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Destination branding and marketing form the foundation of tourism industry 
growth, but it is increasingly important that the strategies employed consider 
and promote sustainable solutions. This book provides a comprehensive set 
of tools and techniques for branding and marketing for sustainable tourism 
development. It blends tourism and marketing strategies with practical, 
innovative information technology solutions and a psychological perspective, 
providing illustrative case studies and examples to aid understanding. 
Addressing opportunities and challenges across the field, it also reviews 
how different types of tourism such as community based, accessible, film, 
agricultural and cultural-heritage tourism entail unique issues for development. 

Competition between destinations has led to a real need for different strategies 
in order to differentiate the tourism product. This book:

• Uniquely covers both marketing and branding of a destination from
a sustainability perspective;

• Considers the role of emotions and experiences when advertising
a destination;

• Brings together a set of global authors to provide a varied and universally
applicable approach to the subject.

A thought-provoking read for anyone interested in questions of sustainability 
in destinations, this book provides an invaluable resource for researchers 
of tourism, marketing and international development studies as well as 
destination managers.
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Foreword

Despite ongoing and prominent debates about overtourism, the optimisation of  tourism, the role 
of  destination management organisations and the role of  the state in tourism, it is clear that sus-
tainability is the most important topic to understand for scholars and professionals in our industry.  
Unless we find ways to make tourism more sustainable, the future of  the global tourism industry, 
which accounts for more than 300 million jobs worldwide, is in doubt.

This edited collection makes an important contribution to this pressing topic by considering sus-
tainability in the context of  branding and marketing. This is an area that has hitherto been relatively 
neglected in the literature, which has tended to focus on the behaviours of  tourists, or the impacts of  
tourism operations in destinations.  In a market saturated by images and driven by intense interna-
tional competition, it is vital that destinations and tourism businesses prioritise how to best promote 
themselves in a sustainable way, encouraging responsible tourist behaviour and aligning themselves 
with sustainable development in the minds of  consumers.  

The next generation of  tourists are the most environmentally and socially conscious we have 
ever seen.  The growth of  global environmental protest movements and the development of  citizen 
activism in the developed and developing economies, shows us that this new consciousness is an 
international phenomenon. The tourists of  the near future will hold the tourism industry to increas-
ingly high standards of  sustainability. There are countless examples of  tourism working as a force for 
good, creating jobs and preserving landscapes, but new approaches to branding and marketing are 
needed to communicate this effectively, across a range of  new and evolving digital media. 

Within this volume there is an excellent collection of  best practice case studies, as well as meth-
odological innovations and exciting stimuli for future research on tourism and sustainability. It is a 
truly international collection, with links to tourism in all of  its diversity of  forms.  

 Dr James Kennell, FTS, MA, PGDip, SFHEA
 Principal Lecturer in Tourism
 Department of  Marketing, Events and Tourism,
 University of  Greenwich, UK
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Preface

Nowadays, sustainability is not an option in the tourism industry, but a key tool to ensure competitive-
ness and the involvement of  tourists in the responsible management of  destinations. Consequently, 
we must know how to communicate sustainability in the tourism sector by taking care of  the way of  
sharing its main goals, being credible and honest.

The tourism industry has changed significantly during the last decade. The increasing competi-
tiveness among destinations to attract new visitors is generating the need to use different strategies 
in order to consolidate the destination image, which becomes a great challenge. This challenge is 
even greater when destination branding and marketing are linked to aspects related to sustainability 
and responsibility.

The general image of  a destination can be transformed by adopting strategies and tactics of  
branding and marketing. In the current environment of  growing competitiveness, the loyalty of  
clients and their potential as prescribers of  destinations do not only depend on having an element 
that makes the destination stand out from the competition, but the exclusivity that must be felt by the 
clients and the reward of  enjoying activities adapted to their needs. 

This book aims to provide theoretical and practical content for academics, researchers, stu-
dents, policy makers, destination managers and other stakeholders in the travel, tourism and hospi-
tality industry. Through the presentation of  cases and examples, the book provides a comprehensive 
set of  tools and techniques for branding and marketing for sustainable tourism development.

Throughout the different chapters, the reader will find experiences on different aspects of  
sustainable destination branding and marketing, such as security, tourism policy, luxury image, 
information and communication technologies or tourist behaviour. Additionally, various tourist ty-
pologies, such as accessible tourism, rural tourism, food tourism, dark tourism and film tourism will 
be analysed.

 Anukrati Sharma
 University of  Kota, Rajasthan, India 
 10 April 2019

©CAB International 2020 – for personal use of authors



34 E. Mankhomwa et al.

Boniface, B. and Cooper, C. (2009) Worldwide Destinations: The Geography of Travel and Tourism, 5th 
edn. Butterworth- Heinemann, Oxford.

Briggs, P. (2010) Malawi, 5th edn. Bradt, The Globe Pequot Press Inc, Guilford, CT.
Brown, S.W., Fisk, R.P. and Bitner, M.J. (1994) The development and emergence of services mar-

keting thought. International Journal of Service Industry Management 5(1), 21–48. DOI: 
10.1108/09564239410051894.

