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Executive Summary
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the Research Centre for Tourism, Sustainability and-Wahg (CinTurs) andhe University

of Algarve. It ais to provide contributions toward defining the strategic direction for
geotourism in thisterritory. It is noteworthy thatthis collaboration was conducted over a

short period (approximately three months), which did not allow for the formulation of a
comprehensive strateggut rather for the introduction of several contributions to inform

future strategic planning.

The tourisnsector is rapidly evolving, influenced by new consumer mindsets, emerging trends,
and technological advancements. Stakeholders must understand these shifts to remain
competitive and meet the changing demands toévellers This report delves into the
devdopment of geotourism within the AGA, outlining strategies to promote sustainable
tourism that leverages the region's unique geological and cultural heritage.

Research Phase: Understanding the Geopark and Its Potential

Geopark Conceptualization and UNESO@Gk Geoparks showcase significant geological
heritage and are linked to UNESCO for their global importance. These areas are valuable for
their geological formations, fossil assemblages, and landscapes, which offer insights into
[ "2 ®r i « r s «s@:=The AGA hims togpfeseryedthese sites while promoting them as
tourist destinations.

Current Tourism Landscapé&he Algarve region, where the AGA is located, is predominantly
known for its "sun and sand" tourism. However, there is a growing need tosdivthis model

to avoid the pitfalls of mass tourism, such as environmental degradation and cultural erosion.

Market Segmentatian Through detailed research involving desk studies, exploratory
conversations, and team meetings, potential market segmeats wientified. This research
phase aimed to understand the significant challenges and opportunities within the geotourism

market. The main findings identified potential market segmentgludng eco- tourists,



cultural tourists, adventuretourists, and educational tourists. These segments value

sustainability, unique experiences, and learning opportunities.
Synthesis anddeation Phasg Developing Strategies and Solutions

Key Themes for Geotourisrithree key themes were identified to anchtbe geotourism
strategy: Seas,Land, and People. These themes emerged from focus group sessions and
nominal group techniques involving stakeholders from various sectors, including local

development associations and municipal technical staff.

Tourist Roues and Themed EventStrategic sessionsutlined tourist routes and themed
events aligned with the key themes. The objective was to create engaging and sustainable
tourism experiences that highlight the unique attributes of the ABposed routes incled
geological trails, marine exploration tours, and cultural heritage paths. Themed events could
include geology festivals, educational workshops, and commiggitgtorytelling sessions.

Communication and PromotiorAnother focus was identifying effectiveommunication
techniques and channels to promote the AGtAinvolved stakeholders from communication
departments of regional entities, who provided insights on the best strategies to reach
different audiencesRkesults revel that the main communication goathe first stage is to

raise awareness of the AGA, attract diverse visitor segments, and encourage repeat Visits.
Techniguessuch as engaging storytelling, digital platforms, and collaborations with local
influencers and media should be used to accdsipthe communication goals. The main
channels to privilege are social media, tourism websreggpral and international travel fairs,

and educational institutions.
Implementation Phase: Delivering Solutions

Sustainable Tourism Moddlhe AGA's tourism development model aims to be distinct from
the existing Algarve tourism model. It promotes a slow tourism approaahmphasising
sustainability, preservation, and deep engagement with the local culture and reneint.

This approach is aligned with UNESCO's principles and aims to mitigate the negative impacts

of tourism.

Brand Communication Strategé:robust communication strategy was crafted to effectively

engage target marketsuch as ecetourists, educationalgroups, cultural tourists, and
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adventure seekersThis strategy focuses on delivering consistent and authentic messages

through appropriate channels to build trust and encourage repeat visits.

Partnerships and Smart Destination Constructikry partnerslius were identified to support

the development and promotion of the AGI.includes promoting collaboration with local
businesses, educational institutions, tourism organizations, and government agencies.
Additionally, the concept of a smart destination sventroduced, leveraging technology to
enhance the visitor experien¢such as interactive maps, mobile apps, and virtual towansdl
manage tourism sustainablipeveloping sustainable facilities and services, including eco
friendly accommodations, guidedurs, and educational centres, are also strategic measures

at the infrastructure level

Conclusion

The Aspiring Geopark Algarvensis is spelitioned to become a unique and sustainable
geotourism destination. By emphasizing three strategic thednasd, Sas, and PeopssAGA

can create engaging tourist experienchghlightingthe region's distinct features. These
themesare the foundation for developing tourist routes and themed events, ensuring visitors
can deeply connect with the area's natural and cudtluheritage. By focusing on strategic
themes, creating engaging tourist experiences, and implementing robust communication
strategies, AGA can attract diverse visitor segments and promote the conservation of its
heritage Adopting a slow tourism model atig with sustainability goals, ensuring that tourism
development benefitthe local community and the environment, preserving the region for

future generations.



- RESEARCH to DISCOVER

In this phasea research to discover detailed observation was carried out to clarify the
significant challenges and issues to iidentify and characterize consumer trends and potential
market segments for Geotourism in the Aspiring Geopark Algarvensis, the first objective of
this study (O1) Toachieve this, methods such as desk research, exploratory conversations,
and team meetings were utilized’hese approaches made it possible to collect valuable
information and gain an epth understanding of the significant challenges and opportunities

in the market.

1. Geopark]ts Conceptualization andink to UNESCO

The geological sitesalso known as geaites or geeheritage sites, refer to the valuable
gk~{~28r~z~qgsg”z pk"® a2k« ~p ®rk [/ "2®rl « gr
landforms and landscapes, and the impast geomorphological processes on their
modificatio® Y +2 k««pukzz | i Nk{k|s y A%sEN s| *~ ¢
gk~z~qsg”*z «s®k« {"~:- "Nz«~ Tk 1T kps| ki "« é2koc
~a z~g"®s~|« ®r"*"® r~™~"" "k 82k«k?® ki gk~z~qsg”"z
k" ~z ®s~| ~2 ®rk rs«®~2. ~p [/ "~"20®r «gsk| gk«eé
*~"grk{z~ ~|i *k|-~"gkpl A%AAD Apl 7| ®rk 2k
Y7fsik{Pl s®i« s{§~20®"| ® ®~ coupledrransitg culural®r ~ ® q
context and the communities which construct, interpret, and experience certain objects,

§a ~gk««k«l ~2 8z~rgk«l 7z «(Stoffélen;2019:d00x z | i «g”" 8§

Due to their uniqueness and distinctiveness,-g#es are recognized as worthy of protection,
conservation and transmission to future generations and regaraedery valuable to

scientists, educators and tourists (Reynard et al. 2009; Martin 2014; Gray18; Coratza

and Hobléa 2018; Abdel Maksoud et al. 2019; in Bouchemla and Benyoucef, 2024: 1).
Geosites involves geok @ s ®* gk ~ "z "~ ®s ~| fN«ki ~ | €82 ~8k
assessment and ranking of significant gedk 2 s ® * gk « s ®k—«| «sd kg bkt qs @
«gsk| ®spsgl ~“"k«®rk®sgl g z® 22z ~|i 2akg2k”"®s
in Stoffelen, 2019: 100).



UNESCO Global GeopatkQ558 b é7~2k «s| gqzkl ~|spski qgk-~q
landscapes of international geological significance are managed with a holistic concept of
protection, education and sustainable development. Their betiprapproach of combining
conservationwith sustainable development while involving local communities is becoming
s| g2 k™ «s | UNESCG, 2@4) it 1s2 ikdeed, a singular territory with a unified
geographical area where places and landscapes of internatgewbgical importance are
managed within a holistic concept of protection, education and sustainable development, in
addition to constituting a territory of excellence for scientific research. To this eaing
awareness and involving local communitied stakeholders regarding the importance of the
territory's geological heritage is necessary fadreir sense of belonging and identity
(Algarvensis Aspiring Geopark, 2024)

At the "First International Symposium on ti@&onservation of Geological Heritagelobal
Geoparks Network, 1991jeld in Digne les Bains, France, in 1991, geological heritage was
first defined and acknowledged as an area of importance for the conservation of geological
locations. The European Community supported the development of the first project geoparks,
which vere created between 1995 and 1999. The first European Geopark Network was
established in 2000 to protect and promote sustainable development. Four years later, in
2004, the Global Geopark Network was establish2d15, the UNESCO Global Geopark
designationwas establishedGlobal Geoparks Network, 2024)Jnder the guidance of the
UNESCO National Commission, the Portuguese Forum on UNESCO Global Geoparks emerged
in 2011 to encourage amore profoundnterchange of experiences acsos members and
establish the regulations, procedures, and goals of cooperdhbnistry of Foreign Affairs,
2024) .

As of May 2024, 213 UNESCO Global Geoparks are spread across 48 countries. Europe has
109 global geoparksjncluding 23 UNESCO global geoparks on the Iberian Penirsxla,
UNESCO global geoparisd two aspiring UNESCO global geoparks in Portégaspiring
UNESCO Viana do Castelo Geopark and Aspiring Geopark Alga(@oba Geoparks
Network, 2024).
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Figurel. UNESCO Global Geoparks in Europe.
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Source: Own Elaboration.

UNESCO Global Geoparks are unique destinations where internationally significant geological
sites and landscapes have been preserved using a comprehensive conservation, education,
and tourismapproacho promote sustainable developmdirtenrique & Brilha, 2017; Ferreira

& Valdati, 2023).

The area's natural and cultural history especially its geological inheritaneeis used to
educate individuals on important matters of society, as educated individuals are more likely
to respect and protect the area, promoting conscious touri¢Mocior & Kruse, 2016;

Os { y ~rinkota, & ©br- lova, 2023) . Itis also a form of empowering the local community

by providing an opportunity to establish solid partnershipgith a common goal of exposing

and preserving tharea's notable geological attributes, operations, and geologically relevant

historical eras to promote sustainable regional development in geopésksffelen, 2019).

Investigating, developing, and embracing the connestinetween the region's geological
patrimony and its many different natural, cultural, tangible, and intangible heré&aaféering
Nr~z2s«®s g sk isthp puosk of & gedparEetreira & \daidai, 2023
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UNESCO, 2024)Geoparks also contribute directly to the UN's Sustainable Development
Goals (SDGs), promoting sustainable tourism practices, environmental preservation, and social
inclusion(United Nations, 2024)

The UNESCO Global Geopark designation is valid for four years, after which each Geopark
undergoes a thorough revalidation procedure tlexminests quality and operation. This
designation is extended for four years if the requirements are still metotf remedial action

is taken, and the geopark designation is revoked if the requirements are not satisfied
(UNESCO, 2024)

2. Geoparks an@eotourism

These sitesas testimonies of geological heritage, are attracting increasing attention, on the
one hand, and recognition of conservation/protection needs, on the other hand, based on
typologies such as GeoparldNESCO, 2024) Geoparks are territorial landscape protection
and promotion organisationgiming to geoheritage conservation, gé&ducation, and
sustainable regional development using geotourism prodédgsirvensis Geoparque, 2024)

71 ®rs« par{kpu~2ayl 5z~f"rz 5k~8§r"2y« @k®u~2y VY
« 88~2® z~g”z g~{{ | s®sk« ®~ ki gk |r"® anrz
the context of UNESCO Global Geopark promotion as a labekoéllence in sustainable

tourism. Additionally, it also values (in the STRATEGIC ACTION 6) initiatives such as a) best
practice awards (Geoconservation, Interpretation, Education, Communication and
collaboration, Visibility, Sustainable Development, JmuriCommunity Engagement,
Innovation), b) GGN Film Festival, c) Geopark Youth Forum (Encourage the engagement of
youth in all Geopark activities), and d) Exhibition of the GGN National Fora/Committees during

the international conferences on UNESCO Gloleaip@rks.

Once Geoparks should have a deep interconnection not only with the resident community but

also with the tourists, it isesssentiato develop the assessmentofgeos ®k « 1 «gs k| ®s p
Bk~ [i g~™"®s~| NP Sk PMEGBAXIEDPA®KI Az ki ~
ga@s®k2s~r"Us|isgr®~2« Y®MNfzk ¢bPT Prk2ki« ®rk ¢
inventory of attributes, potential activitiesand infrastructures with a good quality of
interpretation to potentiate a high commuty involvement and a rewarding tourist

experience.
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Table 1. Geo Sites Assessment of Scientific Value, éegation and
Gedourism Potential and Risk of Degradation.

Criteria / Indicators

Representativeness, Key locality, Scientific knowledge, Integrity, Geological

Scientific Value ) . T
diversity, Rarity, Use Limitations

Vulnerability, Acessibility, Use limitations, Safety, Logistics, Density of
population, Associations with other values, Scenery, Uniqueness, Observation
conditions, Didatic potential, Economic level, Proximity of recreational areas

Geo Education and Geo Tourism
Potential

Risk of Degradation Atmospheric conditions, ...

Source: Adapted from Bouchemla and Benyoucef (2024: 17)

5k~8M"ay«i s| g2k ~«s|q 2kzk" "] gk zk"i « ®~ ®rk
natural features (the creation of National Parks in the US, the Man & Biosphere programme,

the World Heritage Trust, etc.) combined with a desire to boost economieid@ment in

a"anz akqgs~| «l 8§2as{~ragyz. (GoAzalézkejadafYi Du@Redd, &8 2 ~{ ~
Girault, 2017)f ® "z«~ é®~ g~| p~2{ ®~ | kp s| ®k?a| "®s
Geopark Network (EGN) (2000), followed by the Global Geopark Network (GGN) in 2004,

the Arouca Declaration (2011) and the creation UNESCO Global Geoparks (UGG) in 2015

(GonzalezTejada, Yi Du, Read, & Girault, 2017)

TheArouca Declarationpresented in the box beloandsigned in 2011 under the auspices

of UNESCO, not only clearly defines the concept of geotourism but also determines the
implications of such a strategic option in the context of a geopark. The design of a geotourism
strategy for a geopark that aspires toecome part of the UNESCO Global Geopark Network
must be perfectly coordinated and contribute to strengthening the identity of the territory in
its multiple aspects, namely geological, environmental, cultanallandscape, among others,
with the ultimateaim of contributing to the wellbeing of the community. The history of the
planet must be told through its geological resources that go beyond, in some cases, the local
and national scale. A sustainable development appradbahis greenoriented and take
concerns with climate change and the reduction of the ecological footprint must be

considered in decisiemaking. Interpretation and storytelling must be approatioa the

13



stage where residents are living forces-coeators of value. The Arouca Declaaatiguides

this work in all its aspects.

AROUCA DECLARATION

The International Congress of Geotourism, under the auspices of UNESCO, took place in the
Geopark (Portugal) from 9th to 13th November 2011. The theme was Geotourism in Actidkrouca
2011. As result of the discussions that took place during this event, the Organizing Committe
keeping with the principles put forth by the Center for Sustainable Destinatiohitional Geographi
Society presents the Arouca Declaration, which establishe$ollowing:

1. We recognize that there is a need to clarify the concept of geotourism. We therefore believe
geotourism should be defined as tourism which sustains and enhances the identity of a territory,
into consideration its geology, eénenment, culture, aesthetics, heritage and the wledling of its
residents. Geological tourism is one of the multiple components of geotourism.

2. Geological tourism is a basic tool for the conservation, dissemination and cherishing of the hist
Life on Earth, including its dynamics and mechanisms. It enables visitors to understand a past ofi
million years so as to view the present from another perspective and project possible shared futu
the Earth and humankind.

