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# Végre intézményesítve lett a több évtizede létező fenntartható turizmus?

# Humánökológusként és apaként: túl vagyok az öko gyászon, hálával teli, 
mértékletes élet, és a cselekvő remény útja. De apaként két kamasz roppant 
következetes kérdéseire kell válaszolnom….

# Ugyanakkor geográfusként és urbanistaként egyrészt látom a nagy képet, 
ismerem az adatokat és a trendeket, másrészt igyekszem egyfajta „antropológus” 
szemmel látni magunkat

Pl. Egyéni autóhasználat, a szabadság megélése, stb. 

A legtöbb európai országban, így Magyarországon is a közúti közlekedés használói –
a személy- és teherszállításban egyaránt – kevesebb, mint egyharmadát fizetik meg 
az általuk okozott költségeknek. Az Európai Bizottság már 1995-ben erről írt „Az 
igazságos és hatékony árak felé a közlekedésben” című Zöld Könyvben, majd 1998-
ban „Az infrastruktúra igazságos megfizettetése” című Fehér Könyvben.



# Elmegyek pihenni és két stresszes nappal indítom és zárom a nyaralást? 

# Természetjáróként és újságíróként: Fogadjunk, hogy mondok egy egész 
középhegységet, amit senki nem ismer hazánkban?

# Vonatozás: hatékonyság, stressz, meg a dánok

# Volt ejtőernyősként: a repülés élménye….

# A repülővel való utazás 5-ször több üvegházhatású gázt bocsájt ki, mint a vasút. 
(EEA jelentés 2021, Rail and waterborne — best for low-carbon motorised
transport)

# A légi ipar több mint 80%-a tömegturizmusra épül. 
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# Visitor economy: The visitor economy is about creating “quality 
experience spaces”, where both visitors and residents feel satisfied. 
Through new experiences the goal is to inspire and educate visitors 
and locals at the same time and create public value. To create new 
“quality experience spaces”, new narratives are needed: the visitor 
economy by nature shares the values of sustainable tourism and 
dispersing guests and benefits, helping visitors discover new 
destinations, and generating new revenues for families, businesses 
and communities that have not previously benefited from tourism. A 
visitor economy strategy is based on new metrics (e.g. satisfaction of 
residents with tourism) and “coopetition” (strong networking). 



# Sustainable tourism: “tourism that fully considers its current and future 
economic, social, and environmental impacts, while addressing the needs of 
visitors, the industry, the environment, and host communities.” (Global 
Sustainable Tourism Council)

#Transformative Travel: aims at making a difference in both the lives of 
visitors and hosts. According to the Transtourism – Theoretical and 
methodological foundations (Institute for Tourism) “multiple authors explore the 
issues of how travel and tourism can change human behaviour and have a 
positive impact on the world. Investigating various types of tourism such as 
educational, volunteer, survival, community-based, eco, farm, extreme, religious, 
spiritual, wellness, and mission tourism, (…) these specific forms of travel as well 
as hosting provide conditions that foster the process of transformation.”



# Ecotourism: “Responsible travel to natural areas that 
conserves the environment, sustains the well-being of the local 
people, and involves interpretation and education” (The 
International Ecotourism Society). Education is meant to be 
inclusive of both staff and guests.

# Regenerative Travel: By drawing inspiration from regenerative 
agriculture, which emphasizes restoring ecosystems and 
enhancing biodiversity, regenerative travel is travel that enables 
the area or environment to grow or grow again, a practice that 
seeks to leave destinations in a better state than they were 
found. 





# Undertourism: a new phenomenon is developing as a 
response to overtourism, putting new stories and areas on the 
map. As National Geographic describes: ‘Undertourism’ is the 
increasingly common marketing tactic being used by less-
frequented destinations

# Nature-based Solutions are actions to protect, sustainably 
manage, and restore natural and modified ecosystems that 
address societal challenges effectively and adaptively, 
simultaneously benefiting people and nature (International 
Union for the Conservation of Nature)



Benchmark Study (BURST)

# https://interreg-
danube.eu/projects/people-
powered-tourism/library
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# People Powered Tourism: empowerment of local communities 
through co-designing experience based transformative travel to 
enhance visitor economy.

# Programme Priority: A more social Danube Region
# Programme Specific Objective: 3.3: Socio-economic development 
through heritage, culture and tourism

Underlying data: 
# 72% of millennials prefer spending more money on unique 
experiences rather than on material things

# According to booking.com, 68% of global travellers would consider 
participating in cultural exchanges to learn a new skill, followed by a 
volunteering trip with 54%.



Nr Organization Name Country Role

LP Municipality of Szeged Hungary (HU) LP

PP2 Szeged and Surroundings Tourism Nonprofit Ltd. Hungary (HU) PP

PP3 BURST Non-profit ltd. Hungary (HU) PP

PP4 Dubrovnik Development Agency DURA Croatia (HR) PP

PP5 INSTITUTE FOR TOURISM Croatia (HR) PP

PP6 City of Sarajevo Bosnia and Herzegovina (BA)
PP

PP7 Brasov Metropolitan Agency for Sustainable Development România (RO) PP

PP8 Destination Management Organization Timisoara România (RO) PP

PP9 City of Sombor Serbia (RS)
PP

PP10 CHAMBER OF COMMERCE AND INDUSTRY VRATSA Bulgaria (BG)
PP

PP11 Non-governmental organisation Green Home Crna Gora (ME)
PP

PP12 Regional Development Agency for Podravje - Maribor Slovenija (SI)
PP

PP13 City Hall of Chișinău Moldova (MD)
PP

PP14 Agency for Sustainable Development of the Carpathian Region “FORZA” Ukraine (UA)
PP





# Forestry
# Soil
# Ecological knowledge
# Traditions
# Hiking

PP3’s first experience
in Kóspallag



PP3 plans: Beaver Safari with 
voluntary water retention work 
(„Water Protectors”) + biking



PP3 plans: Water retention in Püspökszilágy + 
exploring rare species



PP3 plans: Urban thematic walk 
(sponge city)
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