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Sustainable and inclusive cities must mean cities for all: 
citizens, investors and visitors.

The recent growth of urban tourism requires the sector to 
ensure sustainable policies and practices that maximize 
tourism�s socio-economic benefits. By the same token, 
potential adverse effects need to be tackled � on natural 
resources, infrastructure, mobility and congestion, and 
the socio-cultural impact on residents. 

Urban tourism is multifaceted and requires a city-wide 
strategy with cooperation between all stakeholders and 
the inclusion of tourism in the urban agenda. 

UNWTO has placed urban tourism among its key areas of 
work, against the backdrop of advancing its contribution 
to the 17 Sustainable Development Goals, in particular, 
Goal 11: �Make cities and human settlements inclusive, 
safe, resilient and sustainable�.

In September 2018, we published �Overtourism�? � 
Understanding and Managing Urban Tourism Growth 
beyond Perceptions, in collaboration with the Centre of 
Expertise Leisure, Tourism & Hospitality (CELTH), Breda 
University of Applied Sciences, and the European Tourism 
Futures Institute (ETFI) of NHL Stenden University of 
Applied Sciences.

This report showcases 11 strategies and 68 measures 
to help better understand and manage visitor growth in 
cities, and examines how to manage tourism in urban 
destinations to the benefit of visitors and residents alike.

The second volume of �Overtourism�? � Understanding 
and Managing Urban Tourism Growth beyond Perceptions 
� Volume 2: Case Studies includes examples of how  
19 cities across the Americas, Asia and the Pacific, and 
Europe are implementing these measures. 

We trust that the case studies presented in this report 
can provide inspiration and guidance to all cities as we 
work together to build a common sustainable charter for 
urban tourism.

Zurab Pololikashvili
Secretary-General,  

World Tourism Organization (UNWTO)

Foreword
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Over half of the world�s population lives in urban areas 
and it is estimated that, by 2050, this proportion will reach 
70%. In addition, the growing number of urban tourists 
increases the use of natural resources, causes socio-
cultural impact, and exerts pressure on infrastructure, 
mobility and other facilities. 

Adequately managing tourism to the benefit of visitors 
and residents alike has always been a fundamental issue 
for the sector. Long before the emergence of buzzwords 
such as �overtourism�, UNWTO defined tourism�s carrying 
capacity as �the maximum number of people that may visit 
a tourist destination at the same time, without causing 
destruction of the physical, economic and sociocultural 
environment and an unacceptable decrease in the quality 
of visitors� satisfaction�. 

Tourism will only be sustainable if developed and managed 
considering both visitors and local communities. This can 
be achieved through community engagement, congestion 
management, reduction of seasonality, careful planning 
that respects the limits of capacity and the specificities of 
each destination, and product diversification. 

In September 2018, UNWTO launched the report 
�Overtourism�? � Understanding and Managing Urban 
Tourism Growth beyond Perceptions, in collaboration 
with the Centre of Expertise Leisure, Tourism & Hospitality 
(CELTH), Breda University of Applied Sciences, and the 
European Tourism Futures Institute (ETFI) of NHL Stenden 
University of Applied Sciences. The report examines how 
to manage tourism in urban destinations to the benefit of 

visitors and residents alike, showcasing eleven strategies 
and 68 measures to help better understand and manage 
visitor growth in cities. 

This second volume �Overtourism�? � Understanding and 
Managing Urban Tourism Growth beyond Perceptions 
� Volume 2: Case Studies includes examples on how 
19 cities across the Americas, Asia and the Pacific and 
Europe � Amsterdam, Antwerp, Barcelona, Berlin, Besalœ, 
Cambridge, Dubrovnik, Edinburgh, Ghent, Hangzhou, 
London, Lucerne, Macao (China), New York, Lisbon, 
Seoul, Porto, Prague and Venice � are implementing the 
following eleven strategies:

Strategy 1: 	 Promote the dispersal of visitors within the 
city and beyond; 

Strategy 2: 	 Promote time-based dispersal of visitors; 
Strategy 3:	 Stimulate new visitor itineraries and 

attractions; 
Strategy 4: 	 Review and adapt regulation; 
Strategy 5: 	 Enhance visitors� segmentation; 
Strategy 6:	 Ensure local communities benefit from 

tourism; 
Strategy 7: 	 Create city experiences that benefit both 

residents and visitors; 
Strategy 8: 	 Improve city infrastructure and facilities; 
Strategy 9:	 Communicate with and engage local 

stakeholders; 
Strategy 10: 	Communicate with and engage visitors; 

and 
Strategy 11: 	 Set monitoring and response measures.

