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Abstract

By attracting millions of tourists each year, Prague has experienced overcrowding,
fostered the spread of inauthentic businesses into the local Czech culture, and diminished the
lives of both tourists and locals. This project promoted sustait@alnism by helping tourists
di scover authentic and relevant aspects of
thereby making Praguebés tourism scene mor e

team analyzed existing websites, intewed locals, surveyed the public, and observed and

Pr

s u

analyzed over 600 Prague businesses and attractions. We created an impactful website promoting

authentic attractions, alongside the ideals of sustainable tourism to encourage tourists to travel

sustainaly while improving local livelihoods.



Executive Summary environmental. Each of these key lenses

focuses on promoting attractions that are
Each vyear, billions of tourists travel to  authentic to the Czech culture.
foreign countries, seeking new experiences . -
and interesting cultures whiending large However, several major cities,
sums of money. However, growing tourist inClUding Praguein the Czech RepUbliC, have
populations can begin to eclipse an entire begun to experience a decrease in the local
local culture, especially near major cultural ~ Populations and their local culture as a result
heritage sites in city centers. In these areas, ©Of overtourism. Oveitourism in Prague has
local businesses like restaurants, hotels, and also caused many issues such as
other enterprises capitalize on tourist overcrowding high noise levels, lack of nen
spending and leave local inhabitants with tourist businesses, the creation of inauthentic
dramatically reduced access to affordable souvenirs, and a drastic increase in the cost of
shopping and housing. Moreover, tourist living. Each year, particularly during the
traps and attractions that are irrelevant to the Summer, tourists outnumber local citizens six
local culture begin to appear, negatively t0 one in Prague. Prior to the COVI®

impacting both torists and locals and ~ Pandemic, this summer surge boosted the
rendering the local tourism scene local tourism industry to lucrative heights,

unsustainable in the long run. Thisisover €especi al |y ar o-domidate®r ague:
tourism(see Figure E.1j challenge faced by ~ City center, known as the Royal Way
(Hal uga, 2019) . Despite

many modern cities and countries.

generated by tourism, owewurism is
detrimerial to both local life and future
tourists.

Approach
Given the negative impact of over
tourism in Prague, the goal ofglproject was
to develop a website that encourages tourists
to discover the authentic and relevant aspects
: of Pragueds especally itsher i t a
e £ = lesserknown treasures outside of the Royal
Figure E.1 Cro Way , t_her_eby maklng Prag
_ more sustainable in the future. To achieve
In 2002, the World Tourism this goal, our team had four project
Organization (WTO) coined the term  gpjectives: generate a list of best practices for
sustainable tourisnto denote the promotion promoting sustainableotrism on websites,
of governmental trust in tourism business  determine authentic amédlevant experiences _
management, the prot eg plhRd dRifn aRd refde! 8 Imbckup S

i

de Main Square, Prague

heritage from ovetourism, and the website to promote sustainable tourism, and
determining the fates of their local tourism The study accomplished this goal

local culture and the locals themselves. other European cities to gather strategies for
lenses: sockoultural, ecoomic, and



relevant attractions to Prague, the team
interviewed locals, walked through and
carefully observed all available attractions
along thee routes of the city, surveyed
tourists and locals on the street, and
uncovered additional ledggiown attractions
and festivals to feature on the website. Based
on this research, the team developed first a
mockup website and then a website prototype
basel on that mockup. After several revisions
of the prototype website, the group gathered
preliminary f eed b ack from
sponsorand advisor Additionally, through
the use of a website quality survey, members
of the public to improve the website witne
hopes of creating a truly impactful website
promoting sustainable tourism in Prague.

Findings
Results From Sustainable Tourism Websites

The project group analyzed three
websites from various European cities and
countries including Venice: Venezia
Autenticg Iceland: Guide to teland and
Poland:Key to Poland The team selected
these websites as they all meet the criteria of
promoting sustainable tourism; they promote
only culturally relevant attractions, mention
sustainaility, spread tourists across wider
areas, and promote local businesses. After
analyzing each website, group members
gathered the most common strategies
between each website in four sections: goals,
focus, promotion of attractions, and attraction
informaton. The team then generated a list of
features and best practices for their own
website.
Results From Interviews

The team then interviewed two locals
and one representativ
tourism agency, Prague City Tourism, to
gauge what locals consider to be authentic to
Praguebs culture -®ond
day issues they observe from oveurism.
Locals provided insight into how tourists can
find authentic attractions, how they can travel

sustainably in Praguehe root causes of
overtourism, and how it impacts the local
community in Prague.
Results From Observations

After conducting these inteiews, the
group found authentic attractions to promote
on the website through observing three routes
of the city including the Vinohrady
neighborhood, the Royal Way, and the
downtown Prague area. The team used
knowledge from their background research

t abauitthephistory and hetage of the Czech

Republic and the information gathered from
their personal interviews to create a list of
authentic attractions throughout Prague. The
team walked 14.76 km, observing, analyzing,
and sorting through 614 attractions ttind
130 authentic attractions to promote on our
final website. After creating a list of authentic
attractions, we gauged the authenticity of
attractions along each route as shown in
Figure E.2.