3. Appreciation of geological heritage should try to break new ground and prioritise the use o
technology over the use of traditional information posters.

4. Knowledge and information about geological heritage is often not presented a way that is
understood by the general public. As a rule, this information comes in the style of scientific tree
which, besides using highly specialised language, leave visitors in the dark and limit touristic
Information must be accessible and intelligilidr the

general public, presented in a few basic concepts and with clarity, resulting in the combined effg
scientists, interpretation experts and designers.
5. We thus believe the time has come to resurrect the basic principlesntérpretation proposed if
1957 by Freeman Tilden and apply them to geological heritage:

- Any presentation of geological heritage that does not somehow relate to something in the pe
experience of the visitor will be sterile;

- Information is not inérpretation. Interpretation is revelation based on information. The two things
entirely different, but all interpretation includes information;

- The interpretation of a natural space must provoke and arouse curiosity and emotion much mor
teachiry;

6. We encourage territories to develop geotourism focused not only on the environment and geo
heritage, but also on cultural, historical and scenic value. In this sense, we encourage the ef
involvement of local citizens and visitors, scethare not restricted to the role of tourist spectatorg
thus helping to build a local identity and promote what is authentic and unique in the territory. In
way we ensure that the territory and its inhabitants obtain environmental integrity, sastt¢ and
sustainable economic development.

Arouca (Arouca Geopark, Portugal), 12th November 2011

In literature, Geotourismis frequently associated with rural tourisfAllan & Shavanddasht,
2019; Farsani, Coelho, & Caa, 2011) , ecotourism(Obradow, et al., 2023), slow tourism,
volcanic and geothermal tourisfAquino, Schanzel, & Hyde, 2017; Dowling, Allan, & Grunert,
2021) , nature based tourism(Fung & Jim, 2015) mine tourism(Nita & Myga Pilek,
2014) , cultural tourism(Olson & Dowling, 2018; Rosendahl & Marcal Gongalves, 2019)
green tourism(Soeroso, Rahardjo, & Turgarini, 2023peleotourisn{Tomd, et al., 2019)

among others.

14



A geological tourist experiencef geo heritage sites is commonly associated with tourists

« k k| Al SBIKPk®« f« 8k YS I OK«e®« i A ~p ®k | g~{ 82 s«
geologists who have a good understanding of geology and a strong desire to place it at the

centre of their travels(Dowling, Allan, & Griinert, 2021)Geotouristdocusing~| 1 gk ~z ~qgs g
features form one end of a spectrum of geotourisiggs ®r ®r ~«k r " s| g ~ {~
focus at the opposite end (IbidemHowever, many studidgsghlight that success in attracting

tourists does not equal success in using tourism for sustainable regional development
(Kauppila, Saarinen, & Leinonen, 2009; Rogerson, 2015; Stoffelen & Vanneste, 2016)

Ns{ z®*"| k~"«z-1 ®rk- rsqrzsqr® ®rk é|kki ®-~
interpretation unrelated with alternative visions in the communication of tourism products

and, consequently, in itineraries and consumption paths of tourists tatrchine the socig

spatial distribution of touris@fielated benefité (Bosak et al., 2010; Hall, 2005; in Stoffelen,

2019: 102).

Geological heritageandge®~ ~ 2 s « { s | ®k 2@ g ~| | k gruseurh witdzl k "si| ~ «
whichk * gr | s ® ®rsk«{ k8" 2gB 2~gp s ®Eé ®r "® q si k« ®r k
attractions (Martini, 2000). This typology of museums can enhance the involvement of

égrai k]| ka2 «l g~| ®k { §~2 ra. i K«sq| k& «1020) | i > A

i s« ®s | q walkingkyseudr ¥ - &8 q| kI 42~ | gkbl
3. Geoparks in Europe: an overview of tourism activities

To shed lighton the operational side, track relevant approaches, and identify useful insights,
an analysis of all the 109 geoparks Burope was conducte®etailed information is provided

in Appendix1. For the geoparks in Europépurism activities vary widely but can be
categorized into several main typess presented in Figure 2:
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Figure2. Main tourism activities in geoparks across Europe

Nature and Ecotourism Educational and Community Tourism

Involves educational programs, community
engagement, and conservation efforts to
educate visitors about the local environment
and culture.

Activities that emphasize environmental
conservation and sustainable practices, including
nature trails, wildlife observation, and eco-friendly
initiatives.

Adventure and Outdoor Tourism Virtual and Digital Tourism

Includes activities like hiking, cycling, LR Utilizes technology to offer virtual tours and digital
and other outdoor sports designed to MAIN . experiences, enhancing accessibility and providing

provide thrilling experiences in natural innovative ways to explore geoparks (for example, the 3D

settings. P, tours promoted by the Copper Coast geopark or the
GEO PARK GeoGAME and GeoAPP develop by the Karawanken |

Karavanke geopark).

Cultural and Historic Tourism ACT'V'T' ES Gastronomic Tourism

Highlights local culinary traditions,

Focuses on exploring the cultural
including food festivals and tours

heritage, historic landmarks, and

traditional crafts of the region. focused on regional cuisine (e.g.

Geaofood)

Wellness and Accessibility Tourism

Focuses on wellness activities such as
spa treatments and  ensuring
accessibility for all visitors, including
those with disabilities.

Leisure and Experience Tourism

Offers unique experiences such as
sunset tours, star gazing, and animal
interactions, often designed to be
memorable and immersive,

Source: Own elaboration

The sixteengeoparks in Spain offer diverse and enriching tourism experiences, focusing on
four primary activitiesnamely Nature and ecotourisrgducationatourism, Adventure and
outdoor tourism, and Volcanic tourisms shownn Figure 3 More details on appendik.

Figure3. Main tourism activities in Spanish Geoparks

Educational Tourism

Involves educational programs. community
engagement. and conservatien efforts to
educate visitors about planetarium themes
and the history of the Earth.

Nature and Ecotourism

Artivides  that emphasize  environmental
conservation and  sustainable  practices
including the production of renewable energy.

MAIN
GEOPARK
Adventure and Outdoor ACTIVITIES

Tourism Volcanic Tourism

Includes activities like hiking, cycling, SPAIN Focuses on the exploration of

volcanic andscapes and
a=socisted morphologies.

and other outdoor sports designed to
provide thrilling experiences in natural
zertings.

Source: Own elaboration

Portugal is home to six UNESCO Global Geoplleisirtejo da Museta Meridional UNESCO
Global Geopark, Arouca UNESCO Global Geopark, Azores UNESCO Global Geopark, Terras de
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Cavaleiros UNESCO Global Geopark, Estrela UNESCO Global Geopark, Oeste UNESCO Global
Geopark and two Aspiring UNESCO Global Geogarkspiring UNESCO Viana do Castelo
Geopark and Aspiring Geopark Algarvensis, each offering unique landscapes and rich cultural
experiences. These geoparks focus on various tourism approaches and actiitregtihght

the natural and cultural heritage of the region. From nature and adventure tourism to cultural

and wellness tourism, visitors can explore and enjoy the diverse offerings of Portugal's
geoparkthe activities are diverse but can be grouped irgeveral main categories, as shown

in Figure 4

Figure4. Main tourism activities in Portuguese Geoparks

Mature and Ecotourism

Activities that emphaszize environmental
conservation and sustainsble practices, including
nature trails, wildlife observation, and eco-friendly
initiatives.

Astro Tourism

Inwolves activities related to astronomy. such
a3 stargazing and wisiting observatories. often
n areas wicth minimal light pellution.

Adventure and Qutdoor
Tourism

Includes activities like hiking, cycling GEOPARK Engages visitors with scientific knowledge

and other outdoor sports designed to and exploration, often through educationa

provide thrilling experiences im natural 1 tours and interactive exhibits related to

Ietings. ACTIVITIES geology. palecontology, and other sciences.
PORTUGAL

Educational Tourism

Gastronomic Tourism

Focuses om the culinary heritage of the
regions, offering experiences related to local
food and drink. including wine tasting and
visits to artisanal food producers.

Wellness and Accessibility Tourism

Focuses on weliness activities such az spa
treatments and ensuring accessibilty for all
wvisitors, including those with dizabilities.

Source: Own elaboration

4. The Aspiring Geopark Algarvensis

4.1 Definition andboundaries

The Aspiring Geoparllgarvensigerritory, located in the south of Portugal, covers a total
area of 2426 kmz?, of which 1584 km? are terrestrial and 842 km? marine, extending to the

bathymetric limit of 120 meters. This geopark has a significant geological heritage at national
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and international levels, with a history dating back 350 million years. Its territory bears
witness to geological events from the birth of mountain ranges and ancient seas to the
current configuration of the continents long before the dinosaurs exis(@tharvensis

Geoparque, 2024)

Figure 5. Map of the Algarvensis Aspiring Geopark

PORTUGAL

&

Source: Algarvensis Geoparque (2024)

The geopark's great mission involves promoting the protection and dynamization of natural
and cultural heritage, especially geological heritame creatingscientific and educational
knowledge. This knowledge is fundamental for sustainable-sacnomicdevelopment and
improving the quality of life of the local population. To achieve this goal, the geopark has a
multidisciplinary scientific and technical team, includgeplogy, biology, and other related
areas specialist who work together with the muaipalities involved. The Scientific Council
comprises researchers and university professors, recommends sites of interest (Geosites),
proposes innovative scientific approaches, and publicizes the p(djlrvensis Geopague,

2024) .

Since its officialization as an Aspiring Geopark by UNESCO in 28Ifrvensis Geoparque,
2024) , the Algarvensis Geopark has been carrying out awarerassg activities with local
populations, promoting environmental education and the conservation of geological heritage.

The geopark promotes a green and socially balanced economy at thisvudiah alignswith
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the UN Sustainable Development Goals (SDGSs), especially SDG Qlgnmate Action. It
implements measures to adapt to climate change, as part of the Algarve Intermunicipal
Community Climate Change Adaptation RRlano intermunicipal de adaptacao as alteracdes
climaticas do Algarve , CAMAL , 2019) and the Loulé Municipal Climate Action Pi@iano
Municipal de Ac¢do Climética, 2021)Due to its location in a Mediterranean clinetthe
territory of the geopark faces various climate vulnerabilities, including heat waves, forest fires,
floods, and flash floods. Adaptation strategies aim to improve knowledge about climate
change, implement adaptation measures, and integrate theserectnto sectoral policies
(Algarvensis Geoparque, 2024)

Thus, Geopark Algarvensis represents an intersection between geological conservation,
environmental education, and sustainable development, acting as a rfard@rritorial
valorization and the integration of local communities in the preservation of heritage and

socia economic development initiativé&lgarvensis Geoparque, 2024)

The Aspiring Algarvensis Geopark websitewsthe geopark territory with all the geosites,
hotspots, routes and trails, architectural heritage, archaeological heritage, ethnographic
heritage, traditional villages, biodiversity stations, and interpretiveeentarked on the map

As illustratedin Figure 6, a massive amount of work has already been done so far.

Figure 6. Map of theAspiringAlgarvensis Geopark

N
o \(
Vila Real de
Vila Nova **Santo /Anténio

deCacela

aaaaaa

Source: Algarvensis Geoparque (2024)
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In this territory, there are 43 geosites already identified: "Baia de Armacao," “Falamamis

1769 and 1755," "Ponor e Polje de Tunes,"” "Nave dos Cordeiros,” "Serra de Picavessa,"
"Sequéncia de Bouma," "Serra do Caldeirdo," "Tridssico da Amorosa,” "Rocha dos Soidos,"
"Paleovale | Bordo da Plataforma Continental," "Dinamica Litdfaledo Lobo," "Formacéo

de Mira- Flysch Vale Fuzeiros," "Meandro da Ribeira de Quarteira,"” "Falha do Carcavai
Ribeira do Cadoico," "Cavalgamento Sao Bartolomeu de Messines," "Flexura do Algibre,"
"Argilas Cretacicas,” "Queda do Vigario," "Gruta Vale TelhébDiapiro de Albufeira,"
"Sondagem Ruiv," "Vale do Alamo," "Cerra dos Passarinhos," "Jazida de Placodontes," "Nave
do Bardo," "Eolianitos de Armacédo de Péra," "Foz da Ribeira de Almargem,” "Arenitos da
Falésia," "Calcoarenitos dos Olhos de Agua,hifiBela do Ancdo," "Pedra do Valado,"
"Tsunamito 1755," "Sequéncia dos Arrifes," "Fonte Benémola," "Megalapia da Varjota," "Mina
de SalGema,” "Planato do Escarpdo,” "Complexo Vulsadomentar,” "Discordancia
Angular,” "Falha de S&o Marces Quarteira,""Formacdo 'Grés de Silves'," "Jazida do

Metoposaurus algarvensis,” and "Rocha da Pena."
Of these43 geosites, there are five that have international value:

Jazida Metoposaurus algarvensis
Discordancia angular do Pirinéu

Praia dos Arrifes

Tsunamito 1755 Lagoa dos Salgados
Complexo VulcanoSedimentar da Torre
Mina SalGema

= =2 =2 =2 A

There are also five identified hotspots within the territory: "Pedra do Valado," "Cavidades
Cérsicas," "Charcos Temporarios," "Ribeira de Quarteira," "Rio Arade/Ribeira de Odelouca," and

"Fonte Benémola," which are marked on the map in Figure 7.
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Figure 7. Map of the hotspots in the Algarvensis Aspiring Geopark

Odeceixe
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Odidxere
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Source: Algarvensis Geoparque (2024)

4.2. Aspiring Geopé&rAlgarvensis as a Potential Destinatidmeawithin Algarve Region

Tourism destinations are characterized by their geographical and environmental features
such as coastal zones, mountainous regions, urban areas, and rural landsmappslitical
divisions like cities, countries, or regigiiatista e Silva, Barranco, Proietti, Pigaiani, & Lavalle
, 2021; Buhalis, 2000). A destination is a physical entity characterized by its geographical
locationand spatial properties and an intangible secigdtural entity comprising its history,
people, traditions, and way of lif&eaton & Bennett, 1996) It is shaped not only by physical
attributes but also by the meanings, imagiions, and expectations associated with it
(Bystrowska & Dawson, 2017)Iin tourism, a 'destination area' denotes a location with unique

attributesidentifiable to potential tourists and attractinpeir interest.

According to the UNWTO (2007), destinations have Destination Management Organisations
(DMO, or Tourist Boards), thetrategic leaders in destination developmdby driving and
coordinating the destination management and marketing aewiithin the framework of a
coherent strategy. In fact, the Regido de Turismo do Algarve (RTA), currently Algarve Tourism
Board,has beenplaying this role since it was first launched in 1970eading the tourism
destination Algarve, which included the bunicipalities. Aligned withNWTO principles, the
RTA managebe Algarve as a tourist destination for domestic and foreign markeemntifying
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target segments, positioning strategies, destination branding, product develgparaht

communication are ass in which RTA leadJurismo do Algarve, 2024)

The Algarve Tourism Board (R@/Regido de Turismo do Algarve) has the mission of valuing
and developing the tourist potential of this regional tourism area, as well asritegyrated
management of the destination within the framework of regional tourism development,
the guidelines and tourism policy defined by the Portuguese Government and theamatial
plans of the central administration and the municipalities that make up the redefortugal,
2024) The strategy for the Algarvensisrritory must, therefore, be aligned with the strategic
options that, in this matter, are defined for the regigurismo do Algarve (PMETA 2.0),
2021) .

