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Abstract

The aim of this paper is to point out the possibility of targeting the
destination marketing strategy based on so called pro-poor tourism (PPT).
In this regard, three groups of potential strategies involving the poor in
developing the PPT are mentioned. These are strategies focused on
economic benefits for the poor, strategies improving the living standards
and the strategies focused on the reform of policies and processes. The key
actors and their roles in the process of tourist services provision as well as
the possible risks, which could lead to unintended effects of the exclusion of
the poor from the PPT benefits, were also identified.
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Introduction

Academic interest in the issue of the potential benefits of tourism for
poverty alleviation in marginalised communities can be dated back to
around the 1970s (De Kadt, 1979). The origins of the debate were part of
broader political-economic debates on territorial development. The first
attempts to define the issue in an exact way and to form theoretical-
methodological frameworks for a pro-poor approach within tourism did not
occur until the late 1990s.

Pro-poor tourism (PPT) is not understood as a specific form of tourism. It is
an approach to its development strategy. It is understood as any form of
tourism that primarily pursues the goal of involving poor, mostly
marginalised communities in its development and thus directing the benefits
of its development to the poor to the maximum extent possible (see
Matlovicova et al. 2016 for more details).

Key stakeholders in pro-poor tourism (PPT)

The main stakeholders in the case of PPT include the poor, the private
sector, local governments, NGOs, CSOs, civil society associations, donors,
various development organisations and of course tourists. The poor
themselves are a central link in PPT (Figure 1) as they are one of the main
target beneficiaries of the benefits. Their interests are primarily pursued in
planning and decision-making processes. A very common problem in
optimizing PPT strategies is the internal heterogeneity and social
stratification of local marginalized communities (different levels of poverty,
education, different positions within the accepted hierarchical structure in
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the community, etc.). In this respect, attention should therefore be paid
primarily to the segment most at risk of poverty.

Figure 1: PPT stakeholders
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The private sector is the main driving force behind the revival of PPT. It
performs a wide range of tasks, including providing investment, product
development, marketing, etc. (Ashley, Roe 2003, p.17). Its business
activities thus create a living organism of cooperative relationships that are
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based on using local suppliers and labour, providing information advice,
building and sharing access to infrastructure or developing partnerships
with local people (Jamieson et al. 2004, p.8; Id21 Insights 2006).

One of the important actors in the network of PPT actors is the public
administration, which can often play a key role in the process of guiding
activities so as not to disturb a certain sustainable balance in the
redistribution of benefits from tourism development in the territory
(especially between the private sector and local poor communities). By
adopting purposeful measures, it can act as an important catalyst and
facilitator for the implementation of PPT. Its decisions can, for example,
support the diffusion of tourism into poor areas through investment in
infrastructure and marketing, by removing barriers to market entry (through
micro-credit it can support business development and facilitate access to
technology), through training and the dissemination of innovations through
private-public partnerships as well as investment in research or by
strengthening local links. For example, through fiscal support packages, it
can encourage the private sector to buy more from local suppliers and use
local labour.

Tourists, as customers, are consumers of local goods and services, thus
becoming an important source of revenue for the destination. Alongside the
intensification of consumerism, the number of tourists who are willing to
make their own contribution to improving the conditions of the tourist
destination they visit is also increasing. They are becoming an important
source of non-economic assistance to the poor in the form of temporary
volunteer work, knowledge transfer (e.g. foreign language teaching),
cultural exchange and so on (UNWTO 2004, p. 44). This kind of
motivation, as part of community-based tourism (CBT) or volunteer
tourism, is often underestimated and not given due attention in the
development strategies of poor regions.
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Another potential actor entering into the network of relationships within the
PPT are NGOs (e.g. rural development organisations, associations dealing
with the protection of cultural and natural heritage, and organisations
focusing on business development or marginalised communities). Their
involvement is possible through funding, training activities, providing
advice, brokering business opportunities between the private sector and the
poor, or in developing processes that strengthen the voice of the poor in the
design and implementation of PPT strategies (Ashley et al. 2001, p. 9;
Jamieson et al. 2004, p. 8).

Development organisations and other donors are entities that provide grants,
loans or other types of assistance for development projects. Although
donors are usually not directly involved in development, they are entitled to
monitor the effectiveness of the use of the resources/funds provided for the
purposes intended. In general, development assistance should be primarily
aimed at supporting development processes taking place in marginalised
areas by supporting the development of employment opportunities,
infrastructure development or the establishment of small and medium
enterprises (Chock et al. 2007, p.20).

Many of the case studies described above demonstrate that sustainable
project success requires close collaboration between all stakeholders.
Government, the private sector, NGOs, CSOs and the poor themselves all
play important yet very different roles in PPT, and a multi-level approach is
seen as essential. At the same time, it can be said that its sustainability will
be greater the more stakeholders benefit from such development (Ashley,
Boyd, and Goodwin 2000, p. 6).
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Opportunities for participation of marginalised
communities in tourism development

One of the very common myths associated with the development of tourism
in the territory is that it will automatically kick-start the process of poverty
alleviation. However, it is often forgotten that most forms of tourism, at
least in its infancy, are based on skilled labour, which is being created as a
new group of non-residents in the area. Marginalised communities which
are largely made up of people with low skills and no work experience
cannot compete with them in such cases. The solution in such cases is a
well thought out and sensitively chosen form of tourism so that the local
poor can be part of the product. For example, by presenting traditional ways
of life, culture, crafts, folklore, etc.

