
2.7 TUI Nordic:  
Promoting Codes of Conduct for
Responsible T ourism Among Suppliers

Description of Good Pra c t i c e
TUI Nordic, one of the leading tour operators in Europe and part of World of
TUI (TUI AG), has established a close relationship with the ‘Blue Vi l l a g e ’
hotels (see Box 1), in order to integrate sustainability practices into the Blue
Village quality requirements.  This relationship focuses particularly on promoting hotels’ environmental and
social responsibility and supporting the dissemination of sustainability information to customers.

The decision to pursue this partnership was based on the recognition that Blue Village customers support
environmental actions, such as recycling and water saving, and that they regard engagement in responsible
tourism development as part of a hotel’s quality performance.

All Blue Village Hotels contracted by TUI Nordic are required to have implemented the hotel section of the
World Wide Fund for Nature’s (WWF) Code of Conduct for the Travel and Tourism Industry and the Code of
Conduct against Commercial Sexual Exploitation of Children in Travel and Tourism.  In particular, the hotels
must have in place an Environmental Management System (EMS), appoint a staff person responsible for
environmental matters, have a written environmental plan, use non-polluting products, give priority to local
suppliers and goods, sort solid waste, treat wastewater and introduce water-efficient hardware.

In terms of information provided to guests, Blue Village hotels have to inform their customers about
U N E S C O ’s World Heritage Ten Rules for Responsible Travelling (see Box 2) through information in the
reception area and in each room and briefings by trained tour leaders and hotel employees.  

The company worked with Blue Village hotel managers to create a common communication system that
would allow benchmarking between hotels, support the message of sustainability to customers and become

S ustainable To u r ism: The Tour Opera t o rs’  Contribution 3 7

BOX 1:  What is a 
‘Blue Village’ hotel?

The ‘Blue Village’ hotel is a quality property in
sun and beach destinations, designed for
families and couples.  The concept was
launched by TUI Nordic at the end of the 1990s
to meet requirements from customers with extra
needs when it comes to service.  The ‘Blue
Village’ label is earned by adopting a pre-defined
quality concept.  These hotels can be either
independent or chain hotels.  Within the
premises of the hotels, customers can find
leisure areas, swimming pools, bars and
restaurants, playgrounds for children, etc., and
activity programmes within the hotel are
arranged.  Blue Village customers book early,
and they know what they want.  The concept is
often more important than the holiday destination
itself.  Most customers of the Blue Village hotels
originate from the Nordic region and have
booked their holiday with the TUI Nordic brands:
Fritidsresor, Star Tour and Finnmatkat.
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a part of the Blue Village concept.  The common platform also allows tour operators to use the same
information in brochures and leaflets, thus reinforcing the sustainability concepts.  

In developing the sustainability requirements, the company decided to use widely accepted Codes of
Conduct, as they would permit a flexible approach to communication and allow different methods of
implementation.  This decision was supported by the fact that TUI Nordic, together with other stakeholders,
had been active in the elaboration of both Codes.  In a second phase of the programme, UNESCO’s Te n
Rules for Responsible Travelling were included in the information platform.  These guidelines were developed
in collaboration between the Nordic UNESCO World Heritage Foundation and TUI Nordic.

I m p l e m e n t a t i o n
The quality criteria and environmental requirements for each hotel are included in the Blue Village Product
Agreement, which is an appendix to the ordinary agreement signed by TUI Nordic and the hotels.  

Management in each hotel has been trained on the content of the Codes of Conduct and the company and
hotels have developed a common model for customer communication.  

Hotels monitor their own performance in implementing the Codes and report regularly to TUI Nordic’s Concept
Department.  Each hotel also reports on performance and lessons learned at a yearly conference, giving them
an excellent opportunity to exchange views and experiences.  In promoting Blue Village hotels, TUI Nordic
includes information on the hotels’ environmental performance in its catalogues and on its web site. 

B e n e f i ts
The inclusion of environmental and social elements in
the Blue Village concept has had a positive effect on
the image of the hotels.  Surveys have shown that
Blue Village customers value active commitment from
the hotels and believe that information is important.
By implementing environmental management
systems, the hotels have also been able to reduce
their operational costs, for example by lowering their
water and energy consumption.

The Blue Village total quality concept has also
generated benefits to TUI Nordic, including early
reservations, enhanced reputation, increased client
satisfaction and customer loyalty. 

C o m m e n ts
The Blue Village concept is regularly being revised and improved.  At the time of writing, TUI Nordic, in co-
operation with WWF, planned an Environmental Day in the Children’s Club in select hotels for the winter
season 2002/03.  Activities such as ‘green treasure hunting’ and conversations about exotic, often endangered,
animals were planned to be included in the programme of activities.  In addition, most of the hotels are working
on the development of their environmental management systems, including third-party verification. 

The environmental and social components of the Blue Village concept are also being successfully
implemented in other hotels, such as the Blue Star concept hotels and properties in Thailand that use the
Code of Conduct against Commercial Sexual Exploitation of Children as an information tool for customers.
As a further step in the development of Responsible Tourism principles, a process to introduce accessibility
criteria for disabled people has begun, based on Equality’s “Tourism for All” certification system
( w w w. e q u a l i t y.nu).  All Blue Village Hotels will be certified with the Equality label by the end of 2003.
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BOX 2:  Ten Rules for
Responsible Travelling

These guidelines for responsible travel were
developed by the Nordic UNESCO World
Heritage Foundation, in co-operation with the
tourism industry.

1.  Show respect for natural and cultural heritages.
2.  Respect local traditions.
3.  Take your time.
4.  Ask before you take someone’s photo.
5.  In good trade, both parties are satisfied.
6.  Do not give money to begging children.
7.  Buy locally produced products.
8.  Support local environmental activities.
9.  Reduce the use of natural resources.
10. Travel in low season.