Executive summary 
World Tourism Organization (UNWTO)
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In September 2018, the World Tourism Organization 
(UNWTO) launched the report �Overtourism�? � 
Understanding and Managing Urban Tourism Growth 
beyond Perceptions in collaboration with the Centre of 
Expertise Leisure, Tourism & Hospitality (CELTH), Breda 
University of Applied Sciences, and the European Tourism 
Futures Institute (ETFI) of NHL Stenden University of 
Applied Sciences.

The report examined how to manage tourism in urban 
destinations to the benefit of visitors and residents alike, 
showcasing eleven strategies and 68 measures to help 
better understand and manage visitor growth in cities. 

The second volume �Overtourism�? � Understanding and 
Managing Urban Tourism Growth beyond Perceptions � 
Volume 2: Case Studies includes examples of specific 
measures taken in 19 cities across the Americas, Asia 
and the Pacific and Europe in line with these eleven 
strategies. 

Strategy 1: 	 Promote the dispersal of visitors within the 
city and beyond; 

Strategy 2: 	 Promote time-based dispersal of visitors; 
Strategy 3:	 Stimulate new visitor itineraries and 

attractions; 
Strategy 4: 	 Review and adapt regulation; 
Strategy 5: 	 Enhance visitors� segmentation; 

Strategy 6:	 Ensure local communities benefit from 
tourism; 

Strategy 7: 	 Create city experiences that benefit both 
residents and visitors; 

Strategy 8: 	 Improve city infrastructure and facilities; 
Strategy 9:	 Communicate with and engage local 

stakeholders; 
Strategy 10: 	Communicate with and engage visitors; 

and 
Strategy 11: 	 Set monitoring and response measures.

The examples from Amsterdam, Antwerp, Barcelona, 
Berlin, Besalœ, Cambridge, Dubrovnik, Edinburgh, Ghent, 
Hangzhou, London, Lucerne, Macao (China), New York, 
Lisbon, Seoul, Porto, Prague and Venice, showcase 
how urban destinations are addressing the challenges 
brought by the growing number of tourists and planning 
for the future regardless of their different characteristics 
and geographical location. 

The case studies are provided by a series of authors  
� from city authorities to researches � providing a wider 
vision on the challenges and opportunities rising to 
promote sustainable urban tourism.  

Introduction
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1.1  Background

Amsterdam is more popular than ever. The number of 
residents and businesses is growing, and both the 
number of domestic and international visitors has been 
increasing substantially for the last six years. The amount 
of visitors increased from 11 million in 2005 to 18 million 
in 2016 and due to a worldwide trend of fast growth in 
travel and tourism, we expect a further growth in the 
upcoming years.1  

Tourism is an important sector in Amsterdam�s economy. 
In 2015, visitors spent 6.3 billion euros in the city. 
Data shows that in 2015 there was 61,000 jobs in the 
tourism sector and that in 2018 this number reached  
69,200 jobs, which represents approximately 11% of all 
the jobs in Amsterdam.2 Thanks to the visitors� economy, 
the city has a wide range of outstanding museums, 
shops, restaurants, attractions and other facilities. 
Although there was a broad support in society for the 
growth of tourism after the 2008 financial crisis, the 
situation changed around 2014 when the economy had 
recovered and the number of visitors began to increase. 

Around 2014, the flipside of the economic success of 
Amsterdam�s tourism sector became visible in popular 
neighbourhoods and in particular in streets around 
the main tourism attractions such as the Dam Square 
and the Red Light District. Some parts of Amsterdam�s 
historic city centre, with its narrow streets and alleys, 
became too small for the increased number of visitors 
with overcrowding as a result. Moreover, crowdedness 

in Amsterdam go hand-in-hand with an ever-increasing 
number of shops and services focused only on tourists. 
As more bicycle rental companies, souvenir shops and 
stores selling food for immediate consumption open, the 
diversity of store offer in the city centre is shrinking. 

