A multi-country heritage and trade route that integrates
cultural and commercial tourism.
e THE BALTIC SEA CULINARY ROUTE (NORTHERN EUROPE): A cross-border
gastronomic tourism initiative promoting local products across multiple countries.
e THE TRANSNATIONAL VIKING ROUTE (SCANDINAVIA & UK): A heritage tourism
initiative that unites museums, cultural sites, and local businesses.
e FRANCE'S "VILLAGES DE CARACTERE" PROGRAM — A network of charming rural
villages promoting local tourism.
e THE "PUEBLOS MAGICOS" INITIATIVE (MEXICO) — A government-led effort to
develop and market unique cultural destinations.
e THE DOURO WINE TOURISM ROUTE (PORTUGAL) — A collaborative tourism
initiative linking wineries, accommodations, and cultural sites.
e THE CAMINO DE SANTIAGO EXPERIENCE CLUSTERS (SPAIN) — Business
partnerships enhancing tourism services along pilgrimage routes.

5.5.13 Action 13 - Strengthening Cross-Border Partnerships for Polycentric Tourism
Development

Strategic Axis

IV - Cooperation and Partnerships

Intervention aims
A4.b - Cross-Border Partnerships

Objective
To promote cross-border tourism partnerships that foster polycentric tourism development,
allowing adjacent but administratively, geographically, or culturally divided regions to position

themselves as shared destinations. This initiative aims to bypass administrative barriers, attract
international and regional visitors, and ensure a balanced redistribution of tourism flows by
enhancing cooperation between major urban centres and their peripheral destinations.
Justification
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Overtourism in major destinations often overshadows smaller, culturally rich areas that have
the potential to attract visitors and contribute to economic development. Meanwhile, regions
with shared heritage, culture, or geography remain disconnected due to administrative or
marketing barriers. By fostering cross-border partnerships, whether between countries or within
the same nation, this initiative will create multi-destination travel circuits that improve regional
balance and sustainability.

e Strengths leveraged:
o Rich cultural and historical heritage shared across administrative or national
borders.
o Proximity of secondary destinations to major urban centres, making them ideal
for redistributing tourism flows.
o Existing infrastructure (e.g., train connections, highways) facilitating regional
tourism cooperation.
e Weaknesses addressed:
o Limited cross-border cooperation in tourism marketing and infrastructure
planning.
o Inefficient regional tourism management due to fragmented governance
structures.
e Opportunities seized:
o Potential to attract international visitors with well-developed multi-destination
experiences.
o Development of regional travel circuits, reducing congestion in major tourism
hubs.
o Creation of multi-regional tourism products, improving economic stability for
smaller destinations.
e Threats mitigated:
o Overtourism in major cities, which negatively impacts local communities and
infrastructure.
o Underdevelopment of culturally rich, mid-sized destinations, leading to economic
disparity.
o Competition between destinations rather than collaborative tourism strategies,
weakening their international appeal.
This initiative fosters cross-border tourism cooperation by linking major hubs with culturally and
geographically connected peripheral destinations. Through joint marketing, infrastructure
investment, and multi-destination packages, these partnerships enhance regional travel
experiences while supporting sustainable tourism redistribution.

Types of key activities

1. Creating Multi-Destination Travel Circuits
o Develop joint tourism packages connecting major hubs and secondary
destinations, emphasizing shared cultural heritage and accessible transportation
options. This type of effort could encourage travellers to extend their stay
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beyond main urban centres, ensuring tourism benefits reach secondary
locations.
2. Infrastructure and Mobility Coordination
o Improve regional rail and road connectivity to support seamless multi-destination
travel. Promote interregional public transport passes, allowing visitors to travel
effortlessly between partnered regions. Facilitates movement between regions,
preventing congestion in primary destinations and making smaller locations
more accessible.
3. Joint Tourism Marketing and Branding
o Establish a unified marketing identity for cross-border destinations, promoting
cultural similarities over administrative divisions. Encourages international and
domestic visitors to explore multiple regions rather than concentrating on a
single city.
4. Shared Events and Festivals Across Regions
o Develop cross-border cultural and gastronomic events, reinforcing historical and
cultural connections. Attracts visitors to less-explored areas, ensuring economic
benefits are distributed across multiple locations.
5. Collaborative Investment in Sustainable Tourism
o Align sustainability policies across regions, including eco-certifications, waste
management, and low-carbon mobility initiatives. Ensures long-term viability of
tourism expansion while promoting responsible practices.
Target Audience
e Tourists interested in multi-destination experiences.
e Destination Management Organizations (DMOs) coordinating cross-regional marketing.
e Local businesses seeking tourism revenue growth beyond major hubs.
e Transportation authorities’ improving connectivity.
e Cultural and heritage institutions fostering shared tourism narratives.
Responsible Organization(s)
e Regional tourism boards: To facilitate cross-border partnerships.
e Municipalities and local governments: Supporting infrastructure and business initiatives.
e National tourism agencies: Funding and promoting international appeal.
e Transport providers: Ensure multi-destination accessibility.
Stakeholders to be Involved
Hospitality and tourism businesses: Development of cross-border packages.
UNESCO and cultural heritage organizations: Recognition of historical connections.
Public and private transport operators: Creation of interregional travel solutions.
Marketing and media agencies: Driving promotional campaigns.
Key Performance Goals (KPls)
Increase in multi-destination travel within participating regions.
Development of cross-border tourism circuits within three years.
Expansion of rail and transport connectivity between major tourism hubs and secondary
cities.
e Growth in overnight stays in secondary destinations, reflecting improved tourism flow
distribution.
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e Successful joint branding campaigns, measured through digital engagement and visitor

surveys.

Monitoring & Follow-up Indicators
e Tracking visitor flows and analysing the impact of the joint tourism package and shared
events and festivals on tourism distribution.
e Economic performance of the joint tourism packages and shared events and festivals
(visitor spending, job creation).
e Tracking positioning and notoriety.
e Tracking sustainability policies impact.
Estimated Implementation Timeline
e Phase 1 (Months 1-6): Stakeholder engagement, partnership agreements, and initial
planning.
e Phase 2 (Months 7-12): Infrastructure coordination and marketing campaign
development.
e Phase 3 (Months 13-24): Pilot launch of cross-border tourism products and joint travel
circuits.
e Phase 4 (Months 25-36): Expansion, evaluation, and continuous optimization of
partnerships.

Benchmarking & Best Practices

Project inspiring good practices:

e EIXO ATLANTICO (GALICIA-NORTHERN PORTUGAL) through its Tourism Thematic
Group joins together tourism decision-takers/policy-makers of Eixo’s cities and
provinces aiming at to promote a sustainable and balance tourism development in Eixo
Atlantico Urban System as an whole and to develop and to promote the Galicia-North of
Portugal Euroregion (under the slogan Two Countries One Destination).

e LA ROCHELLE OCEAN PASS (FRANCE): Implements a regional tourism pass,
encouraging visitors to travel beyond major hubs.

e DUBLIN COASTAL TRAIL (IRELAND): Uses cross-regional branding to promote
smaller coastal towns as alternatives to urban tourism.

Other good practices to be used as source of inspiration:

e BASQUE COUNTRY & NAVARRE CROSS-BORDER TOURISM AGREEMENT:
Establishes joint cultural experiences bridging the French-Spanish border.

e SCOTLAND’S "SPIRIT OF THE HIGHLANDS" INITIATIVE: Develops multi-region travel
packages, reducing congestion in Edinburgh.