Carter, D.E. (1999) Branding: The Power of Market Identity. Hearst Books International, New York.
Chang, R.C.Y., Kivela, J. and Mak, A.H.N. (2010) Food preferences of Chinese tourists. Annals of Tourism 

Research 37(4), 989–1011. DOI: 10.1016/j.annals.2010.03.007.
Coltman, M. (1989) Tourism Marketing. Van Nostrand Reinhold, New York.
Cooper, C., Fletcher, J., Gilbert, D. and Wanhill, S. (1993) Tourism Principles and Practice. Pitman 

Publishing, London.
Darmer, P. and Sundbo, J. (2008) Introduction to experience creation. In: Sundbo, J. and Darmer, P. (eds) 

Creating Experiences in the Experience Economy. Edward Elgar, Cheltenham, UK, pp. 1–2.
Department of Tourism (2008) Malawi Tourism Strategic Plan. Malawi Government, Lilongwe, Malawi.
Dwyer, L. and Kim, C. (2003) Destination competitiveness: determinants and indicators. Current Issues in 

Tourism 6(5), 369–414. DOI: 10.1080/13683500308667962.
Echtner, C.M. and Ritchie, J.R.B. (2003) The meaning and measurement of destination image. The Journal 

of Tourism Studies 2(2), 37–48.
Euromonitor (2010) Travel and Tourism in the Gambia. Euromonitor.
Euromonitor (2011) Travel and Tourism in Malawi, South Africa and Zambia. Euromonitor.
Florek, M., Insch, A. and Gnoth, J. (2006) City council websites as a means of place brand identity com-

munication. Place Branding 2(4), 276–296. DOI: 10.1057/ palgrave. pb. 6000036.
Gartner, C. and Cukier, J. (2012) Is tourism employment a sufficient mechanism for poverty reduc-

tion? A case study from Nkhata Bay, Malawi. Current Issues in Tourism 15(6), 545–562. DOI: 
10.1080/13683500.2011.629719.

George, R. (2004) Marketing South African Tourism and Hospitality, 2nd edn. Oxford University Press 
Southern Africa, Cape Town.

George, R. (2007) Managing Tourism in South Africa. University Press Southern Africa, Cape Town, Oxford.
Gets, D., Robinson, R., Andersson, T. and Vujicic, S. (2014) Foodies and Food Tourism. Goodfellow 

Publishers, Oxford.
Gordon- Davis, L. and Van Rensberg, L. (2002) Nutrition and Menu Planning. Juta and Company, 

Lansdowne, Cape Town.
Hsu, C.H.C., Wolfeb, K. and Kangea, S.K. (2004) Image assessment for a destination with limited com-

parative advantages. Tourism Management 25(1), 121–126. DOI: 10.1016/S0261-5177(03)00062-1.
Kanama, D. and Nakazawa, N. (2017) The effects of ingredient branding in the food industry: case stud-

ies on successful ingredient- branded foods in Japan. Journal of Ethnic Foods 4(2), 126–131. DOI: 
10.1016/j.jef.2017.05.010.

Lee, K., Scott, N. and Packer, J. (2014) Habitus and food styles: in- destination activity participation of 
slow food members. Annals of Tourism Research 48, 207–220. DOI: 10.1016/j.annals.2014.06.009.

Lickorish, L.J. and Jenkins, C.L. (1997) The Cultural Impacts of Tourism on the Host Communities. 
Butterworth- Heinemann, Oxford.

Lillicrap, D., Cousins, J. and Smith, R. (2002) Food and Beverage Service, 6th edn. Hodder and Stoughton, 
London.

Mak, A.H.N., Lumbers, M. and Eves, A. (2012) Globalisation and food consumption in tourism. Annals of 
Tourism Research 39(1), 171–196. DOI: 10.1016/j.annals.2011.05.010.

Malawi Government (2008) Revised Tourism Strategic Marketing Plan. Ministry of Tourism, Wildlife and 
Culture, Lilongwe, Malawi.

Malawi Government (2017) Malawi Growth and Development Strategy III. Government Press, Lilongwe, 
Malawi.

Meyer, D. (2006) Caribbean tourism, local sourcing and enterprise development: review of the literature. 
Pro- Poor Tourism Partnership. Working Paper No. 18. The Travel Foundation, Bristol. Available at: 
https://www. odi. org/ sites/ odi. org. uk/ files/ odi- assets/ publications- opinion- files/ 4038. pdf (accessed 
30 July 2019).

Ministry of Tourism (2009) National Tourism Policy for Malawi. Malawi Government, Lilongwe, Malawi.
Mitchell, J. and Faal, J. (2007) Holiday package and the poor in The Gambia. Journal of Development 

Southern Africa 24(3), 445–464. DOI: 10.1080/03768350701445541.

©CAB International 2020 – for personal use of authors

https://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-files/4038.pdf


35Food, Tourism, Destination Branding and Marketing

Mitchell, J. and Faal, J. (2008) The Gambian Tourist Value Chain and Prospects for Pro- Poor Tourism, 
Working Paper 289. Overseas Development Institute, London.

Moon, H. and Sprott, D.E. (2016) Ingredient branding for a luxury brand: the role of brand and product fit. 
Journal of Business Research 69(12), 5768–5774. DOI: 10.1016/j.jbusres.2016.04.173.

National Statistical Office (2008) Population and Housing Census. Preliminary Report. Government Press, 
Lilongwe, Malawi.

Oh, H., Fiore, A.M. and Jeoung, M. (2007) Measuring experience economy concepts: tourism applica-
tions. Journal of Travel Research 46(2), 119–132. DOI: 10.1177/0047287507304039.

Page, S.J. and Connell, J. (2009) Tourism: A Modern Synthesis, 3rd edn. Cengage Learning, Andover, 
Hampshire.

Phiri, D.D. (2010) History of Malawi. Vol. 2. Claim Publishers, Blantyre, Malawi.
Pike, S. (2004) Destination Marketing Organisations, Advances in Tourism Research Series. Elsevier, 

Amsterdam.
Pike, S. and Page, S. (2014) Destination marketing organisations and destination marketing: a narrative 

analysis of the literature. Tourism Management 41, 1–26. DOI: 10.1016/j.tourman.2013.09.009.
Pine, B.J. and Gilmore, J.H. (1998) Welcome to the experience economy. Harvard Business Review 76(4), 

97–105.
Ponnam, A., Sreejesh, S. and Balaji, M.S. (2015) Investigating the effects of product innovation and ingre-

dients branding strategies on brand equity of food product. British Food Journal 117(2), 523–537. 
DOI: 10.1108/BFJ-12-2013-0376.