When more and more local residents reported that their 
neighbourhoods were changing and that the quality of life 
was under pressure, it became clear that the Amsterdam 
city government had to take action to manage the 
negative aspects of growing tourism demand including 
increased nuisance, unwanted behaviour by tourists, 
shops and services focused only on visitors, illegal 
hotels, holiday rental and overcrowding. 

Since the crowdedness, nuisance and declining quality 
of life in busy areas had been caused by multiple factors 
such as the increasing number of people in those areas 
� both residents and tourists, unwanted behaviour, new 
services, the rise of holiday rental platforms, a broad 
set of measures, actions and new rules was required. 
The Amsterdam City Government soon came to the 
conclusion that simply spreading visitors across the city 
and the region or stimulating visitor itineraries would not 
be enough as a solution for the fast increasing numbers 
of visitors coming to the city. The measures designed 
to managed tourism growth in Amsterdam therefore 
included also rules to regulate certain kinds of tourist 
activities and facilities. The table below summarises the 
main four strategies and actions taken by the municipality 
of Amsterdam in the past few years. 

Case study 1
Amsterdam, Netherlands
A strategy to keep a growing city in balance
Mr. Thomas de Jager, Department of Economic Affairs, City of Amsterdam
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3.1   Background

Over the last years, Barcelona has become a tourist city. 
Since the Olympic Games in 1992, the steady increase 
in visitors has transformed the city�s urban fabric, 
mobility and economic activities, as well as the daily life 
of many neighbourhoods. In 2017, after years of tourism 
promotion efforts to attract visitors and to improve 
infrastructural capacity and accommodation supply, 
Barcelona hosted 18 million tourists, more than 50 million 
overnight and close to 5 million day-visitors.1 This volume 
of visitors, which represents a daily average of 10% of 
the resident population, has not been neglected by the 
public arena. The evidence of the negative effects of 
what has been called �overtourism� has given room to 
an intense and controversial public debate amplified by 
the media. Initially, in the later 2000s, the discussion was 
very focused on conviviality problems and the behaviour 
of visitors including bad-clothing, disrupting attitudes 
or harmful activities for the image of the city. However, 
since mid-2010s, �overtourism� has been associated with 
urban issues such as the increase of housing and real 
estate market prices, the specialisation of some areas 
on the visitor economy, the residents� loss of purchasing 
power, the precarious nature of employment in the 
tourism sector due to outsourcing, the overcrowding of 
streets, the privatisation of open spaces, among others.2 

Accordingly, tourism needs to be tackled as a multi-
sectoral economic activity. Indeed, since tourism has 
become a permanent and inherent activity of Barcelona, 
it has turned into an urban issue.

To address current and future challenges, the Barcelona 
City Council is proposing a paradigm shift in city tourism 
management: from promotion to the integration of tourism 
into the urban agenda. The Strategic Plan for Tourism 
2016�2020 has set a programme for tourism policies 
aimed at balancing the economic wealth generated by 
tourism with its side-effects and promoting the social 
return of tourism activities to the territory. What is at stake 
in the Plan is the environmental and social sustainability of 
the destination, along with the responsibility of tourism-
related activities for the wellbeing of the city. The Plan 
broadens the scope of action, incorporating fundamental 
urban challenges and considering the side effects of 
tourism activities. While seeking to promote the social 
return of tourism activities, it also reinforces the levering 
effect of tourism to strengthen both global strategic 
economic sectors and the local economic fabric. In the 
Plan, sustainability is not considered just as a brand 
attribute of the destination but rather as a desired effect 
for the whole value chain of tourism in the city.3 

In this scenario, the problems associated with 
�overtourism� have been pointed as one of the key 
challenges. However, instead of grasping it as a discrete 
and well-defined issue, it has been tackled as a complex 
issue to be resolved with the integration of tourism in a 
much broader urban agenda. Taking into consideration 
that tourism is not ubiquitous and that the pressure of 
tourism activities is not the same throughout the territory 
of the city, a concurrency of strategies has been designed 
regarding different tourism topics such as the regulation 

Case study 3
Barcelona, Spain
Mr. Albert Arias-Sans, Strategic Plan for Tourism 2020, Barcelona City Council 