5.5.14 Action 14 — Implementing Sustainable Tourism Practices to Mitigate Overtourism
and Promote Regional Balance
[A5.a] Sustainable Tourism

Strategic Axis

V - Adapting to Trends and Challenges

Intervention aims

5.a - Sustainable Tourism
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Objective

To develop and implement sustainable tourism strategies that address overtourism in popular
destinations and promote the development of under-visited regions. This involves effective
waste management, preservation of natural resources, promotion of eco-labels, assessment of
carrying capacities, and the application of adaptive tourism taxes to regulate visitor flows.
Identifying the thresholds at which stricter sustainability measures must be implemented to
prevent site overloading while promoting alternative destinations with strong environmental
policies and sustainability credentials. The aim is not to empty one destination and saturate
another, but to redistribute flows equitably, ensuring economic benefits are shared while
maintaining the ecological and social well-being of both primary and peripheral regions.

Justification

Tourism demand is evolving, with travellers actively seeking low-impact, environmentally
responsible destinations. By leveraging sustainability practices as a competitive advantage,
peripheral destinations can attract responsible travellers who prioritize eco-conscious tourism
policies.

e Strengths leveraged:
o Rich natural and cultural heritage in less-visited areas presents an opportunity
for sustainable tourism development.
o Existing tourism actors (hotels, restaurants, museums, artisans) that can
collaborate.
o Authentic rural and nature-based experiences that appeal to slow travellers.
e Weaknesses addressed:
o Overreliance on mass-tourism hubs, leading to regional disparities in tourism
benefits.
o Lack of environmental infrastructure and sustainability measures in alternative
destinations.
o Limited awareness and adoption of eco-certifications in the tourism sector.
e Opportunities seized:
o Growing demand for thematic and sustainable travel, such as heritage,
gastronomy, and wellness tourism.
o Digital advancements enabling efficient waste management and conservation
tracking.
o Shift in traveller preferences, favouring less crowded and more immersive
tourism destinations.
e Threats mitigated:
o Environmental degradation due to mass tourism, particularly in overcrowded
heritage sites and coastal areas.
o Climate change effects increasing pressure on natural resources.

The initiative aims to implement comprehensive sustainable tourism practices to balance tourist
distribution, preserve environmental and cultural resources, and enhance the quality of life for
local communities.
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Types of key activities

1. Sustainable Destination Positioning: Create destination-wide sustainability branding,
using certifications as a marketing tool to attract eco-conscious travellers. This can be
achieved by efforts related to:

a. Develop integrated waste management plans by collaborating with local
authorities and businesses to establish efficient waste collection, recycling, and
disposal systems tailored to tourist activities.

b. Promote low-impact tourism models, such as nature-based experiences,
agro-tourism, and eco-lodging, positioning alternative destinations as
environmentally superior choices.

c. Encourage tourism operators to adopt practices that reduce water and energy
consumption, aligning with sustainable tourism principles.

d. Support tourism businesses in obtaining recognized eco-labels and certifications
that ensure their commitment to environmental sustainability.

e. Provide visitor education campaigns, highlighting eco-certified accommodations,
attractions, and restaurants, influencing traveller decision-making.

2. Assessment of Carrying Capacity: Implement advanced methodologies, such as
those developed by ESPON, to evaluate the environmental, social, and infrastructural
limits of destinations. These assessments will provide critical insights into a territory’s
ability to sustainably accommodate tourism, ensuring that visitor numbers align with the
area's long-term viability. To support this, real-time monitoring systems will be
established to continuously track visitor density, environmental impact indicators, and
community sentiment. This data-driven approach will enable proactive decision-making,
facilitating the redistribution of tourism flows to prevent overburdening high-traffic areas
while promoting under-visited regions.

3. Adaptive Tourism Taxes and Demand Management: Implement dynamic tourism tax
models that adjust based on occupancy rates and carrying capacity assessments,
ensuring a balanced distribution of visitor flows while generating revenue for
sustainability initiatives. By increasing taxes during peak congestion periods and
reducing them during off-peak seasons, destinations can incentivize travel outside of
high-demand areas. Additionally, strategic tax incentives and targeted marketing
campaigns should be employed to encourage tourists to explore lesser-known regions,
alleviating pressure on overcrowded sites while fostering economic growth in peripheral
areas.

Target Audience

e Tourists: Encouraged to engage in sustainable behaviours and explore diverse
destinations.

e Local and Regional Authorities: Responsible for policy implementation and
infrastructure development.

e Tourism Businesses and Operators: Key players in adopting sustainable practices and
obtaining eco-certifications.

e Local Communities: Beneficiaries of improved environmental quality and economic
opportunities.

e Environmental organizations: Promoting conservation initiatives.
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Responsible Organization(s)
e Destination Management Organizations (DMOs): Lead the coordination and

implementation of sustainable tourism strategies.
Environmental Agencies: Provide expertise and oversight on conservation efforts.
Tourism Associations: Facilitate industry engagement and compliance with eco-label
standards.
Local Governments: Enforce regulations, manage infrastructure, and allocate resources
effectively.
Private sector tourism operators: Leading industry adoption of eco-certifications.
Stakeholders to be Involved
Hospitality and Service Providers: Implement sustainable practices and participate in
certification programs.
Community Organizations: Ensure that tourism development aligns with local interests
and cultural preservation.
Transportation Providers: Enhance connectivity to peripheral areas and promote
low-carbon mobility options.
Educational Institutions: Conduct research and provide training on sustainable tourism
practices.
Eco-tourism and sustainable travel associations: Partnering in certification and
awareness campaigns.
Academic institutions: Conducting research and monitoring environmental impact.
Key Performance Goals (KPls)

Increase in Eco-Certified tourism businesses obtaining eco-labels.

Reduce tourism-related waste in targeted destinations.

Increase tourist visits to under-visited peripheral areas with strong sustainability

policies.

e Tourist satisfaction ratings on sustainability efforts in surveyed visitors.

Policy taxes implemented.

Monitoring & Follow-up Indicators

Tracking of waste production trends, identifying intervention points.

e Annual review of water and energy efficiency measures in tourism businesses.
e Surveying visitor perceptions of sustainability efforts.
[ J

Regular audits on eco-certification adoption rates.
Estimated Implementation Timeline
e Phase 1 (Months 1-6): Stakeholder engagement, data collection, waste management
assessments.
e Phase 2 (Months 7-12): Policy development, pilot sustainability initiatives, training
programs.
e Phase 3 (Months 13-24): Rollout of waste reduction strategies, certification programs,
promotional campaigns.
e Phase 4 (Ongoing): Continuous monitoring, evaluation, and policy refinement.

Benchmarking & Best Practices
Project inspiring good practices:
e LA ROCHELLE OCEAN PASS (FRANCE): Integrated waste-conscious tourism policies
and public transport incentives to reduce visitor impact.
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e DUBLIN COASTAL TRAIL (IRELAND): Promoted peripheral destinations through
conservation-focused tourism marketing.

e TERRA AVENTURA (FRANCE): Used eco-friendly gamification strategies to attract
visitors to less-explored, nature-based experiences.

e SUSTAINABLE ECO-EXPERIENCES IN THE GEODESTINATION TERRAS DE
CELANOVA-SERRA DO XURES (SPAIN): Emphasizes eco-friendly practices and local
resource preservation.

Other good practices to be used as source of inspiration:

e DUBROVNIK SMART DESTINATION STRATEGY (CROATIA): Implemented dynamic
tourism taxation, adjusting fees based on visitor load to redistribute tourism pressure.

e COSTA RICA'S ECO-CERTIFICATION MODEL (COSTA RICA): A globally recognized
program positioning sustainable tourism as a competitive advantage.

