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IMPULSE

Corporate Social 
Responsibility (CSR)
Economic Success, Operational 
Environmental Protection and Social 
Responsibility: Seminars for Hoteliers 
and Tour Operators

Corporate Social Responsibility (CSR) – while in 
many branches already an important element of 
corporate culture, it is still in its infancy in tourism.

Hoteliers and tour operators in particular have to 
respond proactively to these ecological, econom-
ic and social changes and challenges. Travellers 
are increasingly becoming aware of issues such 
as integrity of nature, climate change and fair 
social and economic development in the destina-
tions. In Germany sustainable tourism products 
achieve double-digit growth rates every year. In 
order to gain a long-term strategic competitive 
advantage in this respect, it will take more than 
just paying lip service without a real commitment 
to such business values as social responsibility 
and environmentally-sound management. These 
values must be ‘lived by’ and actively practised in 
the enterprise. Innovative products, creative cor-
porate management and sustainable technolo-

gies help to achieve internal environmental 
protection, social responsibility and eco-

nomic success. Businesses can ben-
efit in many ways:

• 1. Reducing Costs: Lower 
costs by pursuing opportuni-
ties to reduce and optimise 
the use of energy resources 
as well as internal operation-
al processes.               

• 2. New Customers: A 
systematic focus on CSR 
and carbon-neutral solu-

tions will help to reach new 
customer segments and thus 

to gain an advantage over 
your competition.  

• 3. Loyalty of Staff: Staff who have 
been actively involved in processes of 

innovation identify more closely with their 
company and show increased motivation.

DESTINATION 
Sustainable Tourism Development 
in Northern India

Under the direction of mascontour an 
18-month project, financed by GIZ, was 
started with the aim of gradually establish-
ing sustainability and quality standards  in 
Uttarakhand/India.  >>> Page 3

SEMINARES 
Corporate Social Sustainability  in 
Tourism Sector
mas|contour will offer seminars on Corporate 
Social Responsibility (CSR) for hoteliers and 
tour operators in Germany, Thailand and Sri 
Lanka in 2011. >>> Page 1-2

PR/MARKETING 
PR and Marketing Representation 
of Serbia  
mas|contour assumes PR and marketing 
representation of National Tourism Organi-
sation of Serbia in Germany. >>> Page 2

• 4. Environmental Protection: A valuable contri-
bution to protecting natural resources is made. 

• 5. Image Improvement: Innovative sustainable 
products help to create a positive corporate 
 image.

mas|contour carries out seminars on Corporate 
Social Responsibility (CSR) for hoteliers and 
tour operators in partnership with the Pacific Asia 
Travel Association (PATA) in Thailand and Sri 
Lanka, and in cooperation with Deutsches Semi-
nar für Tourismus - DSFT (German Seminar for 
Tourism) in Berlin/Germany. 

Hiran Cooray, 
Chairman 

“With these seminars PATA intends to 
give hoteliers and tour operators a well-
rounded introduction to the subject of 
CSR and so provide a viable and realistic 
opportunity to establish themselves in the 
growing responsible tourism market.”



Mascontour / P.O. Box 171137 / 10203 Berlin, Germany / Fon +49 30 616 257 47 / Fax + 49 30 616 025 84/ www.mascontour.info

Nr. 1     04.2011 

2

The seminars include presentations and on-site 
visits and offer the participants plenty of opportu-
nity for discussion and work on their own internal 
objectives. A crucial component of the seminars is 
the transformation process into sustainable corpo-
rate management. For more information please 
visit  www.mascontour.info. 

The seminar on ‘CSR and hotel business’ in Ger-
man language will take place in Berlin on 21 and 
22 November 2011. For registration please contact 
DSFT directly at.www.dsft-berlin.de. 