Mr. Claudio Milano, Ostelea School of Tourism & Hospitality, University of Lleida
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4.1  Background

In 2018 the Berlin Senate passed the new Tourism Plan 
2018+, which sets the framework for a sustainable, city-
compatible and socially fair tourism in Berlin. One strategic 
guideline that was defined within this Plan is �managing 
tourism at the neighbourhood level�1. This guideline was 
developed based on the notion that tourism in Berlin 
is strongly concentrated in the inner city areas, yet all  
12 districts have potential to attract tourists. By managing 
and developing tourism on a local level the goal is to 
spread tourism flows throughout all districts (instrument 
for spatial differentiation). The task to �actively channel 
the flow of tourists to improve distribution and to unlock 
new potential was defined within this framework. In 2018, 

visitBerlin was commissioned by the Senate Department 
for Economics, Energy and Public Enterprises to 
focus on tourism in the 12 districts2 by identifying their 
potentials and challenges and by helping them with 
their tourism marketing and management. In October 
2018, a cooperation agreement was signed between the 
Senate Department for Economics, Energy and Public 
Enterprises, visitBerlin and each one of Berlin�s districts. 
Additionally, visitBerlin was asked to track the flows of 
visitors within the city and analyse patterns of use of 
the tourism infrastructure. This project is currently being 
developed and is expected to deliver the first results from 
the analysis of mobile network data in a pilot phase by 
the third quarter of 2019. 

Case study 4
Berlin, Germany
visitBerlin
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5.1  Background

Besalœ is a small heritage town in Catalonia, Spain. 
As many medieval European heritage cities, Besalœ 
has a unique layout with several historic buildings and 
edifications concentrated in a relatively small space  
(2 km approximately), traversed by river Fluvià and partly 
enclosed by a wall. The historic buildings in Besalœ are 
outstanding in number and importance and the town has 
been listed as an ensemble in the national list of Spanish 
heritage since 1966.

Besalœ is located approximately 40 km away from the 
closest coast town in the area of �Costa Brava�, a well-
known sun and beach destination in Europe. It is also 
nearby Girona, a heritage city that is an important 
tourism node in the territory. In 2017, Besalœ registered a 
tourism intensity level (ratio of inhabitants to tourists) of  
164 tourists per local inhabitant and a tourist function 
index (tourism beds per inhabitant) of 0.001.1 This 
confirms that Besalœ is mostly a day-visitors destination 
because it has a high number of visitors and a low 
tourism offer.  

The historic centre of Besalœ is attractive because of 
its level of conservation and authenticity. Its layout, 
however, is challenging for tourism as it is composed 
of narrow streets on a hill and limited by historic walls 
and the Fluvià River. This makes the use of public space 
in the city centre a critical issue. In 2011, the municipal 
government started a participatory process to identify 
issue for financing by the municipal government. The 
main problems identified were: 

1. 	 The economic promotion and the development of 
local tourism, commerce and heritage; 

2. 	Parking in the historic centre; and 

3. 	Mobility and accessibility in the historic nucleus. 

The process involved a public debate and a survey to 
residents. As a result of this process the following actions 
were taken: 

Case study 5
Besalœ, Spain
Ms. Vanessa Muler, Tourism Doctoral Student University of Girona

Ms. Mari Fauró, Technical Advisor Neighbourhoods Plan, Besalœ, Spain 
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6.1  Background

Bukchon Hanok Village, located in the heart of Seoul, is 
widely known for well-preserved traditional hanok houses 
for primarily high-ranking bureaucrats and nobles during 
the Joseon period (1392�1897). The village attracts 
around 7,400 visitors a day, according to 2017 figures, 
and is a popular tourist attraction in Seoul.1 With tourists 
overcrowding Bukchon, a residential neighbourhood, 
its residents are impacted in their daily lives by noise, 
littering, tour buses� reckless parking, violation of privacy 
with unlawful photographing around hanok homes and 
even trespassing. 

Table 6.1 	 Number of tourists visiting Bukchon 
Hanok Village, 2015�2017 (million)

2015 2016 2017a

International and domestic tourists 1.8 2.7 1.8

a) 	 In 2017, the Terminal High Altitude Area Defense (THAADD) crisis 
drastically decreased the number of international arrivals.