5.5.15 Action 15 — Wellbeing Offers

Strategic Axis

V - Adapting to Trends and Challenges
Intervention aims

5.b - Wellbeing Offers

Objective

To position alternative tourism destinations as wellness-oriented retreats, leveraging natural
resources, hospitalityy, and sustainability to attract health-conscious travellers seeking
relaxation, mental and physical rejuvenation, and immersive nature experiences. This initiative
aims to balance tourism flows by strengthening peripheral destinations as wellness hubs,

redistributing visitors from overcrowded areas while fostering a high-quality tourism experience.
Wellbeing tourism has emerged as one of the fastest-growing sectors globally, as travellers
prioritize mental and physical wellness, stress reduction, and immersive natural experiences.
Destinations that successfully integrate wellness infrastructure, quality hospitality, and
environmental harmony can distinguish themselves in the market, increasing their
attractiveness while ensuring long-term sustainability.

e Strengths leveraged:
o Diverse natural landscapes (forests, mountains, coastal areas) ideal for
wellness activities.
o Established hospitality and gastronomy sectors that can adapt to
wellness-driven experiences.
o High-quality local products, such as organic food, thermal waters, and artisanal
goods.
e Weaknesses addressed:
o Lack of segmentation in tourism offers, requiring differentiation through
wellness-focused branding.
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o Fragmented transport and mobility services, making remote wellness sites
difficult to access.
e Opportunities seized:
o Growing demand for slow, mindful travel experiences, shifting interest away
from mass tourism.
o Rising interest in sustainable, eco-conscious tourism, aligning wellness with
environmental conservation.
o Expansion of medical and wellness tourism, attracting international visitors
seeking health-oriented stays.
e Threats mitigated:
o Overtourism in traditional resort areas, allowing alternative destinations to divert
visitor flows.
o Environmental degradation and pollution, which negatively impact wellness
experiences.
This initiative develops holistic wellbeing tourism by strengthening local wellness offers,
environmental quality, and accessibility. The goal is to transform select destinations into
wellness-centred hubs, making them so attractive and peaceful that visitors experience
well-being simply by being there.

Types of Key Activities

1. ldentifying and Mapping Wellness-Focused Resources

o Conduct a market analysis of global wellness trends and identify potential tourist
segments (e.g., wellness retreats, digital detox travellers, spa-goers). Map
existing wellness establishments in peripheral areas, such as thermal spas,
yoga centres, organic farms, and nature lodges. This aims to highlight
alternative destinations with strong wellness potential. Creating a structured
wellness network, will make secondary regions more competitive.

2. Developing Wellness-Focused Travel Packages

o Curate multi-day wellness travel itineraries, incorporating treatments, meditation
retreats, and local gastronomy experiences.

o Establish partnerships between accommodations, spas, and local activity
providers to create holistic, all-inclusive experiences. This encourages long
stays in lesser-visited areas, alleviating congestion in major destinations and
transforming underdeveloped regions into high-value tourism hubs.

3. Improving Destination Appeal Through Sustainability and Quality of Life

o Enhance waste management, visual and noise pollution control, and green
mobility, ensuring a peaceful and clean environment. Promote biophilic urban
planning (nature-integrated design) in small towns to enhance walkability and
relaxation zones. This may make smaller towns more liveable and attractive to
wellness travellers, while strengthening long-term tourism sustainability,
ensuring low environmental impact.

4. Strengthening Accessibility and Infrastructure for Wellbeing Travelers
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o Improve transportation links (rail, shuttle services) between major cities and
wellness-focused rural destinations. Ensure easy access to medical services,
reinforcing confidence among international health-conscious travellers.
Removing mobility barriers, making peripheral regions more attractive to visitors
lead to wellness destinations that are well-connected and accessible.

5. Marketing and Branding of Wellness Destinations

o Create a unified branding strategy for wellness tourism, emphasizing natural
beauty, relaxation, and sustainability. Launch targeted digital campaigns aimed
at key wellness tourism markets (e.g., Northern European slow travellers, North
American wellness seekers). Promoting alternative destinations as primary
wellness hubs, shifts tourism demand from congested resort areas. By
expanding the region’s international market reach, it will make it easier to attract
high-value, low-impact travellers.

Target Audience
e Wellness-focused travellers: Those seeking mental and physical relaxation.
e Destination Management Organizations (DMOs): Promotion of alternative tourism
strategies.
e Hospitality and wellness service providers (spas, yoga centres, eco-lodges, organic
farms).
e Local governments and urban planners: Improvement of environmental quality in

tourism areas.
e International travel agencies: Specialization in wellness tourism.
Responsible Organization(s)
e National and regional tourism boards: Overseeing wellness tourism development.
e Wellness associations and medical tourism organizations: Ensure service quality.
e Sustainability and environmental agencies: Ensure eco-conscious destination
management.
e Local municipalities: introducing in their territorial planning the tourism activity impact on
the public infrastructures and public services provision (for example: waste
management and pollution control according with the number of users — tourist and
inhabitants).
Stakeholders to be Involved
Wellness professionals (yoga instructors, spa operators, holistic health practitioners).
Eco-tourism and nature retreat businesses.
Transport and mobility providers ensuring smooth travel to wellness destinations.
Local communities engaged in sustainable tourism practices.
Key Performance Goals (KPls)
Increase in wellness tourism arrivals in selected regions.
Development of wellness travel packages integrating multiple services.
Expansion of wellness service providers, ensuring a robust industry ecosystem.
Reduction of waste and pollution in wellness-focused destinations.
Higher visitor satisfaction ratings, measured by improved wellness experience
perception.
Monitoring & Follow-up Indicators
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e Tracking wellness visitor numbers, ensuring balanced growth.

e Assessing environmental improvements in wellness areas (waste reduction, air quality).

e Analysing booking trends for wellness experiences, identifying high-performing
services.

e Surveying visitor satisfaction, refining offerings based on feedback.

Estimated Implementation Timeline

e Phase 1 (Months 1-6): Research on wellness market trends, identification of regional
wellness assets.

e Phase 2 (Months 7-12): Infrastructure and service quality improvements, waste
management strategies.

e Phase 3 (Months 13-24): Launch of wellness tourism packages, branding campaign
rollout.

e Phase 4 (Ongoing): Performance tracking, refinement, and market expansion.

Benchmarking & Best Practices
Project inspiring good practices

e DUBLIN COASTAL TRAIL (IRELAND): Used nature immersion to promote stress-free,
slow travel experiences.

Other good practices to be used as source of inspiration:

e COSTA RICA'S "BLUE ZONE" WELLNESS STRATEGY (COSTA RICA): Successfully
positioned wellness tourism through nature-focused well-being experiences.

e |CELAND’S GEOTHERMAL SPA NETWORK (ICELAND): Developed a high-value
wellness sector leveraging natural hot springs, attracting visitors year-round.

o SWITZERLAND’S ALPINE WELLBEING TOURISM (SWITZERLAND): Integrated
medical and wellness tourism, strengthening regional economic resilience.

e EIXO ATLANTICO THERMALISM FORUM (SPAIN & PORTUGAL): Thematic thermal
springs cities that work collaboratively in managing and positioning their thermalism
offer. One of the actions jointly developed by them was the “Thermal Guide of Eixo
Atlantico”

e EIXO ATLANTICO CROSS-BORDER URBAN AGENDA (SPAIN & PORTUGAL):
Example of urban agenda that includes tourism as one key-element of the urban
planning and that envisage tourism activity impact in the different areas of the city
management.

