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MATTIASSICH ENIKO! — SZOKA KAROLY?

A transzferarazast érint6 torvénymaodositasok és
a szabalyzat elkészitésének gyakorlata

A transzferarazas hazai szabalyozasa 1j lendiiletet vett a 2022. évben, a modositott torvényi rendelkezések julius
27-én keriilt kozzétételre a Magyar Kozlonyben. A valtozasok érintették a tarsasagi add torvényt és az addzas
rendéjérdl szold torvényt is, igy nincs kibuvo a transzferar nyilvantartds hatdridore torténd elkészitése alol. Az
adohatosag szamara mar az ellendrzés megkezdése eldtt fontos, hogy rendelkezzen a kapcsolt tigyletek fontosabb
adataival strukturdlt, informatikai eszkozokkel is kezelhet6 formaban. A szigorod6 adoellendrzések, a megndve-
kedett biintetési tételek, az egyre magasabb szakmai elvarasok a transzferar szabalykovetés terén sok vallalkozas-
nal a transzferarazas belsé szabalyozasanak Gjragondolasat igénylik a megujult szabalyoknak valdé megfelelés ér-
dekében. A menedzsmentnek joval nagyobb adokockazattal, és az ujszerii ellendrzésre torténd kivalasztasi mod-
szerekkel, és foként 0sszefiiggéseiben megvaltozott ellendrzéssel kell szembenézni. A tanulmanyban bemutatjuk
ezen kihivasokra - a transzferar szabalyok vallalkozasra vonatkozé folyamatainak atgondolasara, fejlesztésére,
atszervezésére, a digitalizacio lehetdségeinek kiaknazasara, a szakértéi kompetencia ndvelésére - az adokockazatot
minimalizal6 lehetséges valaszt.

Kulcsszavak: ado, transzferar, adéelkeriilés
JEL-kddok: F38, F65, H26

Legislative changes affecting transfer pricing and
the practice of preparing the Code

The domestic regulation of transfer pricing has gained new momentum in 2022, with the legal provision published
in the Hungarian Gazette on 27 July. The changes have affected both the Corporate Tax Act and the Act on the
Rules of Taxation, so there is no escape from the deadline for preparing transfer pricing records. It is important
for the tax authority to have the most important data on related party transactions in a structured format that can
be managed using IT tools, even before the audit starts. Tightening tax controls, increased penalties and ever higher
professional expectations in the field of transfer pricing compliance require many companies to rethink their in-
ternal transfer pricing rules in order to comply with the new rules. Management is faced with a much higher tax
risk and new methods of selection for control and, in particular, a change in the context of control. This paper
presents a possible response to these challenges - rethinking, improving and reorganising the processes of transfer
pricing rules for enterprises, exploiting the opportunities of digitalisation, increasing the competence of experts -
to minimise tax risk.

Keywords: tax, transfer price, tax evasion
JEL Codes: F38, F65, H26
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Bevezetés

Globalizalt vilagunkban a multinacionalis vallalatok gazdasagi szerepe €s jelentdsége Oriasi,
igy jelentOs ezen cégek kozotti kereskedelem is és ennek a gazdasagra gyakorolt hatasa. Egy-
részt ezt a fajta kereskedelmet a vilag egyre tobb orszdgaban szigortian szabalyozzék a kiilon-
b6z6 kétoldaltl egyezmények, nemzetkozi szabdlyozasok és hazai jogforrasok, emellett a kii-
16nb6z6 orszagok adohatosagai is szigoruian ellendrzik. Masrészt a belsd kereskedelem egy ré-
sze (az 6nallo adoalanyisagnak nem tekinthet6 felel6sségi kdzpontokhoz tartoz6) komoly kihi-
vas elé allitjak a vallalatvezetést, ugyanakkor nagy lehetdségeket rejtenek magukban, hiszen
ezek a tranzakciok alapvetéen befolydsoljak a teljes vallalati eredményt. A cégen beliili €s a
cégek kozotti kereskedelemben, mint minden iizleti tranzakcioban, kulcskérdés az arazas, ese-
tiinkben a transzferar.

A transzferar helyes megvalasztasa ¢és feliigyelete biztosithatja a cég jovedelmezdségét,
de egy nem megfeleléen megvalasztott stratégia konnyen a csdd szélére sodorhat egy egyébként
sikeres iparagat. A jogilag fliggetlen, de egymassal kapcsoltsagi viszonyban all6 vallalatok ko-
z0tti kereskedelem nem megfeleld arazasa ugyanilyen komoly kockézatokat rejt magéban az
adohatosag altal kiszabott jelents Osszegli birsdgok formajaban (a multinacionalis vallalatok
az utébbi idoben egyre kevésbé latjak lehetdségnek ezt a szabalyozott transzferarazast, ami nem
véletlen, hanem jelentds kockazat a vallalati miitkodésben). Mindez indokolja a téma alapos
vizsgalatat és kezelését.

Ha két vallalkozas egymas kozotti kereskedelmi vagy pénziigyi kapcsolatai tekintetében
olyan feltételeket teremt vagy kot ki, amelyek kiilonboznek a fiiggetlen vallalkozésok kozott
alkalmazottaktol, ugy az a nyereség, amelyet a vallalkozas egyike e feltételek nélkiil elért volna,
azonban e feltételek miatt nem ért el, a vallalkozas nyereségéhez hozzaszamithatd és ennek
megfeleléen megadodztathatd. (OECD Modellegyezmény, 9. cikk 1. bekezdés, é. n.)

Nemzetkozi Kitekintés transzferarra

A 2008-as gazdasagi vilagvalsag tobb téren komoly valtozast hozott. A hirtelen, nem vart re-
cesszid sulyos gondokat okozott az orszagok koltségvetéseinek. Rdadasul sok bankot €s pénz-
intézetet fel kellett tokésiteni, ami még érzékenyebbé tette az dllamokat az adobevételekre. Az
orszagok elkezdték keresni a lehetdségeket koltségvetéseik bevételi oldalanak a novelésére. A
2010-es években egy 1j tendencia volt megfigyelhetd, az egyre agresszivabb moédon addopti-
malizalo nagyvallalatok gyakorlata egyre gyakrabban tlint fel a vilagsajtd hasabjain. (Herich,
2022) Az addalapok védelmének egyre fontosabba valasa és a tarsadalmi nyomas mind egy
globalis, kozos megoldast kivant meg. Ez vezetett el ahhoz, hogy a G20 megbizta az OECD-t3
(The Organisation for Economic Co-operation and Development) egy akciotervnek a kidolgo-
z4saval, ami lehetSséget ad az orszagoknak a BEPS* (Base erosion and profit shifting) elleni
kozos fellépésre.

A BEPS legkomolyabb versenypiaci hatdsa viszont az, hogy versenyeldnyhoz juttatja a
multinacionalis vallalatokat a belfoldi, lokalis vallalatokkal szemben. A kizarélag belfoldon
tevékenykedd vallalkozasoknak ugyanis nem all rendelkezésére az addoptimalizacié széles esz-
koztara. A helyi vallalatok példaul nem tudnak koltségként magas jogdijakat elszamolni és ezt
eredménytlikkel szemben felhasznalni. A BEPS-nek e versenytorzité hatasat mi sem szemlélteti
jobban, mint a J. P. Morgan 2012-es jelentése, amelyben az immaterialis javakban gazdag mul-
tinacionalis vallalatok (in. Global Tax Rate Makers) effektiv adoterhelését hasonlitja dssze a
tulnyomorészt az Egyesiilt Allamokon beliil tevékenyked vallalatok (an. Domestic Tax Rate
Takers) effektiv adoterhelésével. A jelentés szerint a multinacionalis vallalatok Osszesitett,
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atlagos effektiv adoterhelése a vizsgalt 10 éves id6periddusban 22,4% volt. Ezzel szemben a
tilnyomorészt belfoldon tevékenykedo vallalatoknal ez a szam 36,2%-ra rag. (OECD, 2012)

A 2012. janiusi mexikoi G20 csticson a vilag vezetd hatalmai egyetértéssel elinditottak a
BEPS projektet, amelynek kidolgozasaval az OECD-t biztdk meg. 2013-ban az OECD nyilva-
nossagra hozta a BEPS hatterérdl késziilt jelentését, melyben bemutatja a BEPS-el kapcsolatos
eddigi tanulmanyokat és adatokat, tovabba attekinti azokat a globalis 1épéseket, melyek hatassal
voltak a nemzetkozi tarsasagi adoiigyekre. Az OECD Fiskalis Ugyek Bizottsaga (Committee
of Fiscal Affairs) a2013. jiniusi gytilésén jovahagyta a BEPS akciotervet. Ezt kovetéen a 2013.
juliusi, moszkvai gytilésen a G20 pénziigyminiszterei, a 2013. szeptemberi szentpétervari gyl-
Iésen pedig a G20 kormanyfdi hagytak jova az akcidtervet, és ezzel elinditottdk a 15 1épésbol
allo komplex terv 2 éves kidolgozasat. (OECD, 2013a)