Poria, Y., Butler, R. and Airey, D. (2006) Tourism perceptions of heritage exhibits: a comparative study from 
Israel. Journal of Heritage Tourism 1(1), 51–72. DOI: 10.1080/17438730608668465.

Qu, H., Kim, L.H. and Holly, I.H. (2011) A model of destination branding: integrating the concept of brand-
ing in destination image. Tourism Management 32(3), 465–476. DOI: 10.1016/j.tourman.2010.03.014.

Rabbiosi, C. (2016) Place branding performances in tourist local food shops. Annals of Tourism Research 
60, 154–168. DOI: 10.1016/j.annals.2016.07.002.

Reader’s Digest (1986) Universal Dictionary. Reader’s Digest Association, Boston, MA.
Republic of the Gambia (2016) The Gambia National Policy. United Nations Development Programme, 

Bakau, The Gambia.
Ryan, C. (2002) The Tourist Experiences. Continuum, London.
Scheyvens, R. (2002) Tourism for Development: Empowering Communities. Prentice Hall, London.
Seddighi, H.R. and Theocharous, A.L. (2002) A model of tourism destination choice: a theoretical and 

empirical analysis. Tourism Management 23(5), 475–487. DOI: 10.1016/S0261-5177(02)00012-2.
Shone, A. and Parry, B. (2004) Successful Event Management: A Practical Handbook, 3rd edn. Cengage 

Learning, Andover, Hampshire.
Singh, A. and Kathuria, L.M. (2016) Understanding drivers of branded food choice among low- income 

consumers. Food Quality and Preference 52, 52–61. DOI: 10.1016/j.foodqual.2016.03.013.
Snyman, L. and Sawa, A. (1995) Reflections of the South African Table. S and S Publishers, Hout Bay, 

Cape Town.
Somos, F. and Sin Yiu, R.L. (2016) Implementing food tourism in destination branding: a case study of 

Copenhagen. Master’s thesis. Faculty of Humanities, University of Copenhagen.
Swarbrooke, J. and Horner, S. (1999) Consumer Behaviour in Tourism. Butterworth- Heinemann, Oxford.
Telfer, D.J. and Wall, G. (1996) Linkages between tourism and food production. Annals of Tourism 

Research 23(3), 635–653. DOI: 10.1016/0160-7383(95)00087-9.
The Eye (2017) The Eye Malawi: The Insider’s Guide to Malawi (online magazine). Available at: http://www. 

theeyemw. com (accessed 4 April 2018).
Thomas- Francois, K., von Massow, M. and Joppe, M. (2017) Service- oriented, sustainable, local food val-

ue chain – a case study. Annals of Tourism Research 65, 83–96. DOI: 10.1016/j.annals.2017.05.008.
Thompson, C., O'Hare, G. and Evans, K. (1995) Tourism in the Gambia: problems and proposals. Tourism 

Management 16(8), 571–581. DOI: 10.1016/0261-5177(95)00080-1.
The Daily Times (2018) The exchange rates. Business News Press Release, Blantyre Print, Blantyre, 

Malawi.
Truong, T.-H. and King, B. (2006) Comparing cross- cultural dimensions of the experiences of interna-

tional tourists in Vietnam. Journal of Business Systems, Governance and Ethics 1(1), 65–75. DOI: 
10.15209/jbsge.v1i1.69.

UNDP (United Nations Development Programme) (2012) National Tourism Policy. Gambia Tourism 
Authority, Banjul, The Gambia.

©CAB International 2020 – for personal use of authors

http://www.theeyemw.com
http://www.theeyemw.com


36 E. Mankhomwa et al.

UNDP (United Nations Development Programme) (2014) Country Policy Brief. Development Effectiveness: 
The Case of Gambia. Available at: http://www. undp. org/ content/ dam/ gambia/ docs/ GMB_ UNDP_ 
Gambia_ Policy_ Brief. pdf (accessed 5 May 2018).

UNIDO (United Nations Development Organization) (2008) Millennium Cities Initiative: Investment 
Opportunities for Development. A UNIDO’s Contribution to MGDS. Earth Institute of Columbia 
University, New York.

UNWTO (United Nations World Tourism Organization) (2004) Indicators of Sustainable Development 
for Tourism Destinations. A Guide Book. World Tourism Organization, Madrid. Available at: http://
www. adriaticgreenet. org/ icareforeurope/ wp- content/ uploads/ 2013/ 11/ Indicators- of- Sustainable- 
Development- for- Tourism- Destinations- A- Guide- Book- by- UNWTO. pdf (accessed 30 July 2019).

UNWTO (United Nations World Tourism Organization) (2012) Global report on food tourism. UNWTO, 
Madrid. Available at: http:// cf. cdn. unwto. org/ sites/ all/ files/ pdf/ global_ report_ on_ food_ tourism. pdf 
(accessed 9 May 2018).

UNWTO (United Nations World Tourism Organization) (2017) UNWTO Tourism Highlights: 2017 Edition. 
World Tourism Organization, Madrid. Available at: https://www. e- unwto. org/ doi/ pdf/ 10. 18111/ 
9789284419029 (accessed 8 May 2018).

World Bank (1986) The Republic of the Gambia Travel and Tourism Report. World Bank, Washington, DC.
World Bank (2010) Malawi Travel and Tourism Report: Realizing the Potential. Report No. 62353- MW. 