5.5.16 Action 16 — Resilient Destination Planning

Strategic Axis

VI - Managing Global Threats

Intervention aims
6.a - Flexibility in the Face of Uncertainty

Objective

Overtourism is a growing challenge in key destinations, putting excessive pressure on
infrastructure, natural resources, and local communities. To develop resilience plans for tourism
destinations that enable them to adapt to economic downturns and climatic crises through
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seasonal diversification, adaptive infrastructure investment, and proactive crisis management
strategies. By ensuring that tourism remains viable year-round and under extreme conditions,
destinations will enhance long-term sustainability and visitor attractiveness.
Justification

By implementing resilience strategies, destinations can become year-round tourism options
and absorb visitor flows more effectively, easing overcrowding in peak destinations while
strengthening regional economic stability.

e Strengths leveraged:
o Rich cultural and natural heritage that can be adapted for year-round tourism.
o Existing tourism infrastructure that can be reinforced against climate challenges.
o Proximity to major urban centres, allowing for diversified tourism flows.
e \Weaknesses addressed:
o Seasonality of tourism, with high dependence on peak seasons.
o Fragmented tourism infrastructure, not always adapted to extreme weather
conditions.
o Limited cooperation between stakeholders, reducing capacity to respond to
crises effectively.
e Opportunities seized:
o Growing demand for off-season travel experiences, including wellness,
eco-tourism, and cultural tourism.
o Investment in climate-resilient infrastructure, ensuring destinations remain
operational despite weather-related disruptions.
o Use of digital solutions to monitor and anticipate climate risks and visitor trends.
e Threats mitigated:
o Climate change impacts, including extreme weather events, heatwaves, floods,
and rising sea levels.
o Economic instability, which can reduce tourist spending and impact local
businesses.
o Over-reliance on a single type of tourism (e.g., beach tourism), making
destinations vulnerable to disruptions.
The Resilient Destination Planning initiative plays a crucial role in polycentric tourism
development by enhancing alternative destinations' capacity to attract visitors year-round,
ensuring they are climate-resilient, economically sustainable, and well-positioned to handle
fluctuating tourism demand. Below is a breakdown of how each key activity supports tourism
flow redistribution, demassifying overcrowded areas while strengthening peripheral
destinations.

Types of key activities

1. Diversifying Seasonal Tourism Activities
a. Develop alternative tourism offers for off-peak seasons (e.g., wellness retreats,
cultural festivals, adventure tourism). By diversifying tourism activities, these
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2. Investing in Climate-Resilient Infrastructure

a.

3. Implementing Economic Resilience Strategies

a.

4. Leveraging Data and Technology for Crisis Management

a.

locations become viable options for visitors year-round, helping to relieve
congestion in overcrowded peak-season areas.

Promote winter tourism in traditionally summer-focused destinations and vice
versa. Encouraging seasonal counterbalancing prevents tourist flows from
concentrating in one place at the same time. Destinations heavily dependent on
summer beach tourism can introduce skiing, hiking, or spa tourism in the
off-season, providing alternative experiences to visitors from urban centres.
Encourage gastronomy and local craft experiences, which are less affected by
weather changes. Culinary and craft-based tourism has high potential for
attracting visitors in all seasons. Local food festivals, traditional markets, and
artisanal workshops serve as compelling tourism products without overwhelming
the natural environment.

Adapt hotels, transport hubs, and attractions to withstand extreme weather
conditions (e.g., flood-resistant structures, cooling stations for heatwaves). Many
coastal and urban destinations face extreme weather challenges (heatwaves,
storms, flooding). By investing in climate-adapted infrastructure in alternative
destinations, these locations become more reliable tourism options, attracting
visitors even when major tourist cities are affected by climate disruptions.

Lack of accessibility is a major barrier to tourism flow redistribution. Enhancing
railway connectivity, bike-sharing systems, and low-carbon mobility options
makes peripheral destinations easier to reach, reducing over-reliance on
city-centre tourism. Expand eco-friendly transport networks (e.g., EV-friendly
routes, pedestrian zones, cycling paths) to reduce reliance on fossil fuels.
Ensure disaster preparedness for tourism operators, including evacuation plans
and emergency communication systems. Tourists seek security and reliability,
often avoiding destinations perceived as vulnerable to crises (natural disasters,
power outages, heatwaves). Strengthening resilience planning in alternative
destinations makes them appealing, trustworthy options, encouraging travel
beyond conventional tourist hubs.

Offer financial incentives for tourism businesses to diversify their products and
services. Economic incentives encourage hotels, tour operators, and restaurants
in under-visited areas to develop new experiences that redirect tourism flows
from overcrowded regions.

Encourage public-private partnerships for long-term tourism investment; since
private investment in alternative destinations can create compelling tourism
offerings, reducing dependency on saturated markets.

Use real-time climate monitoring tools to anticipate risks and inform visitors.
Destinations with real-time risk monitoring can adapt tourism flows dynamically,
guiding visitors to alternative options when extreme weather strikes.

Develop Al-driven demand forecasting to adjust visitor flows based on economic
and climate conditions. Big data can identify peak congestion points and adjust
promotional efforts in real time, preventing overcrowding.
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c. Implement digital platforms to provide real-time updates on weather-related
travel disruptions. Smart digital tools ensure travellers can make informed
decisions, making them more likely to choose alternative destinations when

primary hotspots are overloaded

Target Audience
e Local and regional governments responsible for tourism and climate adaptation policies.

Destination Management Organizations (DMOs) coordinating crisis response efforts.

Hospitality and tourism businesses investing in climate-adaptive solutions.

Local communities reliant on tourism revenue for economic stability.

Sustainability and urban planning organizations guiding infrastructure investments.

e Travelers seeking sustainable, less congested travel options.
Responsible Organization(s)
e National and regional tourism boards — Overseeing strategic implementation.
e Climate resilience and urban development agencies — Ensuring infrastructure
adaptation.
e Economic development organizations — Providing funding and investment incentives.
e Technology providers — Supporting Al-based monitoring and digital platforms.
e Sustainability-focused NGOs advising on eco-friendly initiatives.

Stakeholders to be Involved

Public and private tourism businesses — Ensuring a collaborative approach to

adaptation.

Transportation operators — Developing climate-proof mobility solutions.

Cultural institutions and event organizers — Supporting seasonal diversification efforts.

Local environmental organizations — Ensuring sustainable tourism practices.}

Academic and research institutions conducting visitor flow analysis and resilience

assessments.

Key Performance Goals (KPls)

Increase in off-season tourism in participating destinations.

Increase in visitor numbers in peripheral destinations with resilience plans.

Reduction in tourism-related climate disruptions through infrastructure adaptation.

Creation of new climate-resilient tourism experiences per region.

Implementation of real-time data tracking in destinations for climate risk management.

Training of tourism operators in crisis preparedness and adaptation strategies.

e Implementation of Al-driven visitor flow management of major tourism destinations.

Monitoring & Follow-up Indicators

Tracking seasonal visitor distribution trends.

Assessing infrastructure resilience against extreme weather events.

Evaluating economic performance of tourism businesses before and after adaptation.

Monitoring digital engagement with climate risk communication tools.

Surveying visitor satisfaction regarding climate-adaptive tourism offerings.

Economic performance reports, tracking investment and revenue growth in alternative

regions.

Estimated Implementation Timeline
e Phase 1 (Months 1-6): Research on climate impacts and economic vulnerabilities in

tourism destinations.