Source:	 Ministry of Culture, Sports and Tourism, 2017 International Visitor 
Survey.

Table 6.2 	 Distribution of tourists in Bukchon 
Hanok Village by hour

Visiting hours Share of tourists 
(%)

Before 6 a.m. 11

11 a.m. � 6 p.m. 60

After 9 p.m. 5

Source: 	 2017 Internal Data: Statistical Analysis of Jongno-gu Tourism 
Using Big Data.

6.2  Actions 

With this context in mind, the Seoul Metropolitan 
Government (SMG), along with the Jongno-gu Office as 
the responsible local authority, has prepared measures 
to protect local residents� rights and announced the �Plan 
to Minimize Damage to Bukchon Residents�2. The Plan 
went into effect in July 2018. The main steps include: 

1.	 Enforcement of visiting hours; 

2.	 Guide accompaniment of all group tours; 

3.	 Control of tour buses recklessly stopping or parking 
at off-designated zones; 

4.	 Designation of Bukchon as a �special cleaning area�, 
which includes expansion of waste collection and 
employment of a cleaning workforce; 

Case study 6
Bukchon Hanok Village, Seoul, 
Republic of Korea
Seoul Metropolitan Government
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This case focuses on the real and perceived challenges 
associated with the growth of visitors in the touristic 
historic city of Cambridge and is informed by knowledge 
and research by the author and the perspectives provided 
by the contributors.1  

A clear concern emerging in Cambridge is �How do 
you know when you reached an objective tipping point, 
what is your benchmark? How to quantify how many 
visitors a destination can accommodate at a particular 
time considering the city is an amorphous, permeable 
geographical construct with a fluid boundary structure, 
unlike a fixed, bounded organizational structure of a 
hotel with a set number of bedrooms. Unless you are in a 
walled city you cannot (easily) close the doors to visitors.� 

7.1  Background

On February 2016, VisitCambridge and Beyond Ltd. (VCB) 
was launched, an entity evolving out of the Cambridge 
City Council tourism service.2 VCB is the official, 
overarching destination management organization 
(DMO) for Cambridge and surrounding areas. They have 
a series of core values and objectives: 

1.	 To develop more value from the visitor economy;

2.	 To provide a great visitor experience; and

3.	 To establish and subsequently develop a long-term 
sustainable model for tourism management for 
Cambridge and the surrounding area. 

Operationally, VCB manages visitors � and their 
experiences � through enhancing visitor i) welcome;  
ii) information, and iii) professional tours. Strategically, 
VCB serve to market and promote Cambridge and the 
surrounding area, advocate for certain policies that 
help achieve aforementioned operational and strategic 
objectives, and engage in research, intelligence and 
business support. 

Case study 7
Cambridge, United Kingdom
Dr. Michael B. Duignan, Senior Lecturer, Coventry University, United Kingdom 
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9.1  Background

The City of Edinburgh is attracting growing numbers 
of visitors, with numbers growing by more than half a 
million in the last five years, to reach 3.8 million in 2017, 
worth GBP 1.3 billion to the city�s economy.1 This growth 
has been largely due to the GBP exchange rate, airport 
route expansion, improved tourism products across 
the destination, growth in cruise ship visitation and the 
growing appeal of the destination. An established World 
Heritage city, Edinburgh Castle and the National Museum 
of Scotland are now the busiest visitor attractions outside 
of London, attracting over 2 million visitors each per year.2 
The city is now busy year round with increasing numbers 
of visitors, residents, students and workers, resulting in 
a visitor-to-resident ration of 8:1.3 Hotel occupancy is 
now at 83%, rising to 96% during the festival period in 
August, in addition to increased activity in Airbnb and 
other short-term lets.4  

This consistent growth has placed increasing pressure 
on city facilities and services for residents, workers 
and visitors, as evidenced by visitor concentration in 
the historic Old Town, littering, traffic and pedestrian 
congestion, proliferation of tourist shops, anecdotal 
reports of noise caused by the night-time economy. 
This has resulted in destination-wide debates regarding 
contentious planned developments, the city�s capacity 
for visitors and maintenance of the city�s World 
Heritage Outstanding Universal Value (OUV).5 With 
growth forecasted to continue debates involving city 

stakeholders are increasingly common in attempting to 
identify a sustainable future for the destination.6  

