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Today, tourism is one of the major sectors in international trade and wealth 
creator for many countries. In the last six decades, tourism kept expanding 
and became one of the largest and fastest-growing economic sectors in the 
world. International tourism increased from 6% in 2015 to 7% in 2016 in the 
world’s exports in goods and it has grown faster than world trade for the 
past five years services. International tourist arrivals have increased from 25 
million globally in 1950 to 674 million in 2000 and 1,235 million in 2016 and, 
accordingly, the worldwide international tourism receipts earned by destinations 
have increased from 2 billion US$ in 1950 to 495 billion US$ in 2000 and 
1,220 billion US$ in 2016. The sector is accounted for 10% of world GDP, 
7% of global trade and one in 10 jobs1, which makes it a major category of 
international trade in services in today’s global economy.

Travel and Tourism has a significant 
importance to national economies 

around the World; not just in terms 
of economic growth and job 

creation, but also as a means 
of advancing social stability, 
enhancing community 

development and preserving a nation’s culture and heritage. The industry has 
a considerable role to play in delivering sustainable development in many 
countries. Regardless of the level of development, all countries started to pay 
great attention to tourism. The industry is the top export category in many 
developing countries. According to UNWTO (United Nations World Tourism 
Organisation), 57% of international tourist arrivals in 2030 will be in emerging 
economies1.
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Tourism is accounted for
 » 10% of world’s GDP
 » 7% of global trade and
 » 1 in 10 jobs.
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Naturally, tourism’s importance and contribution in development has been 
recognised globally. International organisations and nations have been 
developing policies and strategies to promote sustainable tourism all around 
the World. UNWTO has designated 2017 as the International Year of 
Sustainable Tourism for Development and promotes Tourism as a driver for 
economic growth, inclusive development and environmental sustainability with 
tourism1.

It is clear today that all regions in the World have a driving force of 
development and that country usually have a strong goal, vision and 
strategies for tourism as a tool for development. The governments need to 
provide a physical, regulatory, fiscal and social environment for the sector 
to thrive and develop in a sustainable manner. The supportive environment 
can be anything from infrastructure to connectivity-transportation, from visa 
facilitation to visitor management, from private sector investment to smart 
taxation or the appropriate policies to encourage growth in demand. The 
governments’ role is crucial to be conducive to business development in the 
sector. 

The goal of this report is to provide an understanding of the global arena in 
Tourism and the role of Cities within the sector. The report will summarise the 
key points of tourism as a development tool and will illustrate the highlights 
of 10 of the Top City Destinations 20172. The ranking of the Top City 
Destinations Survey in 100 countries is based on the number of international 
arrivals that spend 24 hours or more in a city. Urban Strategy Partners, 
further, analysed the selected 10 cities’ Tourism vision and strategies to focus 
on the importance of policy making for tourism as a development tool in a 
sustainable manner.
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Tourism is a major force for development as the source of significant proportion 
of world trade. Not only that the sector’s development trends indicate that 
tourism is one of the most dynamic economic sectors with a wide range of 
effects on other economic activities; but also, the tourist movements towards 
developing and least developed countries with limited development resources 
have been increasing tremendously. The increase of demand, especially in 
developing countries, requires a great attention on sustainability since the 
industry has a number of negative aspects. Some of the effects are being a 
growing contributor of climate change, a source of local pollution of land and 
air as a result of poor waste management of tourism businesses, a threat to 
cultural heritage and/or biodiversity because of poor visitor management and 
a poor working conditions at times. Most of these affects can easily be seen in 
developing countries as well as some of the developed geographies. 

A careful planning and management is a necessity for those countries, where 
governments establish and implement clear policies towards sustainable 
tourism along with all tourism stakeholders. In order to enhance local 
socio-economic impact from tourism, developing the sector in a 
sustainable manner is considered as a requirement. In fact, many 
countries have been developing policies accordingly. 

Asia and the Pacific had an increase of 9% in 
international tourist arrivals in 2016 with a record 
of 308 million international tourist arrivals in 
2016. It is the highest increase in 2016 in the 
World. China has the highest international 
tourism receipts after the U.S. and the highest 
tourism expenditure in 20161. The Chinese 