113



interreg

Atlantic Area

POST

Co-funded by
the European Union

e Phase 2 (Months 6-12): Development of adaptation plans and pilot infrastructure
projects.
e Phase 3 (Months 12-24): Implementation of seasonal diversification strategies and
business support programs.
e Phase 4 (Ongoing): Continuous monitoring, evaluation, and policy adjustments.
Benchmarking & Best Practices
Project inspiring good practices
e LA ROCHELLE OCEAN PASS (FRANCE): Integrated sustainable transport with tourism
diversification.
Other good practices to be used as source of inspiration:
e SCOTLAND’S CLIMATE-RESILIENT TOURISM STRATEGY (SCOTLAND): Includes
climate-proof infrastructure investments.
e NORWAY’'S SUSTAINABLE WINTER TOURISM INITIATIVE (NORWAY): Created
off-season experiences to reduce peak tourism impact.
e JAPAN’S AI-BASED DISASTER RISK MANAGEMENT FOR TOURISM (JAPAN): Uses
real-time data to adjust visitor flows in response to climate threats.

5.5.17 Action 17 - Leveraging Technological Innovation for Sustainable Tourism
Management

Strategic Axis

VI - Managing Global Threats
Intervention aims
6.b - Innovation

Objective

To enhance the resilience and competitiveness of tourism destinations by integrating advanced
technologies, such as virtual reality (VR) and real-time data analytics, into tourism
management and visitor experiences. This initiative aims to provide immersive experiences
and real-time information to tourists and policymakers, facilitating informed decision-making
and sustainable tourism practices.

Justification
e Strengths leveraged:
o Rich cultural and natural heritage that can be showcased through immersive
technologies.
o Existing technological infrastructure that can support advanced data analytics
and VR applications.
o Established tourism industry with stakeholders open to adopting innovative
solutions.
e \Weaknesses addressed:
o Overcrowding in popular tourist sites, leading to resource strain and diminished
visitor experiences.
o Limited data-driven decision-making, hindering effective tourism management.
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o Seasonal fluctuations in tourist arrivals affecting economic stability.
e Opportunities seized:
o Advancements in VR and data analytics offering new avenues for enhancing
tourist experiences and management.
o Growing demand for personalized and immersive travel experiences among
modern travellers.
o Availability of open-source data that can be harnessed for real-time tourism
management.
e Threats mitigated:
o Overtourism leading to environmental degradation and resident dissatisfaction.
o Global economic fluctuations impacting tourist arrivals and revenues.
o Climate-related challenges necessitating adaptive and resilient tourism
strategies.
Description
The initiative focuses on integrating virtual reality and real-time data analytics into tourism
strategies to enhance visitor experiences and optimize destination management.

Types of Key Activities

1. Development of Virtual Reality Experiences: Create virtual tours of attractions,
allowing potential visitors to explore destinations remotely, aiding in trip planning and
marketing. Another alternative would be to implement VR storytelling to showcase
cultural heritage and historical narratives, enriching the visitor experience.

2. Implementation of Real-Time Data Analytics: Develop a real-time monitoring system
to track visitor numbers, available parking spaces, and queue lengths at attractions,
assisting in crowd management. Utilize open-source data to provide tourists with live
updates on site congestion, enabling informed decisions and dispersing crowds.

3. Integration of User-Friendly Platforms: Create mobile applications and interactive
dashboards that deliver real-time information to tourists and policymakers, enhancing
experience and management.

4. Stakeholder Training and Collaboration: Conduct training sessions for tourism
stakeholders on utilizing these technologies effectively. Foster partnerships between
tech companies, local authorities, and tourism businesses to ensure seamless

integration and operation.

e Tourists seeking enriched and informed travel experiences.

e Destination management organizations (DMOs) aiming for efficient tourism oversight.

e Local businesses and tourism operators looking to enhance services.

e Technology providers offering solutions for the tourism sector.

e Policy makers focused on sustainable tourism development.

Responsible Organization(s)

e Local and regional tourism boards overseeing implementation.

e Technology firms developing VR content and data analytics tools.
e Academic institutions providing research and expertise.

e Tourism associations facilitating stakeholder engagement.
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Stakeholders to be Involved

e Tourism operators and service providers integrating new technologies.

e Local communities participating in content creation and benefiting from improved
management.

e Environmental agencies ensuring sustainable practices.

e Visitors utilizing the tools for enhanced experiences.

Key Performance Goals (KPls)

Development and launch of VR experiences for major attractions.

Implementation of a real-time data monitoring system covering key tourist sites.
Reduction in overcrowding incidents at popular sites.

Increase in tourist satisfaction scores related to information accessibility and experience
quality.

e Training of local tourism operators in utilizing new technologies.

Monitoring & Follow-up Indicators
Tracking engagement with VR platforms and real-time data tools.

e Visitor movement and distribution analytics, measuring congestion reduction.

e Stakeholder feedback surveys on digital tourism integration effectiveness.

e Economic performance of alternative tourism sites, indicating improved visitor flow.

Estimated Implementation Timeline

Phase 1 (Months 1-3): Planning and stakeholder consultations.

Phase 2 (Months 4-8): Development of VR content and data analytics infrastructure.
Phase 3 (Months 9-12): Pilot testing and refinement of technologies.

Phase 4 (Months 13-18): Full-scale implementation and marketing.

Phase 5 (Months 19-24): Monitoring, evaluation, and adjustments.

Benchmarking & Best Practices

Project inspiring good practices

e LA ROCHELLE OCEAN PASS (FRANCE) — A smart tourism pass integrating public
transport, attractions, and digital ticketing, encouraging visitor distribution.

e DUBLIN COASTAL TRAIL (IRELAND) — Uses real-time visitor flow data to promote
alternative coastal destinations beyond the city centre.

e TERRA AVENTURA (FRANCE) — A gamified geo-tourism initiative, spreading visitor
traffic to rural areas through interactive digital storytelling.

e MY OCEAN BEACHES (FRANCE) — Uses real-time data on beach occupancy to
redirect visitors to less crowded locations.

Other good practices to be used as source of inspiration:

e DUBROVNIK REAL-TIME VISITOR MONITORING SYSTEM (CROATIA): Implemented
surveillance cameras at city entrances to monitor visitor numbers within the city walls.
Data is updated every 15 minutes and displayed using a traffic light system to indicate
congestion levels.

e DUBROVNIK'S SMART PARKING INITIATIVE(CROATIA): Utilized IoT technology to
provide real-time information on parking availability, integrating data into Google Maps
for user convenience.

e DUBROVNIK PASS (CROATIA): Transitioned from physical cards to a fully digital city
pass, allowing tourists to access attractions and public transport through QR codes.
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e DUBROVNIK VISITORS’ APPLICATION (CROATIA): Developed an application
predicting the number of visitors in the Old Town using machine learning, providing
real-time congestion information to users.

e VIRTUAL TOURS BY QANTAS AIRLINES (AUSTRALIA): Developed VR experiences
of destinations to assist travellers in planning and decision-making.

e APULIA'S METAVERSE PLATFORM (ITALY): Created a virtual environment for tourism
promotion, allowing users to explore the region digitally

5.6 Summarizing the polycentric sustainable tourism model logical framework

As presented in the previous chapters, the logical framework of the polycentric sustainable
tourism model raises from the methodology discussed in Chapter 2. It also raises from the
common SWOT that highlights Atlantic area tourism sector’s strengths and potential opportunities
and also the challenges that must be overcame.

In this context, the basic problem to be solved by the model is overtourism (that is affecting the
most known Atlantic area destinations) by taking advantage not only of the international
recognition of those destinations but also of their demand interest in knowing other nearby less
know destinations.

The main goal is to contribute to more balance, cohesive and sustainable regional development
based on the concept of permeability (as defined at chapter 5.4).

The model defined 6 strategic axes, 17 intervention aims and 5 permeability dimensions, all of

them are converging in the proposal of strategic actions detailed in chapter 5.5 as presented in
the following table.