A projekt kiemelt fontossaga miatt az akciok révid hataridoket kaptak. Ez is mutatja, hogy
a résztvevo orszagok szdméra mennyire siirgds ligy a BEPS problémdjanak megoldéasa. A 15
kulcsfontossagu teriiletet magaban foglalo akcidterv végsd ajanlasat 2015. oktober 5-én tették
kozzé. Az Eurdpai Uni6 pénziigyminiszterei az ajanlast egyhanguan elfogadtak. 2016. jalius EU
ATAD Iranyelv elfogadasa (Anti Tax Avoidance Directive) Magyarorszagon pedig 2021.07.01-
tol 1épett hatalyba a 2021. évi III. torvény az addalap-erdzid €s nyereségatcsoportositds megeld-
zése érdekében hozott, adéegyezményekhez kapcsolodo intézkedések végrehajtasarol szo16 Mul-
tilateralis Egyezmény kihirdetésérol.

2020 decemberében a COVID-19 jarvany miatt az 0 transzferar irdnymutatas megerositi
a piaci ar elvét, valamint visszautalt a 2017-es OECD TP (transzferar) iranyelvekre, mint irdny-
ado dokumentumra, ugyanakkor négy kulcsfontossagu teriilettel kiemelten foglalkozott. Az
Osszehasonlitd elemzéssel, az allami tamogatasok kezelésével a transzferar elemzésekben, az
eldzetes armegallapitasi eljarasokkal, valamint a veszteségekkel ¢s COVID-19 kapcsan felme-
ril6 koltségek allokalasaval.

2021-ben modosult az ENSZ Transzferarazasi Utmutatoja, amely a fejlédé orszagok sza-
mara adott praktikus itmutatast a transzferarazas teriiletén. Az 0j (3.) kiadasban a csoporton
beliili szolgaltatdsok, immaterialis javak kezelése, valamint a koltség-hozzéjarulasi megallapo-
dasok teriiletén voltak valtozasok. (OECD)

2022 januarjaban megjelent az OECD Transzferar Iranyelvek 0j kiadasa, amely az el6z6
kiadashoz képest 0jra fogalmazta a Nyereségmegosztasos modszer leirasat (I1. fejezet), kiegé-
szililt a szellemi termékekre vonatkoz6 eldirasokkal (VI. fejezet), valamint a pénziigyi tranzak-
ciokrol szolo fejezettel (X. fejezet). (OECD)

Transzferarazas megjelenése a magyar szabalyozasban

A 2003-ban kozzétett, az iranyado piaci arak meghatarozéasaval kapcsolatos regisztracids kote-
lezettségekrol szolo 18/2003. (VII. 16.) PM rendelet, a kapcsolt vallalkozasok életét ,,felfor-
gatta”. A transzferar dokumentécios kotelezettség 2003-ban és 2004-ben csak bizonyos iigyle-
teknél mertilt fel, de 2005-t61 altalanosan a tarsult vallalkozassal rendelkez6 adozokra is vonat-
kozik. A magyarorszagi transzferar-dokumentécios szabalyozas jelenleg is koveti az OECD
transzferar-irdnyelveit, és vitathatatlanul azota is az egyik legszigoribb eurdpai szabalyozasnak
tekinthetd, amely kemény biintetést 16 ki az ad6zokra dokumentumok hianya esetén.

Magyarorszagon 2007. januar 1-je 6ta van érvényben az Advance Pricing Arrangement,
magyarul elézetes arképzési megallapodas (ismertebb nevén ,,APA”). Ennek az eljarasnak a
Iényege, hogy az addz6 felkéri az adohatdsagot egy kapcesolt féllel kotott szerzodés arképzésé-
nek feliilvizsgalatara vagy megerdsitésére. Ha az adohatdsag az tigyleti arazast a kozolt tények
¢s korlilmények alapjan megfeleldnek itéli meg, hatdrozatdban hatarozza meg a szokésos piaci
arat. Az eljaras dija a torvényjavaslat alapjan emelkedik, egyoldalu eljaras esetén 2 milli6 fo-
rintrol 5 milli6 forintra, két- vagy tobboldalu eljaras esetén 8 milli6 forintra.



Az elmult években a szabalyozas tobb alkalommal is valtozott, egyrészt egyszersitések
keriiltek bevezetésre. Az 54/2011. (X11.29.) NGM rendelettel modositott 22/2009. (X.16.) PM
rendelet 6ta mar nem minden iigylet vonatkozasaban sziikséges transzferar nyilvantartast vezetni,
bevezetésre keriilt az alacsony hozzdadott értékii, csoporton beliili szolgaltatasok nyilvantartasa,
tovabba a magyar jog harmonizalta az Eurdpai Uni6 berkeiben, az tin. EU Joint Transfer Pricing®
Forum altal kidolgozott k6zds nyilvantartas, specifikus nyilvantartas koncepciot.

A 20/2013. (V1.18.) NGM rendelet, illetve az 54/2014. (XI1. 31.) NGM rendelet altal mo-
dositott 22/2009. PM rendelet mar csak finomhangolast hozott a magyar transzferar dokumen-
tacios szabalyozas6 teriiletén A nettd 50 millio Ft alatti ligyletek szamitdsi modszertana egy-
szerlis0dott, az alacsony hozzaadott értéki ligyletek szabalyozasaban pontositas kovetkezett be,
bevezetésre keriilt az interkvartilis tartoméany kotelezé alkalmazasa’.

Magyarorszag Orszaggytlése a 2017. évi XL. torvénnyel beiktatta a 2013. évi XXXVII. (az
ado- és egyéb kozterhekkel kapcsolatos nemzetk6zi kozigazgatasi egylittmiikodés egyes szabalya-
ir6l) a CbC® riportolasi kotelezettséget. Alapesetben minden olyan cégcsoport, amelynek konszoli-
dalt arbevétele meghaladta a 750 milli6 eur6t a 2015. adéévben, tovabba a végso anyavallalata ma-
gyar addjogi illetéségli, az a 2016. adoév vonatkozasaban CbC jelentés benyujtasara koteles az
adoév fordulonapjatol szamitott 12 honapon beliil (naptari éves addzok esetében ez 2017. december
31.). A torvény alapjan CbC riport benyujtasa egyéb, specialis esetekben is sziikség lehet, ezen
részletszabalyokat jelen cikkiinkben részletesen nem ismertetjiik. A CbC jelentés benyujtasara ko-
telezett addalanyok, amennyiben nem tesznek eleget az adohatosag iranyaba torténd adatszolgalta-
tasi kotelezettségiiknek, igen sulyos, akar 20 millié Ft-ig terjed6é mulasztasi birsaggal sujthatok.

Az 1j transzferar rendelet 2018. januar 1-t6l hatalyos. Ez azt jelenti, hogy el6bb-utdbb
minden addzoénak feliil kell vizsgélnia az eddigi transzferar dokumentalasi gyakorlatat. Az 1j
szabalyozas alapjan a cégcsoportnak vezetnie kell egy fédokumentumot, amely a cégcsoport
miikodését mutatja be altalanossagokban. Az egyes orszagokban mitkddé adozok un. helyi do-
kumentumokban mutatjak be az tligyleteik arazasdnak szokasos piaci jellegét. Mind a fédoku-
mentum, mind a helyi dokumentumok esetében sokkal kotottebb az ismertetendd adatok kore
¢s jellege, mar most lathatd, hogy a dokumentalas joval nagyobb adminisztracios teherrel vé-
gezhetd el, mint ahogy a jelenleg hatdlyos 6nallo nyilvantartas, vagy akar a fédokumentum-
specifikus nyilvantartas esetében. Mindezek alapjan megallapithatd, hogy a valtozo jogszaba-
lyok kovetkeztében, valamint a 2022. juliusban majd azt kovetden elfogadott moédositasok miatt
tobb figyelmet kell majd forditani a nyilvantartas elkészitésére, az 0j nyilvantartas joval részle-
tesebb lesz, joval tobb tartalmi elemet kovetel meg.