Finance and Private Sector Development Africa Region, World Bank, Washington, DC.
WTTC (World Travel and Tourism Council) (2017) World Travel and Tourism Economic Impact 2017. 

Available at: https://www. wttc. org/-/ media/ files/ reports/ economic- impact- research/ regions- 2017/ 
world2017. pdf (accessed 6 May 2018).

©CAB International 2020 – for personal use of authors

http://www.undp.org/content/dam/gambia/docs/GMB_UNDP_Gambia_Policy_Brief.pdf
http://www.undp.org/content/dam/gambia/docs/GMB_UNDP_Gambia_Policy_Brief.pdf
http://www.adriaticgreenet.org/icareforeurope/wp-content/uploads/2013/11/Indicators-of-Sustainable-Development-for-Tourism-Destinations-A-Guide-Book-by-UNWTO.pdf
http://www.adriaticgreenet.org/icareforeurope/wp-content/uploads/2013/11/Indicators-of-Sustainable-Development-for-Tourism-Destinations-A-Guide-Book-by-UNWTO.pdf
http://www.adriaticgreenet.org/icareforeurope/wp-content/uploads/2013/11/Indicators-of-Sustainable-Development-for-Tourism-Destinations-A-Guide-Book-by-UNWTO.pdf
https://www.e-unwto.org/doi/pdf/10.18111/9789284419029
https://www.e-unwto.org/doi/pdf/10.18111/9789284419029


154
© CAB International 2020.  Sustainable Destination Branding and Marketing: Strategies 

for Tourism Development (eds A. Sharma et al.)

14 Environmental Sustainability on 
Tourism Business Enterprise: Model 

and Case

Azizul Hassan1*, Krishnan Umachandran2 and Hengky Sumisto Halim3

1Tourism Consultants Network, Tourism Society, London, UK; 2Nelcast Limited, 
Chennai, India; 3Bina Darma University, Palembang, Indonesia and Research Center 

Prasetiya Mandiri, Palembang, Indonesia

*Corresponding author:  azizulhassancmet@ gmail. com

Introduction

Environmental sustainability is a valid topic of  
the present time relating to people’s realization 
in terms of  impacts of  their activities on the en-
vironment. Also, environment sustainability as 
a subject is gradually becoming of  interest to 
diverse parties including general beneficiaries, 
academics, governmental or non- governmental 
agencies and media in particular. The growing 
concerns and attentions are leading to research 
to assess the impact of  human activities on na-
ture and the environment (Bricker et al., 2014). 
Even though environmental sustainability has 
managed to get a great deal of  attention from 
academia for scientific research, this area still 
remains less prioritized in tourism, in particular. 
This lesser interest of  tourism researchers in this 
defined area validates the necessity to prepare 
this research. In practice, environmental sus-
tainability attracts the attention of  concerned 
parties, but this area still remains under- 
researched with particular reference to tourism 
business enterprises. Several studies have exam-
ined the Sundarbans as a case study (Hassan, 
2012). This forest is a declared Natural World 

Heritage Site of  UNESCO and the largest man-
grove forest in the world. The land area as oc-
cupied by this forest extends beyond Bangladesh 
to India. However, a recent incident brought this 
forest to the attention of  those responsible for 
the environment. This study places particular 
focus on tourism business enterprises regard-
ing their responsibility for the environment. 
Later, this study suggests implications based on 
existing literature and empirical cases aimed to 
propose models of  environmental sustainability. 
This study uniquely combines existing literature 
with a selected case that has faced catastrophic 
circumstances due to irresponsible business 
practices in recent times. After critically explain-
ing the circumstances and evidence, the study 
suggests some models relating environmental 
sustainability roles to tourism enterprises. This 
study thus emphasizes environmental sustain-
ability while analysing the roles of  tourism busi-
ness enterprises. Later, this research proposes a 
model suggesting more responsibility towards 
nature and the environment. Environmental 
sustainability as implications of  the study re-
quires to be considered by tourism business 
enterprises.
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Environmental Sustainability and 
Nature

Environment and natural habitat can be dis-
turbed by unexpected human activities and such 
disturbances can be expanded over time and 
over diverse areas (Alderman, 1991; Costanza 
and Patten, 1995; Kibert et al., 2011). Human 
and non- human disturbances to the environ-
ment and nature can appear in several forms, 
including woodland and rainforest logging and 
reduction of  forests; pollution in lakes, rivers, 
oceans and water reservoirs, making them un-
suitable for water habitats, including fish; exces-
sive burning of  fossil fuels that directly harms 
the atmosphere and even, damaging major cul-
tivable agricultural lands by applying unrealis-
tic and unsuitable farming practices (Matador 
Network, 2018). The first concern about sus-
tainability arises from awareness and conscious-
ness about both positive and negative impacts 
of  human activity. In principle, environmental 
sustainability aims to preserve and expand en-
vironmental capabilities to support human ex-
istence on earth. Environmental sustainability 
is not always fully represented through waste 
reduction or, even less, energy consumption by 
humans (Giannecchini, 1993; Morelli, 2011). 
In practice, this type of  sustainability is about 
positive decision making by the people responsi-
ble, to reduce negative impacts on the environ-
ment (UNEP, 2018).

Environmental Sustainability and 
Decision Making

The convergence of  internet, unlimited access 
and convenience, rising customer confidence 
in online shopping, and changed expectations, 
provide a global market for legitimate online 
sales. This allows differentiating experiences 
and is a key driver to continue to grow ahead of  
the tourism market. This also suggests the rise 
of  technology- aided customizations to continue 
to win and maintain customer loyalty needed to 
deliver globally local and adapted appeal in the 
future (Baird and Mumford, 1997).