CSR Days at the Vienna Interna-
tional Travel Industry Trade Show 
(“Ferienmesse Wien”)

On 13 and 14 January 2011, in cooperation with 
Friends of Nature International and ECPAT Austria, 
Ferienmesse Wien (Vienna) organised the first 
orientation meetings on CSR. Nicole Häusler gave 
two presentations focusing on ‘CSR and target 
groups’ and ‘CSR and hotels’.

mas|contour assumes PR and Mar-
keting Representation of Serbia in 
the German Market

The National Tourism Organisation of Serbia 
(NTOS) has commissioned mas|contour to act as 
its PR and marketing representative in the German 
market. The first step was the successful organisa-
tion of the press conference at this year’s ITB tour-
ism fair in Berlin, which was attended by numerous 
journalists, media representatives, tour operators 
and travel agencies. This was the continuation of a 
promising start for Serbia in the German market: in 
January 2011 Serbia organised its first trade show 
in a number of German cities and also participated 
in the CMT tourism fair in Stuttgart for the first time. 

As well as supporting the National Tourism Organi-
sation of Serbia in its PR and marketing activities 
in the German market, the interdisciplinary team at 
mas|contour will provide assistance in conducting 
market research and organising tourism-related 
events. The establishment of an information brok-
ering system for all German partners who have an 
interest in Serbia as a destination is also planned.

Hendrik Wintjen will head the PR coordination and 
visited Serbia in February following an invitation 
by NTOS to participate in the International Fair of 
Tourism (IFT) in Belgrade to get first-hand informa-
tion on the newest trends in the tourism sector. 

Summing up his impressions, he notes: “The des-
tination Serbia is in a take-off phase.” Conversa-
tions with many tourism stakeholders lead him to 
this conclusion, as well as the arrival numbers of 
German tourists to Serbia. 

Apart from the well-known highlights such as the 
Danube cruises, city breaks in the metropolises of 
Belgrade and Novi Sad and various music festivals 
such as the Nišville Jazz Festival, the Guča Trum-
pet Festival and the EXIT Festival in Novi Sad, the 
untouched nature of Serbia and its cultural treas-
ures are waiting to be discovered. “To make these 
hidden gems better known in the German market 
will also be part of our job”, emphasises Hendrik 
Wintjen. 

Market Analysis of Cultural Indus-
try in Yemen

The Republic of Yemen is located in the southwest 
corner of the Arabian Peninsula and is one of the 
cultural centres of the Middle East. Yemen is shak-

en by revolutionary upheavals and civil war-like 
conditions and is one of the world’s poorest coun-
tries. 35% of its population live below the national 
poverty line, and 41% can neither write nor read.

For the population in Yemen, mostly young people, 
the situation is particularly difficult. About half of all 
Yemenis are under 15 years of age, and one third 
is between 15 and 24 years old. Many adolescents 
are unemployed. The Yemeni government and the 
international development organisations working 
in Yemen see the rich artistic and cultural tradition 
as an important key to poverty reduction, because 
it offers a professional future, especially for the 
young.

On behalf of the Yemeni NGO Social Fund for De-
velopment (SFD) mas|contour has conducted an 
integral market analysis of the domestic cultural 
industry market in three selected regions, conduct-
ing surveys among handicraft businesses, cultural 
institutions, traditional food producers and music 
groups. 

The survey allowed mas|contour and SFD to iden-
tify promising sectors and financing possibilities 
and to develop a strategy to improve the marketing 
of Yemeni cultural goods. In addition, a database 
was created during the project to allow for continu-
ous long-term monitoring of the development in the 
domestic culture industry.

Essential future markets identified by the project 
include frankincense products, copper and silver 
handicraft, the manufacture of traditional daggers 
(jambias) and traditional foodstuffs. All of these 
areas should increasingly focus on export and, as 
soon as the tourism industry recovers, specifically 
establish links with the cultural industries market.
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If you have received this e-mail in error, 
we would like to apologise.
To unsubscribe from our mailing list, 
please send an e-mail from your account 
to unsubscribe@mascontour.info with the 
subject “Unsubscribe”. Your e-mail ad-
dress will then be immediately removed 
from the mailing list.
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mas|contour – Tourism Consulting & 
Regional Planning
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10203 Berlin – Germany
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Exploring Nature by Canoe for 
Educationally Disadvantaged 
Children and Youth: Products and 
Guidelines

For over two years, in cooperation with the Fed-
eral Association for Canoe Tourism (BKT) and the 
Association for the Environment and Nature Con-
servation (BUND), mas|contour has worked on a 
model project to develop nature experience and 
environmental education products through canoe-
ing, especially for educationally disadvantaged 
children and youth.