In terms of the different roles in PPT development, their participation can
be implemented in two ways. They can act as:

(a) participants in decision-making processes

(b) or as implementers of economic activity (Ashley et al. 2001).
Economic activity can be performed by either:

(a) in the form of paid work

(b) or self-employment (Ashley et al. 2001).

Involving marginalized poor communities in decision-making processes and
sound PPT development can have a positive impact on the empowerment
and emancipation of the community concerned. In addition to enabling the
channelling of at least some of the gains to the poor, such participation also
acts motivationally in relation to the adjustment of life strategies of its
members who previously did not see the prospect of personal development
and integration into mainstream society.
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Main sources of PPT development

In general, the implementation of PPT projects basically requires three basic
types of resources. These are time, finance and manpower. Ashley and
Haysom (2006, p. 275) derived a more comprehensive set of
implementation factors based on implemented PPT projects, which in
addition to the three above, included the selection of appropriate inputs, the
need for local leaders to drive development, a hands-on approach to
development - learning by doing, and partnership building (changing
attitudes of the private sector and public authorities - from paternalism to
partnership).

Compared to rich destinations, where significant financial resources are
available to build their position in all directions, poor destinations may have
mostly only comparative advantages linked to a very limited number of
destination attributes (e.g. main attractions). For this reason, a strategy of
focusing on finding competitive advantages alongside judicious use of
scarce resources, while taking advantage of the 'second mover' position,
appears to be more appropriate for poorer destinations (Ritchie 2004 in.
Zhao, Ritchie 2007, p.15).

Well-established competitive strategies for poor areas also include the
promotion of forms of CR that are largely based on accessible and specific
local resources. These include, for example, cultural tourism, agro-tourism
or rural tourism. Based on local characteristics, these forms of CR are
usually a major attraction for foreign tourists and can be implemented
without large investments and extensive building.
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Following this strategy, it is appropriate to focus on those markets and
tourists who are non-institutional (Cohen 1972) or allocentric (Plog 1973).
That is, those who are interested in the authenticity of the local environment
and have little interest in the physical built environment.

Destination development as a cluster of attractions and targeted tourist route
design are two other approaches supporting PPT that follow similar
principles, i.e. they focus on enhancing the competitiveness of a destination
through building and developing partnerships. Other related research has
shown that for building competitiveness of destinations with limited
resources, it is both more practical and more promising to focus on
implementing strategies at a smaller geographic scale i.e. within reachable
(local/regional) markets rather than at a national, continental or global level
(Zhao, Ritchie 2007, P.16; Derco, Pavlisinova 2016).

Possible PPT development strategies

The case studies described so far show that to achieve and then increase the
benefits of the poor through pro-poor tourism, a wide range of activities
need to be planned. In addition to the key activities related to destination
development and creating employment opportunities for members of poor
communities, efforts need to be devoted to marketing activities, building
linkages with the private sector, respecting laws and regulations, ensuring
participation in decision-making, and so on. PPT strategies thus integrate a
range of activities across different levels (from the micro to the macro level)
and develop cooperation between different stakeholders. According to
Ashley et al. (2001, p. viii), we can divide PPT strategies into three groups
(Table 1):

(a) strategies aimed at economic benefits for the poor

(b) strategies aimed at non-economic benefits (raising living standards)

(c) and strategies oriented towards reform of policies and processes.
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Table 1: Strategies applied in the development of pro-poor tourism

a) Economic benefits

b) Non-economic
benefits

¢) Stimulating participation
and promoting partnerships

Providing training

Building a more supportive

environment, setting support
Increase local employment . £ Supp
policies

Improving local Stimulating participation of the
infrastructure and access

to services

Increase local business
opportunities

poor in decision-making

Involving the private sector in
PPT projects

Creating collective income Empowering the poor
sources (fees, share income,

etc.)

Addressing the social, Increasing information flow,
cultural and
environmental impacts of

tourism

improving communication

Source: Ashley et al. 2001, p. viii

a) The main objective of PPT strategies focused on economic benefits is to
ensure that tourism brings economic benefits to the poor. To achieve this,
three key objectives have been identified:

- Expansion of business opportunities;

- development of new employment opportunities for the poor

- and the enhancement of collective benefits through collective community
income (Roe, Urguhart 2001, p.5).

As stated by Ashley et al. (2000, p.4), tourism can generate four different
types of income in terms of economic impacts:

- Wages from employers;

- Income from the sale of goods, services or casual labour (e.g. sale of food,
handicrafts, building materials, provision of guiding services); Income from
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the sale of goods, services or casual labour (e.g. sale of food, handicrafts,
building materials, provision of guiding services);

- dividends and profits arising from the ownership of local enterprises;

- collective income, i.e. e.g. profits from collectively managed enterprises,
dividends from private sector partnerships or land leases, etc.