TOURISM AS A DEVELOPMENT TOOL
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Government launched a new tourism policy in 2013 and The Outline 
for National Tourism and Leisure (2013-2020) has the aim of enhancing 
sustainable tourism development in the country and establishing the 
industry as a significant economic force in both domestic and international 
markets3. Even though the Country is not in the World Travel and Tourism 
Competitiveness highest first 10 countries, China is expected to attract the 
highest number of tourists in 2020 according to UNWTO Tourism Statistics 
2016 report. The other key driver of tourism in Asia-Pacific region is 
India, where the cities experienced strong growth in arrivals in 2014 as 
a result of a longstanding promotion campaign called Incredible India. 
The country’s visa-on-arrival process for 46 countries that includes US, 
Germany and Australia has helped increasing the number of visitors to 
India, especially to Delhi and Mumbai. However, the managerial actions 
taken towards sustainable development in missing in India.  
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Tourism is the third largest socio-economic activity in 
the European Union (EU). The industry is an important 
contribution to the EU’s gross national product and 
to employment. EU Tourism Strategy aims retaining 
Europe’s position as the world’s number one 
tourism destination while paying great attention to 
sustainable development. To accomplish the strategy, 
the Commission has launched various projects and 
initiatives to support tourism. Additionally, started a 
cross-border partnership with China. 2018 has been 
designated as EU-China Tourism Year (ECTY) with 
objectives of promoting lesser-known destinations, 
improving travel and tourism experiences, providing 
opportunities to increase economic cooperation and 
creating an incentive to make quick progress on EU-
China connectivity4. 

In Americas, the U.S. that has the highest international tourism receipts in 2016 
has a travel and tourism industry accounted for 2.6% of gross domestic product 
(GDP) in 2012 and directly employed nearly 5.4 million people in 2013. The 
U.S. Congress established a public-private entity called the Corporation 
for Travel Promotion to promote U.S. tourism in 2009 and turned its way of 
promoting support after then. The entity have been doing business as Brand 
USA. The federal funds had been authorised for Brand USA. There have 
been some acts for Brand USA to receive funds. The latest one was signed 
by Obama Administration in December 2014 to extend Brand USA through 
September 30, 2020. All this process was to increase the number of visitors 
to 100 million by 2021 and was charged with developing and implementing 
strategies accordingly. The Visa Waiver Program (VWP), which allows citizens 
from more than three dozen countries to travel to the United States without 
obtaining visas was extended to support the strategy5. The country certainly 
attracts high volumes of tourist every year. However, they have a very strict 
preservation policy and regulations throughout the nation that, not only, 
protects the natural environments; but also, allows visitors to enjoy the habitat.

Africa experienced a strong rebound after 2014 and 2015 with an increase 
of approximately 8% increase in international tourist arrivals in 2016. The 
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region hosted 5% of the World’s total international tourist arrivals whereas 
Middle East has a decline with -3.7% growth rate due to the security incidents. 
The demand for international tourism in 2016 kept growing like previous years. 
Although some security problems occured and some tourism flows redirected 
throughout the year, many destinations kept increasing its pace in Tourism. 

Strong travel demand, increased connectivity, more affordable transport and 
simpler visa procedures ended with overall growth for many countries in 2016. 
Such policies and strategies that resulted with increasing economic activity of 
the region and the country, requires a great attention to Tourism as a tool for 
development. How to produce and implement tourism policies and strategies 
in different parts of the world can differ in each country and/or region. Each 
country will need to consider how tourism relates to their country’s priorities 
and programmes, and certainly will need to prioritise the implementation 
steps according to the local goals and vision. It is crucial for the industry to 
be managed well so that the local communities and the natural and cultural 
environments upon which it depends can benefit from it. That being said, 
the main sustainable Tourism principles 
of being ecologically sustainable, 
economically viable and ethically 
and socially equitable always 
remain the same for all 
sectors all around 
the World.



City tourism is one of the fastest growing tourism segments worldwide and 
the changing nature of city tourism becomes increasingly apparent in many 
cities. As vibrant epicentres of culture and commerce, some of the world’s 
greatest tourism destinations are cities, attracting a growing number of 
visitors every year. Urban Tourism or City Tourism is stated as trips taken by 
travellers to cities or places of high population density, in which the duration 
of the trips are usually as short as 1-3 days6. 

In a constantly evolving global landscape, the Cities need to be prepared 
to quickly respond to demands and have their tourism industries thrive. 
For the purposes of this report, Urban Strategy Partners investigated the 
Tourism vision and strategies of 10 of the Top 20 City Destinations of 2017.  
Euromonitor International’s ranking2 is resulted upon a detailed survey and 
research on 100 countries and takes into account number of international 
arrivals that spend 24 hours or more in a given city. Selected cities are Hong 
Kong, Kuala Lumpur, Taipei, Seoul, Delhi Mumbai from Asia, London and 
Barcelona from Europe, Miami from America, Dubai from Middle East and 
Africa.This report clarifies each cities’ tourism vision and strategies and the 
eading tourism institutions and organizations responsible to produce and 
implement them.
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Tourism is one of the essential economic activities and according to the “Top 
City Destinations” survey, Hong Kong is the world’s most visited city for the ninth 
year in a row2.
Tourism Vision & Strategies
Hong Kong is governed as a city state by it’s own government and has a 
special tourism commission developing HK’s tourism vision.
Hong Kong’s Tourism vision is7: 
“To establish and promote Hong Kong as Asia’s premier international city, a 
world-class destination for leisure and business visitors.”
To promote this vision, the Tourism Commission of the government is aiming to 
position Hong Kong as7:
 » Asia’s pre-eminent international and cosmopolitan city with a unique blend of 
eastern and western heritage and culture.

