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Protected areas are a key component of Protected areas are a key component of any global 
conservation strategy. Tourism provides a crucial and unique way of fostering visitors’ 
connection with protected area values, making it a potentially positive force for 
conservation. Visitor experiences can be transformative for an individual’s personal growth 
and well-being, while instilling an increased sense of stewardship and support for protected 
area values.
 
Protected area tourism’s economic benefits—which depend on beautiful natural areas, 
healthy wildlife and nature, andauthentic cultures—can also be a powerful argument for 
conservation. Tourism in protected areas is a major part of the global tourism industry—an 
industry whose scale and impacts are enormous. Such a high volume of visitors implies 
certain needs for fundamental infrastructure and requirements for employment and human 
services, all of which have ramifications for the economy, society, culture and the 
environment.
 

Done sustainably, tourism can contribute directly to the objectives of global agreements 
such as the Strategic Plan for Biodiversity 2011–2020 of the Convention on Biological 
Diversity, the United Nations’ Sustainable Development Goals, and the Muscat Declaration 
on Tourism and Culture (UNWTO and UNESCO, 2017). However, inappropriate and poorly 
managed tourism can cause negative impacts on the biodiversity, landscapes, and 
resource base of protected areas.
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"A smart destination is an innovative space, accessible for all,established on a cutting edge 
technology infrastructure which guarantees sustainable development of the land, facilitates 
the interaction and integration of the visitor with the surroundings and increases the quality 
of their experience in the destination, as well as the quality of life of residents"
 
 
Smart destinations have undeniable similarities with smart cities. Nevertheless, there are 
important differences:
 
 

Geographical limits of smart destinations may coincide with those of the municipality or network of cities.
In the smart destination, the target audience is the tourist, not so much the resident (although the latter 
must also benefit from the transformation of their surroundings to a smart destination). For this reason, 
certain issues need to be taken into consideration, such as multilingualism, cultural idiosyncrasies, culinary 
uses or the seasonality of the visiting population.
The smart destination is driven, principally, by the tourism sector, public as well as private, and it is 
advisable that its governance is shared through the formation of inclusive entities such as boards, trusts, 
foundations, etc., in which all stakeholders involved in the region are represented.
The interaction goes further than the stay itself in the city: in smart destinations it begins before the visitor 
has arrived at the destination, it continues during their stay and extends beyond their departure.
Smart destinations are bound to the increase in their competitiveness and to the improvement of the tourist 
experience.
Smart cities are geared towards improving their governability and to increasing the quality of life of the 
residents, while smart destinations are oriented more to achieving an attractive intrinsic value for visitors 
(compatible, always with the interests and well being of its residents, of course).