Recognized as a popular Portuguese sun and beach destination since 7I0s,1e Algarve

has been a favared tourid spot for domestic visitors and other European tourists, particularly
from the United Kingdom, Netherlands, Germany, France, and Spain, among (Misérs
Algarve, 2024) It has received numerous tourismelated awards, including the World Travel
Awards for Europe's Leading Beach Destination since 2045 A- World Travel Awards,
2024) . To mitigate the severe seasonality linked to traditionah sund beach tourism,
Portuguese authorities have promoted complementary products like golf, culture, and
traditions, enhancing the region's yeayund economic competitivened$Soler, Gemar,
Correia, & Serra, 2019; Oom do &, Guerreiro, Mendes, & Silva, 2011 his strategic
refocusing has increased the region's appeal, making it a preferred destination fer high
purchasingpower tourists seeking diverse experiences beybedsun and beach (Soler et
al., 2019).

4.2.1. Maintouristic products in the Algarvand in theAspiringGeopark Algarvensis Territory

In line with the above, the strategic marketing plan for Algarflano de Marketing
Estratégico do Turismo do Algary2020 -2023], 2021) is a priority guiding element.
Therefore, and in the context of triangulation between the strategic options defined for the
region within the scope of RTA's competergand the reality of the Algarvensis territory, a
specific deshation area in the context of the Algarve, the products and their respective
segments are of crucial importance for the identification of target, priority and potential
segments. Four strategic product typologies have been defined for the Algarve RegraryP

Products (. Sun and sea; 2. Golf; 3. Meeting Industry & Corporate; 4. Nature tourism; 5.
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Residential tourisip Complementary Products( Gastronomy and Wines; 7. Cultural and
scenic tour; 8. Health and welbeing tourisn), Products with potential9. Sports tourism;

10. Nautical tourism; 11. Accessible tourism; 12. Senior tourism; 14. Motorhomesid
other products (15. Cruise tourism; 16. Film and audiovisual tourism; 17. Luxury tourism;
18. LGBTQIA+; 19. Wedding§)urisno do Algarve (PMETA 2.0), 2021)

Following the perspective dhe Algarve as a tourism destinatiomanaged adequatelyy a

DMO (Turismo do Algarve, 2024; RTA, 2024)the Algarvensis territory, located ithe
Algarve central, is a destinatiearea within a major one. Without prejudice to its peculiarities
which, in themselves, will have the capacity to attract visitors within the scope of a geotourism
strategy, the geotourism strategy for the Aspiring Gexdpalgarvensis must be inscribed, in

a bidirectional and complementary way, in the Algarve destination. This project will certainly
be a structuring and valuedded factor for the entire region, contributing to consolidating
the Algarve's attractiveness astourist destination, alleviating seasonality and improving the
quality of life in the region. The contributions outlined ingtlproject's scopdo leverage the

strategic axe of geotourism in this territory will, thus, follow the abodetailed approach

The territory of the Algarvensis Geoparkmade up of the municipalities of Albufeira, Loulé
and Silves captured approximately 53% of the Algarve's overnight stays and 47% of its
guests in 2022 (Figure 6). However, these municipalities show markethasstries between
themselves, with Albufeira capturing 37% and 328éspectivelyof the Algarve's overnight
stays and guests, standing out for its significant concentration of tourist demais is
followed by Loulé, which has 14% and 13%, respectivaty finally, Silves, which hds7%

and 1.8% (Figure). The average stay is around 4 to 5 days. As for seasonality, it is evident
in the Algarve- as a sun and sea destinatienas well as in the territory of the Algarvensis

geopark, although below avegein Silves.
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Figure8. Tourist demand in the Algarve and in the Geopark Algarvensis Territory
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M Average stay (No.) in tourist accommodation establishments (N°)
W Proportion of overnight stays between July-Se ptember (%) in tourist accommodation establishments

m Proportion of "non-resident” tourists (%)

Source: Adapted from INE (2022)

The asymmetry in overnight stays is also evident in the case of both residents and non
residents, while theproportion of nonresident guests is more significant in Albufeira.
According to SIGTUR (2024), the seasonality rate is highd between 2017 and 2022, it
increased in Albufeira and decreased in Loulé and Silves, in which Silves presented a greater
incidence. Regardingtourist intensity and density, the asymmetries between these
municipalities are striking, with Albufeira standing out compared to the other two

municipalities.

Regarding the number of establishments, rooms and total revenue, Albufeira is the most
representative, followed by Loulé and Silves. At the same time, there is a coastalization of
the tourist offer in this territory, with the coastal parishes having tmeost significam
representation. As for tourist entertainment agents, there is also a concentration in Albufeira,
with 295 registrations, followed by Loulé (174) and Silves (79)Appendicel2).

422 TheMk «si k| ®« i Vs kpuy ~ pn tie-Aspiisg«Geoparigarkensis§ { k | ®

Territory

As stated, Arouca's statement leads and inspires the development of this work, which aims
to leverage a set of contributions to the geotourism axis within the scope of the Aspiring
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Algarvensis Geoparkherebre, the involvement of the resident community is priority and
must be considered at the beginning of the process, which is why we seek to understand the
relationship between residents in the territory and tourism, also consideringtdabast
seasonalityssues that characterize this region. Alsow in Figure9, around 1/3 of residents

in the Algarve live in Aspiring Geopaklgarvensig erritory.

Figure9. Residents (N°) in the Algarve and the Geopark Algarvensis Territory
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SourceCCDR Algarve (2021)

TheRESTUR023) andMonitur2023) projects detail residents' attitudes and perceptions
regarding the territory's tourism development and touristsncerningthe Algarve, with
detailed information athe municipal level. Therefore, a portrait of the Algarvensis territory
is created based mthese two recent studies, coordinated by researchers from CinTurs, the

Research Centre for Tourism, Sustainability and-Washg of the University of Algarve.

Municipalities of Albufeira, Loulé, and Silves together shape the Algarvensis territargirgp,
data from (RESTUR, 2023; RESTUR, 20219urism is broadly seen as a crucial economic
activity that entails several positive and negative impacts during high touristic sekskist
residents consider themselves "moderately” informed about tourism developmemiaard

to be more involved. The majority also believe that their sense of security will remain
unchanged even if tourism increases near their hoifiRESTUR, 2023; RESTUR, 202Epr
exampleA45.1% of residents in Albufeirdelieve there is astrong or very strongtourism
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development. Tourism is recognized as the main economic activity (4,31 on a scale of
importance from 1 to 5), incrasing employment opportunities (4,21) and contributing to
the local economysSitill, the over dependency on tourism is emphasized (4,41). In addition,
residents believe that tourism increases drug and alcohol consumption (4,26), polllitten

and noise(4,06). Issues with parking, accidents, and traffic are also reported (4,23)
(Monitur, 2023).
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Loulé presents a similar profile, as 42.1% of residents consider tiburism development
strong. Tourism is seen as a driver of employment (4,07 on a scale of importance from 1 to
5) and of local economic activitieg4,04), but it also contributes to rising house prices
(4,53) and cost of living (4,41). Similarly to Albufeira, there is a concern about drug and
alcohol use (3,54) and environmental concerns with issues such as parking and traffic (4,05)
(Monitur, 2023).
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SourceOwn elaboration based dvionitur (2023)
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In Silves, 80% of residents perceive tourism development as moderate to strong. It is
recognized that tourism contributes to the creation of new businesses (4,07 on a scale of
importance from 1 to 5) and local economic development (4,07), but also the rising house

prices (4,35) and the cost of living (4,23). The increase in stress among icks1ts is a

concern (3,82), along with parking, accidents, and traffic issues (4,1djonitur, 2023).
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Since sustainable development throughout tourism is a core axe in the Arouca Declaration,
the following graphic compares the averages of the three municipalities regarding the

perception of positive and negative iagis on the three dimensions of sustainability:
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economic, sociocultural, and environmental. Notably, in Albufeira, negative tourism impacts
are perceived the most, whereas positive impacts are generally perceived similarly across all
three municipalities uring the high season. The impact with the highest perception values in

all three municipalities is the negative economic impact.
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SourceOwn elaboration based dvionitur (2023)

Residents in the three municipalities generabglfemotionally connected to tourists and
interact more with them during the high seasRESTUR, 2023; RESTUR, 202Tpurists'
behavior is considered "typicalfegardingrespect, treatment, and spending. A significant
proportion of residents wish to maintain the current number of tourists in their municipalities
(Albufeira- 44.1%; Loulé- 59.1%; Silves 46.5%) (Monitur, 2023).

Residents moderately support tourism activities and are willing to welcome tourists warmly
while also showing a commitment to protéad) the territory’'s natural resourcesResidents in

this territory hold neutral to moderately positive views on local tourism and its development.
However, Albufeira and Silves report lower levels of satisfaction with the current management
of tourism (2,44 and 2,67 on a scale of importance frm 1 to 5) , while in Loulé, the level

of satisfaction is slightly higher (3,35). Regarding satisfaction with their quality of life in the
municipality, residents show moderate levels of happiness (3A1Bufeira, 3,75 Loulé, and

3,55- Silves).Over half 63.9%) of residents in Albufeira have at least one household
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member working in the tourism sector, compared to 41.5% in Loulé and 34.9% in Silves
(Monitur, 2023).
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In the low touristic seasonthe perception of tourism impacts continues to be significant, but
with some variations concerning the intensity of the perceived impacts. In Albufeira, 61.7%
of residents consider tourism developmesitong or very strong Tourism continues to be
seen & the main economic activity (4,22 on a scale of importance from 1 to 5), contributing

to the creationnew businesses and services. However, there is greater recognition of the
negative effects on the economy (4,06such as the increase in the cost of ing (4,46)

and housing prices (4,47). Socioultural attitudes are more neutral or slightly negative
(positive & 3,20; negative - 3.37), especially about drug and alcohol use (4,11).
Environmental concerns remaincludingproblems of pollution, noise, drlitter (3.85), as

well as parking and traffic issues (3,89). Positive effects are perceived neutrally (2,79)
(Monitur, 2023).
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In Loulé, 64.2% of residents perceigtrongor very strongtourism development. The benefits

include job creation (4,15 on a scale of importance from 1 to 5), the growth of local

economic activities (4,22), and the emergence of new services and enterprises (4 20),

the negative effectssuch as rising houserices (4,47) and the cost of living (4,36), are

more emphasized. The soainltural impact includes an improvement in the municipality's

reputation (3,83) and an increase in drug and alcohol consumption (3,54). Environmental

problems are noted, especiallvith parking and traffic (4,03)(Monitur, 2023) .
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In Silves, 58.0% of residents see tourism development as moderate. Residents value local

economic growth (4,16 on a scale of importance from 1 to 5) and job opportunities (4,18)

but also recognize the increase in the cost of living (4,31) and housing @i¢e30). Socic

cultural attitudes are neutrahnd less concerned abouegative impacts (2,90). There is less

recognition of the good effects in Silves (2,62), but there is moderate agreement with the

negative implications (3,51), especially pollution and traffic iss(@denitur, 2023).

In the low touristic seasontourist interaction decreaseswith residents contacting only

sometimes with those visiting the territory (Albufeira38.6%; Loulé- 38.7%,; Silves-



48.4%). Despite this, many residents wish to maintain (Albufeir&0.8; Loulé - 55.9%;
Silves- 46.6%) or increase (Albufeira 27.5%; Loulé- 23.6%; Silves 46.6%) the level

of interaction in the future(Monitur, 2023).
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Figure 16 compares the averages of the three municipalities regarding the perception of

positive and negative impacts on the three dimensions of sustainability: economic,

sociocultural, and environmental. As in tlégh touristic season, Albufeira stands out

regardingoerceived negative impacts, and the positive impacts are percsivathry between
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the three municipalities. Again, the impact with the highest perception values in all three

municipalities is the neggive economic impact.
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territory during Low Season.
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Sourcedwn elaboration based dvionitur (2023)

As expectedthere is less interaction between residents atwlrists in the low touristic
seasonwith residents interacting only sometimes with tourists (Albufeird8.6%; Loulé-
38.7%; Silves- 48.4%). Despite this, many residents wish to maintain (Albufeir&0.8;
Loulé- 55.9%; Silves- 46.6%) or increase (Abufeira- 27.5%; Loulé- 23.6%; Silves
46.6%) the level of interaction in the futurgMonitur, 2023).

Regarding satisfaction, residents show moderate levels of happiness and consider themselves
happy and satisfied with theiquality of life in the municipalityMonitur, 2023). Most
residents predict that the level of security will remain stable as tourism grows, with a small
percentage believing that security can increase (Sil&ek3.2%). Part d the respondents

also believe that the level of security can be affected (Albufeird 8.5%; Louléa 13.5%)
(RESTUR, 2023)Regarding professional activity, around half of the respondents in Silves and
over a third of the respndents in Loulé, or someone in their household, work in the tourism
sector. Still,it is not the only source of family income. In Albufeira, 80.9% of the respondents

or members of their househaddlo not work in the tourism sector, which means that toums

is not the primarysource of family income in this municipaliiylonitur, 2023) .
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with neutral satisfaction levels (3,02 on a scale of importance from 1 to 5) and moderate

support for tourismrelated activities (3,87). In Loulé, citizens have moderate satisfaction

with tourism (3,48), feel that they are treatednormally(66.7%), and areoptimisticabout

the future effects of tourism (4,04). In Silves, 56.0% have a similar view of respect from

tourists, with neutral contentment (3.00) and moderate support for tourism (3,98). In all

three municipalities, there is a close and fametional relationship between residents and
tourists, with recognition of the benefits brought by tourifRESTUR, 2023; RESTUR, 2020)

Figure I Mk «si k| ®«i Vskpu ~| ®Asgiring GeoparRigarvéngis ~ g ®
Territory during Low Season.
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W Satisfaction with tourism management

Sourcedwn elaboration based dvionitur (2023)

In both the high and low seasons, residents of the municipalities covered byAsipaing

Geop#k Algarvensis Albufeira, Loulé, and Silvesrecognize the economic benefits of

tourism, such as job creation and business development. However, concerns such as the rising

cost of living, environmental problems, and negative satilbural impacts areexpected

Interaction with tourists ismost significah during the high season, with many residents

expressing a desire to maintain or increase this interaction. There is adbar@ddesire to

be more informed and involved in tourism planning, with the majority believing that safety

will not be affected bythe growth in tourism. In general, residents show a moderate

35



acceptance of the impacts of tourism, reflecting a balanced view of its effects on their lives
(Monitur, 2023; RESTUR, 2023; RESTUR, 2021; RESPORD) .

5. From+ ~ | «  { k& «i ? SAppirirgkGRoparkAlgar@nsisTarget
Markets/Segments

5.1. Consumer Mindsets

In recent years, new consumer mindsets have emerged, shaped by technological advances,
societal changeslimate change and greater environmental awareness. These mindsets are
characterized by a strong sensitivity to topics such asgstainability, authenticity and
personalization, andhey influence consumption choices in various industries, including

tourism.
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Up Close, Not Personal

The introduction of the Digital

harkers Act (DMA) and the end of

cookies by Google will reshape
digital advertizing.

Messy Media

Media consumption i= becoming
increasingly  fragmentsd across
warious platforms and formats.

Significant Strangers

User-generated content now plays
an ewen larger role in purchase
decisions. Consumers sesk
unbiased reviews on social media
and from other customers.