 » Preferred gateway to the region in general and to the Chinese Mainland in 
particular, taking maximum advantage of our strategic location at the heart 
of Asia.

 » Premier Business and Services Centre in the region, the natural home of trade 
and commerce in Asia.

 » Events Capital of Asia, where something exciting is always happening. 
 » A Kaleidoscope of Attractions, a variety of sights and sounds with something 
for everyone 

Population
7,377,100

International Tourists
26,5 million in 2016. 
25,7 is expected in 2017 with -3.2% growth.

Vision
Asiaʼs premier international city, a world 
class destination.

Tourism Agency

HKTB - The Hong Kong Tourism Board 

���������

The Hong Kong Special Administrative 
Region (SAR) of the People's Republic 
of China is an autonomous territory and 
a former British colony, in south eastern 
China. It is a densely populated urban 
centre, a major port and global 
financial hub. Hong Kong holds the 
worldʼs highest Financial Development 
Index by the World Economic Forum 
and is the seventh-largest trading city in 
the world.
Tourism is one of the essential economic 
activities and according to the “Top City 
Destinations” survey, Hong Kong is the 
worldʼs most visited city for the ninth 
year in a row.

�
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London, the capital of England and the United Kingdom is the world’s leading 
global city by the latest GAWC rankings. The city is the world’s largest 
financial centre generating the fourth highest city GDP in the world. By all 
accounts, the city is one of the leading cities of the world in many fields, 
including entertainment, fashion, art, education, commerce, finance, healthcare, 
media, research and development, transportation and professional services.

London is the most populated city in Europe and its most popular visitor 
destination, and also the third most visited city in the world.

International visitor numbers have been growing since 2011 and have hit an 
all-time high in 2016 with 19.2 million international arrivals8

Population
8,787,892
14,040,163 (Metropolitan area)

International Tourists
19.2 million in 2016. 
19.8 million is expected in 2017 with 3.4% 
growth.

Vision

To unlock the best version of London for 
visitors.

Tourism Agency

London & Partners

������

London is one of Europeʼs most popular 
visitor destinations and the third most 
visited city in the world. Overseas 
visitor numbers have increased steadily, 
growing 25 per cent since 2011. In 
2016 visitor numbers hit record levels, 
at 19.1 million overseas arrivals 

London & Partners has collaborated 
with more than 100 of the capitalʼs 
tourism leaders, including the Greater 
London Authority, Gatwick Airport, 
Hilton and the Association of Leading 
Visitor Attractions (ALVA), to de ne a 
new vision for Londonʼs tourism 
industry. 

�
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Tourism Vision & Strategies
London & Partners, the Mayor of London’s official promotional agency 

takes a collaborative approach in defining the vision for London’s tourism 
industry. The Tourism Vision for London was developed with more than 

100 of the capital’s tourism leaders, including the Greater London                                                      
              Authority, Gatwick Airport, Hilton and the Association of 

Leading Visitor Attractions (ALVA). 
 

“A Tourism Vision for London” declared that9; 
“Our vision is that visitors will be able to unlock the best version of London for 
them by tailoring their experience to meet their needs.
They will be provided with better online and offline information to help them 
navigate the city more effectively and make more informed choices. 
They will be encouraged to do more and see more of London, which will step up 
their overall satisfaction and increase their likelihood of returning as visitors or to 
work, invest, trade or study. 
The tourism industry will work together to manage the expected significant 
growth in visitor numbers in a sustainable way. 
And we will achieve our vision by balancing the needs of Londoners and visitors, 
with more Londoners recognising the importance of the visitor economy and bene 
ting from its social and economic impact.” 

