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UNESCO Geopark network



Three pillars of Geoparks

• Conservation

• Education

• Sustainable Development 

(via  ‘geotourism’)





Geotourism one of  the key tools for 
geoparks development



Geotourism ‐ a contested term

• ‘Geotourism is a form of natural area tourism 
that specifically focuses on geology and 
landscape. It promotes tourism to geosites and 
the conservation of geo‐diversity and an 
understanding of earth sciences through 
appreciation and learning. This is achieved 
through in dependent visits to geological features, 
use of geo‐trails and view points, guided tours, 
geo‐activities and patronage of geosite visitor 
centres’ (Newsome & Dowling, 2010) 



Broad reading of geotourism

• Spectrum of geological heritage & diversity

• Not just in terms of what’s visible in geological 
column…

• But also regarding ways in which humankind 
directed, shaped or influenced by geology & 
utilised natural resources



But tourists not clear what geotourism is

Are these visitors all learning 
about the local geology?

Cultural or Geotourists? Or 
simply tourists on a hike??



Fieldwork showing contrasting 
examples of how geotourism applied 

in geoparks



Grube Messel

Geosite & Northern gateway to 
Bergstrasse‐Odenwald Geopark



Layers of geology & tourism offer in 
Grube Messel

Palaeontology
Industrial history & heritage
Technological advances
Social history & political campaigning
UNESCO WHS & Geopark
present day biodiversity



Wide visitor demographic



Hands on experience

Even though WHS – visitor gets opportunity under 
supervision to ‘hunt’ for their own fossil finds



Playful & memorable 



Economic sustainability

Need to increase visitor numbers

access a spread of tourist categories – provide range of
tours & timings



English Riviera Geopark

• Mature tourism 
destination

• Coast – family holiday

• 9 million bed nights

• 21% local population 
employed in tourism 
sector



Turn around tourism in decline

• Stagnation of image

• Drop in spend  ‐ whilst other parts of 
Devon & SW England increased spend

• Decline in duration of stay

• Need to revitalise and expand tourism 
offer



Organisation of geotourism around 
PPP company



ERTC strategy around 5 ‘Attack brands’

• Agatha Christie legacy

• Business tourism

• Events and festivals

• Maritime leisure

• Global geopark status of the English Riviera 



Geopark discovery packages



Geopark introduced via elements 
inside/outside earth sciences



Integrate geotourism into mainstream 
destination marketing



Larger scales of integration



Geotourism in Asia‐Pacific region

Do we want or can geoparks
survive with visitors only from 
a narrow niche

Significant interest from 
indirect geotourists



Direct ‘geotourists’?



Incidental geotourists?



Tourism incorporating geology

Wider perspectives of 
landscape – how humans adapt 
& utilise

Personal stories = memorable 
experience



Geotourism in geoparks

A combination:

Starting with 
physical landscape

Linking to natural 
& cultural 
landscapes



National support & networks







Conclusions

• Asia‐Pacific major 
engagement with 
geoparks

• Multiple adaptations 
within core of principles

• Narrow niche alone not 
enough to sustain

• Broad span of packages 
gives multi‐layers

• Visitor satisfaction key


	Development of Geoparks in the Asia-Pacific region
	UNESCO Geopark network
	Three pillars of Geoparks
	Geotourism one of  the key tools for geoparks development
	Geotourism - a contested term
	Broad reading of geotourism
	But tourists not clear what geotourism is
	Fieldwork showing contrasting examples of how geotourism applied in geoparks
	Grube Messel 
	Layers of geology & tourism offer in Grube Messel
	Wide visitor demographic
	Hands on experience
	Playful & memorable 
	Economic sustainability
	English Riviera Geopark
	Turn around tourism in decline
	Organisation of geotourism around PPP company
	ERTC strategy around 5 ‘Attack brands’
	Geopark discovery packages
	Geopark introduced via elements inside/outside earth sciences
	Integrate geotourism into mainstream destination marketing
	Larger scales of integration
	Geotourism in Asia-Pacific region
	Direct ‘geotourists’?
	Incidental geotourists?
	Tourism incorporating geology
	Geotourism in geoparks
	National support & networks
	Conclusions