Real or Replica?

real and simulated
experiences continues to blur, impacting
consumer trust and brand authenticity.

The line becween

Generative Al

Advanced Al will enhance dynamic
creative optimization, allowing real-
time adjustmentz  in mediz
placements and creative content,
leading to more personalized and
effective advertising.

Immerse me

Immersive tech experiences are
poised for a continued wupward
trajectory in 2024, fuelled by the
rise of spatial computing and the
launch of the Apple Vision Pro
mixed reality headset. This trend
will hawe a significant impact on
tourism. opening new opporunities
for marketing. education, and travel
EXpEriEnces.
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Social Unrest

A key srea to watch in 2024 is the
arganic rize of "social search”. This
social media unrest presents unique
opportunities for tourism such as:
authentic user generated content,
real time travel insights, emerging
communities, rapid response and
crisis management.

Over to you

This trend wunderscores the growing demand
for  inmteractive  and  engaging media
experiences. The rise of user-friendly
Eenerative Al tools promises to reignite the
fun and accessibility of content creation, as
explored in the "Generative Al trend.
Furthermore, aligning with the "Significant
Strangers" trend, user-generated content
[UGC) is expected to hold even greater value.
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The "2024 Global Consumer Trends" by Euromonltdernational outlines key consumer

trends expected to shape the market in 2024, which are summarizeBigure 21.

Figure21. Main Consumer Trends

Ask Al

This trend relates to the evolution of artificial
intelligence, with Al becoming a co-creation tool for
consumers.

Major elections are expected to bring
significant tension and debates around social
and political movements.

Value Hackers

@

w Consumers are hunting for the best
CONSU M ER deals without sacrificing quality.

Delightful Distractions

Consumers seek to escape the stress of
everyday life through engaging in
enjoyable activities.

Greenwashed Out

There is growing skepticism towards
companies' efforts to address the
climate crisis, with consumers
questioning the authenticity and
impact of these initiatives.

Wellness Pragmatist

Consumers desire quick and easy
solutions to take care of their bodies
and minds.

SourceOwn elaboration based dauromonitor (2024)

Of these trends, the following are expected to havenare significantmpact on the tourism

sector or are particularly relevant to the industr{fEuromonitor, 2024a)

1 Ask Al With generative Al gaining widespread attention, these new toolseseming
co- creators for consumers, influencing their decisions and changing their expectations
of brand engagement. These tools are making it easier, for example, for consumers to
find and plan the perfect trip.

91 Delightful Distractions Consumers seek tescape everyday stressors and now look
for delightful distractionsanoments that evoke positive feelings, spark joy, and release
tension. To incorporate this trend, businesses can create interactive brand experiences
that immerse consumers and fulfil thettesire for escapismit can be achieved by
combining technology, storytelling, and entertainment.

1 Greenwashed Ou€onsumers have made noticeable efforts to protect the planet and
live sustainably. However, climate change hasn't slowed down, leadindihg$cthat

individual contributions are insufficient. As a result, consumers now expect companies

38



to act and demonstrate their efforts to help the planet without making false promises
or narratives. To address this trend, companies can develop partnershigsluce
their carbon footprint, embrace a circular economy along the supply chain, and back

up their claims with tangible proof.

Also, according to Euromonitor (2024), niche tourism segments like wellness, luxury, eco
tourism, sports, and adventure arexpected togrow significantlyin 2024. Consumers
increasingly seegersonalized experiences that align with their lifestyles and values and are

willing to pay more for these tailored offerind&uromonitor, 2024b)

5.2 ConsumeiTrends in Tourism

Given the focus on tourism and the consurseamole as tourists and travellers, attention now
turns to studies that allow us to profile consumers in tourism contexts. The Accor Group
recently released asvey with several insights for travel plans in 202@Accor, 2024) based

on a sample from seven countries, namely the United Kingdom, Germany, the Netherlands,

Poland, France, Italy, and Spain (all relevant issuing markets to the Algarve)

Figure 2. Consumer Trends in Tourism

Spending power

Despite an outgoing cost of living
crisis Europeans are confident that
they have more money to travel in
2024 than they did in 2023, the
most confident surveyed tourists
were from Poland and Germany.

Climate Consciousness

Another trend identified in this
study that states that having
sustainable options is very
important for travel decisions.

Source: Own Elaboration based on Accor (2024).

Deeper Connections

Travellers look forward to connecting
more deeply with their destinations
and the local communities they
encounter, seeking to immerse
themselves in the culture
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offer inspiring insights on the topiche TurExperience (2023)xand (Pedrosa et al., 2022).

To characterize and measure the touristic experiences and their impacts on the experiential
image of the Algarve as a tourism destination, the TurExperience tracked domestic and
international tourists immediately after visiting the region, having beemigeed mainly in

the departure area ofaro Airport over a year, thus including views in high and low touristic
seasons (JU5™ September 2021, and October 202415™ June 2022). The main issuing
markets were interviewedPortuguese, British, Frenc&erman, Spanish, Irish, Dutcdmd
others. In total, 2709 questionnaires were collected, 1909 during the high season and 800

in the low season. Respondents are mostly repeat vistiet&/een 25 and 64 years old with

a university degree. Predominanthmilies travel on holidays,aimy motivated to engage in
nautical andsun and seaactivities during the summer and other leisure and recreation
activities during the rest of the yearTourists are constantly reportingery positive
experiences while visiting our region, which is described as an attractive and pleasant place
in both touristic seasonsParticularly in the low season, visitors experience a real sense of
harmony. The aesthetic dimension of the experiertaads out all year roundand visitors

claim their memories of their experience the Algarve are composed of many wonderful,
positive, and unforgettable moments. The most remarkable elements that coin their mhage
the Algarve are the landscape, locagironomy and the entertainment offed Our region

is also described as a safe, famiyiented, calm and glamorous destination. Visitors are
mostly sharing their experiences online on Instagram and Facebook. Visitors during the low
seasonreport more satsfying experiences than those during the high season. Perceptions
related to sustainability and greeoriented practices in the destination are more visible during

the low season.

We draw some conclusions from a study conducted@yiumin August and Octber of

2022, which focused on a representative sample from the seven main tourism markets in
the Algarve: Portugal, the United Kingdom, France, Spain, Germany, Ireland, and the
Netherlands. For this report, Opium coordinated a survey of online/offlinestsy(614 valid
surveys) in five languages to gauge their acceptance of the cultural tourism offer, as well as
documentary research and consultations with representatives of the institutions and
professionals with thenost significahresponsibility for giding tourism and culture policies

in the region (9 interviews and Focus Groupsto portray demand, the current state of the

offer, and to outline shared expectations for future developm@redrosa et al., 2022).
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According to this study, there is an equal gender distribution, except in the markets of
Portugal and Spain, where women predominate, and in the UK market, where men
predominate. The surveyed tourists are, on average, over 40 years old, with younger
indivduals representing only 10.7% of the sampi®ost of whom come from France and
5ka{~r|] -1 P~"2s«®« ~s«s®s|q ®rk "zqgq”2 k qgk] k?
their stay, with the markets of Germany, the Netherlands, the United Kingdom, anddrela
standing out for exceeding this average, regarding the length of stay at the destination, on
average, tourists stay about ten nights in the Algarve. There is a growing toémdaking
reservations online, especially in the United Kingdom. Most of ttasésts chose the Algarve

p~2 “Agr®s~|« {~®s "®ki f.- ®rk eé« | ~|i «kné&]
NP éqfr«®a~| ~{sg”z ~|i us|k ®~"as«{é&l Prk z
tourism,"” "rural tourism," and "health/wdieing"(Pedrosa et al., 2022) Respondents reveal

that they seek to visit the following cultural attractions and events during their staghia

Algarve

Figure . Cultural Preferences per Market (%)

» =t

B Theatre ™ Monuments B Museums B Cultural/ Tourist Routes B ArtGalleries B Religioussites M Historical sites

i o T T ks o o
= = o |l ) = : | |

GERMANY SPAIN FRANCE IRELAND NETHERLANDS PORTUGAL UNITED
KINGDOM

SourceOwn Elaboration based ¢Redrosa et al., 2022)

Drawn on the results, e authorsof the study profile fivesignificantsegments of cultural

tourists as illustrated irfHgure 24.
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CULTURAL
TOURISTS

Porpuseful Sightseeing Serendipitous Incidental

Casual (14,6%
(12,8%) (28,8%) (9,1%) (24,6%) (14,6%)
( AYd f N h
These tourists prioritize Culture is a major draw for Cultural tourism plays little Cultural tourism does not The motivation to engage in

cultural tourism plays a
limited role in the decision
to visit the destination, and

or no role in the decision-
making process of visiting
the destination. However,

play any significant role in
the destination decision-
making process. However,

these tourists, but their
focus leans more towards
entertainment. They enjoy

cultural immersion. Learning
about a destination's
heritage and traditions is

their primary reason for
visiting. They seek profound
experiences that broaden
their understanding.

visiting cultural attractions
and learning some history,
but with a lighter touch.

upon encountering cultural
events or attractions, they
become deeply engaged and
have a surprisingly profound

they may participate in
some cultural activities while
visiting, but in a superficial
way.

this type of cultural tourist
interacts with the local
culture only at a surface
level.

experience.

Portugal - 22,4%
France- 13,2%

Portugal - 38%
France- 12,9%
Spain - 7,6%

France- 24,1%
Netherlands - 16,7%
Ireland - 13%
Germany - 11,1%

Portugal - 33,6%
Germany - 10,3%
France - 8,9%
United Kingdom - 8,2%

Portugal - 29,5%

France - 11%

Germany - 9,2% United Kingodm - 8,2%

Netherlands - 9,2%

Source: Own Elaboration based @®edrosa et al., 2022)

Still detailing the cultural preferences of main issuing markets visiting the Algarve, the
Compendium reporbffers insights into the diverse interests and cultural inclinations of
tourists from various regions across Europe, based on data compilations and statistic
frameworks from institutions such as Council of Europe, Eurostat and UNES@®dpendium,
2024) .

Table2. Cultural Behaviour across main issuing markets to Algarve.

=

Portugal

High engagement in digital media,
Only 36.8% visited cultural sites in the last year, a decrease compared to 20
(INE, 2023).

1 Men have higher participation rates in online cultural activitiéslE, 2023).

There is growing particgtion in cultural activities, except cinema. Reading, |
events, and online activities are the most popu{@ompendium, 2024)

Germany q

High participation in cultural events, museurtigatres, anccultural and musical
associations.

9 Al age groups participate, with 1/5 being under 20 and over 60 and 14% of tf
population being migrants.
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France

Ireland

Netherlands

United Kingdom

SN L

\
/

=

Voluntary commitment is an important aspect, invaly 39.7% of the population
over the age of 14

Stable trend of participation with increasing digital engagem@umpendium,
2024)

Annual spending omuseums, monuments, sites, and archives is on the rise

The use of the Internet for entertainment and leisure has grown significal
(66.9% in 2014/2015) , which has established a great domain for hotased
activities

Women and young people attend more museums, exhibitions, and art gal
while men prefer mouments and archaeological sité€ompendium, 2024)
Around 83% of households have access to the internetjch is frequently usec
for reading news online, watching and downloading movies, music, games, i
online radio.

The moreeducated social classesttend theatre, dance, classical music
concerts, fine arts, museums, and historical monuments

Increased audience participationheritage and cultural establishments.
Digital engagement is growingleading to a prevalence of scredmased
culture.(Compendium, 2024)

A growing interest in cultural events, with a high level of engagementhia
traditional culture outside centes and institutions, such as pubs, commun
centres, and streets.

Digital engagement is increasingvith a diverse youngpopulation actively

participating (girls are more likely to participate than boys).
Volunteering is a common practicBCompendium, 2024)

63% of the population participates in cultural activities, with 53% visitil
museums and 55%nonuments- in 2016.

There is high digital engagement in cultural practicesth children and young
people being very active.

Women and people with a higher level of education participate more.
There is growing interest iartistic projects aimed at immving social wellbeing
and societal participationlCompendium, 2024)

42.6% of the population visit museums or galleries, and 73% visit histori
sites

The UKled the way in digital culturakengagementwith 71.5% of internet use
for entertainment and leisure in 2015/2017.

78.9% of adults participatedin the arts at least once in the last, and 64.7%
three times or more(Compendium, 2024)

Source: Own elaboratidrased onCompendium (2024).
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5.3. Taget Markets in the Algarve Destination Strategy

Table 4 shows the target markets for tourism in the Algarve and the suitability of tourism
products for each, according to RTA (2021). Classified as priority, target andnitor
markets, the countries listed show a diverse range of interests and potential in terms of

tourism products to maximize the potential for each market

Table3. Target Markets in the Algarve and Suitability of Products.

Target Markel Classification Suitable Products Products to Bet on

Portugal Priority Market Sun and Sea; Meeting Industry & CorporiNature Tourism; Residentialourism
Gastronomy and Wines; Motorhomes; Acces Cultural and scenic tour.

and Senior Tourism; Film and Audiovi

Tourism.

Priority market Sun and Sea; Golf; Meeting Industry Weddings.
Corporate; Nature Tourism; Residential Toui
Gastronomy and Wines; Cultural and sc
tour; Health and Welbeing Tourism; Nautic
Tourism;Sports Tourism; Motorhomes; Lux
Tourism; accessible and Senior Tourism; C
Tourism.

Priority Market Sun and Sea; Gastronomy and wines; Cul Nature Tourism; Nautical Tourism.
and scenic tour; Motorhomes; accessible .
Senior Tourism; Cruise TourisnEilm anc
Audiovisual Tourism.

2
vile :

Priority market Sun and Sea; Meeting Industry@orporate;  Golf; Nautical tourismWeddings.
Nature Tourism; Residential Tourism;
Gastronomy and Wines; Cultueald scenic
tour; Health and Welbeing Tourism; Sports
tourism; Motorhomes; Luxury tourism;
Accessible and Senior tourism; Film and
audiovisual tourism.
reland Priority market Sun and sea; Golf; Residential Tour Meeting Industry & Corporate; Natu
Gastronomy and Wines; Cultural and scitourism;Health and wellbeing tourism
tour; Sports Tourism; Weddings; Luxury tour Nautical tourism.
Accessible and Senior tourism.

T
=
Q
>
o
()

Priority market Sun and sea; Golf; Meeting Industry Health and wellbeing tourism.
Corporate; Nature tourism; Residential Tour
Gastronomy and Wines; Cultural and sc
tour; Nautical tourism; Sports tourisi
Motorhomes; Luxury tourism; Accessible
Senior tourism; Cruise tourism.

Priority market Sun and sea; Golf; Meeting Industry
Corporate; Nature tourism; Residential Tour
Gastronomy and Wine<Cultural and sceni
tour; Health and welbeing tourism; Nautic.
tourism; Sports tourism; Weddin
Motorhomes; Luxury tourism; Accessible
Senior tourism; Cruise tourism; LGBTQIA+.
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Belgium Betting market
Denmark Bettingmarket

Poland Betting market

Betting market

Switzerland Betting market

Betting market

Betting market

Finland Market
E to monitor
Norway Market

to monitor

Nature tourism; Residentialourism; LuxuiSun and sea; Golf; Meeting Industry

tourism. Corporate; Gastronomy and Win
Cultural and scenic tour; Health al
wellbeing tourism; Nautical tourisi
Sports tourism; Motorhomes; Accessi
and Senior tourism.

