
Coping with success ï 
Managing overcrowding in tourism destinations 
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As we discussed, travelers donôt disperse evenly across destinations 
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1 Additional ~60 countries for which data is available 

Remaining 

countries1 

account for 

~32% of total 

Inbound tourist arrivals (2016), millions 

Top 10 account for ~46% of inbound trips Next 10 account for an additional ~21% 
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By 2020, top 10 will add more tourists than the ñlong tailò further concentrating visitors in 

selected destinations 

1 Additional ~60 countries for which data is available 

Inbound tourist arrivals (2020), millions 

éplus ~80M éplus ~50M 

éplus  

~70M1 
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Not a ñone size fits allò - We see several ñarchetypesò emerging in destinations today 

Individual destinations may (and likely do) experience multiple types in parallel 

ñAlienated local 

residentsò 

Growth in tourist to 

population ratio 

ñOverloading 

infrastructureò 

Concentration of 

tourists throughout 

destination  

ñThreats to culture 

and heritageò 

Results from survey 

of residents on 

perception and impact 

of tourism 

ñDegraded tourist 

experienceò 

Trend among key 

attractions on 

rating/review sites 

(e.g., TripAdvisor) 

ñDamage to natureò 

Balance between 

capacity and 

utilization and ñwear 

and tearò  

(e.g., additional 

maintenance) 

Relationship with 

residents  

(e.g., safety) and local 

economic livelihood 

(e.g., income, cost of 

living) 

Authenticity of 

historical sites and 

persistence of 

cultural norms and 

values 

Service quality and 

authenticity  

(e.g., original 

ñcharacterò), 

reputation/ 

perception among 

visitors 

Resource 

management  

(e.g., waste, water, 

energy), 

environmental/ 

habitat damage  

(e.g., forests, 

oceans), living/ 

endangered species 

Water consumption 

and waste generated 

by tourism 

Examples 

of what to 

look for 

Archetype 

Description 
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We aimed to create a fact based approach to discuss this multi faceted issue 

We built a rapid diagnosticé éand tested it for an initial set of 68 cities 

Identified a core set of metrics that could indicate 

overcrowding (and that are typically available  

outside-in) 

Grouped metrics to help identify archetypes or 

patterns and provide a basis for deeper 

examination of particular areas 

Focused on publicly available or ñeasyò to track 

data to serve as a ñfirst alertò over time (e.g., early 

warning system as metrics change, tool to track impact 

of strategies and tactics once they are deployed) 

What it's not: ñone-size-fits-allò indicator of whether 

overtourism exists or basis for comparing across ñhow 

bad it isò across destinations 

Overall context 

Threats to culture and heritage 

Damage to nature 

Overloaded 

infrastructure 

Alienated local 

residents 

Degraded tourist 

experience 

Negative 

TripAdvisor 

reviews 

Arrival seasonality Tourism intensity 

Density of tourism Attraction 

concentration 

Air pollution Arrivals growth 

Importance of tourism Historic site prevalence 

First quintile (relatively more risk of overcrowding) 

Second quintile 

Fifth quintile (relatively less risk of overcrowding) 

Third quintile Fourth quintile 
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What kind of metrics did we use? 

6 McKinsey & Company 

Top quintile 

(highest risk) 

Second 

quintile 

Third 

quintile 

Fourth 

quintile 

Fifth quintile 

(lowest risk) 

Tourism share of GOP and employment >8.5% 6.1-8.5% 4.5-6.0% 3.2-4.4% <3.2% 

Growth in tourist arrivals >7.7% 6.2-7.7% 4.0-6.1% 2.0-3.9% <2.0% 

Number of visitors per square kilometer >930,000 475,001-

930,000 

200,001-

475,000 

75,000-

200,000 

<75,000 

Number of visitors per resident >5.3 2.8-5.3 1.8-2.7 1.0-1.7 <1.0 

Share of ñpoorò or ñterribleò reviews 

among top attractions 

>2.8% 2.0-2.8% 1.5-1.9% 1.1-1.4% <1.1% 

Difference in arriving-flight seats 

between high and low month 

>1.36 1.29-1.36 1.19-1.28 1.14-1.18 <1.13 

Share of reviews limited to top 5 

attractions 

>36% 33-36% 29-32% 22-28% <22% 

Annual mean PM1O concentration >74.9 43.1-74.9 26.8-43.0 16.6-26.7 <16.5 

Share of top 20 TripAdvisor attractions 

that are historic sites 

>45% 31-45% 21-30% 7-20% <7% 
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Barcelona vs New York 
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Overall context 

Threats to culture and heritage 

Damage to nature 

Overloaded 

infrastructure 

Alienated local 

residents 

Degraded tourist 

experience 

Negative 

TripAdvisor 

reviews 

Arrival seasonality Tourism intensity 

Density of tourism Attraction 

concentration 

Air pollution Arrivals growth 

Importance of tourism Historic site prevalence 

Overall context 

Threats to culture and heritage 

Damage to nature 

Overloaded 

infrastructure 

Alienated local 

residents 

Degraded tourist 

experience 

Negative 

TripAdvisor 

reviews 

Arrival seasonality Tourism intensity 

Density of tourism Attraction 

concentration 

Air pollution Arrivals growth 

Importance of tourism Historic site prevalence 
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Matching solutions to problems 

Spreading visitors  

ÅOver the year to balance seasonality effects 

ÅOver a geography to avoid over concentration 

be it at a site level or regional level 

Regulating accommodation supply 

ÅHome sharing regulations ï constantly 

innovating 

Adjusting pricing to balance supply 

and demand 

ÅTaxes and fees 

ÅPrice segmentation 

ÅDynamic real time pricing  

ÅCost of sustainability  

Limiting access and activities  

ÅAccess to sites 

ÅAccess to activities 

Innovating access to funding 

ÅTourism infrastructure fund in New Zealand  

ÅPPPs 
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Spreading visitors 
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Adjusting pricing to balance supply and demand 

Eiffel Tower is financing a 

ú300 million 

renovation of the site 

through a 50 percent 

increase in ticket prices 

Next horizoné 
real time push 
notifications 
based on live 
feed of visitors 

Dynamic pricing at Burj 

Khalifa with up to 4x 

price difference 
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Limiting access and activities  

Maya Beach Bay in Thailand 
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BACKUP 



17 McKinsey & Company SOURCE: WTTC Travel & Tourism Economic Impact 2017 (Global) 

5.5 

Direct 

Indirect 8.0 

2017 2027 

 

2.4 

(30%) 

11.5 

3.5 

(31%) 

7.9 

Tourism matters, contributing ~8% to global GDP and 10% of jobs today, even more in the future 

~15% 10.3% Job contribution 

Travel and Tourism total contribution to GDP,  

USD trillion 

Direct contribution reflects:  

ǐTotal spending within a country on 

travel and tourism by residents and 

non-residents (e.g., hotel room rates) 

ǐGovernment individual spending on 

services directly linked to visitors 

(e.g., museums) 

Indirect contribution includes GDP and 

jobs supported by travel and tourism 

spending (e.g., food purchases by 

hotels) 
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As it turns out, the challenge is older than one may think.. 

The New York Times (October 23, 1881) Coping with Tourists:  

European Reactions to Mass Tourism (1996) 


