Cassowary Coast Region Tourism Strategy
How does it stack up?
Sustainable tourism/development i e how to balance a strong economy for our community without compromising the natural and cultural values that attract visitors is our biggest challenge.

Various statements in the document show a great lack of understanding of what it means for Cassowary Coast residents to live and
work across the edges of two World Heritage Areas.

It is a challenge being talked about globally. (See page 13). The Cassowary Coast has the opportunity to get it right but only if plans and
strategies take “...full account of current and future economic, social
and environmental impacts, addressing the needs of visitors, the
industry, the environment and host communities”

The draft Plan is in blatant conflict with the recognised international
values of the World Heritage Areas, with the Queensland Government’s regional planning vision and the current CCRC Planning
Scheme.

Lets take a look at how the TCT and CCRC are approaching addressing
sustainable tourism in the recently completed draft Tourism Strategy.

The TCT Strategy document lacks any indication of the strength of
community identity that has been reinforced in the visions contained
in decades of planning documents developed through extensive engagement with our community and relevant stakeholders. (See comments on Master Plan page 11)

The CC Tourism Strategy lacks an Indigenous voice – the word
“ïndigenous” only appears three times in the entire document and
there is no acknowledgement at all that the Cassowary Coast is indigenous land.
The TCT Tourism strategy document lacks the community voice, its
history and stories – it is industry only focused and given to “tourism
speak”. The strategy should include the facts that there are community stories, history of artists and the islands, indigenous peoples,
conservationists and farmers.
The ‘What Makes Our Place Special’ workshop held at Mission Beach
hosted by Peter Kenyan and attended by many residents from every
facet of our community, found that “Cassowaries and environment
are high priorities when it comes to Mission Beach tourism”.
The CCRC Planning Scheme recognises the cassowary as an “...iconic
symbol of the Region. ..is extremely important ...ensuring that conditions exist for its survival...reducing/minimising conflicts with urban
development and associated impacts such as traffic. " The most asked
question at the Mission Beach visitor centre is "Where can I see a
cassowary?"
Yet the cassowary is only mentioned once in the entire document.
"The Birthplace of Great Barrier Reef Marine Park" is the catch phrase
used by Mission Beach Tourism to attract visitors. Ninney Rise (Bingil
Bay) is the place where the community met to save the Great Barrier
Reef Marine Park, yet the Strategy lacks any reference to the strong
community sense of identity with this unique connection with the
GBRMP or its associated history through Ninney Rise.

The Mission Beach Naturally branding, adopted by Mission Beach
Tourism as a byline in their marketing strategy and supported by
tourism and industry groups and leaders including the CCRC, identifies our points of difference and our distinctive natural and cultural
environment.
Instead of building on these obvious and unique attributes, the tourism model now presented is one that is in direct conflict with preserving the assets of the Cassowary Coast and particularly Mission Beach. The Tourism model in the
strategy aspires towards the crowded multi-storey
feel of Port Douglas instead of the laid-back slowdown feel of our villages.
China is singled out several times in this document.
The TCT strategy appears to have been beguiled by
the thought of thousands of well-heeled Chinese
tourists coming on super yachts and cruise boats using what is now being termed the Clump Point Marine Harbour to access the wider Cassowary Coast
region.

Contrary to the State Planning vision for Mission Beach, in the Strategy, the 2 storey height limit is seen as an impediment to the future
instead of a mechanism to protect the special character and the natural and cultural values.

This is not the demographic identified in the National Landscapes
Program (NLP) and is not a demographic attuned to 'slow' or nature
tourism.

The current economic model being adopted by the Cassowary Coast
Regional Council centres on Mission Beach as tourism’s ‘Jewel
in the Crown’ and focuses on ’Adventure tourism’ with no management plan for impacts on the natural environment. The communities are largely being left out of the decision making which is being
approached in an ad hoc manner, is vested interest driven and ignores local and regional planning schemes.
The TCT Strategy lacks management plans for the impacts of tourism
activities on the sensitive land and sea environments being targeted
for tourism expansion.
It is imperative that effective development of environmental
management strategies be included in local plans and strategies particularly for nature-based and adventure tourism activities. Tourism
operators are crucial to the implementation of environmental management strategies.
(See more about Sustainable Tourism page 14)

“Local communities must have a
right to participate in tourism
decision-making”

The vision outlined in the Strategy is a sharp deviation
from the consistent community vision reflected in the
countless past and present plans and strategies.
This article is based on a letter the Cassowary Coast
Alliance sent to TCT and the CCRC requesting an extension of time for the community to provide input to this
important document.

The comment period is now open until COB
7th December 2018.
We strongly encourage the community to read the
Strategy and take time to write to the council.
CCA has provided more information on their website
to help you make informed comments.
Liz Gallie
on behalf of the Cassowary Coast Alliance

See presentation Increasing development/conservation conflicts here

SUSTAINABLE TOURISM IS NOT WORKING HERE’S HOW WE CAN CHANGE THAT
April 20, 2017

Freya Higgins-Desbiolles Senior Lecturer in Tourism, U of SA

This year is the United Nations’ International Year of Sustainable Tourism for Development. UN World Tourism Organisation SecretaryGeneral Taleb Rifai declared it gave:
… a unique opportunity to advance the contribution of the tourism sector
to the three pillars of sustainability – economic, social and environmental, while raising awareness of the true dimensions of a sector which
is often undervalued.