Authenticity of Attractions in Prague
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Figure E.2 Authenticity of Attractions

The team discovered that only 20% of the
attractions along the Royal Way are authentic
to the Czech culture although the Royy

is known as the tourist hub of the city.

Results From Surveys
n order o gau
ﬁmughts abr%ut F) he z%u |ty of attractions
along the Royal Way in Prague, our group
tsu&veyad 2@ Belppr]r? ﬁtge I%O}('al Wa le
of whom were loc hé group etermln
that 91% of respondents either agreed or
strongly agreed that the attractions along the
Royal Way were autimgic. This goes against

'OC% gnd fouripts’ ¢ i 4 |


https://veneziaautentica.com/local-map-of-venice-italy/
https://veneziaautentica.com/local-map-of-venice-italy/
https://guidetoiceland.is/
https://keytopoland.com/design-your-tour

our previous observations, highlighting the
need for the team to inform tourists and locals
about sustainable tourism.

Additional Research Findings Experience the

In order to spread tourism away from Real Prague
the city center and reduce crowding, the team et e
then identified at least three attractions from
each of Pragueds muni hree
through ten by researching local social media We can hep. We hve done th resarch an
sites. Additionally, the team researched local Rl o
Prague festivals and organized them by
season. Figure E.3 The Home Page

. TheFestivalspage organizes its 45 promoted

Implementatlon events by season: Spring, Summer, Autumn,

Creationof Mockup Winter. Figure E.4 displays the Spring

The mockup, designed with the  gection of theFestivalspage.
proven strategies from the three reviewed Festivals

sustainable tourism websites in mind,
included five main pages: lkome page, an
interactivemap, asustainable tourisnpage, —
aresourcepage, and amabout uspage. To ] [ = =1
save time, the team did not include all
possible information in the mockup,
particularly facts pertaining to individual
attractions, leaving its inclusion for the final
website. Instead, the group created an
organized document with the contents o
each page of the website so that all of that g,
information could be quickly inserted into the
final website. After the team created the Figure E.4 The Festivals Page
initial mockup, their sponsor Professor
Deskins and their advisor Professor Kinicki,
provided feedback on the mockup andthe
contents of the website. After the team
received approval of the mockup, thext
task was to buildthe website using
WordPress based on that mockup.
Creation of Website

Development of therealprague.org
webste began with the creation of each page:
Home Map, Festivals More Resources
Our Mission, and About Us Figure E.3
shows t hddomepages i t ed s

Users can reach each season section
from a dropdown menu in the navigation bar
and from four buttons at the top of the
Festivals page, which scroll to the desired
season section. In order to show each
individual festival or event, the team used a
plugin cdled Gutenslider. This plugin
allowed the group to implement the
horizontal scrolling by festival that they
planned during the mockup, and the circular
buttons at the bottom allow the user to click
through individual events more quickly.
The we b s nt at@cion mathe
Authentic Map on thélap page (see Figure
E.6). The team featured the 130 authentic
attractions  previously found through


https://realprague.org/

observations and THeo c atabfie sof adracttonsablelownitee dmag@ which
group was able to quickly populate the map allows users to search through the attractions

with all its found attractios and to provide and see the inforntian provided orspecific
their websiteds user s atinactionanliastformef f ect |

viewing each attractions hours of operation,

vV e

entry cost, and website without any [Fiterby

additional work on the part of the team. To .

view this information, users simply select a et site

location on the map @ c | i ck t h §]um
Detailso |ink, Whi ch |F wsem

Google Maps page of that attractienabling [ ek

them to explore that attraction more

thoroughly. Users can filter thmap with its ST ok
categories of restaurants, hotels, parks, e @ o g
stores, museums, historical sites, and events O = Q
(see Figure B.for filter and Table E.1 for b/ YU o
each icon). The team represented each 3“‘@' Q i

(O

L

m m

L0

attraction on the map with a marker, using a
different color and icon
for each attractiortype Additionally, the
map plugin gave the team the option to add a

Figure E.5 Filtering the Map
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Website Quality Survey

To receive external feedback, the
group sent out a surveyliscussing the
functionality and the content of the website
and received 107 responses from previous
interviewees, Facebook groups, and team
me mber 6s per sonal co
depictst h e respondent so
website cont entpgoanotene a
authenticity in Prague.