Environmental sustainability is the re-
sponsibility of  users towards the environment, 
where the basic purpose remains to create space 

to consider and initiate reasonable actions to 
protect the environment (Maser, 2013). Any 
decision that goes against a customer’s own 
principles or ideology may result in disappoint-
ment or a sense of  regret for making such a pur-
chase decision. Feelings of  this type very often 
shape and influence a customer’s buying behav-
iour and decision making (Anfuso et al., 2014). 
This becomes particularly true when customers 
actively begin to look for products or services. 
Such a search generally aims to make them feel 
good for matching their own demands with en-
vironmental well- being (Allegretti, 1990; Boza, 
1993; Bushbaker, 1990). If  any sign is found 
as harmful for well- being and development of  
a surrounding environment, this should be 
given proper attention and either eliminated or 
reduced.

Environmental Sustainability and 
Tourism Business Enterprising

Environmentally friendly green business, sav-
ing resources from reduced waste and increased 
efficiency, provides peace of  mind from reduced 
concerns about health and safety liability 
(Alexandra, 2012; McDonald et al., 2002). This 
improves relation building, pride and morale 
boosts, attracts more customers and motivates 
business activities while providing differenti-
ated services, flexible during uncertain times 
by minimized risks, financial impacts and 
demonstrated commitment (Hassan, 2012). 
Customers in recent times are aware of  the en-
vironmental and social issues that a business 
enterprise can generate and identify businesses 
that have capacities to ensure sustainability in 
a coastal community (Hengky, 2014). On the 
other hand, investors are also considered as hav-
ing awareness about the benefits, prospects and 
future trends of  a tourism business organization 
(Bustam and Stein, 2010). The ever- changing 
world is bound to encounter more problems, 
and realistically the determination and capac-
ity to overcome troubles, aid in the face of  ob-
stacles and valuable opportunities, striving for 
more compassion, sympathy and helping others 
results in serenity and inner strength (Goeldner 
and Ritchie, 2009; Mill and Morrison, 2002). 
Natural disasters, increases in storm events and 
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severe winters, changing migratory bird pat-
terns, etc. could all affect adaptations needed 
in the tourism businesses, to suit with the best 
practices for environmental sustainability and 
dissemination of  suitable strategies, with afford-
able financial impact and business delivery.

Non-Tourism Practices as an 
Environmental Disaster – The 

Sundarbans

Bangladesh has an abundance of  tourism re-
sources and the intervention of  development 
practitioners has led to their gradual improve-
ment (Hassan, 2014; Hassan and Forhad, 2013; 
Hassan and Sharma, 2017a, b; Hassan and 
Rahimi, 2018). In Bangladesh, tourist destina-
tions having WHS status have not been widely 
visited, despite their great potential (Hassan and 
Burns, 2014). The Sundarbans (UNESCO World 
Heritage Site) is the world’s largest mangrove 
and tidal halophytic mangrove forest, covering 
an area of  10,000 km2 in both Bangladesh and 
India (Hassan, 2012). According to the Daily 
Prothom Alo (2015) on 9 December 2014, an 
oil spill incident took place in the Shela River 
that runs inside the Sundarbans. The incident 
site is near to the Mongla Port of  Bangladesh 
and about 100 km from the Kolkata Port of  
India. This incident occurred when the oil tank-
er Southern Star VIII, carrying 350,000 litres of  
furnace oil, had a collision with a cargo vessel. 
The oil tanker was anchored between the conflu-
ence of  the Passur River and the Shela River. The 
cargo vessel collided with the tanker in dense fog 
at 5.00 am on 9 December 2014. The oil tanker 
sank in the river and by 17 December, the oil had 
spread over an area of  350 km2 in canals and 
rivers, and blackened the nearby shoreline.

National Geographic (2014) stated that 
as an emergency action, the government en-
couraged local populations to collect the oil 
and sell it back to the Bangladesh Petroleum 
Corporation. Although the local collectors faced 
serious health risks and contracted skin diseas-
es, by 12 January 2014 approximately 70,000 
litres of  oil were cleaned by them along with the 
Bangladesh Navy and several other responsi-
ble agencies of  the Government of  Bangladesh. 
International organizations, mainly the United 

Nations, expressed concerns over the oil spillage 
incident and urged the Bangladesh Government 
to impose a ban on movement of  commercial 
vessels through the Sundarbans. Following the 
interest of  the Bangladesh Government in in-
ternational assistance with the oil collection 
process and oil spillage control initiatives, on 
15 December 2014, the Economic Relations 
Division of  the Bangladesh Government sent 
a letter to the United Nations’ Bangladesh of-
fice requesting their help for oil collection. In 
response to the letter, the United Nations sent 
a team from UNEP and OCHA to the spill site. 
Also, the United Nations Disaster Assessment 
and Coordination team reached Bangladesh to 
support the cleaning initiatives.

Huffington Post (2017) reported that oil 
spillage seriously threatens the natural habi-
tat in both flora and fauna of  the forest includ-
ing aquamarine resources with dolphins, fish, 
plankton, trees and forest- dependent peoples. 
The incident took place in the protected man-
grove area that is considered as home of  the 
Ganges and Irrawaddy dolphins. According to 
National Geographic (2010), the ten species 
that are expected to be at risk from the oil spill-
age are the Ganges and Irrawady dolphins, the 
Royal Bengal tigers, the great egrets, the Rhesus 
macaques, the black- capped kingfisher, the 
leopards, the Northern River terrapins, the chi-
tals, the saltwater crocodiles, and the horseshoe 
crabs. The thick oil layer on the river threatened 
both the natural habitat and the surround-
ing populations – those who rely on the river 
as a source of  their livelihood. The negative ef-
fects of  this oil spillage hampered the growth of  
aquatic organisms and plants. Wildlife near the 
river is at constant risk of  death because of  the 
serious effects on their life cycle and because the 
oil acts as a barrier to food collection (National 
Geographic, 2010).