Transzferarazasi szabalyozas gyakorlata

Megfigyelhetd, hogy az elmult években a transzferarazas fontos szerepet jatszott mind a nem-
zetkozi addszabalyozasban, mind az adéelkertilés elleni kiizdelemben. A kormanyok a transz-
ferar-szabalyozas tdmogatasaval probaltak megakadalyozni az altaluk karos adotervezést és
adoelkertiilést az egyre szigorodo és boviild informatikai adatbazisokkal tdimogatott adohatdsagi
ellenérzések. Véleményem szerint a transzferarazassal kapcsolatos kérdések kiindulopontja a
kapcsolt felek meghatdrozasa. Az OECD-mintaszerzddés szerint kapcsolt vallalkozasnak mi-
nosiil, ha az egyik szerz6do fél vallalkozasa kozvetleniil vagy kozvetve részt vesz a masik szer-
z6d9 fél vallalkozasanak mitkddtetésében, irdnyitdsdban vagy tokéjében, vagy ugyanaz a sze-
mély vesz részt az irdnyitasban, iizletvezetésben vagy tokerészesedésben.

5 https://home.kpmg/hu/hu/home/services/tax/transfer-pricing-services.html

6 https://adozona.hu/tarsasagi_ado_innovacios_jarulek/Trnaszferar_es_kapcsolt_vallalkozas_szabaly A540RN
(Az interkvartilis tartomany a mediant hasznalja kdzponti mérészamként. Ekkor az interkvartilis tartomany ered-
ménye kozel lesz a medidnhoz vagy a masodik kvartilishez (Q2), ha kevés a széls6érték.)

8 https://ado.hu/ado/orszagonkenti-jelentes-chc-report-utmutato-frissiteset-tette-kozze-az-oecd/
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Az OECD Modellegyezmény 9. cikke alapelvi szinten tartalmaz informaciot a kapcsolt
vallalkozasokrol- miszerint ha valamelyik Szerz6dé Allam vallalkozasa kozvetleniil vagy koz-
vetve részt vesz a masik Szerz6dd Allam vallalkozasanak iranyitasaban, ellenérzésében vagy
tokéjében, vagy ugyanazok a személyek kozvetleniil vagy kdzvetve részt vesznek valamelyik
Szerz6dd Allam vallalkozasanak és a masik Szerz6dd Allam véllalkozaséanak a vezetésében,
ellendrzésében vagy tokéjében, és mindkét esetben kereskedelmi vagy pénziigyi kapcsolatok-
ban olyan feltételeket kotnek vagy szabnak meg a két vallalkozas kozott, amelyek eltérnek a
fiiggetlen véllalkozasok kozott 1étrejove feltételektdl, akkor minden olyan nyereséget, amely -
de ilyen feltételek mellett - az egyik vallalkozasnal felhalmozddott volna, de ezen feltételek
miatt nem halmozodtak fel, a vallalkozas eredményébe beszamithatok, és ennek megfeleléen
adoztathat6. (OECD, 2017)

Az OECD Modellegyezmény 9. cikkét az OECD Transzferar Iranyelvek fejtik ki. (OECD
Transfer Pricing Guidelines for Multinational Enterprises and Tax Administrations 2017)

Dokumentalasi kotelezettségek

Az Adodzas rendjérdl szol6 torvény és Kormany rendelet szabalyozza, hogy a kapcsolt vallalko-
zasi viszony létrejottét 15 napon beliil be kell jelenteni €s a megsziinés esetén a megsziinés tényét
is jelenteni kell.az erre meghatarozott nyomtatvanyon a Nemzeti Ado- és Vamhivatal felé.

,»Az ad6év utolso napjan kisvallalkozasnak nem mindsiilé gazdasagi tarsasag, egyestilés,
europai részvénytarsasag, szovetkezet... a bevallas benyujtasaig koteles a miniszteri rendelet
eldirasai szerint rogziteni a szokasos piaci arat, az annak meghatarozasanal alkalmazott méd-
szert, valamint az alatamasztd tényeket és koriilményeket.®”

3 szintii Transzferar dokumentdcios kotelezettség:

1. Fédokumentum (Master File): A Master File cégcsoport-szintii sszesitett adatokat
tartalmaz, melynél egyrészt Osszetett feladat, hogy melyik véllalkozéas esetében mit
kell cégcsoportnak (csoportnak) tekinteni, masrészt jelentds id6- és informacio-tobb-
letet igényel az egyes tagvallalatoktol az adatok megfeleld hataridében torténd begytij-
tése. A csoport fogalomnak azért van kiilonos jelentdsége, mert a Master File-t a cso-
portra vonatkozoan kell 6sszeéllitani. A csoport fogalma: az ad6z6 és a kapcsolt val-
lalkozésai (ideértve a telephelyeket is).

2. Helyi dokumentum (Local File) A transzferar-nyilvantartas kotelezé elemét, a helyi
dokumentumot minden helyi tagvallalatra kiilon-kiilon el kell késziteni. Tartalmat te-
kintve a helyi dokumentum hasonlit a korabbi transzferar-rendelet szerint elkészitett
onallo transzferar-nyilvantartashoz, azonban ennek a dokumentumnak mér szamos
olyan tovabbi elemet is tartalmaznia kell, amely korabban nem képezte a nyilvantartasi
kotelezettség részét. Ilyen elem példaul a menedzsment felépitésének €s a pontos don-
tési €s jelentéstételi folyamatoknak a részletes ismertetése. A helyi dokumentum elké-
szitése minden esetben a helyi tagvallalat feladata.

3. Orszagonkénti jelentés (CbCR): Olyan vallalatcsoportokra vonatkozik, amelynek arbe-
vétele vagy mérlegfoosszege a 750 millié eur6t meghaladja (a kapcsolt vallalkozasok
10%-a, viszont az Osszes arbevétel 90 %-at adjak). Ezzel kapcsolatosan bejelentési és
valtozas bejelentési kotelezettsége is van Magyarorszagon az érintett vallalkozasoknak.

A transzferarazashoz kapcsolod6 adminisztrativ kotelezettségek

A Tarsasagi adorol szold torvény nevesiti azokat az eseteket, amikor transzferar kiigazitast
sziikséges végrehajtani. A torvény szerint, ha a kapcsolt vallalkozasok egymas kozotti tranzak-

® Tao trv. 18.§ (5.)



ciodikban alacsonyabb vagy magasabb arat alkalmaznak, mint az szokéasos piaci koriilmények
kozott indokolt volna, Ggy a tarsasagi addalapot ennek megfeleléen mddositani kell a kdvetke-
z0k szerint:

« ha az addzas el6tti eredmény alacsonyabb a kapcsolt felek kozott alkalmazott ellenér-
ték kovetkeztében, mint az szokdsos piaci ar mellett lett volna, akkor az adoalapot
novelni kell;

« haaz addzas elbtti eredmény magasabb a kapcsolt felek kozott alkalmazott ellenérték
kovetkeztében, mint az szokasos piaci ar mellett lett volna, akkor az adoalapot csok-
kenteni lehet bizonyos feltételek fennallasa esetén.

« Az adobalap csokkentésére abban az esetben van lehetdség, amennyiben a magyar
adozo6 rendelkezik a masik fél altal is alairt okirattal, amely tartalmazza a kiilonbozet
0sszegét, tovabba rendelkezik a madsik fél nyilatkozataval, amely szerint a masik fél a
kiilonbozet 6sszegét novelo tételkent figyelembe veszi (vette) a tarsasagi ado alapjanak
meghatarozasa soran.

« Az addalap csokkentés olyan esetben hajtand6 végre, amikor az adézoval szerz6do
kapcsolt vallalkozas belfoldi illetéségii addzd, vagy olyan kiilfoldi személy, amely az
illetdsége szerinti allam jogszabalyai szerint tdrsasdagi adonak megfeleld ado alanya.
Adoalap csokkentés nem érvényesithetd, ha az addalap kiilonbozet az adoz6 ellendr-
z0ott kiilfoldi tarsasagaval (CFC) folytatott tranzakciok eredményeként jott 1étre. (He-
rich, 2022)

Az adoalap korrekciot a Tao. tv-ben eldirt mas, az adozas elotti eredményt néveld vagy

csokkento jogcimektol fiiggetleniil kell alkalmazni.

Ellenorzési pontok a transzferar nyilvantartasban

A Nemzeti Ado- és Vamhivatal az idei évben is kiemelt figyelmet fordit a kapcsolt vallalkoza-
sok kozotti ligyletek transzferdrainak ellendrzésére. A teriilet évrdl évre nagyobb reflektorfényt
kap az adohatosag részérdl. Ennek a legfobb oka, hogy a tranzakcidk egyre Gsszetettebbé €s
volumeniiket tekintve is nagyobba valtak. A helyteleniil meghatarozott transzferarak pedig az
addalap erodalasahoz, az allami adobevételek csokkenéséhez vezethetnek. Az addhatosag az
alabbi ellendrzési pontok szerint vizsgalja a transzferar nyilvantartast.