According to the other important document which leads the Tourism Industry in 
London, London’s Tourism Strategy 2025, priority actions of strategy structure 
are:
 » Make London’s culture the most exciting and accessible in the world
 » Grow demand in off peak months through great events and curated content
 » Showcase more of London to encourage dispersal and repeat visits
 » Take action to make food a more compelling part of London offer
 » Unlock more MICE business
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Dubai is the largest and most populous city of the United Arab Emirates (UAE) 
and also a business centre of the Middle East. The city is a major transport 
hub for passengers and cargo and regional hub in tourism, aviation, financial 
services and real estate. Apart from its oil, the UAE has generated huge 
revenues from its  tourism  industry in  Dubai10. Dubai has effectively employed 
its strategic plan to diversify and reinforce its oil-dependent economy, with the 
tourism industry evolving as an extraordinarily successful core sector11. Dubai 
comes in sixth in the list of “Top City Destinations” survey in the World2. 

Tourism Vision & Strategies

The tourism vision for Dubai called Tourism Vision 202012 is: 

“to become the most recommended destination, the most visited global city and 
have the highest number of repeat visitors.”

As a part of ‘Vision 2020’, DTCM has selected three areas of focus for Dubai: 

UAE as a world leading family destination; focus on business visitors and Dubai 
as the MICE capital of the region and destination tourism aiming to become a 
global events and entertainment destination13.

Population
2,884,837

International Tourists
14.9 million in 2016. 
16 million is expected in 2017 with 7.7% 
growth.

Vision
To become the most recommended 
destination and the most visited urban city.

Tourism Agency
DTCM - Department of Tourism and 
Commerce Marketing 

�����

Dubai as one of the worldʼs most 
famous city destinations attracted 
6th highest number of 
international arrivals in 2017 
according to Euromonitor. 

Department of Tourism and 
Commerce Marketing (DTCM) is 
the principle authority of 
planning, supervision, 
development and marketing of 
tourism of the largest and most 
populous city of United Arab 
Emirates.

�
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Tourism plays an important part in the economic life of KL and the city is ranked 
tenth in the list of Top City Destinations2 survey with 12.3 million tourists in 2016 
focusing on its cultural diversity, shopping and gastronomic variety. Business & MICE 
tourism is getting more important in the last years. KL’s tourism vision and strategies 
focus on MICE, luxury travel, services and shopping14.

Tourism Vision & Strategies

KL Tourism Master Plan’s vision15: 

“By 2025, KL will be the top-of-mind destination for exciting and diverse urban 
experiences, delivered through world-class infrastructure and services.”

KL’s tourism strategy encompasses a set of basic fundamental choices and actions 
to be delivered over time to realise it’s vision. A calibrated set of initiatives will be 
put in place in nine main tourism segments: culture, heritage & places of interest; 
shopping; entertainment; nature & adventure; luxury travel; sports; business & 
MICE; medical & wellness and education. 

47 initiatives across the nine tourism segments and enablers will be driving the KL 
Tourism Master Plan and these initiatives will be supported by enablers that will 
uplift service standards and quality for the industry.

Population
1,768,000
7,200,000 (Metropolitan area)

International Tourists
12,3 million in 2016. 
12,8 is expected in 2017 with 4.5% growth.

Vision
Top destination for exciting and diverse 
urban experiences.

Tourism Agency

VisitKL / Kuala Lumpur Tourism Bureau 

������������

Federal Territory of Kuala 
Lumpur (KL) is the national 
capital of Malaysia.  

As the largest city in Malaysia, 
KL is the cultural, financial and 
economic centre of the country. 

It is the only global city in 
Malaysia according to GAWC 
study.

�
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These initiatives are presented in:
1. Culture, Heritage & Places of Interest 

1.1 Position KL as a Malaysian cuisine heaven
1.2 Develop and diversify heritage trails and products
1.3 Revitalise cultural enclaves
1.4 Develop vibrant cultural events and arts scene
1.5 Improve concept and identity of museums
1.6 Restore and preserve heritage buildings and cultural practices 

2. Shopping 
2.1 Expand value-added services for shopping tourists
2.2 Develop and promote distinct shopping atmosphere
2.3 Strengthen impactful product and sale proposition
2.4 Develop and support homegrown fashion identity
2.5 Implement tourist refund scheme for international shoppers 

3. Entertainment 
3.1 Enhance and develop F&B and entertainment offerings 
3.2 Enhance live music and concert scene
3.3 Enhance and build edutainment attractions 

4. Nature & Adventure 
4.1 Enhance city parks to become tourist attractions
4.2 Build and develop industry capabilities and joint promotion 
4.3 Preserve, nurture and promote nature and biodiversity
4.4 Build eco-adventure clusters and offerings 

5. Luxury Travel 
5.1 Craft luxury tourism experiences, packages and services 
5.2 Develop unique luxury accommodation
5.3 Position and promote KL as a premier luxury destination 

6. Sports 
6.1 Improve positioning of KL as a sporting destination

7. Business & MICE
7.1 Develop KL-specific MICE strategy, branding, incentives, organisation 
and capabilities
7.2 Develop unique, diversified and world-class MICE venues and facilities 
7.3. Develop distinct and attractive packages and programmes for MICE 

8. Medical & Wellness 
8.1 Foster collaboration and improve value-added services and capabilities 
8.2 Push for patient-friendly surroundings
8.3 Improve regulatory and support framework
8.4 Further develop and promote Centres of Excellence in selected niches
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Tourism is a major part of Taipei’s economy and Taipei Department of Information 
& Tourism (TPEDOIT) is the responsible tourism agency of the City’s tourism 
development. The Department promotes government policy and Taipei’s image while 
planning and developing tourism policies2. 

