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AGENDA

VISION: Travel To Tomorrow

GOAL: Flourishing Destinations

TRAVEL TO TOMORROW into 
action

OUR LEARNINGS



• Looking for the positive power of tourism
• For the traveller, the resident, the 

entrepreneur and the place
• Starting from collectively ‘not knowing’



BRUGES
HOW MANY 
VISITORS? 2025: 

ALMOST 12 MILLION VISITORS
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2,1 million 
overnight 

stays

13 December 
most visitors

(73,000)

regional visits: 

1,1 million
day excursions: 

7,4 million

CASE:

(in a 2x2 km2 area with 
only 19,500 inhabitants)



RESIDENT STUDY– 2021-2023
Resident  support  in t he ART CITIES
% ‘agree’ with the statement…
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I support tourism and I want it to remain important in 'city' In general the benefits of tourism outweigh the negative impact
in 'city'

'City' should support the promotion of tourism

ANTWERP 2023 GHENT 2023 LEUVEN 2023 MECHELEN 2023 BRUGES 2023 TOTAL 2023

RESIDENTS ART CITIES

2021

Resident studies Flanders 2017-2023, 5000+ respondents

76% in 2016



WHEN CREATING 
TRAVEL TO TOMORROW 
DISCOVER THE 
TRANSFORMATIONAL 
POWER OF TRAVELLING

Why a travel experience 
is impactful and how can 
we facilitate it?

LARGE SCALE
LISTENING EXERCISE
1.644 stories about impactful travel moments 
 (report here)

https://www.toerismevlaanderen.be/sites/toerismevlaanderen.be/files/assets/publication/Grootschalige%20luisteroefening%20op%20zoek%20naar%20de%20kracht%20van%20reizen_ENG.PDF


The positive power of tourism

FROM TO
Just‘more’
Return on 

investments 

Added value
and

Social returns

FL URISHING
FLANDERS



Our vision
THE 

FLOURISHING 
PLACE

RESIDENT BUSINESS

VISITOR

We want to strengthen the role of tourism as a 
posit ive force, ensuring Flanders can flourish 
as an innovat ive, inspiring and qualit at ive 
travel destination, for the benefit of its 
inhabit ant s, ent repreneurs and visit ors.

Tou r ism is a means, rat her  t han  an  end. 
It  can  help t o br ing balance.“



our st rat egy
on the basis of 
five  key principles

Creating added value for a ll s takeholders  
in a  ba lanced manner. 

Genera ting connections  be tween people , 
places  and activities  within a  unique  s tory. 

S timula ting participation .

Prioritis ing quality , with room for 
innovation  and creativity . 

Working on the  bas is  of strategy  and 
knowledge . 
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Which six 
themes?

That connect 
into the DNA of 
Flanders• Heritage  experience

• Flanders Nature 

• Flanders as a cycling country

• Culinary Flanders

• Conferences  and events

• Coast & water

+ Everybody deserves a holiday



Heritage e x p e r i e n c e

FLEMISH
MASTERS

1

CASTLES
AND GARDENS

2

RELIGIOUS
HERITAGE

3

THE GREAT 
WAR

4



• Knowledge/data
• Quality tools (e.g. labels, advise, 

…)
• Financial (subsidies/grants)
• Legal (compulsory vetting of all

accommodations in Flanders)
• Promotional (international network)
• Participative

INSTRUMENTS TO APPPLY
TRAVEL TO TOMORROW



Rubenskast eel Sint -Godelieveabdij Smaakhaven

Kast eel 
van Leut

Kast eel 
van Poeke Cycling hubGravent oren en 

get ijdenmolen

Commanderie
Sint -Piet ers-Voeren

PILOT
PROJECTS



COLLABORATIVE KNOWLEDGE TROUGH EU-PROJECTS



LEARNINGS
CREATING TRAVEL TO TOMORROW
& WORKING IN PARTICIPATIVE AND
COLLABORATIVE WAY

• Vision and strategy come first – structure comes later

• Creating paradigm shift will make you feel uncomfortable

• It is about long term policy making

• Be in the lead of your own process, but seek expertise for certain task

• Bottom-up approach takes time but takes you further

• Go with ‘coalition of the willing ’ – small players can have great idea’s

• SHARE ONE VISION TOGETHER with national, regional, local policy 

levels

• Co-create 1 measurement framework for the whole destination, and a 

network to measure and benchmark together

• Seek international  collaboration on advanced strategies

• = be open, share, learn

• You don’t need to use the R word…

• Don’t forget the economic pillar is still very important



KNOWLEGDE SHARING & 
COOPERATION 

IN AN INTERNATIONAL
NETWORK

https://www.andalucia.org/en/home
https://www.iledefrance.fr/
https://en.normandie-tourisme.fr/
https://www.ostbelgien.eu/en
https://www.tourismewallonie.be/
https://pro.tourismebretagne.bzh/
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Your questions?

Vincent.nijs@visitflanders.com
www.traveltotomorrow.be
Chief Strategist

mailto:Vincent.nijs@visitflanders.com
http://www.traveltotomorrow.be/
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