1. A Fédokumentum (Master File) és a Helyi dokumentum (Local File) készitésének és
modositdsanak keltezése.

2. A 750 milli6 eur6ndl nagyobb éves forgalmat vilagszinten bonyolit6 cégcsoportok ma-
gyar leanyvallalata teljesitette-e bejelentési kotelezettségét. (2013. évi XXXVII. tor-
vény az ado- és egyéb kozterhekkel kapcsolatos nemzetkozi kozigazgatasi egylittmii-
kodés egyes szabalyairol szol6 térvény alapjan)

3. A hataridok ellendrzése utan kontrollalasra keriil - a rendeletben taxative felsorolt,
részleteiben meghatarozott tartalmi eléirasokat figyelembe véve -, hogy megfelel-e a
nyilvantartas az eldirasoknak.

4. Az egyes ligyletek elemzése, szokdsos piaci ar megallapitasa. (100 millié forintnél
magasabb 6sszegll ligyletekre vonatkozodan)

5. Az 100 milli6 forint alatti igyletek addalap korrekcios kotelezettség vizsgalata.

Az ellendrzés kiemelten foglalkozik a tartdsan, egy-két éve veszteséges vallalkozéssal.
Azokkal a vallalkozasokkal, ahol év végi transzferar korrekciora kertiilt sor. A finanszirozas
kiemelt figyelmet kap, hogy a kamatmérték az er6forrasokkal és kockazatokkal aranyban van-
e. A kutatas fejlesztési tevékenységek, szellemi termékek és a vonatkozo jogdijak szintén eld-
térben allnak ellendrzéskor.



A 2023-as Art.-t érinté modositasok

A Tarsasagi ado torvény a transzferar nyilvantartasi kotelezettséget eldiro 18. § (5) bekezdése
kiegésziil azzal, hogy a tarsasadgiado-bevallasban a szokdsos piaci ar meghatarozasarol adatot
kell szolgéltatni a Nemzeti Ado- és Vamhivatalnak. Az adatszolgaltatas tartalmat a térvény
felhatalmazasa alapjan miniszeri rendelet fogja szabalyozni. 2022. december 31-ét kovetden
benyujtott tarsasagiadd bevallasban kell el6szor adatot szolgaltatni a szokasos piaci &r megha-
tarozasarol.

Az interkvartilis tartomany alkalmazasanak feltételei valtoznak. Jelenleg ez az adatok
forrasatol, a funkcidelemzéstdl, a minta elemszamatol vagy a szélséértékeitdl fligg a TPD-ren-
delet részletszabalya alapjan. A jovoben ez csak az 6sszehasonlitdshoz figyelembe vett adatok
forrasan fog mulni, azaz, ha az 6sszehasonlito ligyleteket, illetve az 6sszehasonlithato fiiggetlen
vallalkozasokat lizleti adatbazis, vagy egyéb hasonlo forrds alapjan allapitjdk meg az inter-
kvartilis tartomany alkalmazando.

Teljesen 0j szabaly, ha az ad6zo altal alkalmazott ellenérték, elért jovedelmezdségi mu-
tato a szokasos piaci tartomanyon kiviil esik, akkor a kiigazitast nem a tartomény legkdzelebbi
vagy barmelyik értékére, hanem a medianra kell végrehajtani. Az interkvartilis tartomany és a
median szabalyait a kisvallalati adonal, az energiaellatok jovedelemadojanal, a helyi ipartizési
adonal és az innovacios jaruléknal is alkalmazni kell

A transzferar-nyilvantartasi kotelezettség megsértése miatti birsag emelkedik. A nyilvan-
tartasok nem vagy nem megfeleld elkészitése miatt kiszabhato birsag dsszege a két és félszere-
sére emelkedik, azaz kettomilliorol 6tmillioé forintra, az ismételt jogsértés esetében négymillid
forint helyet tizmilli6 forint lesz

A szokdsos piaci ar megallapitasa irant eljaras kezdeményezésére jogosultak kore meg-
valtozik. Megszlinik az a korlatozas, hogy szokésos piaci ar megéllapitasa iranti eljarast csak
olyan ad6z6 kezdeményezhet, amelynek transzferar nyilvantartast kell készitenie. Ugyanis at-
tol, hogy az ad6zonak nincs nyilvantartasi kotelezettsége, az addalapjat a szokasos piaci ar alap-
jan kell megallapitania. Az Art. 174. § (5) bekezdésének hatalyon kiviil helyezésével egyértel-
miivé valik, hogy a csoportos tarsasagi adoalanyok tagjainak is lehetdségiik lesz erre.

A szokasos piaci ar megallapitasa iranti eljaras dija egyoldali APA-eljaras esetén 6tmil-
libra emelkedik. Két- és tobboldalt eljaras dija nyolemillio forintra emelkedik.

APA eljaras alatt is lehetséges ellendrzés meginditasa, ha az adohatdsadgnak nincs lehetd-
sége kivarni a szokasos piaci ar megallapitasa iranti eljaras befejezését.

A 2022-es modositasok hozzajarulhatnak a transzferarazas fejlesztéséhez, a tisztességes
adozas és a hatékony ellenorzés elomozditasahoz.

Esettanulmany

Kapcsolt vallalkozasok egymas kozott targyi eszkozt értékesitenek, melynek oka, hogy iizlet-
agat helyeznek 4t egyik vallalatbol mésik vallalatba, vagy a jovobeni kdltségek optimalizalasa
(pl. biztositasi, karbantartasi koltségek csokkentése) érdekében.

Meg kell fontolni, hogy milyen 4ron keriiljenek &t az eszkdzok az egyik cégbdl a ma-
sikba? A vallalkozasok az adasvétel napjan aktualis konyv szerinti értéket alkalmazzak. Ez azt
jelenti, hogy a nettd érték az a konyv szerinti érték, amelyen az eszkdzt beszerzd vallalkozas
aktudlisan nyilvantartja az eszk6zt. Azonban ez a szokasos piaci ar elvének nem felel meg.

Ha az értékcsokkenés elszamolasat a Szamviteli torvényben meghatarozottak szerint vé-
gezziik el, ami azt jelenti, hogy a beszerzéskor varhat6 élettartam figyelembevételével hataroz-
zuk meg az avulas mértékét. Ez alapvetden egy becsiilt adat.

Ahhoz, hogy a megfeleld arat alkalmazzuk az {ligylet sordn, eldszor értékesités elétt meg
kell vizsgélni az adott eszkoz piaci értékét:



. ingatlan esetében: szakértdi értékbecslés segitségével,

- nagyobb értékii eszkdzoknél fiiggetlen szakértdi véleményt kell készittetni,

« kisebb értékii eszkoznél pedig az internet segitségével kell meghatarozni az arat.

Az internetes keresést dokumentalni kell minden esetben és be kell mutatni a konyv sze-
rinti és a szokasos piaci ar adatokat. Ha a kdnyv szerinti érték eltér a szokasos piaci értéktol és
ezt az adohatdsag bizonyitja, akkor a TAO és AFA alapot™® is médosithatja és utolag adéhianyt
és birsagot allapithat meg.

Osszefoglalas

A gyorsan valtozo vilag és a gazdasagot az elmult években, valamint jelenleg is érd hatdsok
tovabbra is azt kivanjak meg az adohatdsagoktol, hogy a vallalatkozi iigyletek vizsgalatat fo-
kozzak, a kockazatosnak itélt teriiletekre még nagyobb figyelmet forditsanak, szakmai felké-
sziiltségiiket az eljard adoellenérok emeljék. Megallapithatd, hogy az elmult években a transz-
ferarak kiemelkedd szerepet jatszottak mind a nemzetkozi addszabalyozéasban, mind az adoel-
keriilés elleni kiizdelemben. A korméanyok a transzferar-szabalyozas tdamogatasaval probaltak
Kivédeni az altaluk karos adotervezési és adoelkeriilési gyakorlatokat. Véleményem szerint a
transzferarazassal kapcsolatos kérdések kiindulopontja a kapcsolt felek meghatarozasa. Minden
adodalany koteles torekedni arra, hogy az addjogi szempontl transzferar-képzését a szokasos
piaci ar elvével 6sszhangban hatarozza meg, az armeghatarozas idején észszertien rendelke-
zésre all6 informaciok alapjan. Tovabba az is elvarhato tdle, hogy ezeknek az elveknek az al-
kalmazasahoz az addalany olyan irasos dokumentaciot készitsen, vagy olyan dokumentumokra
hivatkozzon, amelyek alatamasztjak a torekvését arra nézve, hogy megfeleljen a szokasos piaci
ar elvének a transzferarazas keretei kozott. Az adotorvények valtozasai €s szigorodasa a transz-
ferar nyilvantartasi kotelezettség fontossadgara hivjak fel a vallalatok figyelmét, hiszen az ado-
birsagok ndvekedése jelentds hatassal lehet a vallalkozas jovedelmezdségére.
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A circular economy standard: the origins, method and business
applications of the Cradle to Cradle Certified certification

The circular economy has gained considerable traction lately within the corporate and academic world as a new
approach for addressing economic, business and environmental issues. This concept aims to reduce and eliminate
waste or the wasting of resources, as well as to optimize and to minimize resource use during the production and
consumption phases.