117



interreyg

Atlantic Area

POST

Action 1 — Immersive
Tourist Experience

Action 2 — Heritage Hub:
Showcasing and Promoting
Cultural and Natural Sites

Action 3 — Touring Tourism

Action 4 — Explore the
development of
Small-Scale Alternative
Accommodation

Action 5 — Supporting the
development of Nighttime
Economy Festival & Events

Action 6 — Proximity
Tourism

Co-funded by
the European Union

Table 7) Mapping strategic actions to permeability dimensions

| - Strengthening
the Tourism Offer

|.a - Offer
Diversification
and Quality

Enhancement

l.b -
Showcasing
Cultural and
Natural
Heritage

I.c - Touring
Tourism

|.d -Commercial
accommodation

l.e - Extending
the Tourist
Season

I.f — Proximity
Tourism




interreyg

Atlantic Area

POST

Action 7 — Local Transport
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[l.a - Modernising

: Transport
Services for everyone, II-1m i Infrastructure
everywhere proving

Infrastructure

Action 8 — Promoting Soft and Mobility :\I/ibb-.llfzromotlng Soft
Mobility Networks oDty
Action 9 — Smart Visitor
Experience: Collaborative lll.a — Development
Digital Platforms for of'DigitaI Services
Equitable and Sustainable
Tourism Flow Management
Action 10 - Collaborative
Social Media Campaigns Il — Digital lll.b — Social Media
for Visibility and transformation Promotion

Redistribution

Action 11 — Smart Tourism
Flow Management:
Leveraging Data Analysis
for Sustainable Visitor
Redistribution

lll.c — Data Analysis

Action 12 — Polycentric
Tourism Clustering:
Strengthening Local
Collaborations for Visitor
Flow Redistribution

Action 13 - Strengthening
Cross-Border Partnerships
for Polycentric Tourism
Development

IV — Cooperation
and Partnerships

IV.a — Strengthen
Local

Collaborations

IV.b — Cross-border
partnerships
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V - Adapting to

V.a — Sustainable
Tourism

Overtourism and Promote Arends and
Regional Balance Challenges
Action 15 — Wellbeing V.b - Weelbeing
Offers Offers
Action 16 — Resilient Vi-a - Flexibility in

L . the Face of
Destination Planning Uncertaint

VI — Managing Y

Action 17 - Leveraging
Technological Innovation
for Sustainable Tourism
Management

Global Treats

VI.b - Innovation
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Throughout the permeability dimensions action are directly linked to the proposed permeability
measures, contributing also to those measures’ implementation.

It is important to note that these five dimensions are not rigid categories but rather practical entry
points that help stakeholders identify where action is needed. They offer a flexible framework that
can be adapted to different realities across the Atlantic Area. Although developed within the
scope of POST project, the dimensions are broad enough to support other territories in assessing
barriers, spotting opportunities, and designing locally tailored actions that boost connectivity,
cooperation, and strategic coherence throughout the tourism ecosystem.

5.7 Polycentric tourism model main Tools

To successfully transition from strategic planning to practical application, territories with use a
large set of tools.

The following proposed instruments are designed to address the diverse challenges and
needs of governmental entities, local stakeholders, and tourism actors, providing a flexible
framework that can be tailored to each territory’s unique context. By integrating these tools into
the implementation process, the polycentric tourism model can achieve greater coherence,
community engagement, and resilience, ultimately contributing to balanced and sustainable
tourism development:

v’ Territory readiness questionnaire

A self-assessment tool designed for municipalities or local stakeholder groups to evaluate
their current capacities, resources, and challenges. This helps identify strengths and gaps,
enabling targeted planning and more realistic goal setting. It encourages local ownership
and ensures that actions are adapted to the specific readiness level of each territory.

v/ FAQ Sheet

A concise, user-friendly document addressing common questions and doubts
encountered during the planning and implementation phases. It serves as a quick
reference that reduces confusion, streamlines communication, and accelerates
decision-making by clarifying expectations and procedures.

v/ Training sessions

Structured educational content for tourism actors, local authorities, and facilitators to build
foundational knowledge on polycentric tourism principles, sustainable practices, and
collaborative approaches. Training empowers stakeholders with the skills and confidence
needed to implement and sustain the model effectively.

v/ Participatory workshop guide

A step-by-step manual for organizing community-led workshops focused on co-creating
tourism experiences. This tool promotes inclusive engagement, fosters local creativity,
and ensures that the tourism offer reflects authentic local identity and meets community
needs.
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v/ Sample governance model

A practical framework outlining roles, responsibilities, and coordination mechanisms
among different stakeholders involved in the polycentric tourism network. This model
supports transparent decision-making, efficient resource management, and long-term
sustainability by formalizing partnerships and collaboration.

v’ Environmental management guidelines

An analytical toolset aimed at defining environmental objectives to safeguard natural and
cultural heritage while accommodating tourism growth. Instruments such as carrying
capacity studies and environmental monitoring enable destinations to balance visitor
demand with conservation, ensuring sustainable tourism development.

v/ Awareness-raising campaign

Communication initiatives targeting residents, visitors, and businesses to promote
responsible tourism behaviours, highlight best practices, and encourage social
participation. These campaigns build community support, reduce negative impacts, and
create a shared sense of stewardship essential for the model’s success.

v/ Hackathons

A collaborative, time-limited event where people from different backgrounds - such as
tourism professionals, developers, designers, marketers, entrepreneurs, and students -
come together to create innovative solutions for challenges in the tourism sector. In this
particular case, challenges to be addressed should be linked to overtourism/unbalance
tourism regional tourism development, that is to say, to polycentric tourism development

v Strategic tourism toolkits

Practical set of resources, guides, templates, and tools designed to help tourism
stakeholders in planning, implementing, and managing tourism strategies effectively and
sustainably. In this particular case, the model has two toolkits to provide + practical
guidance, resources, and frameworks needed to turn plans into action:

o The strategy toolkit to support the model implementers in shaping their local
strategies to enable the permeability of the tourism flows in the destinations.

o The communication toolkit to support the communication and tourism promotion
aiming at facilitating the permeability of the tourism flows in the destinations. It
supports the communication at the internal and external destination level, of the
polycentric tourism products and experiences