Under the above strategies, several approaches can be implemented to
improve the socio-economic conditions of the selected community and meet
their basic needs. WTO (2006, pp.2-5), based on the case studies collected,
identifies seven main approaches that help to maximize the gains from pro-
poor tourism:

1. Employment of the poor in local tourism activities - positions that do not
require high skills (menial jobs, cleaning, service, etc.)

2. Involvement of the poor or enterprises employing the poor in local
tourism supply chains - use of local resources, preference for local supply
chains

3. Direct sales of goods and services by the poor to tourists - the first stage
in the development of fair trade practices

4. Establishment and management of tourism enterprises by the poor (e.g.
micro, small and medium enterprises) or community-based/run enterprises
(formal economy) - in many cases these are also family or community-
based (owned by associations, cooperatives or shareholding companies)
enterprises. The success of this approach is influenced by a number of
factors. Many cases point to the importance of creating an enabling business
environment and an appropriate policy environment that will support and
incentivise the poor to take the initiative to set up such enterprises. For
example, various training programmes, fiscal assistance, public and private
subsidies, micro-credits, infrastructure building, purchase of materials,
marketing assistance, support for activities, etc. can all be supportive.

5. Taxes and excises on tourism revenues/profits as another way of
transferring benefits to the poor - supportive fiscal mechanisms (tax
reduction or exemption for those businesses that are run by marginalised
communities, use of public infrastructure and public services free of charge,
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or agreement with local governments to implement community projects.
The funds raised are then invested in improving and developing the
environment of the poor, building roads, sanitation measures, measures to
improve the health of the poor, building schools and so on.

6. Voluntary contributions/donations flowing in from tourists and
businesses in the tourism industry - support to poor families or communities
to improve their lives, renovate schools, provide housing for teachers, build
or renovate infrastructure, provide free training to community members, etc.
7. investment in the infrastructure needed for the development of tourism
activities that also benefit the local poor - improvements may include
agricultural irrigation systems, libraries, soft environmental technology
innovations (solar energy), recreational and sports facilities, etc.

(b) The second group of PPT strategies, i.e. strategies addressing non-
economic impacts on the development of the living standards of the poor,
focus on environmental and ethical issues. Emphasis is placed on providing
training, improving local infrastructure, access to services as well as
empowering the poor in general. Issues of the social, cultural and
environmental impacts of CR are also a focus, and a range of donor or
volunteer activities are used to achieve these goals (Roe and Urguhart 2001,
p. 5; Ashley et al, 2000, p. 11).

(c) The third and final group of PPT strategies focusing on policy and
planning reform includes building a more enabling environment, setting
supportive policies, encouraging participation, involving the private sector
in PPT projects, or increasing the flow of information and streamlining
communication.

Pro-poor cooperation and interventions should be implemented at the
destination level as well as at the level of regional and national policies
(Roe, Urguhart 2001, p. 5; Ashley et al 2000, p. 11). In general, generating
potential gains for local communities from CR, requires reorienting CR
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development to benefit the interests and needs of local stakeholders,
especially the poor (Foster 2004 in. Mensah, Amuquandoh 2010, p.79). To
respond to the challenges posed by PPT and to talk about a successful PPT
project, local authorities are expected to adopt planning practices and
processes in CR that will promote sustainable and pro-poor (pro-poor)
tourism. Strategies must be tailored to local conditions, the target market
and the interests of the poor, stakeholder engagement must be based on the
recognition of the poor as equal units, and the development of the PPT
destination must be linked to traditional CR products. Consequently, the
impact of tourism needs to be monitored and evaluated in order to guide the
process of further policy making and planning (PPT Partnership 2005 in.
UN 2005, p.18).

Conclusion

The pro-poor tourism development strategy is perceived very positively,
especially by public and private sector institutions. However, the potential
of the pro-poor approach for poverty alleviation is perceived ambivalently
in academic circles. On the one hand, its benefits are described, but on the
other hand it also faces criticism. In particular, opponents of liberal
development theories, influenced by dependency theory and political
economy, question the ability to transfer benefits (Telfer and Sharply 2002,
p. 41) from the development of a tourist destination down to the lowest
hierarchical level in the social ladder of the area of interest. Britton (1982,
p- 332) even argues that tourism development, on the contrary, exacerbates
disparities. This view corresponds with the warnings of Jafari's so-called
"cautionary platform" (2001, p. 30) against is uncontrolled massive
development, which in turn leads to environmental problems, environmental
degradation, but also disruption or undesirable social changes, modification
or even decline of traditional cultures, and so on.
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On the other hand, proponents of PPT point to the positives of PPT
development, which in turn can stimulate declining communities to revive
or maintain traditions, local or regional specificities that ultimately serve as
a differentiating basis for a tourist destination's brand. There is also the
potential for strengthening the environmental awareness of place-poor
communities and stimulating conservation activities of unique natural
resources, which will become a source of benefits as tourism activities
develop.
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