For companies which intend to become circular it is crucial to apply internationally accepted standards which provide
credible and comparable data on their circular performance. One of these circular standards is the Cradle to Cradle
Certified (C2CC) certification, a global label for products that are safe for nature and people, circular and responsibly
made. In my paper | discuss the origins, methodologies and the main features of this standard and | also showcase
my primary empirical research | did with companies having one or more C2CC product certification(s).

Keywords: sustainability, circular economy, standardization
JEL Codes: L15, M14, Q01, Q50

Egy korforgasos gazdasagi szabvany: a Cradle to Cradle Certified
minosités eredete, modszere és iizleti alkalmazasai

A korforgésos gazdasag az utdbbi idében jelentds érdeklédést valtott ki a vallalati és a tudomanyos korokben, mint
a gazdalkodasi és kornyezetvédelmi kérdések egy ujfajta megkozelitése. Ez a koncepcid elsésorban a pazarlas és
a hulladékképzddés csokkentését és megsziintetését célozza, ugyanakkor a termelés és a fogyasztas soran az erd-
forras-felhasznalas optimalizalasat és minimalizalasat is magaban foglalja, valamint a jelenlegi, un. linearis gaz-
dasagot egy korforgasos, zart lanct rendszerré kivanja alakitani, ahol az anyagok, alkatrészek és termékek egy
tervezett és biztonsagos rendszerben hasznosulnak ujra.

Azon vallalatok szamara, melyek tevékenységiikkel, folyamataikkal, termékeikkel vagy szolgaltatasaikkal korfor-
gasossa kivannak valni, kulcsfontossagu feltétel, hogy nemzetkozileg elfogadott szabvanyokat és mérdszamokat
alkalmazzanak, amelyek hiteles és 0sszehasonlithatd adatokat szolgéltatnak e vallalkozasok korforgésos teljesit-
ményérdl. Az egyik ilyen korforgésos szabvany a Cradle-to-Cradle Certified®, mely a biztonsagos, kdrforgasos
modon és feleldsségteljesen késziilt termékek globalis tanusitvanya. A cikkemben bemutatom ennek a szabvany-
nak az eredetét, modszertanat és fobb jellemzoit, valamint ismertetem az elsddleges empirikus kutatdsomat, melyet
a Cradle-to-Cradle Certified® tantsitvanyt mar hasznalo vallalatok korében végeztem. A kutatasom f6 célja a
szabvany hasznalatahoz kapcsolodo menedzsment és iizleti alkalmazasok és tapasztalatok feltarasa.

Kulcsszavak: fenntarthatosdag, korforgasos gazdasdag, szabvdnyositds
JEL-kédok: L15, M14, Q01, Q50

Introduction

The circular economy (CE) is a relatively new economic, business and technology concept which
emerged at the beginning of the 2010s and has attracted significant attention in the past decade,
especially after the publication of the Ellen MacArthur Foundation’s series of report (Towards
the Circular Economy 1, 2, 3, 2012). | am not going to elaborate on the introduction of this con-
cept now, as this is not the objective of my paper. The relevant literature is vast and growing and
one can find several books, papers and reports on the origins, tenets, objectives and the practice
of this economic and social paradigm. | only name some which I consider useful to understand

1 Kriza, M4té PhD Student, University of Sopron Alexandre Lamfalussy Faculty of Economics Istvan Széchenyi
Economics and Management Doctoral School (mate.kriza@phd.uni-sopron.hu)
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the CE, for instance : (Geissdoerfer et al., 2017; Rutkowska—Sulich, 2021; Morseletto, 2020; Ni-
kolaou et al., 2021; Stahel, 2020; Weetman, 2021). It is important to emphasize although the CE
IS a new concept, it builds on earlier economic, business and technology theories and practices.
In away, CE is a conceptual synthesis and further development of various environmental ecology
and green design concepts and theories like the industrial ecology (Graedel-Allenby, 2003), the
performance economy (Stahel, 2010), the biomimicry (Benyus, 2009), the cradle to cradle design
(McDonough-Braungart, 2002) or the blue economy (Pauli, 2017).

I am convinced that the CE can provide an economic and business framework and tool for
a sustainable economic and social system, provided the necessary macro- and microeconomic
metrics, standards and regulations are established. Circular standards are indispensable tools to
design, verify, compare and create trust for circular products and materials that are safe for the
environment and health, as well as can be reused or recycled. Therefore, in my research I chose
a special circular economy standard, the Cradle to Cradle Certified (C2CC) which was developed
about 15 years ago and is regarded as a trusted and demanding certificate by companies and ex-
perts. In this paper first | present the different metrics of the CE, then I follow with the discussion
of the main objectives of the cradle to cradle design concept and its standard, the Cradle to Cradle
Certified and its standard methodology for the certification process. Subsequently, | provide a
brief literature review on the C2CC product innovation management, followed by the presenta-
tion of my primary research results which focused on analysing the product innovation process
and the ensuing business and management implications and lessons through an empirical study
with 13 manufacturing companies having already one or more C2CC product certifications. Fi-
nally, I sum up the results of my research and draw some conclusions.

Metrics in the circular economy

With the emergence of the CE concept, companies in the production industries have been increas-
ingly seeking to operationalize it into their product and process design, internal operations, value
chain management and business models. Since this concept is a relatively new and still not a pre-
cisely defined economic, social and business term with 114 definitions (Kirchherr et al., 2017),
companies which intend to become ‘circular’ — either through product development or through their
entire operations — often struggle to find the right methods, tools or metrics which are reliable,
comparable and operationalizable. At present no standardised metrics yet exist to measure the per-
formance of businesses in their circular economy transition (Verstraeten-Jochemsen, Jacco et al.,
2020), but there are several circularity metrics available on the market companies can choose from.
The best-known metrics are the Circularity Assessment Tool (Circularity Assessment Tool, 2017)
by Circle Economy launched in 2017, the Circular Transition Indicators (Circular Transition In-
dicators, 2017) by the World Business Council for Sustainable Development (WBCSD) launched
in 2020, the Circulytics (Circulytics, 2020) by the Ellen MacArthur Foundation, launched in 2020,
the Circelligence (Circelligence, 2020) by the Boston Consulting Group, launched in 2020, the GRI
306: Waste 2020 Standard (GRI 306: Waste 2020 Standard, 2020) by the Global Reporting Initia-
tive and finally the Cradle to Cradle Certified which | present below in detail.

Verstraeten-Jochemsen et el. (Verstraeten-Jochemsen, Jacco et al., 2020) made a catego-
rization based on the type of indicators these circular metrics are primarily focusing on. Ac-
cording to this categorization there are three type of circularity indicators:

« Headline indicators.

« Performance indicators.

« Process indicators.

Headline indicators show the current state of circularity of the company, product or sec-
tor. Typical headline indicators include the circularity of a value chain expressed in percentages
or the amount of resources consumed per unit of revenue generated. Performance indicators
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give a picture on how a company performs on the parameters that directly influence the headline
indicators. These type of indicators can be the waste generated within each step of the value
chain, the share of secondary resources used within the organisation’s production processes, a
recycling rate of a product, or share of the renewable energy. Process indicators focus on the
progress of the circular transition process, like share of circular products in the portfolio, cus-
tomer attitude towards green/sustainable products or the awareness of the employees.
According to this categorization, the C2CC certificate is a standardised metrics that focuses
primarily on performance indicators. It requires sharing data and outcomes, where third party
support is required (through accredited assessors) and extensive tooling, resources are available.
Now let’s have a closer look at this particular circular metrics and the idea which inspired it.