According to the Guardian (2014), on 13 
December 2015, an Irrawaddy dolphin was 
found dead and floating on the Harintana- 
Tembulbunia Channel of  the Shela River. Even 
though the actual reason for the death was un-
clear, locals claimed that very few dolphins had 
been seen in the area since the oil spill. Then on 
18 December 2015 two otters were found dead 
and recovered from the Shela River by workers 
of  the Bangladesh Forest Department. Otters 
are considered as an endangered species that 
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has been included in the International Union 
for Conservation of  Nature endangered list. An 
autopsy of  these otters confirmed the reason of  
their death as ingestion of  oil. Apart from all of  
these, the Department of  Forest workers found 
monitor lizards, crocodiles and many other ani-
mal species smeared with oil at the Chandpai 
range of  the Sundarbans. The oil spill posed a 
major threat to the forest’s food cycle and diverse 
reports proved that various micro- organisms in 
the primary level food cycle were actually dy-
ing. After months, on 22 April 2015, Prothom 
Alo, a national daily newspaper in Bangladesh 
(Prothom Alo, 2018), reported that there is a 
fear of  more oil spillage from the Southern Star 
VIII. This oil tanker with 6000 litres of  furnace 
oil is still stranded on the river bank, and a nat-
ural calamity could lead to another oil spillage 
disaster from the tanker.

The presence of  unwanted substances in 
the air negatively impacts human, animals and 
plants. Similarly, the sludge due to oil, chemicals 
and sewage causes pathogens to grow, while the 
organic and inorganic components change the 
composition of  the air, aided with thermal pollu-
tion and the lower oxygen content kills the fish. 
The protection of  the Sundarbans is inevitable; 
anything else would be wilful destruction. In 
principle, studies of  destinations with WHS sta-
tus have come up with a code of  practice (Hassan 
and Iankova, 2012; Hassan and Rahman, 
2015a, b, ; Rahman and Hassan, 2016).

Methodology

This study is qualitative by nature and mainly 
relied on face- to- face interviews. A total of  40 
interviews were taken with 10 tourism business 
enterprises and operators and the remaining 
30 interviews were with forest- dependent peo-
ple or beneficiaries. The basic reason for such 
classification was to bring out views of  both 
business operators and the beneficiaries, sym-
metrically. This classification actually offered 
the researcher to understand the mindset and 
opinions of  the service providers and beneficiar-
ies as similar manner. However, it was estab-
lished that business enterprises in tourism can 
hardly ignore the involvement of  beneficiaries 
as well as the service providers. This was one of  

the key reasons to ensure the representation of  
both types of  respondents. Interviews with the 
business entrepreneurs or operators were taken 
outside the forest in their business premises. 
Interviews with this group of  respondents lasted 
15–20 minutes. Interviews with beneficiaries 
were taken both inside and outside of  the for-
est. These respondents were contacted in person 
while they were at work. Duration of  these inter-
views was 10–15 minutes long. For both cases, 
two different types of  semi- structured question-
naires were used. The first questionnaire was 
mainly concerned with business- related aspects, 
exploring the desired roles of  a responsible tour-
ism business enterprise and the operational as-
pects related to it. Again, the questions with the 
beneficiaries included diversities of  a tourism 
business enterprise followed by their opinions 
about responsible tourism business enterprises 
in operating in a fragile natural habitat. The in-
terviews were recorded and then transcribed by 
the authors. Data validity and reliability from 
these interviews were confirmed. All of  the in-
terviews were classified in terms of  their basic 
contents and outlines. The answers were then 
coded and categorized in one of  several sub- 
sections. Summaries of  the interviews are then 
coded as interview 1, 2 or 3 and placed in the 
findings and analysis section to produce the re-
sults for this study. The model of  environmental 
sustainability for tourism business enterprises 
were then proposed as per outcome of  the data 
collection process. Apart from all of  these, a 
thorough review of  existing literature has been 
carried out. Also, relevant data and information 
as mainly available on the internet and printed 
or non- printed publications have also been 
considered for data and information collection. 
Data collection of  a secondary type has been 
undertaken using the daily newspapers pub-
lished in Bangladesh. The recent oil spillage in-
cident was one of  the main aspects of  this study, 
relying both on published and empirical data 
sources. The sequential incidents as cases have 
highlighted findings as printed on the national 
dailies as well as articles on the internet. This 
oil spillage incident actually laid the ground of  
this research in areas of  environmental sustain-
ability relating the responsibilities of  tourism 
enterprises. This oil spillage was not the drastic 
consequence of  mass tourism; rather, this was 
an individual business accident. However, this 
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study has been inspired from this incident to 
reach the goal of  this research and to draw an 
acceptable conclusion.

Findings and Analysis

Findings clearly outline a valid relationship be-
tween environmental sustainability, technol-
ogy, global business and tourism. Respondent 
4 argued, ‘In the present world when, business 
enterprises are becoming more responsible to the 
nature and mankind. There are very little scopes 
that tourism as an industry can ignore the impor-
tance of  sustainability’. Respondent 35 opined 
that, ‘Global business initiatives are more driven 
towards sustainability while, technology adoption is 
the navigating factor of  global businesses’. Findings 
outline that in the case of  the Sundarbans, the 
responsible business operators have hardly given 
a thought to environmental sustainability. No 
official regulations have ever been followed. The 
Sundarbans is a Natural WHS, meaning that 
this area has to be offered proper and adequate 
attention to address its conservation issues. But 
in practice, hardly any such regulatory or policy 
applications have been implemented to serve the 
purpose. The negligence of  both responsible gov-
ernmental agencies and business entrepreneurs 
is clear. Thus, the carelessness of  business op-
erational activities led to the drastic oil spillage 
incident inside the Sundarbans. Respondent 39 
opined that, ‘this catastrophic event could possibly 
be avoided in case, a set of  regulation was formu-
lated and implemented at the same time’. However, 
this incident actually managed to get attention 
of  the concerned authorities to place adequate 
measures to ensure environmental sustainabil-
ity in the Sundarbans. The responsibility of  tour-
ism business enterprises cannot be avoided while 
promoting tourism in this fragile and delicate 
natural setting as in the Sundarbans.

