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Who are we at The 
Royal Society- Norges 
Vel?
• We are a non-profit and independent organization with

members from all walks of life.

• We contribute towards creating strong local

communites, through business development. 

• We promote and support creation of new industries, 

value chains and entrepreneurship.

• We have a staff of 30 experts, working with projects in 

Norway, the Nordic countries, Europe and Africa



Core values and UN’s
sustainability goals
• Our Objective: To establish local

food chains and cultural experiences, 
including sustainable food production

• Our Vision: Strong local communities

• Our Core values and driving force: 
cooperation and co-creation



Main areas of expertise:

• Sustainable food production
• Marine value creation
• Renewable energy
• Adventure tourism – regenerative 

tourism
• Circular economy
• Development of value chains
• Services for startups



Regenerative tourism: the next step in 
sustainable tourism. How can we develop 
guidelines and standards for best 
practices within research, and how can 
we improve resource management. And 
finally: how can we engage communities 
in planning and implementation of
cultural heritage tourism in the Arctic?

Per Gunnar Hettervik, The Royal Norwegian society for development

Longyearbyen 8. august 2022



«To put it simply sustainable
tourism looks to preserve a 
site the way it is. 
REGENENERATIVE tourism
seeks to leave a place better
than we found it, through
empowering the relationship
between visitors and locals»

Vinod Narayan, general manager Etèreo,



Our planet: 
An ecological 
luxury trap

• Population growth 121 % since 1970

• Loss of biodiversity 68% since1970

• Co2-saturation in the atmosphere 416,6 ppm in 2021

• Artic ice levels at a record low

• Global temperatures, 2021 warmest year measured

• Human consumption higher than ever



If mankind were to match the
consumption of an average
Norwegian, we would need…

...3,6 earths



A shift in paradigm
for tourism

*ATTA, 2021 Adventure Tour 
Operator Snapshot Survey



Nine distinct segments of tourists
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Visitors look for valuable life
experiences when they travel

*ATTA
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Motives for 
adventure

travels



Trends 

A desire to be a part of the
local community. Value-

based tourism
Local foods

Including cultural
experiences and a need to 

contribute towards
preservation

Adventure tourism is on
the increase. Destinations

that offer meaningful
experiences build loyalty

Staycation and the
domestic market will increse. 

Slow travel – want to stay
longer in the same place

Regenerative experiences
grow fast– beach cleaning, 

support for local
communities, contribution to 

ecological developement

Well-being and mental 
health

A need for  
transformative 

experiences – personal 
growth, learning, physical

and mental training

Escapism becomes

values- based tourism. 

From High tech to high 
touch. From tribal mode to 

planetary mode

From status –based travel to 
quality of life based travel. 
From person of knowlegde

to person of learning

From exploitation of
resources to meaningful use

of funds.
Sustainable destinations

From simply safety ,
to  health and safety

From choosing economy
first to choosing

sustainability first



Innovative cultural
experiences are in great
demand
• The market looks for cultural experiences more than

experiences of nature

• We need to create bookable experience-packages, 

including cultural heritage and activities in nature, that

strengthen the awareness of and tolerance limits of the

environment, the local population and its culture



Håndlaget, a part of the International Économusée network

§ Make craftsmanship a tourist destination

§ Certification

§ Quality control and evaluation

§ Networks

§ Skills development

§ Shared marketing and visibility



Process
From selection, quality control to
HANDMADE membership – an example!

Research
Planning and 

financing
Market 

potential Facilitation Implementation

Potential, criteria, value 
basis, commitment and 
process

Market and visitor potential Storytelling, design, art, 
experience desgin



Facilitation process

1. Sales/reception 2. Production area 3. Storytelling

4. Experience
design

5. Social Inclusion, 
value creation 

and recruitment



www.handlaget.org



www.handlaget.org



Varme trender: Motiv

*ATTA, 2021 Adventure Tour 
Operator Snapshot Survey



«Hotte» trender: Aktiviteter

*ATTA, 2021 Adventure Tour 
Operator Snapshot Survey



Regenerative 
tourism
• Creates robust local communities that 

care for visitors and respects 

biodiversity. Provides local economic 

sustainability and supports local 

ownership



Regenerative tourism – the next
step in sustainable tourism

The tourism 

industry as a 

living organism –

a value-creating 

ecosystem

The tourism 

industry can help 

strengthen local 

communities and 

repair damaged 

ecosystems

The tourism 

industry can 

contribute to 

rebuilding 

cultural heritage

The tourism 

industry can 

contribute to 

management 

according to 

tolerance limits

1 2 3 4

OversettelsesresultaterFrom sustainable tourism to regenerative flourishing









Design thinking in 50 min.

Explore in groups:

1. Value of cultural heritage in sustainable tourism

development – 10 min. 

2. Regenerative cultural heritage experiences for 

visitors/local community – 10 min.

3. How can we develop guidelines and standards for best 

practices within research, and how can we improve 

resource management. And finally: how can we engage 

communities in planning and implementation of

cultural heritage tourism in the Arctic? –

BULLETPOINTS from group discussions – 30 min

Explore Design Develop