The Cradle to Cradle concept

The Cradle to Cradle Certified certificate had evolved from the joint work of William (Bill)
McDonough, an American architect and Prof. Dr. Michael Braungart, a German chemist and
process engineer who wrote the book Cradle to Cradle: Remaking the Way We Make Things
in 2002 (McDonough & Braungart, 2002). The book had a huge success because it described
in a plain language what went wrong with the way we design and use our man-made products
and how we could use the example of nature to fix it. The book’s ideas and suggestions have
gradually turned into practice, and in the past twenty years lots of products, processes or even
entire cities have been based on the Cradle to Cradle principles, like for instance in the city of
Venlo, in the Netherlands. The main tenets of the Cradle to Cradle (C2C) concept are:
. Waste equals food (i.e. there is no waste, everything is a nutrient).
. Use current solar income (i.e. energy and material resources are used only to the extent
that they can be regenerated).
. Celebrate diversity (i.e. species richness, cultural diversity and innovation).
According to C2C it is highly important to differentiate between biological and technical
cycles. In the biological cycle products, components and materials are biologically degradable
and can be safely returned to nature, while in the technical cycle products, components and
materials are moving in closed loops through several cycles without downgrading (Braungart
et al., 2007) (See Figure 1).
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Figure 1: The biological and technical cycle according to the C2C design
Source: https://www.innochem-online.de/en/about-us/cradle-to-cradle/index.html
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It is also crucially relevant in the C2C concept to design products that are capable for per-
petual cycling in the biological and technical cycles and the used components and materials do
not contain human or environmental toxic substances or contamination. Therefore, material tox-
icity should be strictly identified and safe alternatives have to be developed (Schmitt—Erik, 2022).

The C2C book also introduced the idea of eco-effectiveness as an alternative design and
production concept to the strategies of zero emission and eco-efficiency. While eco-efficiency
and zero emission seek to reduce the unintended negative consequences of processes of pro-
duction and consumption, eco-effectiveness is a positive agenda for the conception and produc-
tion of goods and services that incorporate social, economic, and environmental benefit. Eco-
effectiveness moves beyond zero emission approaches by focusing on the development of prod-
ucts and industrial systems that maintain or enhance the quality and productivity of materials
through subsequent life cycles (Braungart et al., 2007).

The Cradle to Cradle Certified

In 2010 the Cradle to Cradle Certified (C2CC) was introduced as a global product design
standard and has been continuously developed in the past 12 years. Currently version 4.0 is
used in the certification process (Cradle to Cradle Certified Version 4.0, 2021). The C2CC
product standard is a circular product design certificate which assesses the safety, circularity and
responsibility of materials and products across five categories of sustainability performance.
These five categories are: material health; product circularity; clean air and climate protection;
water and soil stewardship; and social fairness. Material health means preventing technical con-
tamination by banning substances of concern (SoC) which are considered on scientific grounds
carcinogenic, mutagenic or reprotoxic. In order to comply with these requirements companies
have to specify all material content above the 100-ppm (parts per million) threshold with refer-
ence to the Chemical Abstracts Service (CAS) number. Product circularity enables the cycling of
the products through regenerative product and process design. Clean air and climate protection
cover the promotion/use of renewable energy, and the reduction of harmful emissions. Water and
soil stewardship refer to the safeguarding of clean water and healthy soils and finally, social fair-
ness means respecting human rights and contributing to a fair and equitable society.

The C2CC has five performance levels of achievement and each certified product is
awarded the lowest achievement level out of the five categories. A product receives an achieve-
ment level in each category — Basic, Bronze, Silver, Gold, or Platinum — with the lowest
achievement level representing the product’s overall certification level (Figure 2).

CLE TO CRADLE CERTIFIEDCM
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OVERALL V)
CERTIFICATION LEVEL

Figure 2: The Cradle to Cradle Certified product scorecard, showing a Bronze

achievement level
Source: https://www.c2ccertified.org/get-certified/levels
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The certification process takes place with the involvement of an accredited certification
assessment bodies which are private consulting companies or institutions in Europe and in the
United States. These assessment bodies provide technical expertise and support in the product
design and development process phase. Their role is crucial, because they are both a knowledge
and an innovation trustee between the client and its suppliers handling confidential material
information. The certification is a very complex and challenging process, which can take
months or even years, since not only a new product design has to be developed, but all the
different functions of the company needs to be involved and coordinated. Outside of the com-
pany the material and component suppliers are also closely involved in the process so that they
comply with the strict C2CC material health and circularity requirements. This product inno-
vation ecosystem network is orchestrated by the promotors inside and outside of the company.
Hansen and Schmitt (Hansen & Schmitt, 2021) researched extensively this innovation manage-
ment process in the case of Werner& Mertz company.

Currently (November 2022) the San Francisco and Amsterdam based Cradle to Cra-
dle Products Innovation Institute — an administrator of the C2CC certifications — has a reg-
istry of almost 800 active certified products or product lines of more than 200 companies
worldwide, out which 351 have Bronze, 251 Silver, 181 Gold and one Platinum level achieve-
ment certification.

Literature review

The application of C2C product design in product and process development by companies has
been extensively studied by researchers in the past years and in the following | provide an over-
view of some of the literature. Hansen and Schmitt (2021) analysed a company from an innova-
tion management perspective with regards to C2C product innovation. The authors selected a
Germany-based cleaning material production firm (Werner & Mertz, better known for its Frosch
brand) and which has several C2CC Gold certifications. The researchers’ intention was to analyse
how this company overcomes barriers through innovation communities, collaboration mecha-
nisms and intermediation. The paper focuses on the process and implementation of a Cradle to
Cradle Product Innovation (CPI) by applying a longitudinal embedded case study and identified
eight collaboration mechanisms, promotors within and outside of the company (Table 1).

I would like to mention another interesting paper regarding Cradle to Cradle Product In-
novation (CPI). Guldmann and Huulgard (2019) described the barriers to CPI and these barriers
can be considerable which often make projects or organizations fail. These barriers to circular-
ity are located on four levels:

« Individual barriers.

« Firm-level barriers.

« Value chain barriers.

« Institutional barriers include regulatory cons.

Individual barriers relate to the mindsets of the colleagues, employees within the company who
either lack of commitment to understand and to promote CE thinking, or even sometimes resist
to changes and can derail the whole process. Firm-level barriers can be the lack of project sup-
port from the top or the existing business models and production technologies are often de-
signed for linear product concepts, therefore they can clash with the new, circular system. Value
chain barriers are underdeveloped supply networks where suppliers are either unwilling or in-
capable of providing suitable materials or components. This can lead to changes in the supply
chain which eventually can cause delays or disruptions in the process. The lack of customer
awareness or insufficient information on CE products can also be a value chain barrier. Institu-
tional barriers cover issues like regulatory constraints, lack of governmental incentives, or low
prices of primary raw materials.
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Table 1: The C2C promotor collaboration mechanisms to overcome individual, firm,
value chain, and institutional barriers
Collaboration mechanism
Level Name Description Active promo- | Facet Barriers (examples)a
tors
s Providing Sharing insights about what a closed- | - Process, Cooperative | - Restrictive mindset
2 | perspectives | loop production system means in the relationship & - Lack of competences
:é C2C context and further developing in- | expert
£ dividual skillsets. - Universal
-
Getting the Addressing higher management levels | - Universal Cooperative | - Lacking strategic align-
power to gain support for circular innovation ment
projects. - Missing management
support
- Lack of in-house re-
sources
§ - Higher costs of C2C ma-
"t_ terials
N
Synchronizing | Aligning circular knowledge through - Process, Cooperative | - Lack of or divergent
circular cross-functional and interorganiza- relationship & knowledge
knowledge tional collaboration. expert - Unfitting organizational
- Universal structure
- Power - Functional silos
- Process
Trusteeing of | Coordinating NDA-secured information | - Process, Coordinative | - Lack of information on
product sharing of material compositions to relationship & material composition
formulations | achieve required material transpar- expert and SoC
ency in the value chain. - Fear of IPR infringe-
ments
Developing Sharing knowledge with suppliers to - Universal Cooperative | - Absence of C2C con-
or replacing | develop their circular capabilities. In - Process, form materials and
suppliers case of lacking cooperation in the inno- | relationship & substitution options
vation project, components are omit- expert - Supply chain inertia
ted or suppliers replaced. - Lack of knowledge in
value chain
T - Contamination of recy-
_g clates
§ Partnering up | Building partnerships with organiza- - Universal Cooperative | - Unavailability of quality
$  for material | tions to recover and reprocess prod- - Power recyclates
™ | recovery ucts and their inherent components - Process, - Immature supply/re-
and materials with the goal to keep relationship & covery chains
them circulating in the same value expert - Cost optimized global
chain (i.e., closed loops). value chains
- Rigid retail specifica-
tions and perceived
consumer expectations
Certifying Coordinating the verification of overall | - Process Coordinative | - Lack of information on
products product compliance with all C2C certi- | - Process, SoC
fication criteria; the resulting quality relationship & - Lack of customer
label informs customers. expert awareness/ acceptance
E Advocating Advocating favorable framework con- | - Relationship | Cooperative | - Existing regulation fa-
2 | circularity ditions regarding CE with regulatory vors linearity
2 bodies and self- regulatory standard- - Low prices of primary
§ setting raw materials
:r' bodies.