Sun and sea; Golf; Nature tourism; Reside Meeting Industry & Corporate; Heal
Tourism; Gastronomy and Wines; Cultural and welbeing tourism; Nautic
scenic tour; Luxury tourism; Accessible itourism; Sports tourism; Marhomes.
Senior tourism.

Sun and sea; Meeting Industry
Corporate; Residential Touris
Gastronomy and Wines; Sports touri
Weddings; Luxury tourism; Access
and Senior tourism;
Sun and sea; Golf; Nature tourism; Reside Meeting Industry & Corporate; Heal
Tourism;Gastronomy and Wines; Cultural :tand welbeing tourism; Nautic
scenic tour; Luxury tourism; Accessible itourism; Sports tourism; Motorhomes
Senior tourism.

Luxury tourism. Sunand sea; Golf; Meeting Industry
Corporate; Nature tourism; Residen
Tourism; Gastronomy and Wir
Cultural and scenic tour; Health al
wellbeing tourism; Nautical tourisi
Sports tourism; Motorhomes; Accessi
and Senior tourism.

Luxury tourism. Sun and sea; Golf; Meeting Industry
Corporate; Nature tourism; Residen
Tourism; Gastronomy and Wir
Cultural and scenic tour; Health al
wellbeing tourism; Nautical tourisi
Sports tourism; Accessible and Sel

tourism.
Luxury tourismfilm and Audiovisual TourismSun and sea; Meeting Industry
Corporate; Residential Touris

Gastronomy and Wines; Cultural ¢
scenic tour; Health and welbeinc
tourism; Sports tourism; Accessible ¢
Senior tourism.

Luxury tourism. Residential Tourism; Motorhomes.

Sun and sea; Cultural and scenic tour; He Gastronomy and Wines;
and weH being tourism; Nautical tourism; Spa

tourism;  Weddings; Motorhomes; Luxul

tourism; Accessible and Senior tourism.

Source: Own Elaboration based urismo do Algarve (PMETA 2.0), (2021)
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In this section, as an example, we analyze studies on visitor profiles conducted by some
geoparks.A study was conducted in the Arouca Geopark territdoy explore visitors'
motivations for visiting geoparks, segment them, and profile each segment. Ratac7
visitors to the Arouca Geopawkas collected witha questionnaire with 18 motivational items,
whichwere grouped into five dimensions. This analysis identified four distinct visitor segments
in Figure25 (Amaro, Chaves, Henriques, & Barroco, 2023)

Figure25. AroucaGeoparkVs « s ®mefife « i

AROUCA GEOPARK

What it All Geoturists

Offer group packages Ccovering
all park achvities: sports,
nature, educational, and
leisure. Establish a loyalty
prEranm to encourage
referrals and repeat wisits.
Target young tourists with
social media ads.

Sensation seekers

Less driven by sodalization
and education and more
interested in adwentures like
sports, nature, adrenaline, and
Eetting away from the
everyday grind. They wisited
the park several times, so they
should be compensated with a
loywalty program.

True Geotowurists

Include leaming activities omn
the park’s natural history,
nowelty seeking, and
socializing. Reward loyal
visitors with a program that
offers incentives for referrals.
Target Wi DHTET with
Sdvertisements.

Accidental Geotourists

Less indined to wisit the
peopark, often atending due
to field trips or relatves. This
SEEment appears in naarhy all
zeasite  wisiter  studies.
Despite low motivation, they
can =still hawe positve
experiences and satisfaction.

Source: Own Elaboratidrased on Amaro, Chaves, Henriques, & Bar(@a23)

Some areas in the Bohemian Paradise Geoparkdaeetourism during peak season, while
more than half of the geoparkemains undewisited despite having attractive geosites

survey conducted in the summer of 2020 assessed visitor motivations and preferences using
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various research methods tddress his. Results revealed that most visitors are not primarily
interested in geology but prefer nature without educational elements. Ecotourists and
geotourists are more common in lesgsited areas(Drépela, BohS, Bohm, & Zagor-ek,

2021) . Figure26 summarizes this information.

Figure26. V s « sP®filétaktihe Bohemian Paradiséeopark

MNature Lover

Lkes to rest. Poskive cepericnoes from naiure bui
ann walups gastronamy. Comes I orips with
friends. Surprisingly more culiural than natural
MONUMENis

Cultural Tourlst

Mot pasithe expcriences were from visies o
oukural MO NUMICNCs; bLeal {n ) far
CNICTLANEMENT a5 ViSEs nabure, owen though
L Is Mot e main mothvacian.

Relaxing soclal tourist MOTIVATION Active family tourist
Prefor rest and sodal ecwvenis. Moo Positive  cupericnoes from wislis o

récrest In wisks Best ewperionoes: fun, 1 AND FDSITI“E nateral, culbural  monuments and
Eastranomy and strying by the wamer. entertalnment ractions.  Reoomed
EXPERIENCES

OUC TO prTWDLE CHper oS,

Family traveler Sports tourist (specially cycling)

Mot positive capencnoss concerned
rabune {SpOrTs 35 a way 1o spend tme
™ nature} Wane to return more ofen
and spend mane tme than the other
cLEtoers.

Wants to get o know the regian.
Matural, culbural, and cracrinment
artractions, but most recommend
rapural moruments.

Calm Loving Hiker

Mature and cxploration of the reglon. Positue
cupenicrnoss ‘with ratural and cultural monuments
visks and hiking.

Source: Own Elaboratidrased orDrapela, Bond * ¢r { | §2021) q~2 - ky

Additionally, the Mourn&ullion Strangford Geopark developed a Development Plan &
Workbookdetailingcurrent and new visitor types for the geopark. These visitor types are
illustrated in Figure5 (Newry, Mourne, and Dowbistrict Council (NMDDC), 2017)
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Figure 27. Existing and NewMsitor Profiles at Mourne Gullior Strangford Experience

Development Plan & Workbook

Existing Segments

Active maximisers

Open Minded Explorers

Great escapers

Their foous = breath-taking
landscapes, ancient sites,
remote places, landmarks,
restaurants offering fresh

and lecal food, authentic pubs,
ease of getiing away.

Seeks  local oultwre  and
unigue experiences, values
and food,

C beauty.

ly oOn tourism

websites and  traditional
media for planning and

researc.

tx maximize short

=z, with a passion for

nature and unigue

experiences. Plans trips with a

significant  digital influence
and seek= good deals.

Often couples approximately
30 years old.

Cultural Courious

Their focus is broadening the
mind, active sightseeing,
historical  buildings  and
attractions, World Heritage
sites, evemnts, artisan food
and local specialite=.

Social Energisers
Their foous is ententainment,
festivals, contemporary
ulture and music. dubbing,
water sports, the pub
EXpErience, shopping,
sightseeing.

Open to Ideas

Researches online using
i and media; enjoys
., Sports, music, and
used SCtivit
values planning and
deals, and likes aco
destinations.

The age demographic is 40 Usually young couples.

plus.

New Segments

Source: Own Elaboratidrtased onNewry, Mourne, and Down District CoungNMDDQ,
(2017).

Lastly, according to the Geopark Management Toolkit (202#)e generalmotivations to
visit a geopark are shown in Figug8 (Marketing & Promotiord Geopark Management
Toolkit, 2024)
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Figure28. V s « sMain Rativiations to Visit a Geopark

MOTIVATIONS
TO VISIT A

GEOPARK

.

Fun and Rest

Estape the routine fior rest and relaation.

’}l

Research and
instructive taaching

Dngage with gaclogical pheanomena,
experiance living soence, parkicipale
in liedd wrips, connedl with nalures,
and  conduct  imlerrships and
reseanch,

—>

Sociclogical and
pychological motivation

Saek adrenaline and advenlure, esplore
anbunic ared cullural motives, visil Tamily's
comritry of origin, and go Lo places
inMuerces by farmily or friernds
recomimerdations.

Source: Own Elaboratidrased onMarketing & Promotiord Geopark Management Toolkit

(2024)
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. SYNTHESIS to DEFINE

The second phasé Synthesis to define consisted of coming up with new and innovative

Si k"« ps®r ®rk «®*"ykr~zik?«i s| ~z k{k|® "«
this phase includgeneratingdata to (O4) identify anchor themes within the scope of the
geotourism strategy in this destination area; (O5) identify tourist routes and circuits aligned

with the anchor themes; (6) design a package of themed events based on the existing offer

in the territory or with new ideas; (O7) outline a set of products and experiences aligned

with the anchor themes; (O8) To identify key partners in the territory.

Primary data collectiowill focus on qualitative methodologies, namely through Nominal
Group and Focus Gup techniques. Qualitative methods allow usdieply understanthe
dynamics of complex social phenomd@armo, 2020). This method iselgful to encourage
participants to share their experiences, to make themselves heard, tanunderstand
scenarios or contexts from the perspective of participants who are chosen based on their
specific skills in the context under analy$Soncalves, Goncalves , & Marques, 2020)

Consideringhe sustainable development of the destinatiarea and following a bottorup
approach as recommended by UNES@@, local population and local leaders must be
involved in the Aspiring Geoparks strategy concerning the future development of the territory
(UNESCO, 2022, p. 6; UNESCO, 2022, p. 28Bearing this in mind,participatory
methodologies were carried out to achieve the abawentioned objectived-ocus groups

and team meetings were heldnabling cddboration and the exchange of ideas

Focus groups are informal but thematically organized discussions apastigipants selected

and guided by a moderator, allowifay in-depth exploration of topics and understanding of
participants' opiniongCampos, Guerreiro, & Beevor, 2022 his technique fawgs joint
reflection and explas how individuals interpret and attribute collective meanings to a
phenomenor{Bryman, 2016). Participants can discuss and question each other's opinions,
being able to review their opinions or agree on new perspectives that they have not yet
thought about. In this sense, the Focus Group techniquéaseficiafor eliciting a wide

variety of poins of view regarding a specific issBryman, 2016).
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to outline critical solutiongonsideringhe defined objectives, a set of themasspired by the

literature review s identified. First, the Geotourinslow tourism, destination storytelling

and creative tourism literature informed the definition of twwimary objectives: (1) to

explore the potential of geological resourcegpresourcesjo inform stories and storyworlds

to build destination storytelhg; (2) to uncover thegeoresourcesole in the sustainable and

competitive development of the destination. Related specific topics for discussion and inspiring

references are included iAgure 29.

Figure29. Focus group script

Geotourism/
Slow
Tourism/

Destination
Storytelling/
Creative
tourism

Source: Owmrlaboration

r1. to explore the \
potential of
geological resource

to inform stories
and storyworlds to
build destination

storytelling
.

J

erdane et al

( A
2. to uncover the
georesources role in
the sustainable and
competitive
development of the
destination

. J

Fusté-Forné (2023 ) Bertella
)Becet
& Pena dos
rdo (2020)

Robertson

qQu

(2019) Pzalo
Leinaweaver (2015) Ser

(2021

dane et al

Mention the most important geological features in this area.
Are there any stories or events related to these geological
features? (Historical episodes, traditions, current events,
gastronomy, etc.?)

Are there any real or imagined figures associated with these
features or stories?

What themes related to this geological heritage are
characteristic of the identity of this area and which do the
residents feel most proud of?

Are there any stories or events that people share related to
these themes?

From your perspective, which geological features are most
relevant for developing this area as a tourist destination?
Why?

Do you think there is potential to use these geological
features creatively to promote tourism in the area
(activities/products/events)? How?

Which of these could be most attractive to tourists?

Does the tourism development of your area raise concerns
related to sustainability (species conservation, resource
conservation, preservation of traditions, culture, and
heritage, contributing to mitigating or exacerbating climate
change, etc.)?

How could residents be involved in the sustainable tourism
development of this area and ensure they benefit? Examples
of actions?

In your view, could the Geopark Algarvensis help to mitigate
differences in tourist demand, such as between
summer/winter or coastal/barrocal/mountain areas?
Examples of activities? (seasonality)
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Next, literature on new technologies in experience and smart destination design informed the
objective of exploring their potential to develop the territory as a geotourism destination

area.Related specific topics for discussion and inspirgfgrences are included ifgure30.

Figure30 & Focus group script

N r \ ¢ Inyour opinion, what technological solutions could

ew contribute to:

technologles -Enhancing the visitor experience?

H 3. Explore the use of Supporting sustainable, accessible, and inclusive tourism? (e.g.,

interactive routes with educational content, digital storytelling

Experlence new technologies B platforms with local culture information)
and Smart -Proper territory management? (e.g., real-time capacity

. . management at sites, waste reduction initiatives)
Lo \_ J -Promoting a better understanding of the history of these

design

geological resources?

Source: Own elaboration

6 . TheAnchor Themes for Geotourism in tispiring Geopark Algarvensis

Intending to explore the potential of geological resources to inform stories and storyworlds
to build destination storytelling, the moderators of the FG sessions sought to spark discussion
around geological resources that, in the Geopark territory, aresicaned most relevant to
developing this territory as a tourist destination. The stories and events related to these
geological resources were also discussed, as well as possible themes related to this heritage,

which is characteristic of the identity ofte Geopark territory.

The analysis of the speeches of the patrticipants of the four Focus Groups- (&&)Gs of
Residents (FG1), Regional Entities (FG2), Local Associations and Small Operators (FG3), and
Tourist AccommodatioRroviders (FG4)a allowed us to identify three anchsi(or major)
themes around which the geotourism strategy for the Algarvensis Geopark territory should
be developedSEAS LAND and PEOPLEUnNderlying each of these themes are several
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categories that enrich the contributions of the stakeholders involvedis step of the data

analysis, as detailed below.

SEAS

Regarding theSEAStheme, four categories emerged from the data: Lagoons, streams,
fountains and water springs; Arts and crafts; Festivals and festivities; Landscape and
biodiversity (se€lable 3. Regarding the first category, participants from the various Focus

Groups gave great emphasis to rivers that exist in the Geopark territory, namely "Ribeira Tor",
"Ribeira de Paderne", "Ribeira de S. Marcos da Serra" and "Ribeira of Alcantarilha". Relevance
was also given to water springs (water sources), specifically the "Fonte Benémola" (this one

with a more significant number of references), the "Fonte Santa", the "Fonte Filipe" and the

"Nove Fonte3 T s| L kak| h~ArT Ja~{s| k| fgEqluir««@ z¥fk[g®:
in two FGs). The participants also mentioned the Aquifers and the "Porto de pesca de
Quarteira". It should be noted that the residents’ FG participants (FG1) focused most on

these resources.

Arts and Crafts related to the sea were cosr in the residents' FG (FG1) and, above all, by
the region's entities (FG2) which, with greater incidence, highlight Octopus Fishing with
buckets (Pesca do polvo com alcatruzes), Salting (of fish), Salt mines and canning industry.

