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Latvian Country TourismAssociation

Legal form: NGO
Founded:1993 
Members: ~350(rural tourism providers)
Staff: ~10
Office: in Riga

Functions:

ω RT productdevelopment

ω Qualitycontroland
labelling

ω Povidertrainingand
consultations

ω Promotionandmarketing
(brochures, maps, Internet)

ω Lobbyingfor interestsof
members

ω Project implementation
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Sharingexperiencesin Europe

Project STEPPA ïSustainable Tourism in Enterprises, Parks and Protected Areas

http://uef.fi/mot/steppa

Project goal: to promote and strengthen the cooperation between the different

experiences and certification initiatives for small and micro tourism enterprises working with

(Charter) protected areas, through the sharing, leveling and enhancement of their sustainability

practices and criteria, and strengthen their competitiveness through the development of

working partnerships between these initiatives and specialized research and support centres for

tourism sustainability.

10 partners from 7 countries:
ÅUniversity of Eastern Finland (Finland), Leeds

ÅMetropolitan University (UK), 

ÅEUROPARC Federation (Germany), 

ÅConsejeria de Medio Ambiente (Andalucia, Spain), 

ÅParco Naturale Alpi Marittime (Italy), Parco Naturale Adamello Brenta (Italy),

ÅState Nature Conservancy of Slovak Republic (Slovak Republic), 

ÅLatvian Country Holidays (Latvia),

ÅNationalparkverwaltung Harz (Germany), and CoaST (UK).

SUSTAINABLE TOURISM CONFERENCE 2011
Relationships in sustainable tourism development
Savonlinna, Finland, October19 ς21, 2011

http://uef.fi/mot/steppa


THETOURISMINDUSTRYOFEUROPEΩSPROTECTEDAREAS

PROJECTSTEPPA: survey of nearly 900 tourism and hospitality 
businesses from 59 European protected areas 

Research by the International Centre for Responsible Tourism, United Kingdom

36%  ***

57% small
business

29% are 
apartments

78% family
business

30% more than 
20 years

44% secondary
education

78% as owners

64% are 41 to 60

50%   are Female
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AIMOF THE SURVEY: 
To find out if businesses that are more 

sustainable also perform better financially. 

RESULT: 

Businesses generally perform better (but same 
seasonality problems, and differences high/low 

season in prices)

They are more satisfied with their business 
performance

They take sustainability decisions based on 
lifestyle and altruistic (not economic) reasons. 



HOWISBUSINESS? 

62% ofrespondents: theŜǎǘŀōƭƛǎƘƳŜƴǘΩǎ ŦƛƴŀƴŎƛŀƭ ƘŜŀƭǘƘ ƛǎ ŀōƻǳǘ ŀǾŜǊŀƎŜΣ 

24% ofrespondents: good,

14% ofrespondents: poor. 



Visitor (previous and potential) survey 
~700 respondents from Italy, Spain, Germany, Latvia, Finland

ÅVisitors of protected areas are willing to act 
according to many sustainable activities while 
traveling

ÅEcolabels are found to be a good indicator of 
environmentally friendly products and businesses,

ÅNot sure to have visited green certified businesses or 
areas or used ecolabelled products

ÅIndicate to increase the favoring of green certified 
services and products 







Developing quality tourist services in 
{ƭơǘŜǊŜ bŀǘƛƻƴŀƭ tŀǊƪΣ [ŀǘǾƛŀ

Background:

ÅFormer restricted military 
area and a protected 
nature site

ÅGrowing pressure from 
unorganised tourism

ÅLocal conflicts (residents 
versus NP administration)

Established:

Å In 1957 asa NatureReserve

Å In 2000 asa NationalPark

Å Area: 
Landς16 360 ha, 

Seaς10 130 ha

Thegoal:

To ensurecontribution from 
tourismin the localeconomywhile
presevingthe naturevaluesin the
protectednatureterritory



COOPERATION at all levels
involvedςthe key of success

-

ÅSNP administration
ÅLocalmunicipality
ÅlocalNGOs
ÅTourism entrepreneurs
ÅOther active local people



To start with: sustainable tourism 
development vision

ÅOn-site visits (project staff, EU experts)

ÅSummary of problems, finding solutions 
(administrative, technical, etc.)

ÅProduct development seminars with local 
stakeholders ςdiscussing resources and 
opportunities, suggesting the products



New tourism products/routes

Å3 hiking routes
Å2 cyclingroutes
Å1 canoeingroute
Å1 self-drive route
Å2 nature 
watchingproducts 
(birds and 
animals)

Why start with routes? ïthe benefits:

- No large investments in service 

provision required

- Large local participation achieved in 

itinerary development

- Routes well tested, reliable product

- An example of professional product 

description created 

- Product development experience 

documented in guidelines



Marking the route in the nature/Guidelines