Tourism Vision & Strategies

Taipei City Government’s Tourism Policy16: “Tourism promotion is one of the most 
important national policies that can be undertaken to boost the local economy. To 
continue the prolonged development of its society, the arts and humanities, historical 
sites, leisure amusements, and status as a modern metropolis, Taipei must upgrade 
and promote its resources to improve its image.”
The five main objectives of the City’s White Paper on Tourism Policy are as follows: 
1. to attract international tourists and enhancing international visibility; 
2. to upgrade the tourism industry and travel quality, and safeguard consumer rights 

and interests; 
3. to increase cooperation opportunities with local industries, inspiring Taipei’s travel 

market, and improve the environment for private investments; 
4. to promote cooperation with Taipei County and other local governments in order 

to increase regional competitiveness; 
5. to strengthen regional characteristics and major tourism sites.

TAIPEI

Population
2,705,000
8,500,000 (Urban area)

International Tourists
9,2 million in 2016. 
9,3 is expected in 2017 with 1% growth.

Vision
To boost the local economy with tourism 
promotion.

Tourism Agency

TPEDOIT - Taipei Department of 
Information & Tourism 

������

Taipei City is the capital of 
Taiwan (officially known as the 
Republic of China, "ROC"). 

As a modern metropolis, Taipei 
is the political, economic, 
educational, and cultural 
centre of Taiwan island. 

The City is a destination for 
both business and leisure. 

�
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Tourism plays an important role in the city’s economic life and Seoul comes in 
sixteenth in the list of Top City Destinations survey with 9.2 million tourists in 20162.

Seoul Tourism Organization is a public-private joint venture entity that is responsible 
of marketing and tourism promotion projects and develop tourism resources and 
convenience facilities.

Tourism Vision & Strategies

Seoul Tourism Organisation aims to:

“Be the urban marketing entity that shows Seoul’s charms and appeal as a frequent 
travel destination to citizens of the world”

To promote this vision core strategies were identified as17:

1. Consolidate leadership reinforcement innovate management systems

2. Establish a strong base in order to improve the Seoul tourism brand

3. Improve the global competitiveness of MICE industry

4. Establish a base for future growth

18

Population
9,914,381
25,600,000 (Metropolitan area)

International Tourists
9.2 million in 2016. 
7.7 million is expected in 2017 with -14.9% 
growth.

Vision
A frequent travel destination to the citizens 
of the world. 

Tourism Agency

Seoul Tourism Organization

�����

Seoul, where the skyscapers and 
pop-cultre meet temples and 
traditions, has the 14th highest 
number of arrivals worldwide. 
The Metropolitan City is the largest 
city of the Republic of Korea. 
Seoul Special Metropolitan City, is 
the capital and largest metropolis of 
the Republic of Korea (South 
Korea). As one of Asiaʼs major 
centres of culture, entertainment, 
and research,  it is the fourth most 
economically powerful city in the 
world measured by GDP by PPP.  

�
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Tourism is one of the significant economic activities in Miami. The city is a major 
tourism hub in the American South as the Cruise Capital of the World19.

Tourism Vision & Strategies
Miami-Dade County Government Strategic Plan 201220 covers tourism goals, 
objectives and strategies under the Economic Development.   
Tourism Goal: “Expanded domestic and international travel and tourism.”

Tourism Objectives:  
 » Attract more visitors, meetings and conventions:  Create more hospitality jobs; 
increase visitor expenditures; improve the hotel occupancy rate; increase 
convention room nights; increase number of air and cruise passengers at the ports 

 » Improve customer service at airports, hotels and other service providers that 
support travel and tourism: Improve customer satisfaction with the airport; 
decrease processing time at the Seaport cargo gates; reduce taxi cab complaints 

Sample Strategies:    
 » Identify and develop new markets for the inbound visitor industry
 » Create incentive programs to increase the number of meetings and conventions 
 » Ensure competitive convention and meeting facilities
 » Develop more quality attractions
 » Promote policies that are conducive to eco- and agri-tourism activities 

Population
399,457
5,564,635 (Metropolitan area)

International Tourists
7,8 million in 2016. 
8,0 is expected in 2017 with 3.1% growth.