Source: Hansen and Schmitt (2021)
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I used these two papers’ results in my own primary research which I present in the fol-
lowing.

The primary research: online interviews with C2ZCC companies’ executives

The applied research method

In order to get an insight into the actual management, experiences and lessons from applying
C2CC, I decided to conduct semi-structured online interviews with the company owners, exec-
utives and managers of thirteen companies. These companies are all small and medium sized
companies (with an exception of a foundation) operating in various industries based in five
European countries and the US, while having a worldwide subsidiary, supply and commercial
network. The contacts to these interviewees were provided by Mr. Albin Kilin, the owner and
CEO of EPEA Switzerland GmbH, a C2CC accredited assessment company based in Béch,
Switzerland. The online interviews were semi structured, taking in average for about 1,5 hours
between February and April 2022. Besides the interviews, | gathered information on these com-
panies from their company websites or from relevant articles, reports or studies publicly avail-
able on the internet. This primary empirical research is part of a larger research project as the
objective of my doctoral dissertation which will seek to assess and describe the business appli-
cations of the C2CC and other circular metrics and standards. In the following, | sum up the
main findings and conclusions of my own research according to some main themes | considered
relevant. The quotes from the interviews are in quotation marks without names, so the actual
interviewee cannot be identified. In Table 2 an overview of the interviews is shown.
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Table 2: The list of the interviews
Companyname Industry Country C2CC product(s) and | Interviewee’s Interviewee’s
(HQ) achievement level name position
Bauwerk Parkett Parquet and Switzerland | Silente parquet Christian Steiner Sustainability
AG flooring (Gold) Management and
Circular Economy
Calida Holding Textile Switzerland | 100% Nature (Silver) | Tietje Voss Director Operations
AG &IT
Knauf Gips KG Building Austria Acoustic ceilings, Dr Willibald R&D and
materials tiles,plasterboard Neuherz Certification
systems (Bronze, Manager
Silver, Gold)
Lanz Natur AG Cosmetics Switzerland | ‘No excuses’ (Gold) |Karin Lenz Owner and CEO
Lucart Spa Paper, consumer | Italy Tissue and air-laid Philippe Desmartin | Quality Manager
hygiene care products (Bronze)
OceanSafe AG Textile Switzerland | OceanSafe fabrics Matthias Fuchs Chief Marketing
technology (Gold) Officer
SENS eRecycling | Recycling Switzerland ' No C2CC product Roman Technology and
Foundation Eppenberger QualityManager
Stefan Hungeren- | High-tech Germany Bayonix drinking Stefan Hunger Owner and
trepreneur outdoorproducts bottle(Gold) ManagingDirector
USM Haller AG Furniture Switzerland | Shelving and storage | Dr Thomas Dienes | Product
system (Bronze) Development
Director



Companyname Industry Country C2CC product(s) and | Interviewee’s name | Interviewee'’s

(HQ) achievement level position
10  VF Corporation | Apparel and USA Napapijri (Gold) Paolo Pezzin Senior Raw
footwear MaterialManager
11 Vogeli AG Printing Switzerland | Pureprint products Markus Vogeli Owner and CEO
(Silverand Gold)
12 Werner & Mertz | Cleaning and Germany Frosch (Gold) Andreas Head of Research
GmbH care Brakemeier andNew

Technologies

13 Wolford AG Textile (skinwear ' Austria Legwear products Andreas Rohrich Global Director
and legwear) (Gold) R&D and
Sustainability

Source: author’s work

Backgrounds and motivations

Before these companies had decided to apply for C2CC for one or more of their product(s)
many of them already had various environmental or sustainability standards or product eco-
labels, like 1SO 14001, EMAS, EU Ecolabel, Oeko-Tex, Blau Engel, etc., but some had no
experience with such certifications at all. In general, all interviewees emphasized their compa-
nies or its owners’ strong commitment and personal dedication to sustainability and environ-
mental consciousness (“Having a product without leaving any trace on the world.”). The moti-
vations for acquiring C2CC were diverging: some of them encountered problems with their
materials or components from environmental point of view and wanted to make sure that their
products only contain ‘healthy’ (i.e. to humans and nature) materials (“We wanted to have a
clean and safe product”). Continuous product development and innovation was also named as
a key driver for some interviewees and since C2CC require fundamental change in the product
design, supply chain management and business model application (“C2C is the best design for
recycling”). Many interviewees regarded C2CC as a tool to measure in a scientifically based
method their product improvement or use the certificate as a roadmap to evaluate their own
development work. The reduction of raw materials, the use of secondary material and safe re-
cycling of the product were also named as important factors when it came to deciding for ap-
plying C2CC.

Among the motivations for choosing C2CC, the business or financial considerations were
less emphatic, and as we see later, it was difficult to quantify the direct ramifications for the
company’s business and financial performance. However, certain reasons, like fulfilling the
clients’ expectations, having stronger competitive edge, the public procurement or tender re-
quirements were often mentioned as important drivers for the decision.

The certification process

As it was already mentioned, the C2CC certification is often a long and complex process, in-
volving various functions of the company (product design and development, operation, market-
ing, sales, etc.) and external stakeholders (suppliers, costumers, assessor). During my inter-
views | asked the interviewees to describe their experiences regarding the process, how they
found it, what were the main challenges and the lessons learned.

The answers diverged again, as some companies had no prior experience in any certifica-
tion (“It was like flying blind”’), while some found the process quite smooth and straightfor-
ward. The experiences also reflected the targeted certification achievement level, since the
higher levels (Gold, Silver) require deeper and stricter requirements for the all five quality cat-
egories (material health, material circularity, etc.). However, there was a consensus that out of
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the five quality categories, the material health and material circularity proved to be the most
challenging for the companies.

The co-ordination with the (material or component) suppliers also proved critical: the lack
of trust or cooperation from the suppliers often resulted in rupture of business collaboration and
finding new partners. The sensitive or incomplete information on materials or components from
the suppliers made the active involvement of the assessor company often indispensable, who
acted as a third-party trustee under a strict confidentiality agreement. This corresponds with the
main observations of Hansen and Schmitt (2021).

It is also interesting to mention, that the creation of a product development platform (in
case of a textile company) involving relevant stakeholders (university, research institute, gov-
ernment innovation agency) proved to be rather useful and could be replicated in other cases.

Business and financial implications

There is less empirical data on the business management and market implications of the use of
C2CC, therefore | wanted to get an insight into this area during the interviews. As it was already
mentioned above, in most of the cases the business and financial considerations were less rele-
vant when decisions were made to get C2CC, but the product material health improvement,
environmental concerns and personal motivations played a more decisive role in the decision.
However, in no case did | witness any concrete return on investment calculation on the certifi-
cation process’s direct and indirect costs, but it was mentioned that the retail price of the product
had to be increased in order to maintain the expected margin (‘“The price issue is crucial and it
IS getting more difficult with the growing energy and raw material prices”). The direct costs are
the fees to be paid for the assessor and the certification body (Cradle to Cradle Products Inno-
vation Institute), while the indirect costs are the new materials required for the certified product,
the marketing costs and internal human resources costs (man hours).

It was mentioned by only one interviewee that the C2CC product had not delivered the
financial success they had expected. As a consequence, for the company’s existing products or
product lines, a potential threat was also brought up: the cannibalization. Meaning that a new,
circular product with a strong marketing and positive environmental features can offset the
consumer demand from similar, but linear product(s) of the same company.

Product innovation management

One of the main messages of successful C2C product innovation that without support and en-
gagement from the top (CEO/top executive(s) or owner) no real change can be implemented.
(Hansen—Schmitt, 2021) This process requires a visionary and future-oriented attitude and per-
sonality in order to get the buy-in from the various functions within the company which can be
difficult or sometimes even impossible due to resistance or low motivation. The C2CC and the
eco-effectiveness a complex technical standard and concept and make them simple and translate
them into the language of different company functions is a real challenge. It is often the role of
a designated sustainability professional to educate, engage and convince the stakeholders inter-
nally, but externally as well. This role needs deep understanding of the C2C concept as well as
dedication and perseverance. One interviewee complained that despite a successful product in-
novation and certification, the sales team did not buy-in the idea of selling a long-lasting, reus-
able and recyclable, environmentally friendly product, because they were too focused on high
volume sales (linear mindset). But if all the functions’ key managers understand this new mind-
set and see the benefits of the circular, C2CC product, then they will have a new business lan-
guage which makes improvements in the future much easier. (“Since the certification the com-
pany speaks C2C.”)
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Business model considerations

A new, circular product will not only bring better environmental and health performance, but
eventually can have an impact on the business model the company applies. This can be one or
more classical circular business models (CBI), described by (Colombo et al., 2021) (De Ange-
lis, 2018). When | asked the interviewees about the possible business model changes the C2C
certification brought, in most of the cases they did not mention fundamental consequences with
regards to the business model.