5.8 Main conclusions and recommendations

Main conclusions

Following the documentary analysis, it becomes evident that the work carried out highlights
the need to move towards a replicable model for sustainable and polycentric tourism
development, jointly created with local stakeholders through a combination of territorial
diagnosis, participatory mapping, experience design, piloting, and strategic coordination. The
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proposed model is flexible and adaptable to regional factors and characteristics,
enabling it to respond to the diverse tourism realities of the Atlantic Area.
The proposal of a scalable and adaptable model represents a significant contribution,
offering a framework that allows each territory to address specific challenges based
on sustainability. Depending on the case, this may involve reducing the overexploitation of
saturated destinations or increasing the visibility of emerging areas. This document seeks to
highlight the importance of regional cohesion so that economic opportunities in less-visited
areas can be harnessed.
Therefore, it can be affirmed that the basis of polycentric tourism lies in the rebalancing
of tourist demand flows, avoiding the saturation of certain territories while promoting
lesser-known and under-visited areas. The orientation of the model reinforces a genuine
network-based system, where interterritorial cooperation, diverse experiences, and
sustainability foster regional cohesion. This stands in contrast to a competitive model, as
experiences are jointly designed and shared, generating benefits for tourism activity and
strengthening resilience across destinations.
The work has been guided by principles of sustainabilty and demonstrates
complementarities with the European Union’s strategy and Multiannual Indicative
Programme.
The main conclusions derived from the analysis of the current state of the territory have
allowed for a detailed characterization, based on data from the associated regions. This
in-depth territorial analysis was essential in demonstrating that the Atlantic Area territories
differ widely in terms of geography, culture, tourism maturity, infrastructure, and visitor
dynamics. By mapping and highlighting these contrasts, the current model ensures it
is not “one-size-fits-all” but rather flexible and adaptable to multiple contexts. This
diversity forms the foundation for designing a polycentric approach that can be replicated
across the Atlantic Area.
It was also confirmed that each territory faces different challenges, such as over-tourism
(Porto), lack of tourism (Ourense, Cognac), seasonality peaks (Braga), low visitor retention
(Dun Laoghaire-Rathdown), infrastructure deficiencies, and demographic decline.
Understanding these specific challenges allowed the model to address real
weaknesses—from congestion to rural depopulation—rather than applying generic solutions,
while also identifying opportunities and assets to be leveraged.
By contrasting inland and coastal, urban, and rural, emerging, and consolidated
destinations, the analysis helps define model priorities such as dispersing visitor flows,
strengthening connectivity, mobility, and diversifying products.
Finally, the diagnosis showed how tourism pressure, economic benefits, and environmental
sustainability are currently unbalanced. This situation justifies the core objective of the
polycentric model: to create a more balanced, sustainable, and resilient Atlantic tourism
system through collaboration, connectivity, and cultural and ecological respect.
The SWOT analysis revealed that despite the heterogeneity of the Atlantic Area, there
are common problems such as seasonality, fragmented infrastructure, limited
accommodation diversity, staff shortages, weak promotion, and poor stakeholder
collaboration, alongside risks such as climate change, over tourism in hotspots, and
demographic shifts. At the same time, significant opportunities were identified: extending the
tourism season, promoting lesser-known attractions, advancing sustainable mobility, and
leveraging digitalization. These strengths and opportunities can become strategic levers
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for achieving more balanced and sustainable tourism—the fundamental basis of this
work.
The SWOT analysis also revealed that Atlantic territories provide a valuable basis for guiding
the implementation of the Polycentric Sustainable Tourism Model. Opportunities point
towards slow, authentic, and sustainable tourism trends that can be leveraged through
digitalization, enhanced promotion, and improved mobility, while threats are linked to global
crises and more localized pressures. The strategy must therefore incorporate tools for
resilience, innovation, and territorial adaptation.
The study identified the crucial role of stakeholders and agents. It is therefore essential
to involve the public sector, private enterprises, social organizations, academic institutions,
and local communities, as they are key to the viability of the proposed model. Shared
governance thus emerges as a fundamental element for the success of a polycentric
tourism strategy.
In conclusion, the model is more than just a diagnostic and planning tool; it should
function as an operational instrument that provides a framework for action and enables
territories to improve innovation, cross-border cooperation, and progress towards tourism
development goals such as sustainability, resilience, and balanced growth. The model has
the capacity to detect critical issues and opportunities in the studied destinations while being
replicable elsewhere. One of its main contributions is demonstrating that regional diversity
can be turned into a driver of cooperation and equilibrium.
In the public sphere, the participation of international, national, regional, and municipal
bodies is essential for planning, regulating, and monitoring tourism development.
Municipalities, due to their proximity to the territory and regulatory powers, play a key
role in tourism management, coordinating with higher-level authorities and ensuring
comprehensive and locally adapted action. The involvement of specialized public bodies
is also highly relevant in areas such as natural space management, heritage
conservation, tourism promotion, consultancy, and digitalization.
Private stakeholders—including accommodation, restaurants, and Ileisure
providers—are fundamental in applying polycentric tourism measures, following public
guidelines, and adopting certifications and good practices that strengthen their commitments.
Non-profit institutions, local action groups, NGOs, community organizations, and rural
development agencies also play an important role in protecting and promoting local
resources, raising awareness, and leading participatory processes. Sectoral networks and
consortia foster collaborative development and enhance destination competitiveness.
Local communities are particularly relevant, as they safeguard authenticity and the local
origin of the destination. Educational, training, and research institutions—both public and
private—are equally relevant to the implementation of a polycentric tourism strategy. They
generate knowledge, methodologies, and analytical tools required to support sustainable
tourism strategies. Tourism schools and academic institutions that pilot innovative
approaches are crucial for ensuring scientific and technical rigor, supporting decision-making,
training, and independent research.
It can therefore be stated that the polycentric tourism model emerges as a strategy that
can be promoted by diverse agents: public institutions, private actors, higher education
institutions, and the resident population that receives tourism demand.
One of the model’s proposals is to guarantee meaningful application by selecting
territories for adoption according to shared criteria, such as:
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e Presence of internal tourism imbalances (e.g., over tourism in some areas and
underutilization in others), measurable through indicators such as visitor density per
km? or overnight stays per area.

e Commitment to sustainability, demonstrated by existing strategies aligned with the
SDGs, and assessed through KPIs (e.g., percentage of tourism companies with
sustainability certifications, or greenhouse gas emissions per tourist).

e Governance capacity and collaboration mechanisms, such as inter-municipal
cooperation or active tourism clusters, measurable through the number of joint
initiatives per year, existence of formal governance agreements, or participation in EU
projects.

e Community participation and fair benefit-sharing, including participatory planning
processes and local economic retention, measurable through the percentage of
tourism revenue retained locally or the number of supported community initiatives.

e Data availability and digital readiness, ensuring the territory can monitor tourism
flows and implement smart solutions, evaluated through the availability of real-time
visitor data—a challenge still common across destinations.

Such criteria and indicators help adapt the model to local contexts while maintaining a
common framework for comparability, replication, and long-term impact monitoring.

Within this context, the proposed strategy, complemented by specific tools to be developed,
offers territories a flexible and action-oriented pathway to operationalize the model. This
ensures that each destination can harness its unique potential while contributing to a more
balanced, connected, and sustainable tourism network.

Although not all variables can be controlled, it is advisable—through a polycentric
model—to establish tools that strengthen responsiveness to global challenges such as
climate change, health crises, or geopolitical disruptions.

The strategic structure defined for implementing the polycentric model suggests six strategic
axes, providing an integrated framework that supports territorial needs, enhances visitor
experience, and ensures resilience:

o Axis I: Strengthening the tourism offer through diversification and enrichment
of products across destinations, with an emphasis on experiential, cultural, and
proximity tourism to highlight local uniqueness and extend the season.

o Axis ll: Improving infrastructure and mobility through investment in transport
networks and sustainable, seamless mobility solutions to ease movement within the
polycentric network.

o Axis lll: Digital transformation through integrated platforms and data-driven
approaches to support visitor planning, marketing, and sustainable resource
management.

o0 Axis IV: Cooperation and partnerships through strong collaboration among
stakeholders and cross-border regions, fostering synergies, coordinated offers, and
coherent marketing essential for cohesion and competitiveness.

o0 Axis V: Adapting to trends and challenges by aligning tourism products with
sustainability and well-being trends, responding to market demands while preserving
natural and cultural assets.

o Axis VI: Managing global threats by building resilience through flexible strategies
and innovative technologies, enabling the polycentric network to adapt to economic,
environmental, and social uncertainties.
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institutional, and communicational— which, when combined, strengthen regional
cohesion and the resilience of tourism systems. These dimensions are translated into four
strategic measures: the creation of Atlantic accessibility networks, the development of shared
thematic routes, joint digital marketing campaigns, and cross-border tourism training
programs. Together, these actions facilitate mobility, foster innovation, support shared
governance, and build a common Atlantic identity. The expected outcomes include a more
integrated visitor experience, better use of resources, greater adaptability to global
challenges, and more balanced territorial development.