Thefestivalsand festivties alluding to the Seas were widely discussed in the residents' FG,

us®r {k|®s~| fks|q {"ik ~p ®rk é4k«®" @-««”
NaA~A~T A~ Banjnre]l ®rk &4k« @dstadbdPadroeirdXrmadbioder » & Y J
Pera) the tradition of theé * ~ | r ~ | kandNalse,th&é4ksé& ~ .| ~ N2 k"N zé

Landscape and Biodiversity, in the context of the Seasewentioned transversally in three
FGs, namely the FGs of Residents (FG1), Regional Entities (FG2) and Local Assoarations
Small Operators (FG3). In these categories, reefs were the most mentioned resources,

followed by Coastal Diversity and Geological Diversity.
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Tabe 3. Seas

Recording Units Context Units

Fonte Benémola FG1; FG3
Nascente de Benémola FG1
Nascentes FG4
Ribeira Tér FG1
Ribeira de Paderne FG4
Fonte Santa FG1
Rivers, streams rqee Filipe FG1
and springs
Nove fontes in Querenca FG1

Ribeira de S. Marcos da

Serra =
Ribeira de Alcantarilha FG1
Aquifers FG4
Porto dle pesca de EG1
Quarteira
Octopus fishing with
buckets (Pesca do polvo FG1
Seas com alcatruzes)

Arts and Crafts  syiting (of fish) FG2
Salt mines FG2
Canning industry FG2
Festa M. Sra. Navegantes FG1
Festa n. Sra da Orada FG1
Festa Sra da Rocha G

Festivals and  (Portimao)
festivities Banha de S. Jodo (tradition) FG

Festa da Padroeira em EG1
Armacdo de Péra
Feira no areal FG1
Reefs FG1; FG2

Landscape and  Coastal Diversity FG1

biodiversity

Geological Diversity FG3

Source: Own elaboration

LAND

Regarding thé.andtheme four categories of resources also emerged from the FG discussion,
namely: Geological resources/Geosites; Landscape and biodiversity; Mediterranean Diet; and

Traditional architecture.

The mention of Geological Resources/Geosites was transversal to the threaltsigh
this dimension was more discussed in the FG of Local Development Associations and Small

Operators (FG3). As an example, Rocha da Pena, the Karst Landscape (Ponta do Altar), the
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Caves, the Grés de Silves, the Quarries, the Metoposauros Algarpaysisit, the Falha de
S. Marcos da Serra de Quarteira and the quality of the Algarve's land heritage, among other

resources, as shown in tabie

é>"|i«g”"8k "|]i fs~is k2«s®-& pr« N~ gr®kg-~?-
although it waggiven more relevance in the FG Development Associations and Small Operators
Y45ApPT 6k2akil ®rk é-s k2«s®- ~p 4~ |~ ~|i pz
references; Botany, as the territory contains a set of plants that are unique worldwide (e.
orchids); landscape and geological diversity (the latter with fewer references) and
microclimate. Some typical trees of the territory were also mentioned, such as orange groves;

the Medronho; the Aimond Trees and the Palma, a typical species of thetaioan

The Mediterranean Diet was also a characteristic feature of the territory's identity.

52 «®2 ~| ~{ -1 pus®r kT"{8zk« « gr "« &g~®r8z~"|"
three FGs (FG1FG2 and FG3), and wine was mentioned, above all, in tisedents' FG

(FG1).

Traditional architecture, characteristic of the territory's identity, was addressed across the
four FGs, being considered a resource with tourist potential. Specific references include the
construction of Noras, Pocos, Tanques, the eastf Silves and Paderne and the walls, the
typical Barrocal House (houses made with earth and painted with lime), the Fornos de Cal,
chimneys angblatibandas(decorative bands or strips often found in traditional Portuguese

architecture) and traditionale | « ®2 " g®s ~| {"*"®k2as”rz«l « gr "« z2

55



Table 4. The Anchor Theme LAND

Themes

Land

Categories

Geological
resources /
Geosites

Landscape and

Biodiversity

Mediterranean
Diet

Traditional
architecture

Recording Units
Racha da Pena
Karst Landscape (Ponta do Altar)
Caves
Mina de Sal Gema
Lagoa dos Salgados
Racha dos Soidos
Serra do Caldeirdo
Grés de Silves
Quarries
Protected areas
Serra do Caldeirdo
Varjota
Metoposaurus Algarvensis Deposit
Vale do Alamo
Falha de 5. Marcas da Serra (Quarteira)
Zona do Ancdo
Zona de transicao Barroca-Serra

The Land - The Quality of Algarve's Land Heritage (one

of the best for construction given it” s characteristics)

Diversity of Flora and Fauna

Botany, as the territory contains a set of plants that are

unique worldwide (e.g. orchids)

Landscape diversity

Orange groves

Microclimate

Geological diversity

Medronho

Almond Trees

Palma, a typical species of the mountains

Gastronomy (cataplana, xarém, ...}
Wines
MNoras

Pagos
Tangues
Castles of Silves and Paderne and the walls

Typical Barrocal House (houses made with earth and
painted with lime)

Farnos de cal

Chimneys and platibandas
Olive oil Mills

Water and Wind Mills

Traditional construction materials, such as lime and
adobe

Regadouros

Moinhos de dgua e vento

Traditional Family Hydraulic Supply Systems
Museums

Fartaleza de Alcantarilha

Ruins of Serra da Vila

Islarmic Moarish Ruins {Mouriscas isldmicas)
Arab Heritage

Arab Sewers (Ancao)

Churches

Walls

Historical Centers of Silves, Albufeira, and Loulé
Rammed Earth Constructions (contrugdes de taipa)
Alignment of Menhirs

Source: Own elaboration

Context Units
FG3; Fad
Fa2

FG3

FG2; FG3
FG2;
FG3

FG2;
FG4

FGZ;
FG4
FG3
Fa3
Fa3
FGa
FG1

FG1; FGZ; FG3

FG1
FG1; FG2; FG3;
FG4
FG1; FG2; FG3
FG1; FG3; FG4
FG2FG3

FG1;FG3

FG1; FG2
FG1; FG3
FG1
FG1

FG3; FG1
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PEOPLE

The major theme that emerged from the data analysiBEOPLE this theme, four categories
emerged from the FG discussion: Stories/Events; Arts and crafts; Festivals and festivities and

Communities.

As for the first category, 13stories/events were worth recording, considered to be associated

with the identity of the Geopark territory and which have the potential to be explored

®~ 2s«®sgrzz-1 Prk {~«® p2kO© k| ®z- gs®ki s«
(focus group with residents) and the FG3 (focus group with local development associations
and small operators). Legends were also mentioned (legends of enchanted Mouras and
Legends associated with the Barrocal caves), stories of fishing communities, stories of the
Fortress, history of the mint associated with the sandstone of Silves (pedra ghés)istory

of the Moors, among otherdt was afundamental resourcaddressed by residents (FG1)

and the Local Development and Small Operators Associations (FG3).

Regarding crafts and trades, the most prominent include collective memory of ancestral
practices and traditional trades, mentioned in the FG of residents (FG1), the focus group
with regional entities (FG2), and the focus group with tourist accommodatiooviglers
(FG4); craftsmanship, including cane baskets; and regional sweets, with examples such as
almonds and figs, also noted in the same two focus groups. The Art of bread was also
mentioned; as cork production; Salamandra Penina craft beer; candle ptamug(in
Fortaleza); the Harvesting and distillation of medronho, among others. The discussion around
arts and crafts emerged in the four FGStill, there was agreater incidence in the FGs with
participants from Tourist Accommodation (FG4) and the Ld2alelopment Associations and
Small Operators (FG3).

Festivals and celebrations were frequently discussed, with notable mentions including
traditional festivals highlighted by the FG3 and the FG4. Popular saints' festivals, including
the March of Penina, we also mentioned by the FG3 and the FG2. The Torch Procession
was also mentioneds the festival d the Sovereign Mother; the Algarve Nature Fesnhd
traditional games. Ehregional entities that participated in FG2 discussed this subject more
widely The communities were also considered a characteristic feature of the territory's

identity, namely the Fishing Communities (Armacao de Pera) and Aldeia da Penina.
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Table 5. The Anchor Theme PEOPLE

Themes

People

Categories

Stories/
Events

Arts and
Crafts

Festivals and
festivities

Source: Own elaboration

Recording Units
Remexido
Legends of enchanted Mouras
The history of the Moors
Legends associated with the Barrocal caves

Records of Travels and Earthquakes in the
18th and 19th Centuries

History of the mint associated with the
sandstone of Silves (pedra grés)

Product Smuggling
Stories of fishing communities

History of the Chimney Days (The price of the
chimney was calculated based on the time it
took to build it)

Stories of Rammed Earth Wall Constructions
(Rammed earth is made by a madman and a
lame person)

Blzio grande ( Buzina)
Stories of the Fortress

Casardo de guerra (previously used as a
shelter for the population during the
portuguese civil war)

O maneta

Collective memory of ancestral practices and
traditional crafts

Craftsmanship (e.g., cane baskets)
Regional sweets(e.g., almonds and figs)
Casa do esparto- Creative Workshop
Art of bread

Cork production

Typical Products (Resources and Methods of
Production)

Local Productive Activities

Salamandra Penina craft beer

Candle production (in Fortaleza)

Honey (from Orange Blossom, Rosemary)
Thyme Harvested in Penina

Harwvesting and distillation of medronho
Traditional festivals

Popular saints' festivals(e.g., March of Penina)
Torch Procession; Mae Sobrana

Anchor Events such as the Algarve Nature Fest

Fishing Communities (Armacdo de Péra)

Communities Aldeia da Penina

Traditional Games

Context Units
FG1; FG3
FG1
FG3
FG3

FG2

FG3

FG1
FG1

FG3

FG3

FG1
FG1

FG1

FG1
FG1; FG2FGA

FG3; FG4
FG3; FG4
FG4
FG4
FG4

FG1

FG4
FG3
FG1
FG3
FG3
FG4
FG3; FG4
FG2;FG3
FG2
FG2
FG1
FG3
FG4

58



Following the Focus Group sessions, a nominal group session with a strategic perspective was

held to identify/confirm the key themes around which the tourism strategy for the AGA should

fk i k" kz~8kil Prk2kp~2kIl ®r kncegnidv@wngtoe8htep ® « i §
{ ] sgs8"zs®sk« ps®rs| "5"i« "i{s]|]s«®2"®s k
Regional Development and Coordination Committ€CDR Algarve, Algarve Tourism Board

- RTA, Portuguese Environment AgencPAARHAIgarve, AGA, and other professionals

involved in the development of geoconservation and geoeducation strategies for the AGA).

The results of this session led to an important conclusion about plagticipants' concers

regarding issues related to the plang and management of tourism activities in the AGA
territory. 4 s «®z -1 8§28 ~8§~«"z« « gr "« @&J2k«k? "®s
6-s k2«spsg”®s~| ~p ®rk /g~|~{sg *~«keél ~|
>s{s®«beél ~ fctdggneral®ande about &v&iging the replication of the mass

tourism model, particularly the "sun and sand" segment dominant in the Algarve region. All
participants, whether from the FG or the NG, were unequivocal in stating that the tourism
developmenmodel for the AGA must be entirely distinct from the one already consolidated

in the Algarve.lt should be a new tourism segment promoting sustainable tourism that
supports preservation, conservation, and knowledge produdtisapports the definitiorof

a slow tourism model

Secondly, the participants of this session gave a broad range of proposals regarding the key

®r k{k« p~2 "5"«i qgk~®~ 2s«{ "fs« ik kz~8{k| ®
aggregation in the three key themes resultingm the focus group sessionsAND SEAS
andPEOPLE
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Table6. Summary of the Nominal Group d Key Themes for Geotourism Development

Nominal Group 1 : Key Themes for Geotourism Development

Proposed Topics

Geotourism and tourist routes

Order

Proposed Topics

Cultural Tourism

Preservation of the territory and sustainability

Gastronomy, wines, and mediterranean diet

Karst and endokarst heritage - geosites and surrounding landscape

Festivals and celebrations

Geological events and occurrences revealing planetary history

Community awareness

Production of scientific knowledge

Archaeological contexts

Communication

Nature Tourism

Diversification of the economic base

Economic Activities

Conservation (defining carrying capacity limits)

Monitoring

Walking and cycling trails

Architecture

Sea and related axes

Stories and legends

Landscape and diversity

Revitalising the interior territory

Geoformation (training agents operating in the territory and raising awareness in local communities)

Traditions and crafts

Geoformation (training agents operating in the territory and raising awareness in local communities)

Geoeducation

Community

Source: Own elaboration
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lll. IDEATION to DEVELOP

The third phasé Ideation to develop focuses on developing concepts for possible solutions,
drawing up new strategies, and evaluating the proposed ones. The main objectives included
(O4) To identify anchor themes within the scope of the geotourism strategy in this destination
area; (O5) To identifytourist routes and circuits aligned with the anchor themes; (O6) To
design a package of themed events based on the existing offer in the territory or with new
ideas; (O7) To outline a set of products and experiences aligned with the anchor themes;
(O8) To identify key partners in the territory.

As mentioned above, bearing in mind the participatory and Imottgp nature of designing
valid and relevant strategies for Geotourim in AspirBgoparks Global Network, nominal
groups and team meetings were hetd achieve the abovenentioned objectivesthus

providing a collaborative environment for generating ideas and developing effective strategies.

7. NarrowDown the Anchor Themes, Routes, Themed Events and Experiences

Following the completion of four focus group sessions involving various stakeholders
associated with the Aspiring Geopark Algarvensis (AGA) and regional tourism, two additional
sessions were conducted using the Nominal Group Techr(iQethecq, Van de Ven, &
Gustafson, 1975)to generate ideas within a group of experts on a specific topic. This
technique is a collaborative approach used to achieve consensus, generate ideas, solve
problems, determine prioritigdcMillan, King, & Tully, 2016and make decision@Harvey

& Holmes, 2012; Mullen, Kydd, Fleming, & McMillan, 2021)

According to the methodological guidelines for the Nominal Group Techrfldaesey &
Holmes, 2012; Guleng, Mokhtar, Mahmod, Aini, & Misra, 202Bp three sessions adhered
to five stages: a brief introduction and contialisation of the session; idea generation
(individually); sharing of ideas with the group; discussion and consemgiding on the final

list of ideas (in group); and final voting to establish a priority order.

The first nominal group session had aneog@tional perspective, from a technical standpoint,

aiming to create/adapt tourist routes, circuits, themed events, and tourism experiences
aligned with the three key themes that emerged from the analysis of ideas from the focus
groups and the first nomindayroup session: Land, Seas and People. Therefore, entities with
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more operational rok within the AGA territory were involved (AGA, local development
associations, and technical staff from the three municipalities with a more operational

involvement in tourism matters).