Vision
Expanded domestic and international 
travel and tourism.

Tourism Agency

The City of Miami

�����

Miami is a major port city in the 
southeast of US and on the 
Atlantic coast of South Florida.

It is one of the important centres 
and a leader in finance, 
commerce, culture, media, 
entertainment, the arts, and 
international trade in the 
continent.

�
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Delhi is the most visited city in India and according to Top City Destinations 
survey it is ranked 21th most visited city in the world in 20162. Delhi Tourism and 
Transportion Development Corporation (DTTDC) has been working to promote 
tourism in Delhi.
Tourism Vision & Strategies
Delhi Tourism and Transport Development Corporation (DTTDC) aims to develop 
tourism in and around Delhi. 
“The aim is to develop the tourism in the World Map.” 
The objective is to create a more enjoyable and comfortable visit and thereby earn 
more revenue by inducing visitors to stay longer. 
Within such a framework of accountability, numerous instruments are available to 
guide local tourist development on a sustainable path. These instruments include21: 
 » Programs to exchange land and development rights from non-suitable to suitable 
development areas; 

 » Heritage preservation requirements for site developments and building designs; 
 » Private heritage and green space stewardship programs; 
 » Tax benefits accruing to property owners exercising sustainable development 
practices; 

 » Tourism taxes and development fees to support construction and maintenance of 
required infrastructure. 

Population
16,349,831
26,454,000 (Metropolitan area)

International Tourists
7.4 million in 2016. 
10.26 million is expected in 2017 with 
37.7% growth.

Vision

To develop the tourism in and around 
Delhi.

Tourism Agency
DTTDC - Delhi Tourism and Transportation 

�����

Delhi, National Capital of India 
and Territory of Delhi (NCT), is 
a city and a union territory of 
India. 

Major economic activity is the 
service industries which are 
information technology, 
telecommunications, hotels, 
banking, media and tourism and 
as well as the construction, 
power, health and community 
services and real estate. 

�
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Mumbai is the most populous city of India and 22nd highest number of 
international visitors in top city destinations ranking of Euromonitor.  

Mumbai First was incorporated as a public-private partnership. The entity that 
was established in 1998 is an initiative to make the city a better place to live, 
work and invest in.

Tourism Vision & Strategies

Mumbai First22 was incorporated as a not-for profit in the 1995. Mumbai 
First also has three touch points with the Government of Maharashtra to 
share opinions and exchange views. It has the Citizens Action Group (CAG) 
chaired by the Chief Minister, the Empowered Committee chaired by the Chief 
Secretary and the recent Chief Minister’s War Room (CMWR). Direct resolution 
of points/issues with the GoM through these touch points is the unique feature 
of Mumbai First.

Vision: “To enhance the quality of life of the citizens of Mumbai and improve 
the economic and social fabric of the city. In short, to transform Mumbai / 
Mumbai Metropolitan Region (MMR) into a world-class city, one of the best 
places in which to live and do business in.”

Population
12,442,373
18,414,288 (Metropolitan area)

International Tourists
7.2 million in 2016. 
9 million is expected in 2017 with 23.5% 
growth.

Vision
To enhance the quality of life of the 
citizens and improve economic and social 

Tourism Agency

Mumbai First

������

Mumbai, the capital city of the 
Indian state of Maharashtra is an 
alpha world city according to the 
GAWC study. 

The city has the highest 
concentration of wealth in India and 
is the financial and entertainment 
capital of the country. 

Mumbai is also a global commercial 
centre ranking in the top ten in 
terms of global financial flow. The 
city alone generates 6% of Indiaʼs 
GDP.

�
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Mission: “Mumbai First is an initiative to make the city a better place to live, 
work and invest in. It aims to serve the city with the best that private business can 
offer. It is aiming to achieve this by addressing the problems of today and the 
opportunities of tomorrow, through partnerships with government, business and 
civil society.”

Objectives:
 » To promote and support policy initiative for the betterment of Mumbai and 
welfare of its inhabitants.

 » To sponsor, promote, support or provide financial assistance to the programmes 
and initiatives for the general welfare of the residents of Mumbai or to make 
Mumbai city a better place to live, work or visit.

 » To organize, sponsor, promote, establish or conduct social, socio-economic 
or statistical research in any way or by any means in respect of the City of 
Mumbai and its surrounding areas.

 » To canalize international knowledge and expertise in the above referred fields 
of work and to adopt them for the use in the city of Mumbai and its adjoining 
areas.