Website Content is Meaningful in
Promoting Authenticity in Prague
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Figure E.7 Website Content is Meaningful in
Promoting Authenticityn Prague

Figure E.7 displays that5% of respondents
either agreed or strongly agreed that the
website had meaningful content that helped
promote authenticity in Prague. With this
information, the teambelieves that the
website effectively enables users to
experience the true culture of Prague and
effectively promotes sustainable tourism as a
result.

The survey responses also highlight
the eagernesof potential tourists to use this
website when looking for attractions (See
Figure E.8).

Vi

Likelihood to Use This Website When Visiting Prague
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Figure E.8: Likelihood to Use This Website
When Visiting Prague
As part of that same survey, the team sought
to further foresee the website's lasting impact
by querying survey respondents on whether
or not they would use our website should they
want to visit Prague. The survey results
showed that 82% of respondents esgt or
strongly agreed to the high likelihood of their
using our website should they visit Prague.
This result indicatesthat we have been
successful in creating an impactful website
and that respondents will likely use this
website when traveling toPrague and
providing evidencethat this website can
successfully promote sustainable tourism
over time.

Our Anticipated Impact

While https://realprague.organ be
greatly improved, given our thorough
investigation ofimportant characteristics of
other sustainable tourism websites, as well as
the overwhelmingly positive feedback we
received on the website surveys, we believe
that, should our website get adequate
exposure, it has the potential to influence the
choices 6 tourists coming to Prague in the
future. Those choices will, in turn, augment
the cultural experiences of tourists, help
Prague financially, and improve the lives of
l ocal s. Pragueds
reached a sustainable state, and our team has
primed realprague.org to be effective in
helping Prague reach sustainable tourism.

tour i


https://realprague.org/
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1. Introduction

Each year, 1.4 billion tourists travel to foreign countries, seeking new experiences and
cultures and spending large sums of money. However, growing tourist populations can begin to
eclipse the entire local culture and damage tourism in the lon@rRasger, 2017)Overtourism
occurs when Ahosts or guest s, |l ocals or visit
[when] the quality of life in the area or the quality of the experi¢rasedeteriorated
unac c e (Gbawin, 3007)Given the radical growth of tourism in the last 70 years, tourists
may outweigh the local population in some regions, especially aroyod coéiural heritage
sites in city centers. In these areas, local businesses like restaurants, hotels, and others capitalize
more and more on tourist spending, leaving locals without access to affordable shopping or even
housing. Several major cities, Inding Prague in the Czech Republic, have begun to feel the
effects ofovercrowdingand have begun to lose their locals and their local culture as a result of
tourism, all of which may deter tourists from visiting in the future and may make tourism
unsusainable in the long run.

The World Tourism Organization (WTO) coined the tesunstainable tourisrm 2002 to
denote the promotion of governmental trust in tourism business management, the protection of
heritage from ovetourism, and the involvement ofdal communities in determining the fates of
their local tourism industries (Ansi et al., 2021). Researchers and social scientists frequently
adapt this concept and modify it to fit the parameters of their studies, but at its core, sustainable
tourism facuses on sustaining the local culture and the locals themselves. Sustainable tourism is
the accepted framework or lens for viewing or tackling @garism across the world.

Like many other tourisheavy cities around the world, Prague in the Czech Riepusdns

a touristdominated city center, known as the Royal Way. Because so many tourists congregate


https://www.zotero.org/google-docs/?broken=DvsirI
https://www.zotero.org/google-docs/?broken=hRB4kh

in and around it, most businesses in the center of Prague now prioritize meeting the demands of
visitors near the Royal Way. Each year, particularly duttiegSummer, tourists outnumber local
citizens six to one in Prague, boosting the local tourism industry to lucrative heights (Haluga,
2019). Despite the profits generated by tourism, the conditions ctawesm are detrimental to

local life. Overcommecialization, when applied to tourism, occurs when businesses conform to

Atemporary and seasonal tourism peaks, which
lifestyles, access to amenities, and generatvedli ngo ( Mi |l ano, 2018). Ove
establs hment s | ocated i n Pr alpseeédtsctidns, somewith ldtle cent er

relevance to the cultural heritage of PragDeribrovska2017). As a result, the center of
Prague suffers from seasonal overcrowding, and the quality of lifedak ¢itizens continues to
decline because many businesses in the historic center focus on pleasing tourists rather than

addressing the needs of locdiMmbrovska2017).