Active consultation across the destination stakeholders 
is taking place to engage and coordinate communities, 
businesses, associated industry sectors, and other 
stakeholders. Key organizations involved include 
Marketing Edinburgh (set up to promote the Edinburgh 
city-region as a leading leisure, learning and business 
destination for domestic and international visitors), 
Edinburgh World Heritage (set up to influence and control 
the city�s OUV, Edinburgh Tourism Action Group (ETAG) 
(set up to bring together the wide range of businesses 
which make up Edinburgh�s tourism sector) and the City 
of Edinburgh Council (CEC) working to improve the visitor 
and resident experience and address the challenges to 
ensure that the city can offer a positive experience for 
visitors and residents. Working together they aim to put 
in effective management and planning, based on learning 
from experiences elsewhere, to counter the negative 
impacts of the growth in tourism and to realise the city�s 
sustainable tourism objectives. 

Case study 9
Edinburgh, United Kingdom
Prof. Anna Leask, The Business School, Edinburgh Napier University, United Kingdom
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10.1  Background

Ghent has a long-term vision on tourism development 
reflecting the wish to grow smartly as a tourism 
destination. This means �to get the right tourists in the 
right place at the right moment�. The strategic ambition of 
Visit Ghent, the local tourism department, is to develop, 
guide and promote tourism in all its new aspects in a 
proactive and sustainable way. Visit Ghent strives to offer 
an authentic and high-quality tourist experience, without 
locals feeling alienated from their city. This is mainly 
done by spreading tourism in time and space to tackle 
seasonality and overcrowding in the historic centre. This 
is possible by integrating tourism in urban development, 
cultural and event policy lines. 

Several statistics and studies offered data to follow-up 
the development of Ghent as a tourism destination, yet 
a high quality standard set of locally relevant tourism 
indicators to systematically monitor tourism development 
has never been developed for the city. So far, the data 
available has been predominantly economic output 
indicators and the scope to cover all dimensions of 
sustainable tourism has not been enlarged yet. Finally, 
the city has not systematically linked the data collected 
by Visit Ghent to specific tourism policies. This fragments 
any policy evaluation.

At the same time, issues such as overcrowding and 
climate change start to receive more attention and 
become politically more relevant. To counter these 
challenges, Visit Ghent wants to widen its tourism policy 

scope to these issues. A broader policy scope requires 
a wider set of indicators to evaluate and define adequate 
policy measures.

10.2  Actions 

To cope with these challenges, Visit Ghent initiated a 
project with the following objectives:

–� To identify a high quality set of locally relevant tourism 
indicators;

–� To evenly spread these indicators over all dimensions 
of sustainable tourism, including visitors� pressure; 
and

–� To link these indicators to all Ghent tourism policy 
lines.

The development of the Ghent integrated tourism 
development dashboard is presented below:

Case study 10
Ghent, Belgium
Mr. Bart Rondas, Policy Development, Visit Ghent
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11.1  Background

Hangzhou, capital of the Zhejiang Province is located 
in the southern wing of the delta, in the west head of 
the Hangzhou Bay, and at the centre of the Yangtze 
river delta region. Hangzhou is a major scenic-tourist 
city in China and in 2016, the number of domestic and 
foreign tourists reached 140.6 million1. In 2016, the top 
ten source countries to Hangzhou were the Republic of 
Korea, the United States of America, Japan, Malaysia, 
Singapore, Thailand, Germany, the United Kingdom, 
France and Australia.2 The number of visitors from the 
countries above accounted for 67% of the total number 
of foreigners received and for 46% of the total number of 
inbound tourists.3 

Hangzhou faces important challenges of congestion 
during peak seasons, especially during traditional 
Chinese national holidays. For example, during the 
national holiday season (from 1 to 8 October), the 
number of tourists in Hangzhou reached 11.7 million in 
2016.4 In order to better manage tourist flows and ease 
the tourism pressure in major attractions and in the city 
central areas, the Hangzhou Tourism Committee, which 
is the key tourism governance body of the city, launched 
several actions. 