According to respondent 21, ‘environment 
sustainability mostly is a public agenda in recent 
years with the involvement and interests of  govern-
ment and different agencies’. As long as the govern-
ment is concerned with effective policy planning 
to ensure environment sustainability, the likeli-
hood is that people’s awareness will also reach 
a desired level. This is one of  the reasons that 
necessitate the clear engagement of  both public 

and private agencies to get involved and support 
environmental sustainability practices. Effective 
roles for both the government and the public 
is one of  the keys for success in environmental 
sustainability planning and programmes. Policy 
planning to ensure sustainability can regulate 
resource usage to meet demands of  the masses. 
According to respondent 15, ‘The oil spillage in-
cident in the Sundarbans provides the message that 
both sustainability and tourism activities are in-
debted to appropriate technology adoption. This is 
so important that tourist activities can be halted or 
destroyed by such irresponsible actions’.

Respondents 12, 13, 14, 15, 16, 19 and 
32 argued that a tourism business enterprise 
needs to be more compatible with environment 
and nature. Also, tourism business enterprise 
is expected to practise both environmental and 
social sustainability. Sustainability practices by 
such businesses need to develop systems and 
processes that can allow a business to become 
entirely sustainable in the future. This becomes 
particularly important when people’s demand 
for a certain product or service increases rapidly. 
Such demand is expected to be met operation-
ally or practically to benefit the people, the en-
vironment and society. Respondent 20 believed 
that the survival and returns of  tourism can be 
diverse. He stressed tourism outcomes by stat-
ing that, ‘Tourism needs to be conventionally re-
warding. The outcomes of  tourism can cover many 
aspects while promoting sustainability and local 
socio- economic developments’.

Respondents 10, 21, 22, 23, 26, 27, 28 
and 30 stressed that returns from tourism busi-
ness enterprises are expected to appear in diverse 
ways. According to respondent 33, ‘the existence 
and returns from a tourism enterprise impacts the 
economy and nature while generating business ini-
tiatives, impact habitats and environment’. Thus, 
both the human attitudes to and tourism busi-
ness activities in the environment need to be 
balanced with a positive attitude, mindset and 
activities. Irresponsible attitudes towards the 
environment do not merely bring disastrous 
consequences but also severely harm the interre-
lationship between humans, their surroundings 
and business operations. People’s engagement 
with the environment is not merely limited to 
their individual actions for business purposes. 
Their engagement with the environment and 
nature needs to be balanced for mutual benefit. 
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Respondents 1, 3, 5, 33, 34, 37 and 38 warned 
that ‘in cases when such engagement fails, this leads 
to serious complications and negative effects on the 
environment itself’.

Measures to ensure environmental sustain-
ability need to be effective and capable of  posi-
tive results to remain operational over a longer 
period of  time. For example, in terms of  energy 
consumption. Respondent 2 believed that ‘in-
creasing demands to cut energy costs can effectively 
save a tourism business enterprise’s overall opera-
tional costs thus helping to improve the bottom line’. 
Regular checks and updates of  cost–benefit 
analysis can obviously lead to contrast sustain-
ability practices with other or similar businesses. 
The cost–benefit analysis can help to become 
environmentally sustainable when this analysis 
supports a reduction in general costs as well as 
implementing procedures that use environmen-
tally friendly materials.

A prominent tourism entrepreneur having 
operations in the Sundarbans for at least the last 
three decades (respondent 40) argued that ‘in 
terms of  both investors and customers, sustainabil-
ity practices in tourism businesses can offer some 
sort of  competitive edge to stay profitable in the 
global tourism business’. In cases, risks generated 
from irresponsible human activities may lead 
to serious consequences for the environment. 
Risks that can endanger and threaten environ-
mental sustainability need to be minimized to 
maximize well- being. Resource collection costs 
and risks need to be reduced to a minimum level 
to advance positive sustainability initiatives and 
practices. Also respondents 31, 32, 33, 34, 36, 
37 and 38 emphasized issues pertaining to pos-
sible risks of  destruction of  resource collection 
sources, which need to be viewed as important 
and seriously regulated to create lively spaces 
for tourism business operations. However, re-
spondent 3 stressed that ‘activities and irrespon-
sible adjustments for business purposes also need 
to be transformed to better and acceptable actions’. 
Competitive factors need to be identified and 
given adequate attention to pursue responsible 
tourism business initiatives.

Respondent 3 stressed that ‘customers of  
tourism business services and products are common-
ly defined as relatively more conscious and aware of  
their behaviour and responsibilities towards the en-
vironment’. Thus, it is essential that demands of  
these customers are fully understood, as well as 

their moral and ethical considerations. Customer 
perspectives are evident and recognizable with 
the products featured as the ethical among a 
wider variety of  choices, especially in tourism 
business. It is desirable to realize the influential 
powers of  customers on their purchase attitude. 
The conscience of  customers is a reasonable and 
valid factor in the process of  selection and pur-
chase of  products and services. Almost all of  the 
existing tourism business entrepreneurs having 
established business enterprises responded that, 
customer conscience is influenced by a number 
of  distinguishable factors that include the role of  
media, general opinion, personal values and the 
government’s involvement in ensuring sustain-
ability practices.