The most distinctive new feature of this project, 
along with the specifically selected target group, 
was the implementation of continuous and close 
collaboration between BTK canoe rentals, nature 
conservation experts at BUND and other spe-
cialists. Funded through grants from Deutsche 
Bundesstiftung Umwelt (DBU), the initiative was 
already honoured as a project of the UN Decade 
of Education for Sustainable Development in 2008.

Upon completion of the project, BKT and BUND 
published a set of guidelines entitled “Will Switch 
Gamepad for Paddle: How to Develop Creative 
Leisure Activities for Educationally Disadvantaged 
Children and Youth”. The guidelines are aimed at 
canoe tourism professionals, environmental as-
sociations, teachers and educators as well as car-
egivers and youth workers. 

“In our media- and consumption-focused socie-
ty, opportunities to appreciate nature first-hand 
are becoming increasingly rare, particularly for 
educationally disadvantaged children and youth,” 
says Anja Gretzschel, Managing Director at BKT. 
“We are hoping that this manual will encourage as 
many actors in the field of children and youth work 
in Germany as possible to develop similar recrea-
tional programs.” 

The German version of the manual is available for 
download on our website at http://www.mascon-
tour.info/Media/Leitfaden_handout.pdf. 

Sustainable Tourism Development 
in Northern India

The northern Indian state of Uttarakhand is vis-
ited by more than 20 million Indian tourists every 
year. Uttarakhand in particular is a very impor-
tant destination for pilgrims. Under the direction 
of mas|contour an 18-month project was started 
with the aim of gradually establishing sustainability 

and quality standards in the region and to prepare 
sustainable infrastructure projects in tourism, with 
a major focus on Corbett National Park, which is 
famous for its Bengal tigers and wild elephants.

Measurement of Tourism-Induced 
Monetary Flows in Montenegro

Tourism is Montenegro’s most significant economic 
sector. Between 2008 and 2010 about one million 
international tourist arrivals were recorded in the 
southern Adriatic country. According to the World 
Travel & Tourism Council (WTTC), Montenegro 
has been one of the countries with the highest 
growth rates for years. However, tourism in Mon-
tenegro also faces a number of problems, includ-
ing its distinct seasonality, its extensive ‘grey mar-
ket’, the largely uncontained construction boom, 
and the fact that most of the country’s tourism in-
dustry is concentrated along the 200-km coastline, 
which makes it impossible for the inland regions to 
benefit from tourism revenues.

Against this background, mas|contour has been 
commissioned by the Tourism Ministry of Montene-
gro and German International Cooperation (GIZ) to 
analyse tourism-induced cash flows, with a special 
focus on food supply chains and income distribu-
tion. The results show, among other things, that 
accommodation providers in the inland regions 
and providers of medium- or lower-standard ac-
commodation generate employment effects that 
are more advantageous than expected. In addi-
tion, mas|contour has analysed a guest survey to 
identify types of tourists in respect to their main 

activities and their preferred Montenegrin desti-
nations. The results of both analyses have been 
integrated into two forecasting tools developed by 
mas|contour, which will support the Tourism Min-
istry of Montenegro in the impact assessment of 
future tourism investments.

Destination Management in 
Ecuador 

The “First Meeting for the Promotion of Tourism on 
the Provincial Level” (Primer Encuentro Interpro-
vincial de Fomento Turístico) was held in Salinas, 
Ecuador from 28 September to 1 October 2010; 
organised by the Association of Provincial Coun-
cils of Ecuador (CONCOPE) with support from the 
Ecuadorian Ministry of Tourism (MINTUR) and Bel-
gian Technical Cooperation (BTC). 

Hendrik Wintjen gave a presentation on  “Destina-
tion Management Organisations: Actors, Mecha-
nisms, Products and Services”, putting particular 
emphasis on the principles of destination manage-
ment on the provincial level and providing specific 
examples from different countries. The presenta-
tion also stressed the importance of a market-
oriented approach which involves participation of 
all relevant actors in the destination and the role of 
professional destination management in ensuring 
the competitiveness of a tourism area.    


