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understanding, cooperation, and global fraternity among all people of the world. 
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promising tools to strengthen these values. However, the research on this topic, is 
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wars, Arab Spring, and the fear of terrorism in the name of religion spread across 
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and civilizations. Spiritual tourism development and education can be used as a 

vehicle to campaign and market peace between nations, cultures, and people from 

diverse racial and spiritual orientations. Countries with populations belonging to 

various religious minorities in particular should include spiritual tourism education 

at school and university to promote peace and unity in diversity.

Chapter 11

Marketing for Conlict Transformation: The Case of Peace Laboratories in 

Colombia ............................................................................................................212

Fred R. van Sluijs, Independent Researcher, Costa Rica

Marinus C. Gisolf, Tourism Theories Asesores, Costa Rica

Arno Ambrosius, Independent Researcher, Costa Rica

When in 2016 the Colombian peace agreement was signed between the FARC-EP 

and the Colombian government, the hope was created to inish a chapter of cruel 

internal violence leaving close to 300,000 deaths in 50 years of conlict. The peace 

process, which is still continuing, incorporated a wide range of visions, approaches, 

political stands, gender issues on poverty in all its destructive dynamics. The 

European Union’s decision at the beginning of the 21st century to help stimulate 

a peace process from the bottom upwards through so-called peace laboratories is 

analyzed, and their development, their success, and their limitations are followed 

in an attempt to shed light on the triangular relationship between people in conlict, 

peace, and the mechanisms that can connect the two.

Chapter 12

Marketing Peace Through Tourism: A 35 Year History of IIPT .......................237

Louis John D’Amore, International Institute for Peace Through Tourism 

(IIPT), USA

Marketing of peace through tourism has been primarily achieved through the 

initiatives and conferences/summits of the International Institute for Peace Through 

Tourism (IIPT). IIPT was born with a vision of travel and tourism becoming the 





world’s irst global peace industry and the belief that “Every traveler is potentially 

an ambassador for peace.” This chapter traces the early seeding of the peace through 

tourism concept; the organization, marketing, and transformative outcomes of the 

First IIPT Global Conference: Tourism – A Vital Force for Peace, Vancouver 1988; 

legacies and achievements of additional conferences/summits and projects through 

to its current initiatives commemorating the 30th anniversary since the Vancouver 

conference that include a 30th Anniversary Global Summit, Global Peace Parks 

Project and Travel for Peace Campaign.

Compilation of References .............................................................................. 254

About the Contributors ................................................................................... 295

Index .................................................................................................................. 302