Respondent 35 explained that ‘tourism busi-
ness entrepreneurs and marketers need to under-
stand the conscience of  customers and take effective 
measures to capitalize the opportunity of  their reali-
zation towards the environment’. Tourism business 
entrepreneurs or marketers can then at least be-
come able to tailor their service or product offer 
in accordance with the expectation of  custom-
ers. Effective measures in relation to customer 
conscience support tourism business operators 
to become more environmentally sustainable. 
On the other hand, environmentally friendly 
and sustainable tourism products or services 
need to be developed to meet customer demands.

Respondents 6, 7, 8 and 9 particularly de-
fined environment friendliness of  a product or 
service helps to brighten a tourism business’s 
or enterprise’s profile to different types of  cus-
tomers leading to the creation of  an acceptable 
brand image. Better brand image emerges from 
product attributes, metaphors and an array of  
benefits impacting the brand value, which lead 
to a better position in a competitive business. 
Such enterprises are very often viewed as inno-
vators, market leaders and responsible to society 
and environment. Tourism products or services 
that are unsustainable are commonly viewed 
as less attractive and outdated as these can lead 
to harmful effects on the environment. Positive 
image certainly can lead to attract different 
customer bases and to gain their trust. Even in 
tourism, the purchase of  product or service by a 
customer or tourist does not always involve mor-
al values of  the tourists as responsible towards 
the environment. Still, some sort of  conscious-
ness about sustainability is present within most 
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customers. Purchasers very often realize the ac-
tual value of  that particular product or service 
and feel that such purchase can have positive 
effects. Based on such customer consciousness, 
the creation of  an acceptable image of  a tourism 
business enterprise is not only a challenge but 
also a huge responsibility of  the entrepreneurs. 
Thus, the interview process shows that, any ini-
tiative concerning environmental sustainability 
would positively leverage a tourism business en-
terprise, making it more competitive and seeing 
it as contributing towards the well- being of  both 
the environment and nature.

A summary of  the interview findings also 
outlines the global market setting from the tour-
ism business perspective. The responsible input 
into tourism business operational activities 
should naturally lead to brand image, competi-
tiveness, capital, sustainability and improved 
bottom line. Tourism of  this nature includes a 
continuum of  practices, supply characteristics, 
and market pressures which need to become 
sustainable. Consideration of  markets and cus-
tomers is very important to the development of  
appropriate services with value additions and a 
progressively profitable impact. Environmentally 
sustainable business involves knowledge about 
the natural setting, indigenous peoples’ expecta-
tion, the avoidance of  natural disturbances, pro-
viding a sense of  adventure, and respecting the 
natural fragility. In such a scenario, technology 
is the only source of  dependence which ensures 
reliability to the business process and sustaina-
bility. Providing network communication in far- 
flung places is the challenge or the risk which 
the entrepreneur takes while their customers 

rejoice in the natural delight, returning to share 
their experience.

Thus, Fig.  14.1 shows how environmental 
sustainability positively impacts on brand image, 
capital input and improvement of  the bottom line. 
These inputs lead to a tourism enterprise hav-
ing operations in a fragile environmental setting 
made competitive. The perceived positive brand 
image consequences are reduced publicity costs, 
and more investment is made in capacity maximi-
zation. Thus, a greater emphasis on environmen-
tal sustainability allows forming an intangible 
cycle base, finally leading to better profit.

Conclusion

Concern about environmental sustainability leads 
people to develop environmentally friendly prac-
tices and to search for long- term benefit rather 
than short- term gains. Environmental resources 
need to be rationally approached with considera-
tions of  their life cycle and utilization, before at-
tempting any related business activities. When a 
resource is collected from the environment there 
remains a common speculation that the resource 
would offer some sort of  benefit to users. It is a 
challenge to introduce and retain environmen-
tally sustainable practices in terms of  natural 
resource collection, use of  and demand for appro-
priate technology application. It is encouraging 
that people’s awareness of  and commitment to 
reduce pollution and protect nature is increasing, 
and such practices undoubtedly lead to escalat-
ing human attitudes towards the environment 
and support of  environmental sustainability. The 
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Fig. 14.1. Environmental sustainability and tourism enterprises in the global market setting.
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aim of  this research was to review the existing 
literature of  environmental sustainability and 
tourism business enterprises joining them to pro-
pose a model. The said model has been proposed 
on the ground of  both theoretical and empirical 
evidences. The study has been able to propose this 
model conjoining environmental sustainability 
with tourism business enterprises and their op-
erations. It is true that the Sundarbans is home to 
many natural species of  flora and fauna. The oil 
spillage incident of  the recent past has undoubt-
edly disturbed the ecological settings of  this forest 
by creating imbalances. This human- made disas-
ter has been said to cause catastrophic damage 
to the fragile ecological settings of  this mangrove 
forest. Relying on the primary and empirical data 
and information, this study proposes the model 

as concerned with environmental sustainability. 
This study concludes that tourism business enter-
prises having operations inside the Sundarbans 
need to address the natural and ecological delica-
cies leaving them completely unharmed and un-
disturbed. Less conceptual interest in harnessing 
the natural and ecological settings in a Natural 
WHS was the basic limitation of  this study. A 
better explicit and extended study could possibly 
contribute to generating knowledge in a more 
meaningful way. This was the core backdrop of  
this research. Future researchers can concen-
trate on studying the aftermath of  the oil spillage 
incident to gauge the awareness of  tourism busi-
ness entrepreneurs or operations. In addition, the 
roles of  several agencies need to be outlined in a 
more explanatory way.
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