Case study 11
Hangzhou, China 
Dr. Xiang Feng, School of Environment and Geography Science, Shanghai Normal University 
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12.1  Background

The tourism sector is currently one of the most dynamic 
economic activities in Portugal, with growing importance 
in the economy, in regional development and in the 
creation of wealth and employment. This positive 
dynamics of tourism has been accompanied by sensitive 
structural transformations, with the emergence of new 
business models, new actors and changes in the patterns 
and modes of consumption. These transformations 
imply changes on the speed of decision making in the 
sector and the required knowledge to ensure successful 
public policy making and business strategies, as well 
as the correct balance between the performance of the 
tourism and the quality of life of residents. The increasing 
penetration of technology generates the opportunity 
of harnessing new data sources using alternative 
methodologies when compared to traditional statistics. 
Consequently, different approaches to tourism business, 
and consumer profile and behaviour studies can be 
developed. In this context, Turismo de Portugal, together 
with the NOVA SBE University and the Portuguese 
telecom company NOS, designed a pilot project using 
mobile positioning data and a social media crawler to 
study the tourism pressure in the cities of Lisbon and 
Porto, as well as the potential of big data to inform 
destination management organizations (DMOs).

The project is designed to:

1.	 Support Turismo de Portugal and local authorities 
to understand and measure tourism through data, 
above and beyond traditional surveys and official 
aggregated statistics; and to

2.	 Support Turismo de Portugal in exploring and 
designing solutions for sustainable tourism in Lisbon 
and Porto.

Case study 12
Lisbon and Porto, Portugal
Mr. SØrgio Guerreiro and Ms. Patricia Seguro, Turismo de Portugal
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13.1  Background

The present case study looks at London, one of the top 
world tourism cities, ranking second among the most 
visited cities in the world when considering international 
overnight visitors.1 London is also one of the largest 
cities in Europe, with a total population of 8.8 million  
inhabitants, which is projected to increase to 9.5 million 
over the next ten years.2 According to London & Partners, 
the official promotion agency for London, the United 
Kingdom capital attracted 19.1 million international 
visitors in 2016 (from a total of 37.6 million overseas 
visitors to the United Kingdom that year) and 12.1 million 
domestic visitors.3 This makes the city a major contributor 
to the tourism sector in the United Kingdom, with the 
capital accounting for 51% of the total visits to the country. 
Furthermore, by 2025 the total number of international 
visitors is expected to reach 40.4 million,a 30% increase 
on the current figures.4 Although more visitors mean 
more benefits to the local economy, accommodating 
greater numbers of visitors will not be an easy task and 
could prove to be challenging for the local infrastructure, 
in particular in those central areas where most of the 
tourists are concentrated.

With regard to the governance of tourism, the Greater 
London Authority (GLA) is the strategic administrative 
organization that governs Greater London and covers 
all 32 London boroughs5 plus the City of London (see 
figure 13.1). The organization comprises the Mayor of 
London, who is in charge of the GLA, and the London 
Assembly. According to the 1999 Greater London 
Authority Act, the Mayor is responsible with the 
promotion and development of tourism in the capital. His 
vision for tourism development is centred on a number 
of key objectives focused on developing �the quality of 
accommodation; enhance visitor perceptions of value for 
money and improve the inclusivity and accessibility of 
the visitor experience�6.

Case study 13
London, United Kingdom 
Dr. Cristina Maxim, Senior Lecturer in Tourism, University of West London, United Kingdom 
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14.1  Background

Lucerne is a lakeside settlement in the centre of 
Switzerland with about 80,000 inhabitants. The city�s 
location at the gateway to the Swiss Alps enables a 
stimulating nature experience in a small European city 
context. Every year numerous travellers visit Lucerne 
to experience its historic old town, the wooden Chapel 
Bridge, the Lion Monument or to take a trip to one of 
the many adjoining mountain peaks. Especially for 
Asian travellers, Lucerne is a well-known destination for 
shopping, in particularly for jewellery and watches.