For the countries participating in the project (Spain, Portugal, France, Ireland), these
measures are particularly valuable as they directly address long-standing challenges of
integration and cohesion. The accessibility network helps overcome physical and mobility
barriers; thematic routes diversify and distribute visitor flows around a shared cultural and
natural heritage; joint campaigns reinforce international positioning with a unified voice; and
training strengthens professionalization and coordinated work across borders. In this way,
permeability not only transforms the POST strategy into a true catalyst for change, but
also offers the Atlantic countries a unique opportunity to consolidate themselves as a
polycentric, sustainable, and inclusive destination at the European and international

scale.

In conclusion, this polycentric approach provides a strategic, flexible foundation that
promotes territorial cohesion, balanced development, enhanced visitor experience, and
long-term sustainability in the Atlantic Area’s tourism destinations.

General recommendations

Based on prior conclusions of the document for a polycentric tourism model application, the
following general recommendations can be proposed:

v

v

Maintain inter-territorial cooperation, through the collaboration of the partner territories,

by means of meetings where the experiences made, the results obtained, and the
application of good practices are exchanged. The transfer of knowledge between the
areas that have participated in the project would be positively valued, so that the results of
the application of polycentric tourism measures in the different pilot territories are known.

Regarding this proposal, a viable option that ensures the continuity of the project is the

periodic updating of data on each territory, on tourism demand, improvement of
tourism resources, improvement of infrastructures. And to see how these data have
affected decision-making and the design of action strategies.

Storytelling as a driver.

To connect diverse destinations and experiences, storytelling must serve as a common
thread. It allows territories to present their identity in a coherent, authentic, and
emotionally engaging way, turning fragmented attractions into meaningful journeys.

Tourism as a tool for territorial cohesion.
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Tourism should be understood as a vehicle for territorial revitalization and rebalancing,
especially in rural and inland areas. When coordinated with education, culture and
entrepreneurship policies, tourism becomes a key factor in demographic sustainability and
innovation. Ensure the co-participation of public and private entities to promote
cooperation in employability and entrepreneurship, through tools that can be designed to
improve the economic and labour development of the territories analysed.

v Capacity building

In line with the previous recommendation, it would be important to develop a system of
training and/or capacity building for the local population, to improve the professionalism
of the sector, where a polycentric tourism model would be applied.

v/ Cross-cutting cooperation

Collaboration should extend across sectors and disciplines: tourism, culture, environment,
education, innovation, and agriculture, among others. Cross-sectoral cooperation
enhances resilience and leads to higher quality multifunctional experiences.

v Common governance model to ensure sustainability

To sustain polycentric systems over time, clear governance models need to be developed,
including roles, responsibilities, and coordination structures. These should promote
shared ownership, transparency, and adaptability across the network. They should
encourage the participation of all stakeholders so that transparency in decision-making is
enhanced.

v/ Dissemination

Dissemination through specific communication materials, such as good practice guides,
action guides, etc., should not be ruled out, as well as giving visibility to the results
through publications or specialized congresses, so that the experience is known and can,
if necessary, be applied to other territories.

v/ Implement evaluation and monitoring models

To analyse results and identify possible deviations, so that action strategies can be
readapted, objectives modified, and deviations corrected with more realistic objectives.

Fig 11) Eigth Keys for the Continuity of the Model
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Identify lead stakeholders for each area.

HOW TO START PUTTING
THIS INTO PRACTICE?

Hold an initial inter-territorial workshop.
Develop or revise your governance model.

Design a simple monitoring dashboard.

Recommendations for each stakeholder

To ensure the long-term impact and scalability of the model, the following recommendations are
proposed and should be somewhat specific to each stakeholder both public and private, so that
their involvement in the polycentric tourism model is in line with the objectives.

v For public

bodies:

It is recommended that they seek ways of coordinating actions, leading on the one hand
to the implementation of tourism planning measures and on the other to accompanying
regulatory measures that make the activity visible, regulate and protect it. They are also
the funders of experimentation, innovation, and knowledge transfer.

International, national, regional/autonomous, and local/provincial
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These actions should support the drawing up or, where appropriate, updating of
strategic plans at the different levels of management, thus supporting leadership at a
long-term political level, giving greater added value to the sustainability of the tourism
model. It is recommended to implement governance models that encourage public-private
collaboration, where the participation of the business fabric, the local population and
specific community organisations should be involved in decision-making.

Some actions:

o Creating a multilateral working group with representatives from all the
municipalities involved, we could even talk about a strategic group focused on
polycentric sustainable tourism. It is important that, given their proximity to the
territory, local councils are given a more prominent role, so that in the strategic
plan they can define their strategies according to the real needs of the destination.

o Encourage proactive discussion forums or meetings, for shared decision
making.

o Allocate enough budget of tourism-related budgets to inter-municipal collaboration
initiatives.

o Develop mobility plans that support multimodal circuits and/or review it aiming at
assuring connectivity with the peripheral destinations included in the polycentric
tourism regional strategy.

o Consortia and public-private strategic alliances can design sustainable
products, promotion and visibility campaigns for new tourism products that are
sensitive to local identity, elaborate codes of ethical behaviour and good practices.

o Awareness-raising campaigns: awareness-raising campaigns for residents and
visitors, dissemination of good practices, social participation, or development of
codes of conduct for businesses and tourists.

Integrate polycentric tourism into national/regional tourism strategies.
Prioritize funding for actions that combine tourism with heritage, agriculture,
education and sustainability.

o Promote interregional exchange programs and visibility at EU level (e.g.
Interreg, Erasmus+, COSME).

v For private entities: companies, tourism technicians and planners and non-profit

institutions.

They are entities dedicated to the co-creation of tourism products and narratives,
custodians of cultural and natural heritage and promoters of innovation and authenticity.
Through their actions in the tourism system, they give a voice to the local community,
promoting social cohesion and awareness of the long-term protection and maintenance of
territorial tourism resources.

Regarding private entities, we can say that they are responsible for creating an offer
adapted to demand, carrying out the functions of innovation and diversification of both
products and services, in fact they would be the ones that would most help to redistribute
tourism flows, which is why they must actively collaborate with the public model of
co-governance. In this line, non-profit institutions, due to their interests and socio-local
involvement, act as sensitizers, inclusive and participatory in the promotion of social
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cohesion, local identity, tourism impact monitoring and awareness-raising, among other
tasks. Finally, tourism technicians are the facilitators of multi-territorial and sustainable
tourism policies, which, among other objectives, seek rural regeneration through tourism.
In this case, the recommended actions are:

o Participate in pilot experiences with tourism feedback loops.

o Actively participate in the management of tourism resources and the
promotion of the maintenance of the differential local identity, and the immersion of
the tourist in it.

Holding events to enhance the value of the territory.

Apply the polycentric model framework as a flexible toolkit, not as a fixed
template.

Design periodical cross-cutting thematic routes.

Integrate visitor feedback systems (QR, surveys, digital forms) into the design
of the experience.

o Ensure seasonality management through the allocation of calendars.

v/ For training, research and educational institutions (higher and secondary)

They are relevant because it is in these institutions that rigorous analysis is carried out on
tourism-related topics, specifically polycentric sustainable tourism.

The training given in these institutions is in line with the demand of the labour market and
the industry, therefore they are the best reference for training in polycentric tourism, as an
innovative strategy applicable to both.

In this case, it is recommended that these actors consider the possibility of implementing
specific training for the qualification of professionals through formulas for those over
18 years of age, such as specialization, expert or master's courses, or for those over 25
years of age through micro-credentials. The formalization of networks for knowledge
exchange and control of transfer results is also relevant.
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