Prague has faced many of the symptoms of-taatism for well over a decad€ourists
travel to the city for its unique history, architecture, and culture, but many top tourism websites
about Prague or about any other city only foster further centralization and over

commercialization of tourism. Our preliminary research founditi@tcommon practice for

tourist websites like TripAdvisotr{padvisor.con)to promote Prague's central, core attractions,

and to further encourage visits tas, museums visits, cheap beer, and other attractions that

bring the most attention to those websites and the travel agencies running them. As a result, some
websites promote attractions and businesses t
may even distort visitorsodéd perceptions of an
develop alternative websites like PragueUnlocked Etddque.e) seeking to bolster sustainable

tourism, their ability to compete with top tourism search engines in visibility andriesaly


https://www.tripadvisor.com/Attraction_Products-g274684-Czech_Republic.html
https://www.prague.eu/en

information remains unclear. However, Prague has taken other small steps towards improving
their tourism scene as governmefftcials begarclosingirrelevant or misleading businesses and
reducing available rentals. Unfortunately, current information on authentic or more historic

destinations in Prague is sparse (Schlagwein, 2020).

Our initial research did not uncover a coetpensive and popular online guide to Prague
that directly assesses the authenticity of local tourist attractions and businesses, helps diffuse the
focus of tourism away from the center of the city, and promotes businesses that are in tune with
the local citure. As the tourism industry grows every year, so do the issues efoavem.
There is an opportunity to steer tourists out of the city center, widen their perception of Prague's

heritage, and to promote sustainable tourism.

The goal of our project &s to develop a website that encourages tourists to discover the
aut hentic and relevant aspect s -kmdwntRasargsue 6 s r i
out side of the Royal Way, and thereby, making
future. Such a resource inevitably requires the input of locals as only they can truly know which
attractions and businesses best reflect Pragu

project objectives:

1. Generate a list of best practices for pobimg sustainable tourism on websites.
2. Determine authentic and relevant experiences in Prague.
3. Design and refine a mockup website to promote sustainable tourism.

4. Developand test grototype website.

This project created a websitétps://RealPrague.oyto support sustainable tourism in

Prague by informing tourists about the concept of sustainable tourism and promoting authentic


https://realprague.org/

experiences in Prague. The team gathered website strategies to help create an ingtesité

through researching sustainable tourism websites for other cities and countries. To determine the
authentic attractions in Prague, the group observed attractions throughout the city, surveyed
locals and tourists on their tourism experiences,iatedviewed locals and restaurants. With this
information, the team developed an intermediary website mockup and finally an interactive
website for tourists to reference when finding activities in Prague and to educate them on how to
support sustainabledrism. The team then improved this website based on the feedback from
their sponsor Professor Deskins, their advisor Professor Kinicki, and their website survey
respondents. With such a website, the city of Prague can move towards sustainable tourism,

helping its local citizens economically and preserving their culture.



2. Background

Arguably the first documented case of et@urism occurred in 1324 C.E. when King
Mansa Musa of Mali came to Egypt and derailed its fpalsed economy by spendiand giving
away huge amounts of gold (National Geographic Society, 2020). However, in modern times,
overtourism stems from the increased quantity of tourists visiting one area rather than the wealth
of any one individual. The wordide tourism industrjras never experienced such documented
growth as it has in the last 70 years. In 1950, the number of tourist arrivals around the world was
approximately 25.2 million, but the advent of tourist and travel websites on the World Wide
Web, the fall of the Beirh Wall, the Schengen Area in the European Union (EU), and cheap
commercial flights would catapult that number to 1.4 billion in 2018, as seen in Figure 2.1 and
best illustrated by the yellow area corresponding to European tourism (Roser, 2017). Such a
steady growth in the number of tourists has naturally generated enormous wealth for many
touristpopular countries and cities and as a consequence made a number of national economies
dependent on tourism. This is particularly true of the Czech RepublicangiBre , as t he na
capital provides 60% of a tourisbased GDP in the country and employs 150,000 in tourism
(Prague City Tourism, 2021). However, despite the economic benefits stemming from popular
destinations, the local impact of tourism can yielitdlen costs and dangers that make tourism
unsustainable and negatively impact local citizens. This chapter investigates sustainable tourism
around the world, the history of tourism in Prague, the issues created kpuarem in Prague,
t he ci ttpéombatitfahdfinatlyantroduces our proposed project, designed to help

promote sustainable tourism.



Figure 2.1 International Tourist Arrivals Around the Wor{&Roser, 2017)

2.1 The Emergence of Sustainable Tourism

As they experience rising numbers of visitors, urban governments and particularly urban
businesses encounter the temptation to capitafizeuristinduced income rather than to address
the needs of their own local citizens. Many cities and countries depitalized extensively on the
economic and societal benefits of developed tourism, and a few European countries, such as
Poland and lItaly, have responded to current tourism trends by enacting policies designed to
maintain the longevity and sustainalyilaf their tourism industry. ThBlultidisciplinary Digital
Publishing Institute (MDPI), a publisher of open access scientific journals, idestiBesnable
tourismas tourismthama i nt ai ns a pl aceds | ocal cul bgur e,

local life (Koodsela, 2019F-igure 2.2Zllustrates one model of this approach to tourism.





















































































































































































































































































































































































































































































