Tourism has long played an important role in Lucerne�s 
history, starting with the first visitors from England who 
flocked into the city starting in the early-nineteenth 
century. It was the starting point that fostered a 
hospitality industry with monumental buildings during 
the Belle Époque. Nowadays, visitors come from around 
the world accounting for a total of 1.4 million overnights 
(+15% growth since 2012).1 The Asian market share 
steadily increased by 42% since 2012 accounting for 
every third overnight generated in the city of Lucerne 
in 2017.2 Meanwhile, the domestic market has always 
contributed a significant part to tourism, representing 
22% of the overnight stays in 2017.3 In contrast, the 
European markets have become less important over the 
years, losing 4 percentage points in total market share.4 In 
addition to visitors staying overnight, the city of Lucerne 
welcomes a significant 6.6 million day visitors. The 
number of day visitors grew annually between 15% to 
20% since 2009.5

It is not only the increasing number of visitors that put 
pressure on the city of Lucerne and its residents, they 
also impact on the local discourse, in part influenced 
by the media. Contemporary visitors to Lucerne bring 
an ever increasingly diverse cultural background 
accompanied by new or uncommon ways of behaviour 
compared to traditional visitors. For example, Asian 
tourists tend to travel in large groups, which can attract 
public attention from larger distances. In addition, these 
large groups prefer to travel in coaches, which park for 
short periods in densely used central urban locations to 
drop off and pick-up tourists. Owing to the short duration 
of their stay, visitors from Asia remain in the historic city 
centre and often narrow their activities to purchasing 
souvenirs and luxury goods, such as famous Swiss 
watches. Visitor pressure is therefore concentrated in a 
limited area around Löwenplatz and Schwanenplatz in 
the historic town, where most shops and attractions are 
located. Not only are visitor flows in Lucerne limited to 
a relatively small spatial area but also vary significantly 
depending on time and date. This leads to temporary 
congestion in the respective parts of the city with up 
to 50,000 tourist coaches a year drop off visitors.6 The 
high number of visitors in this specific area also affects 
the characteristics of local shops and traditional stores, 
which increasingly cater for the tourist needs and not of 
the local community.7 

Case study 14
Lucerne, Switzerland 
Mr. Florian Eggli, Mr. Lukas Huck, Dr. Fabian Weber and Prof. Dr Jürg Stettler

Lucerne University of Applied Sciences and Arts, Institute of Tourism, Switzerland 
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15.1  Background

Macao is a Special Administrative Region of China since 
1999, following over 400 years of Portuguese governance. 
The city has a unique Chinese-Western heritage in the 
form of architecture, cuisine, festival and local tradition. 
With the new development of different integrated resorts, 
Macao has become a popular tourist destination in the 
region since 2003.

The number of international tourist arrivals to Macao 
(China), reached 18.5 million in 2018, comparing to 
about 10.6 million in 2008.1 The visitor profile of Macao 
is highly homogeneous. Recently concerns related to the 
increasing number of tourists and their impact on the 
urban landscape of Macao (China), have emerged. These 
relate to issues such as the saturation of the urban centre 
due to overcrowding and congestion from tourists; the 
lack of infrastructure, the excessive dispersion and the 
conflicting patterns of old and new developments.

15.2  Actions 

Between 2015 and 2017, the Macao Government Tourism 
Office (MGTO) has commissioned AECOM2 to create a 
complete Macao Tourism Industry Development Master 
Plan.3 

Two capacity issues were extensively studied for this 
purpose: 

1.	 The social carrying capacity (SCC) which is the 
subjective measures perceived and experienced by 
residents and visitors; and 

2.	 The physical carrying capacity (PCC) such as 
perceived level of crowdedness, satisfaction with 
the quality of the environment, satisfaction with 
transportation services, service quality, tourist 
attractions and satisfaction with border crossing, etc. 

Tourism-related infrastructures and services, including 
hotel accommodation, restaurant and dining facilities, 
public buses, taxis and major non-paid visitor attractions, 
need a careful evidence-based study to better understand 
the limits of carrying capacity as well as the strategies to 
handle the growing number of tourists.

The Master Plan has identified eight major areas of 
action: 

1.	 Diversification of tourism products and experiences 
in view of the high relevance of the gaming industry; 

2.	 Improvement of service quality and skills; 

3.	 Rebranding Macao (China), as a multi-day destination 
and targeting high-value visitors, as well as prolonging 
visitors� stay and encourage spending locally; 

Case study 15
Macao, China 
Dr. Philip Feifan Xie, Bowling Green State University, United States of America
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