“ environmental crises require we
limit the demands we place on it,
but our economies require endless
growth ”

“... environmental crises require we limit the
demands we place on it, but our economies
require endless growth”

Source https://cleanmalaysia.com/

Sustainable tourism comes from the concept of sustainable development, as set out in the 1987 Brundtland report. Sustainable development is:… development which meets the needs of current generations
without compromising the ability of future generations to meet their
own needs.
British environmental activist George Monbiot argued that, over the
years, sustainable development has morphed into sustained growth. The
essence of his argument is that little resolve exists to go beyond rhetoric. This is because environmental crises require we limit the demands
we place on it, but our economies require endless growth.
At the moment, economic growth trumps environmental limits, so sustainability remains elusive.
Tourism is important to our efforts to achieve sustainable development.
It is a massive industry, and many countries rely on it for their economies.

In 2016, more than 1.2 billion people travelled as tourists internationally, and another 6 billion people travelled domestically.
According to the UN World Tourism Organisation, sustainable tourism is:
… tourism that takes full account of its current and future economic, social and environmental impacts, addressing the needs of
visitors, the industry, the environment and host communities.
No place is off the tourism circuit, so tourism grows with few limits.
Ironically, tourists even want to tour Antarctica to see its pristine
environment before it disappears (“last-chance tourism”). This is
despite their impacts contributing to global warming and threatening this last wild place.
How can tourism be made more sustainable? Tourism can be made
more sustainable through several achievable measures. Some look
to technological solutions so we can continue business as usual.
Others highlight conscious consumerism and ideas like Slow travel.

But in a world in which growing populations with endless consumer
demands are pitted against a fragile environment, we require more
concerted effort.
1) Governments must implement policies that foster sustainable
development by overcoming the growth fetish. Tourism then should
be developed only within sustainable development parameters. Governments must tackle the environmental limits to growth and climate
change challenges we confront. Tourism development requires integrated planning. So, we need the government tourism authorities –
such as Tourism Australia or state tourism commissions – focused
equally on integrated planning as the marketing they currently emphasise.

“The tourism industry needs to
assume greater responsibility”
2) Consumers should be educated for responsible travel choices. For
example, few realise that all-inclusive resorts result in economic benefits from tourism leaking out of the host economy back to the home
economies of the big multinationals and corporations that often own
such resorts (think Club Med). Civics education in schools could educate for responsible travel.
3) Local communities, often treated as only as one stakeholder
among the many, must have a right to participate in tourism decisionmaking and have a say on if and how their communities become tourism destinations.
4) Workers of tourism must have their rights respected and given
decent conditions. Tourism should not be allowed to continue as a
low-wage and precarious source of employment.
5) The tourism industry needs to assume greater responsibility,
submitting to local tax regimes and regulations so its presence builds
thriving communities, rather than undermining them. This is increasingly essential as a social license to operate. The industry should also
educate its clients on responsible tourism.

Debate on “High-value, Low-impact
Tourism” takes place at PATA event in
Bhutan
Achieving higher yields and making less negative impact requires a shift in the operating
model of tourism. The industrial model on
which tourism is based is collapsing. As it matures, it produces diminishing net returns to
all participants, and relies on volume growth
to compensate for yield declines.”Ms. Pollok
added: “As visitor volume increases, so do the
costs associated with resource depletion, pollution, and wealth concentration. A positive,
viable alternative model is needed that focuses on place rather than product, puts purpose before profit, understands that it is
about personality as opposed to brand, focuses on value (yield) over volume (price discounting), and learns to pull in customers
rather than push or promote to them.”

ECO TOURISM
Ecotourism, or ecological tourism, is a type of tourism in which the travellers visit fragile, relatively pristine
natural environments in such a way as to both minimize
the impact on the environment and to actually benefit
the environment and the local communities, with the
later helping to provide an economic and social incentive
to keep these local areas pristine. The term differs from
sustainable tourism, responsible tourism, green tourism,
and nature-based tourism in that ecotourism has the
added dimension of actively benefiting the environment
and the local communities (see below).
Ecotourism typically involves travel to destinations where
flora, fauna, and cultural heritage are the primary attractions. This low-impact, typically small-scale tourism supports conservation through education by offering tourists
insight into the impact of human beings on the environment and fostering a greater appreciation of natural
habitats. By improving the well-being of the local people,
the communities have a vested interest in keeping the
natural areas attractive to tourists. And ecotourism may
also benefit the environment through direct financial
contributions toward conservation.

“Ecotourism actively benefits the
environment and the
local communities”
Given that ecotourism offers substantial economic incentives to protect environmental areas, it is often looked at
as a great hope for both conservation and helping people, countering the exploitation of natural areas for personal economic gain. However, the term often is used
simply as a marketing tool for practices that actually
harm the environment or do not benefit the local communities. Furthermore, the success of ecotourism may
also have unintended negative consequences for the environment or the local communities, unless responsibly
managed. There also are intrinsic problems whereby
"ecotourism companies" that keep more of their profits
or pursue less environmentally friendly actions can gain
competitive advantage over companies that invest more
of their profits for conservation and helping the local
communities

“We howl through the forest as our speed is
rewarded with natural root kickers”.
A 2010 Canadian study found that mountain biking causes a range of
environmental impacts, including tyres chewing up the soil, causing
compaction and erosion. This is a significant problem for fragile alpine
vegetation in mountainous areas where many bikers like to explore.