This session allowed fiimg) the main tourism experiences, activitiasdaevents to develop in
k~gr yk- ®rk{k ~p ®rk "5"«i gk ~®~ 2 s «{
prioritization order for eaclproposed ideaThe following table summarizes the main results

of this session

Table7. Summary of the Nominal Group & Tourism Experiences, Activities and Events

Nominal Group 2: Tourism Experiences, Activities and Events

Experiences, Activities and Associated Eventes Order Experiences, Activities and Associated Eventes

Guided walking tours with interpretation and audio guides L] Regional gastronomic menu I

Gamified itinerary for time travel experiences . . .
! g pert L] Viewpaints along the trails I

Events on traditional arts and crafts I .
] Nighttime observations I

LAND Mobilisation of the metoposaurus to tell paleontological stories .
P P g 1] Karst heritage (e.g., caves)

Experience programme on food traditions and gastronomy m Polynucleated events to recreate lands’ cycles

Mediterranean diet route "

Polynucleated events to recreate lands’ cycles Il

Visits to the seafloor i Low-energy nautical tourism 1]

Maritime route along the coast revealing the communities' sea
connection

i Scientific routes 1l

Pedra do valado: maritime (submarine) route
Coastal cycling path

SEAS
“Be a fisherman/clam digger for a day" experience i
Water Route
View from the sea to the land T
i Underwater exhibitions
) ) C ity invol ti ti i livi
Involvement of Schools (visits to explore geological resources) U] L ot e G S B (L L1l
treasures)
Al | iti t fair of the Aspiring G k Al i . c
nnualitinerant fair of the Aspiring Geapark Algarvensis i Theoretical and practical classes on geological resources 1]
PEOPLE Classified villages - telling the stories of rural communities " R e e "
Digital activity 1l Hydraulic heritage
Storytelling i

Source: Own elaboration
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The second additional nominal group session had also an operational perspective, but from a
promotional and dissemination standpoint. Therefore, its objective was to identify the most
effective ways to communicate and promote the AGA, considering the key themes defined in
the first nominal group and the specific activities, experiences, and events that should be
developed for each key theme, as determined in the second nominal grosjpseghus, this
session included participants from the communication departments of regional entities
involved with the AGA (AGA itself and its dedicated staff, communication officers from the
three municipalities involved with AGA, University of Algaawmd, Algarve Tourism Board

RTA). The following table presents the results of this session regarding the communication

techniques that should be prioritised:

Table8. Summary of the Nominal Group 8 Communication Techniques/Actions

Nominal Group 3 - Communication Techniques/Actions
Communication Techniques/Actions Order Communication Techniques/Actions Order

Training on the Algarvensis brand 111} Ambassador programme Il

1 Strategic partnership with stakeholders I
Products and services of the Algarvensis brand gicp pwi

Storytelling for children (children’s books, theatres, mascots, etc.) 111} Public awareness campaigns Il
Inviting communication experts 1] Scientific visits (with specific packages) - "meeting industry” |
Promoting corporate social responsability LI} . Exhibitions in shopping centres |
Brand testing 1 ‘ Communication brand vs. Institutional brand |
Radio campaigns with content 1] - Scientific grants programme [
Standardising the brand 1l . Inter-school competitions with the “I am a geopark” brand |
Content production - for example, storytelling 1l ‘ Algarvensis horticultural basket |

Establishing collaborative networks with partnerships among

Il Associating with eco-labels and other corresponding actions |
stakeholders 5 P g

Creation of packages marketed by travel agencies Il Association with the N2 route |

Advertising 1l

Source: Own elaborian

The following table presents the results of the session concerning the communication
channels that should be prioritised for the promotion and dissemination of the AGA and its
activities, taking into account its tourism context and the various typeauwafiences that may

be engaged
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Table9. Summary of the Nominal Group 8 Communication Channels

Nominal Group 3 - Communication Channels

Communication Channels

Order

Communication Channels

Press trips

Educational visits

Involvement of the tourism industry

Artificial intelligence tools (e,g, chatbots)

Influencer marketing

Billboards with attractive photographs of the area on A2, A22,
and boarders

Traditional channels (radio, TV,etc..)

Regional tourists information points

Publereporting

Online actions

Digital panels/MUPIs

Involvement of research units at the University of Algarve

Specialist press with a storytelling approach

Professional orders and associations

Key actores for raising awareness among rural populations

Institucional mailing

Instagram (with strong aesthetic language)

Thematic TV channels

Tiktok (non-institucional communication for younger generations

Linkedin ( for under 30s)

Youtube (video content, promotional films)

Website with multilingual translation

Radio shows 1l Printed Brochures
Participation in events (brand activation) 1] QR Codes
Participation in B2B and B2C fairs | Merchandising

Source. Own elaboration
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V. DELIVER SOLUTIONS

The final phasé delivering solutions consisted of implementing innovative management
strategies, articulating and communicating solutions, obtaining feedback, and evaluating
experiencesBy doing this, the followingbjectivesare addressed: (O1)lo identify and
characterize consumer trendsid potential market segments fageotourism irthe Aspiring
Geopark Algarvensi®?2) To suggest the positioning of the Algarvensis Geoparque brand as
a destination area(O3) To design a brand architecture proposal fitlve AspiringGeopark
Algarvensis, in conjunction with the Algarve brand, a tourist destination, managed by the
Algarve Tourism Regiof©4) To identify anchor themes within the scope of the geotourism
strategy inthis destination areg(O5) To identify tourist routes and circuits aligned with the
anchor themes(O6) To design a package of themed events based on the existing offer in
the territory or with new ideas(O7) To outline a set of products and experiencalgned

with the anchor themes(O8) To identify key partners in the territoyyand (O9) To advance

with suggestions for the brand's communication strategy, namely the communication
concepts, most relevant media, technics and related actiomeam meeting and
brainstorming sessions were carried dot outline the solutions.Arouca Declaration, the
2030 Agenda forSustainable Developmerthe UNESCO Global Geoparks princides
guiding the elaboration of our recommendation for the strategic axésebtourism in the

Aspiring Geopark Algarvensis.

8. The Destination Philosophy and Vision: Slow Destination

In addition to issues related to the imperative of ensuring sustainable management of
geotourism in Geopark contexts, a central concern of UNESCO, participants in the various
Focus groups and nominal groups were absolutely unanimous regarding this tapiog e

most prominent concerns are, faxample
- the need to allow time for species regeneration to occur

- the practice of intensive agriculture and the consequent replacemeirdifyjenous species,
naturally adapted to the territory and climate
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- the severe lack of water in the region caused by extreme drought and excessive

consumption
- tourist pressuregspecially in summer

- the excessive and unregulated presence of wooden houses, which interferes with the

aesthetics of the landscape
- the replacement of thdndigenous population
-the excessive presence of visitors in some resources (e.g., Fonte BeEneamong others).

With this in mindthis team takes as a strategic recommendation the adoption of an approach
aligned with the principles of Slow Tourism applied to the management of Abpiring
GeoparkAlgarvensis territory as a destinatioarea In fact, the challenge is to implement an
adequate segmentation, targeting and positioning strategy for the destination whose value
proposition must align the motivations and profile of market niches with tleitory's
interests Theefore, the destinationr@a’s governance musidopt this philosophy as the DNA

of the tourist management model in the Algarvensis territory.

In fact, society is marked by factors that encourage the pleasure of ttangeand the option

for short stays where they have memorable experiences that they can share on social media.
Theenvironmental consequencere evidentand tourism is considered one of the industries
with the most significah ecological footprints (Dolnicar, 2020). In this scenario, the
alignmentof the industry and authorities responsible for managing destinations withJtii's
sustainable development objectivisghe right direction tomitigate climate changén favour

of the sustainable development of destinatiof@dssling, Scott, & Hall, 2018)

Leveraged by the idea aflowing down the frenetic pace during holidayise slow tourism
movementemerged from the slow philosophy born in Italy in 1986 with Carlo Petrini, who
spread a manifesto against fast food. The slow movement assumes respect for nature
rhythms, traditional productgPetrini, 2001) and the environmenas core (Fusté Forné &

Jamal, 2020)'he Slow Cities Movement is the next move according to which cities and places
are engaged with policies that aligned with Sligl@vement principlegCiitaslow International,

2024) , namelythe development of local communities, local identity, uniqueness, sense of
8z"gk ~s{s|qg "® g~|®2sf ®s| q ®-=-attashm@ntand s | q

sustainability(Manthiou , Klaus, & Luag, Slow tourism: Conceptualisation and interpretation
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- A travel vloggers' perspective, 2022; MagiriOSretmendlu, & Akova; Le Busque, Mingoia,
& Litchfield, 2022).

The pleasureof discovery learningand sharingarises thanks to anew conception of time

and the relationship with rest and relaxation during vacations (e.g., Matal., 2021).

Literature in the area otourism recognizes slow tourism as a fagtowing niche segment
(Sedane, Maccarrondcaglen, & Sharifi, 2020)that has become a novel travel trend in
reaction against mass tourisfManthiou, Klaus, & Luong, 2022)Consumergend to slow
down theirpace of life during leisure time in favour of options more connected to nature,
history, culture and local communiti€®h, Assaf, & Baloglu, 2016; Serdane, Maccarrene
Eaglen, & Sharifi, 2020)Slow tourismcan be defik i & wacatéon during which tourists
take a longer time and have a flexible plan to experience tourism offers while living in harmony
with nature, local communities, their people, and their culture at the highest level of
engagemeri(Manthiou, Klaus, & Luong, 2022, p. 7)

In practice, a slow tourism strategy can l@macted through objectglocal gastronomy and

wine, handicrafts, eecd ~ s zi s | q {racBdesYu’s7 «i{ " @iwifonrientlarkl |
eventsY { ~ «s gl qg” « ®?2 helitagdandiothar ihitiatves [aimiBgat improving local
community quality of life (Serdane ethl A%A%NOPT 4 2®r ka{ ~2kl NF
promotion tool for local businesses and places at the destinafimpactingthe environment

and the local economy. Some examples of ST activities include walking, cycling, guided walks,
local attractions, gastronomy, handicrafts, festivals and events, and local mdikietser,

Griese, & Bosse, 2021; Agapito & Guerreiro, 2023amongotherg. Slow destinationgarise

as places with 'slow' potential that could optimise the rationale of 'slow' to become a
differentiated regional destination bran@@Shang, Yuan, & Chen, 2020, p. 2pased on
distinctive featires, specific sense of place and identitypsada & Mota, 2019; Shang, Yuan,

& Chen, 2020) Exploring Latvia as a case study, Serdane e{24120: 346) posit that ST

can be seen as a "destinatiaelated practice rater than encompassing journeyBueled by

the abovementioned, in the scope dAspiringGeopark Algarvensis approach to geotourism,

this definition will guide our contributions to the strategic development of tourism in this

destinationarea.
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Recommendation:

The slow tourism philosophy should be adopted as the destiragtated practice and vision
guiding decisioimmaking at all levels (from the political and strategic to the operational and

tactical levels).

9. Destination Area Storyworlds: from Anchor Themes to Offer Design

Stories have beaome a focal point in tourism practigeparticularly in promoting tourism
destinations and designirappealing and engagirtgurism experience@Moscardo, 2017b,
2018) . Inthe literature of tourismthe potential of stories is recognized as a holistic structure

to organize, storeand communicate information and guide innovation in tourism experience
design(Moscardo, Stories and design in tourism, 2020b; Brown, Collins, & Duguid, 2016)
Local stories, cultures, lifestyles and environments@etral in interpretation and link with
visitor experiences, particularly in mobile apps and garfesekamplea location based app

that links tourists to places and experience3 he Stockolm Sound project is inspiringlow
Travel Stockholm, 2024)

New trends in museology recognizeeaningmakinginterpretationandinteractionas central

elements to the visitor experienc®lielsen, 2017) wherestorytelling is considered a tool for

creating meanindgDoyle & Kelliher, 2023). Thecurator of the place(museum, destination,

among others) uses storytelling to support the visitor's interpretation and meamaging,

who, inthis context, are encouraged to (co)create their own stori@iyonoputri, Eppan, &

Scott, 2022). The design of appropriate place (destination) Storyworlds is advisable.
N®~2 . u~2zi « 2kpk?a« -Badedagctikit®s thap arediixeddosoke«centrdl i « ® -~
story or a particular character, that expands on that central focoering the audience the

gr | gk ®~ s{{k?2«k ®rk{«kz k« s| "~ pr~zk p~2z
(Moscardo, 2020b, p. 2§ Prk ®rk{k s« é” g~|| kg®s| g sik
(Moscardo, 2020b, p. 3)

Guided by relevant literature on tourism and marketif@grusing on destnations, we
recommend embracintpe storytelling principles to inform a visionary and inspiring storyworld

in the Algarvensiglestinationarea.
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Bearing this in mind, through participatory methodologidéscus groups and nominal groups
as well as explotary team meetings it was possible to identify thehree anchor themes
(cf. phases 2 and 3 of this report) and related subthemes as shawthe following figures
(Figures31-33).

As presented in sections Il and IlI of this reporhet SEAemerged as an anchor theme in
focus group sessions, whidhe nominal group participantsonfirmed According to the
Cambridge DictionarySEA s «  galgywaterthat coversa largepart of the surfaceof

the earth or a largeareaof salty water, smallerthan anocean that

is partly or completelysurrourded by landg (Cambridge Dictionary, 2024)However, the sea
encompasses a broad spectrum of meanings and interpretatrmakingthis conceptvery
challenging when dealingith destination storyworlds. As a symhibls explored in literature,
poetry, philosophy, and everyday life, representing human emotoiisthe mysteries of
existence. As a force of nature, tHeEAembodies pwer, unpredictability, and resilience. It is
also a metaphor for mystery and the unknown that speaks to the human drive to explore,
understand, and uncover the secrets of both the natural world and the inner self. That said,
in this project's scopgethe plurality of the word SEAmust be evident, and the plural is
advisable: th&&EASInspired by the creative and challenging meanings ascribed to the word
SEASIt was possible to identify four main subthemes and a set of transversal tourism

experiences, adfities and eventsas presentedn Figure31.

Figure31. Seas

Ponds, streams, and Festivities and Celebrations

fountains celebrate  popular and

To enhance the region's water religious origins .

resources.

Arts & Crafts

To remember the local and /3
ancestral arts & crafts that
originated in water.

Landscape and Biodiversity

To appreciate and enjoy
the water landscapes.

Proposed Tourism Experiences, Activities and Events

Maritime route Padraids

along the coast “Be a fisherman View from the Low-ener:
Visit to the g valado: maritime : / nergy
revealing the p clam digger for a sea to the nautical
seafloor R (submarine) % ) ¢
communities day” experience land tourism

" route
sea connection

Source: Own Elaboration
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https://dictionary.cambridge.org/dictionary/english/salty
https://dictionary.cambridge.org/dictionary/english/water
https://dictionary.cambridge.org/dictionary/english/cover
https://dictionary.cambridge.org/dictionary/english/large
https://dictionary.cambridge.org/dictionary/english/part
https://dictionary.cambridge.org/dictionary/english/surface
https://dictionary.cambridge.org/dictionary/english/earth
https://dictionary.cambridge.org/dictionary/english/large
https://dictionary.cambridge.org/dictionary/english/area
https://dictionary.cambridge.org/dictionary/english/salty
https://dictionary.cambridge.org/dictionary/english/water
https://dictionary.cambridge.org/dictionary/english/small
https://dictionary.cambridge.org/dictionary/english/ocean
https://dictionary.cambridge.org/dictionary/english/part
https://dictionary.cambridge.org/dictionary/english/completely
https://dictionary.cambridge.org/dictionary/english/surround
https://dictionary.cambridge.org/dictionary/english/land

The LANDemerged as another anchor theme @onstructingAspiringGeoparkAlgarvensis
storyworld. As a noun,LAND g " | f k i k p ssiirfiaceof theceartlétt@dtr ik

not coveredby wateg (Cambridge Dictionary, 2024)Like the SEASthe LANDalso covers
powerful and inspiring meanings. It represents a solid foundation, something firm and
unchanging upon which one can rely. It also extends to security, providing a sense of place,
identity, and belonging. It is where roots are planted, symbolaiwnnection to one's origins,
culture, and heritage. As a nurturing force, a source of sustenance and lifel &Dis a

field to be cultivated, sowing seed®aping harvests, where dreams can be realized new
beginnings camccur. In the scope of ths work, the metaphoric meaning @ANDmust be
taken nto account wha designing a rich and challenging storyworld for the Algarvensis
geopark Figure32 showcases the subthemes and related transversal tourism experiences,

activities, and events.