 » To coordinate with Central and State Government, Municipal Corporation, 
other government and non-government agencies in respect of public welfare 
programmes, policy initiatives and research for the City of Mumbai and its 
residents.

 » To mobilize public support and establish network of Mumbai’s residents and 
organisations with the relevant goals to further the cause of City’s improvement. 
To organise, sponsor, promote or conduct workshops, seminars, studies, 
conferences, on the relevant topics and do all such acts for achieving the above 
objectives.

 » To disseminate knowledge, provide training in the aforesaid fields; maintain 
schools, colleges, educational institutions, research establishment, libraries, 
museum, auditoriums, studios, and other facilities in the City of Mumbai.

 » To develop, promote or acquire knowhow, scientific knowledge, benefits of 
research or other rights and to promote exploitation therein such a manner and 
on such terms as may be found fit for the general welfare of Mumbai city and 
its inhabitants
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Barcelona is the only City that does not mix business and leisure in Tourism. 
The City ranked 23rd in the top city destinations in 2017 with its destination 
oriented tourism development. 

The Turisme de Barcelona that  was founded in 1993 by the City Council of 
Barcelona, the Official Chamber of Commerce, Industry and Navigation of 
Barcelona and the Foundation for the Promotion of Barcelona, is the official 
entity for promoting and boosting the toursim, cultural, commercial offer23. 

Tourism Vision & Strategies

The 2020 Strategic Tourism Plan tackles a vital challenge: a change from 
managing tourism in the city to managing the tourist city, making it compatible 
with the other needs of a multiple, complex and heterogeneous city such as 
Barcelona. 

Population
1,604,555
5,375,774 (Metropolitan area)

International Tourists
7.0 million in 2016. 
7.6 million is expected in 2017 with 8.3% 
growth.

Vision
Mediterraneanʼs most dynamic and 
vibrant tourist destination.

Tourism Agency

The Turisme de Barcelona

���������

Barcelona is the capital and largest 
city of Catalonia, and the second 
most populous municipality of 
Spain. 

The City is one of the world's 
leading tourist, economic, trade 
fair and cultural centres, and its 
influence in commerce, education, 
entertainment, media, fashion, 
science, and the arts all contribute 
to its status as one of the world's 
major global cities. 

�

24

BARCELONA



24

Bases for a Local Agreement for a Sustainable and Responsible Tourism”, the 
unavoidable commitments that Barcelona has been undertaking in tourism and 
in the Vision 2020 set out in the previous Strategic Plan (for 2015), as well as 
the Vision 2020 of the Catalan Strategic Tourism Plan for 2020. 

Vision for 2020:

“In 2020, Barcelona will continue to be recognised as the Mediterranean’s 
most dynamic and vibrant tourist destination and as one of the world’s main 
tourist cities, having established itself as a destination that goes well beyond its 
administrative boundaries” 

In Strategic Tourism Plan for 2015, seven initial provisions have been 
established and are shown below:  
 » The co-constitutive relationship of tourism and the city. 
 » From tourism model to tourism city 
 » From tourist to visitor: widening the tourism spectrum. 
 » Tourism, a collective issue 
 » The comprehensive management of tourism 
 » Variable destination geometries 

 » Sustainability and competitiveness: an unbeatable pairing 

 The goals of the Strategic Tourism Plan for 2020 are as follows: 

1. To prepare a roadmap for Barcelona’s tourism policies over the coming ve 
years, based on a participatory diagnosis. 

2. To generate public debate and shared knowledge on tourism and its effects, 
through an analysis of the current situation and anticipated future scenarios. 

3. To concurrently integrate the approaches towards tourism in the city of the 
various work spaces: PAM, PEUAT, Tourist Mobility Plan, Inclusive Tourism 
Plan, etc. 
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City destinations are a major part of the global tourism. The increasing 
number of international tourists create a significant pressure on cities. Table 
1 summarizes the population, international tourists in 2016, expected 
international tourists in 2017 and the growth, while Diagram 1 illustrates the 
change of this demand between 2015 and 2016. Delhi and Mumbai are the 
most populous cities whereas the number of international tourists are among the 
lesser in between these 10 cities. However, they have the highest growth rate. 
The negative growth indicates a set back for that city. In the case of Seoul and 
Hong Kong, the relations to China clearly effected Cities’ attractiveness as a 
city destination. 