Figure32. Land

Geological Resources / Geosites Mediterranean Diet

To taste and to live the
Mediterranean way of life.

To discover the geological resources
that the Geopark Algarvensis has to
offer.

Landsoape and Biodiversity Traditional Architecture

To get to know the artistry
of the region's architectural
culture

To enjoy the lands of Geopark
Algarvensis.

Proposed Tourism Experiences, Activities and Events

Mobilisation of

i Ikin xperien
Guling W? 9 Ganmified itinerary Events on the metoposaurus Experianca i
tours with : o programme on food Mediterranean diet
. < for time travel traditional arts to tell i
interpreatition % traditions and route
= experiences and crafts paleontological
and audio guides gastronomy

stories

Source: Own Elaboration

Fromthe data analysiEOPLEmerged as another inspiring anchor theme to the Algarvensis
Geopark as a destinatioarea. As a noun, the Cambridge Dictionary (2024) posits that it
akpka« ®~ & zz childrénwHokvgih aparticdlaccountryriwho have the

samecultureor languagé 1 6 ~pk k21 s| ®rk «k~agr p~2 { k"
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https://dictionary.cambridge.org/dictionary/english/children
https://dictionary.cambridge.org/dictionary/english/live
https://dictionary.cambridge.org/dictionary/english/particular
https://dictionary.cambridge.org/dictionary/english/country
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https://dictionary.cambridge.org/dictionary/english/language

a metaphor, its usefulness for building storyworlds expands, especially in the context of tourist
destinations. As an evocative conceptEOPLEan represent a multitude of ideas. For
example, as a collective body, it suggests that a population functions as a single organism,
with each individual acting as a vital part of the whole. Their ability to maintain
interconnectedness and interdependenamong people lirkk to collective feelings of
happinessandwefl k s | g1 Jk~8zki « 8§"««s~| thdg *{«{§ s|25"®@ si~q
collective conscience and spirit. It also means inclusiveness and diversity. Evargti®ites

to sculptinga vilrant, democratic and resilient community where collective vagling is the
greatest good. It is as a metaphor with its powerful and evocative meanings that, in the
context of this project,PEOPLEmMerge as an anchor theme in the process of building the
storyworld of this destination area. FiguB3 presents related subthemes and the most
relevant tourism experiences, activities and events as suggested during the Focus group and

Nominal group sessions.

Figure33. People

Stories / Events Festivities and Celebrations

To hear and know the rich stories of
this territory.

2 celebrate  popular and
f i

religious origins .
i g e

Communities
Arts & Crafts

To remember the local and
ancestral arts & crafts that
originated in this land.

To meet the people who
enrich this territory.

Proposed Tourism Experiences, Activities and Events

Community

Involvement of Th tical and
Annual itinerant fair Classified ' - invol i BOLecaLo
i Digital activit Storvtelli involvement in )
Schools (visits to ok theAspiring villigae-wslitng igital activity orytelling creating practical classes on
explore G K the storissiof £ - geological
logical eopar e stories o experiences (living
geclogiea A|garvensis rural communities tre r ] LESOUECes
resources) easires

Source: OwikElaboration
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Recommendations

(1) The Aspiring Geopark Algarvensis should adopt the SEAS, LAND and PEOPLE as anchor
themes around which this destinati@area for geetourism in the Algarve should develop
its storytelling, design its brandositioning and value proposition, and so far.

(2) From the above, we also recommend the Aspiring Geopark Algarvensis, as a geotoruism

destinationarea within the Algarve region, should be positioned as follows:
Explore Slowly. Experience Fully.

More than an inspiring sentence, we trust it encapsulates a mindful and deliberate approach

to life by suggesting engaging with a territory thatmphasizes depth over breadth, quality

over guantity, and presence over speed. It invites visitors to slow down and savour special
moments by engaging all senses, emotions and attention in discovery, connecting with
authentic and sensory experiences, cammities, and surroundings. It is an invitation to
reenergize through deep and meaningful experiences. Furthermore, it is a value proposition

that clearly matches the Algarvensis Geopark nature asagpiring{ k { f k2 ~p Q@/ N+
World Geoparks Network andctearly differentiated proposal within a seasonal, mass and

mature tourism destination mostly focused on Sun and Beach, and Golf offers.

10. The Curational Approach to Develop the Destination Storywdrludseugh

Creative Placemaking

Leveraged by the anchor themes, a holistic placemaking appr@@athards, 2020) is
essential for effective creative tourism development émsure coherent and relevant
storyworlds. Itintegrates local resources, meaningaking (storytelling), and creativity
coherent through programming as a key process ensuring local participation, fostering
collective creativity and collaboration. The curational appro&Rhards, 2023) to

developing destination storyworlds through creative placemaking is a powerful strategy since

f- gr2kp zz- g 272®s| g ®rk i k«®s|*"®s~|i« | r2a2
and community involvementhis approach creas immersive and authentic experiences. It
k] r~"] gk« ®rk ~"k&a7rnzz ~s«s®~2 kf8kask]|] gkl «®@

provides economic and social benefits.
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Recommendation:

*ks|q ®rk g 22"®s~|”"z ~"8§8§2a~A"gr dakg~q| s«ki A
destinations development strategy, it is our recommendation to adopt the curational approach

to develop the Aspiring Geopark Algarvensis destinadi@a storyworlds througlereative
placemaking bearing in mind the three anchor themes and relatedtsaimes. Being this a
destinationarea specialized in geotourism, geosites and georesourses must be the hotspots

in the Aspiring Geopark Algarvensis storyworlds.

11. Brand Architecture within the Algarve as a Tourism Destination

Although conceptualized bYNESCQas é «s | qz kIl ~ | spsKki gk~qa@a~8rsgn
landscapes of international geological significance are managed with a holistic concept of protection

ki “gr®s~| ~|i «  «®AXUNESCDZz20824)thé AspiringGEopakk|ABdrventi€ap &

territory placed in the Algarve region. As one of the most popular and powerful tourism destinations
across Europe, it holds a Tourism Board (DMt strategic leader in destination development

It drivesand coordinags destination management amdarketing activities within a coherent

strategy properly articulated with national and governmental bodies.current Algarve

Tourism Board is actually leading the tourism destination Algarve acting in many ways, namely

as an attractive place for domestiand foreign vacationers, identifying target segments,
defining positioning strategies, destination branding, product development, and

communicatior(Turismo do Algarve, 2024)

In the face of the above, th Aspiring GeoparRlgarvensis must, therefore, be aligned with
the strategic options that, in this matter, are defined for the regi¢furismo do Algarve
(PMETA 2.0), 2021). However, this should not be confused with alignindhgeneral tourism
options in the Algarve, but as an opportunity &dd value to the existing offer, contribute to
qualifying and diversifying the offer, selecting demand, redhe ecological footprint and

mitigate the seasonality.

Considering the positive awareness and the awarded natutbeoflgarve as a worldwide

tourism destination (e.g., Guerreiro et.,aP023), it is recommended that the Aspiring
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GeoparkAlgarvensislocated in the central part othe Algarve region, adopt Master/sub
brand Relationship strategyhich benefits from the positive associations in the mind of the
customers about the Algarve, with the master brand (Algarve) adding attributes by the sub
brand (Aspiring Algarvensis Geopark), while the latter aresfigng by the reputation of the
master brand(Datzira Masip & Poluzzi, 2014) This way, theAspiring GeoparRlgarvensis

will also benefit from the associationith Portugal as a nation brand.

Figure34. Brand architecture

¥ visit Algarve

[ ' Porwgql.

S

Source: Own elaboration

Recommendation:

To adopt a Master/sutbrand Relationship strategy as represented in the figure below.

12 Unveiling and Shaping Potential Markets

Inspired by the research developed in section |, namely the characterization of consumer
mindsets global trends in tourism contexts, especially in the Algarve region and in geoparks,
it is possible to unveil a general segment that, in addition, is aligngd the recommended

strategic approach (the Slow Tourism approach). From the above, we trust that this potential
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Aspiring GeoparRlgarvensisegment is sensitive to the outlined vision and strategy. Future
studies must explore and detail this segment teetter understand their motivations,
aspirations, expectations, imagery and wishes. Along with detailed secondary data analysis,
primary data collection withiAspiring GeoparRlgarvensiisitors and others in the region

is recommended as a nextep pracess to decide about an accurate targeting strategy.

Figure35. Profiling a global segment foAspiring Geopark Algarvensis

Interests and Hobbies: MOtivations to VISit:

+ Seek authentic and immersive experiences.

* Take part in ecological and sustainable activities.

* Enjoy natural landscapes and nature trails.

» Get to know and appreciate the local cuisine.

« To create (visual) memories of wonderful,
positive, and unforgettable moments.

* Passionate about nature and outdoor activities.
« Appreciation of sustainable practices.

« Interest in local culture, gastronomy and
history.

Age: +40 years
Level of Education: University
Degree
Travels with family

Expectations: Ideal Travel Scenario:

» Take nature trails and explore the local
biodiversity.

« Visit local markets and sample typical cuisine.

« Take part in cultural workshops and learn about
the history and traditions of the region.

« Stay in sustainable accommodation committed
to ecological practices.

» Safe, family-oriented and calm destination.
» Sustainable tourism and ecotourism offers.
« Connectivity and technological facilities
(tourism apps, digital guides).
Most commonly used social » Personalized experiences that offer immersion
networks: in the local culture and environment.

f . « A good entertainment offer.

SourceOwn Haboration

Informed by the targeting strategy and related markets in the Algarve (PMETA 2.0, 2021),
the following showcasein more detail the issuing markets with more inter@sthe Aspiring
GeoparkAlgarvensiss a geotourism destinatiearea within the Algarve region.
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Figure 36.Target Markets in the Algarve and Suitability of Produckighlighting Priority

Products for theAspiringGeoparkAlgarvensis

Corporate tourism
Portugal . . . . . . . .
Gemany | @ | @ ® ® e © ® O o o ® o
spain e O ® o ® L Ll
France e O o o ® o ® o o [ o o
Ireland . . . . . . . . . . .
Netherlands | @ @ [ ] [ ] o o [ ] (] o o o ®
| @/ ® O O © O O o O o o o
Belgium [ ) @ o O o o o [ ] L ] ] o ®
Denmark . . . . . . . . . . . .
Poland . . . . 6 . . .
Sweden e o [ ] ® ® o [ J ® o [ J [ J d
Switzerland . . . . . . . . . . . .
Austria . . . . . . . . . .
ttaly o ® o ® ® o ® o
Finland . .
Norway [ ] . [ ] o

Legend: @ Priority @ Promising

Source: Own elaboration

13. Key Partners

From the participatory methoglg was possible to identify a set of recommended partnerships
that, giventhe destinationarea definition, will favour the development of the geotourism in

this territory by engaging all parties. Tall® showcassg a list of relevant partners.
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Talle 10. Key partners

Recording Units Context units

Local Development Associations FG1;FG2; FG3

Via Algarviana FG2; FG3

Resident Foreigners' Associations FG4
Associations

Almargem FG3

Algarve Guides and Business Association FG3

QRER FG3
Local Par“h Local parish councils FG3
councils

Community FG2
Community

Artisans FG4

Network of Museums FG2
Networks Portuguese Industrial Tourism Network FG2

Portuguese Creative Tourism Network FG2

Companies (tour operators, ...) FG3
Companies

Proactivetour FG3
Schools Schools FG1;FG4

University of Algarve FG2

Regional Entities
RTA (Regido de Turismo do Algarve)

Source: Own elaboration

14. A Snart DestinationConstruction

Smart tourism enhances decisionaking, improves tourist experiences, and fosters
interactive connections with community stakehold@viehraliyev, Chan, Choi, Koseoglu, &
Law, 2020) It adopts a holistic approach to tourism ddepment, leveraging technology to
drive economic growth, boost visitor satisfaction, and promote sustainable practices. This
approach specifically involves applying information and communication technologies (ICT) to
innovate within the tourism industrymproving operational efficiency, service quality, and
visitor experiencefGretzel, Sigala, Xiang, & Koo, 2015) he transformative potential of ICT
reshapes traditional tourism practices, allowing destinations to adaphecevolving needs

of post-modern travelles (Buhalis & Amaranggana, 2013; Jovicic, 2019; Li, Hu, Huang , &
Duan, 2017). Consequently, smart tourism destinations strategically integrate technology,

innovation, and collaboration into destination management, infrastructure development, and
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stakeholder engagement, thereby enhancing the visitor experience and promoting sustainable
tourism (Baggio Micera, & Del Chiappa, 2020; Boes, Buhalis, & Inversini, 2015; Buhalis,

Bi +~| | ~21 €& >k | gl A%AAN Xs | qiStefn®k, RORQ) k ®° 1
Various digital technologies have proven useful in tourism for enhancing service detfidery a
personalising the visitor experience. Technologies such as big data analytics, mobile
applications, social media platforms, and virtual reality are employed to collect and analyse
data, improve service delivery, and create personalised visitor expes{@&itgahya & McLean,

2022; Buhalis & Amaranggana, 2013)

This framework emphasises that the smart tourism concept can be effectively applied to
geoparks, enhancing visitor experiences by providing access to geospatial information,
multimedia content, and interactive guides, thereby improving understanding precagiion

of geological features and cultural heritage sitg8uhalis & Amaranggana, 2015;
Buonincontri & Micera, 2016) It also enhances visitor interpretation through digital
storytelling, virtual tours, and intactive exhibits that engage visitors and convey information
about geological processes, biodiversity, and conservation effédezalezReverté, 2019;
Jovicic, 2019; Mandi & Garbin Prardgevd, 2019) .

Additionally, smart tourism supports visitor management and sustainability by offering real
time data on visitor flows, resource utilisation, and environmental impggitg\rchi, et al.,

2023; Fyall & Garrod, 2@0; Jovicic, 2019). It fosters community engagement and
stakeholder collaboration by leveraging social media platforms, crowdsourcing, and online
forums to gather feedback and involve local communities in decisi@aking processes
(Garrod, Fyall, Leask, & Reid, 2012; Khan, Woo, Nam, & Chathoth, 20RTjthermore, it
enhances destination promotion through targeted advertising, personalised recommendations,
and virtual experiences using digital marketing campaigns, soeiih influencers, and online
travel platforms(Buhalis & Amaranggana, 2015; Gretzel, U., Werthner, Koo, & Lamsfus,
2015; Jovicic, 2019). By integrating smart tourism principles into geopark strategies,
destinations can create more engaging, sustainable, and memorable experignesgdrs

while preserving and promoting geological heritage. This approach aligns with geopark
management goals to conserve geological diversity, foster community development, and

promote responsible tourism practices.
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Recommendation:

Considering the above, a smart destination strategy must be a priority in the Aspiring
Algarvensis GeoparRhe participants in diverse Focus groups were instigated to disclose
technological solutions that, in their view, should be included in the destinatrea strategy

as a priority. Table 11 shows the main results.

Tablell. Technology Solutions

Source: Own elaboration

15. Crafting the Marketing Communication

Designing a solid, consistent, and realistic communication strategy tailored to target markets

is crucial for the success and sustainability of a destinatamea. A welldesigned
communication strategy will effectively engage target audiences since grofeds in charge

Hszz g22*p® ®"sz~2ki {k««™gk« aadvent@Gre feck@gr « §}

cultural enthusiastsand family travellers, among others. From the marketing management
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