Barcelona and Dubai have considerable growth rate with two very distinct 
characteristics. While Dubai offers over the top architecture along with a 
regional hub in tourism, aviation, financial services and real estate, Barcelona  
provide a culture and arts based tourist activities. Although their growth rate is 
similar, Dubai attracts almost twice as much tourist as Barcelona. 
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CITIES & TOURISM in numbers

Population in 
2016

International 
Tourists in 

2016

International 
tourists expected 

in 2017

Growth in 
international 

tourists

Delhi 16,349,831 7,400,000 10,260,000 37.7%

Mumbai 12,442,373 7,190,000 8,900,000 23.5%

Seoul 9,914,381 9,200,000 7,660,000 -14.9%

London 8,787,892 19,190,000 19,800,000 3.4%

Hong Kong 7,347,500 26,550,000 25,700,000 -3.2%

Dubai 2,884,837 14,900,000 16,000,000 7.7%

Taipei 2,705,000 9,200,000 9,300,000 1%

Kuala Lumpur 1,768,000 12,290,000 12,800,000 4.5%

Barcelona 1,604,555 7,040,000 7,600,000 8.3%

Miami 399,457 7,800,000 8,000,000 3.1%

Table1. Comparison of basic tourism data 2
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Diagram 1. Growth rate comparison between 2015-2016 

Taipei has the lowest growth rates with 1%, but the City attracts four times 
more tourists than its residents, which creates a great pressure on the hard 
infrastructure of the City. Relatively, Miami’s population is almost 100 times less 
than the number of international tourists visited in 2016. Although the growth 
rate is 3.1%, the increase in the expected international tourists is in the lower 
end compared to other cities. Kuala Lumpur has a similar pattern to Taipei 
and Miami. London, on the other hand, has a very close growth rate to Miami 
while it has a much normalized ratio between Its population and the number of 
international tourists visited in 2016.  

Numbers indicate clearly show that there are a lot of pressure on City 
Destinations. Seasonal or not, the cities need to respond to this pressure in a 
sustainable manner to be able to create economic prosperity from Tourism. 
Therefore, planning is an absolute necessity. 



Today, the World requires sustainable development and none of the countries 
can keep moving forward while doing otherwise. Tourism is clearly an excellent 
tool for sustainable development for all types of settlements. The local socio-
economic impact from tourism enhances through developing the sector in a 
sustainable manner. However, the difficult task of creating balance between the 
economic benefits and sustainable development is the biggest challenge for the 
cities globally. Increasing demand creates more pressure on cities, escpecially 
where there aren’t enough resources to address the complex urban issues. 

A planning approach with the support of governments is a requirement for 
cities to thrive the sector and develop sustainably. Although, the development 
level of a country is an important factor, developing policies, a clear vision and 
strategies with all tourism stakeholders is more effective in accessing success 
in tourism. Many cities all around the world have been producing tourism 
strategies accordingly. 

The role of Cities within the sector is undeniable. City destinations have become 
a significant part of the global tourism. Therefore, we have focused on the 
vision and strategies of cities by choosing most visited cities of the world and 
studied the tourism strategies and visions of 10 selected tourism cities.
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EVALUATION
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The key findings indicate that the Asian cities dominate the top spots in 
international tourism statistics by all metrics. 6 out of the 10 cities selected in this 
report and 41 out of the 100 most visited cities in the world are from Asia.  
tourists. City destinations clearly play a major role in the region’s increase in 
tourism development. However, the region is also one of the most problematic 
ones in sustainability issues. The most populated cities are from Asia-Pacific Region 
and the number of international tourists they attract is some of highest ones in 
the world as well. KL (6.95), Dubai (5.16) and Barcelona (4.39) are also in the 
same path with Asia-Pacific Region. They lead the world in number of tourists per 
year per inhabitant, but these cities are, also, under serious pressure and their 
infrastructure capacity is under question. Sustainability is a key concern for these 
cities as well. Miami (19.5) attracts twenty times more of its population each year, 
which creates a tremendous pressure on the City’s infrastructure.  

The most frequent keywords within the vision statements of selected cities are 
develop, destination, visitor, promote, improve, international and MICE. It is 
assumed that Tourism is used as a development and promotion tool for these cities 
in general. Further study of the vision statements reveals that the main driver of 
the tourism strategies of selected cities are business oriented, rather than leisure. 
Business related keywords constitute approximately 35% of all vision statements 
whereas leisure keywords account for 10%.

When analyzed individually, each city stands out related to their local 
characteristics as well as their countries’ reflection. For instance, KL stands out 
for luxury, shopping, services, whereas Taipei’s dominant words are local, city 
and historical and Seoul has competitiveness, reinforcement, destination and 
management heavily. London’s most significant word is visitors, relative to the 
City’s Tourism Strategy. 

The City and Tourism Report demonstrates the roles of cities in Tourism as a tool 
for development and contributes to common knowledge and understanding of the 
sector. We believe that these visions and strategies will be inspiring for all other 
cities. 
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