However, there were some interesting cases for considerations. For example, althought
the lifecycle mentality was an improtant feature of the CE, the re-collection of used bottles (or
packaging) was ruled out by a company, because of the logisitical challenges and transportation
costs. An organization specialized in the recycling of electonic devices eventually turned down
a C2C product development plan for a major international coffee machine manufacturer,
because of the price competitivity issues, while an international paper producer company
mananged to close the loop by recycling toilet papers. The product life extension has been
applied by a garment company (for jackets), but renting them did not seem feasible for the time
being. The take-back system was also mentioned in some cases: the drinking bottle company
offered a 15% discount on a new bottle when an old product was returned, and a lingerie
producers also used a discount system in their shops in exchange for used own products (to be
recycled).

Metrics and indicators

Making a circular product and process development or measuring a company’s circularity
achievements has to be measured by a reliable and comparable metrics or indicator. (Pigosso
& McAloone, 2021), (Lewandowski, 2016). This is why | asked the interviewees whether they
use or intend to use such metrics or indicators. Many of the interviewed companies had already
measured their environmental performance, waste (microplastic) emissions, water and chemi-
cals use or carbon footprint before introducing C2C Certified. Life cycle assessment (LCA)
was often mentioned as a useful tool to measure the environmental impact of the C2CC products
to non-certified ones through the whole product cycle. In the textile industry the HIGG Index
was often quoted as a relevant and standardized tool to measure value chain sustainability. One
company already use a circular metrics (Circularimeter) to measure circularity and the KPIs
(key performance indicators), but no other interviewee mentioned the application of a circular
metrics other than C2CC.

Summary and conclusions

In my paper | described the background and main objectives of the cradle to cradle design
concept and its standard, the Cradle to Cradle Certified certification. | showed how the standard
methodology builds up and the certification process works. | provided a brief literature review
on the C2CC product innovation management. In my own research | gave an overview on the
result of the interviews with thirteen interviewees of companies which had acquired (or in-
tended to acquire) C2CC certification.

For all the companies the C2CC certification and design thinking was very helpful to
better understand what materials and components they use in their products and how they can
design circular and healthy products. The certification was also a useful tool and support in
their overall sustainability efforts and in reaching these goals. In the product innovation man-
agement phase, the strong collaboration and trust with the suppliers and other stakeholders
(costumers, partners) proved to be of paramount importance. The use of other circularity met-
rics is very limited by these companies and still there is no really credible and comparable
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standard on the market. If there is no support and understanding within the company from all
the functions, then the best product C2C design will ultimately fail or will be suboptimal. There-
fore, getting the buy-in and involving and informing all the functions internally are critical.
Similarly, if the customers do not understand the new product and its circular features then they
are not willing to pay extra price, so well explained and targeted information towards them are
essential.

My research — although only included twelve companies and one foundation- provided
some interesting results and conclusions, but has its limitations. The interviews gave a general
insight into the issues | considered important, but were not capable for digging deeper into the
precise understanding of the phenomena. The thirteen interviews are statistically not significant
to draw a general conclusion and these companies were not selected on a representative sample
basis either.

This was my first research in this subject, which I intend to widen and deepen in the future
with other companies applying C2CC certification. | also intend to focus more on the business
economics aspects of this standard in order to explain and show for managers and scholars how
to implement a successful C2CC product innovation management. Comparison and study of
similar circular and sustainability standards and metrics with regards to the business implication
will also be the part of my future research.
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Tourism marketing and national parks. A systematic literature review

The primary focus of this paper is on national parks and tourism marketing, where tourism marketing plays a
crucial role in reducing poverty and ensuring the quality of life, employment, and decent work for the nation, as
well as the preservation of the natural and cultural environment. The interaction between tourism marketing and
national parks is the most intimate context in which tourism marketing is increasingly regarded as a powerful
tool for socioeconomic development. The purpose of this review is to investigate the environmental, sociocultur-
al, and economic contributions of tourism marketing in and around a national park to strengthen progress on
sustainable tourism development by reviewing 55 relevant journal articles indexed in Scopus and Web of Sci-
ence. The principal search terms were used to discover the pertinent journal articles. It was discovered that no
article with the title “Tourism Marketing and National Parks” existed. Instead, sustainable destinations and eco-
tourism have been emphasized. The reviews implied that tourism marketers do not engage in the sustainability of
national park tourism for future usage and do not care about the environmental conservation of destinations. It's
crucial to take into account the features of national parks and their potential value as attractive destinations for
tourism development when implementing an effective tourism marketing strategy for national parks and encour-
aging the sustainable use of the natural environment and resources.

Keywords: tourism marketing, national park, sustainable tourism development, Systematic literature review
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Turizmusmarketing és nemzeti parkok — Szisztematikus irodalomkutatas

Tanulmanyunk f6 célja a nemzeti parkok és a turizmusmarketing vizsgalata, ahol a tdgan értelmezett turizmus-
marketing kulcsfontossagu szerepet jatszhat a szegénység csokkentésében, javitja az életmindséget, megfeleld
foglalkoztatast és mélté munkat biztosit, valamint segiti a természeti és kulturalis kornyezet megérzését. fgy a
turizmusmarketing €s a nemzeti parkok kolcsonhatasaban a turizmusmarketingre egyre inkabb erételjes eszkoz-
ként lehet tekinteni a gazdasagi és tarsadalmi fejlodés szempontjabol. Ezen attekintés célja a turizmusmarketing
kornyezeti, szociokulturalis és gazdasagi hozzajarulasainak vizsgalata egy nemzeti parkban és annak kornyékén,
bemutatva a fenntarthatd turizmusfejlesztés terén tortént eldrehaladast. Az attekintéshez 55 relevans folydirat-
cikket tekintettiink at, amelyeket a Scopus és a Web of Science indexelt. A megfeleld folyoiratcikkek felderité-
séhez relevans keresdszavakat valasztottunk. Megallapitast nyert, hogy nem létezik cikk kifejezetten ,,Turiz-
musmarketing és nemzeti parkok™ cimmel. Ehelyett a tanulméanyok foként a fenntarthato uti célokra és dkotu-
rizmusra helyezték a hangsulyt. Az attekintés azt jelzi, hogy a turizmusmarketinggel kapcsolatban nem foglal-
koznak a nemzeti parkok turizmusanak fenntarthatésagéaval, illetve a helyszinek kornyezeti megérzésével a jo-
vobeni hasznalat szempontjabol. Fontos lenne ugyanakkor figyelembe venni a nemzeti parkok jellemzoit és
potencialis értékiiket vonzo turisztikai célpontként, és 6sztondzni a természeti kornyezet és eréforrasok fenntart-
hato hasznalatat, amikor hatékony turizmusmarketing stratégiat alakitunk ki a nemzeti parkok szamara.

Kulcsszavak: turizmusmarketing, nemzeti park, fenntarthato turizmusfejlesztés, szisztematikus irodalomkutatds
JEL-kodok: Q26, 232

! Eliyas Ebrahim Aman, PhD Student, University of Sopron Alexandre Lamfalussy Faculty of Economics Istvan
Széchenyi Economics and Management Doctoral School, Hungary.
ORCID ID: https://orcid.org/0000-0002-4825-4734 (eliyas.ebrahim.aman@phd.uni-sopron.hu)

2 Dr. habil. Arpad Ferenc Papp-Vary, Senior research fellow, University of Sopron, Alexandre Lamfalussy
Faculty of Economics, Hungary.
ORCID ID: https://orcid.org/0000-0002-0395-4315

24


https://doi.org/10.17836/EC.2023.1.024
https://orcid.org/0000-0002-4825-4734
https://orcid.org/0000-0002-0395-4315

Introduction

Tourism marketing is one of the major areas of marketing that plays a great role in poverty
reduction and ensures the quality of life, employment, decent work for the nation, and sus-
tainability of the natural and cultural environment (Shaalan, 2005; de Sausmarez, 2007; Rei-
hanian et al., 2012; Elid, 2014). The importance of tourism marketing has been highlighted in
previous studies by different researchers. For instance, Rahmoun & Baeshen (2021) pointed
out tourism marketing as a source of income and employment. According to the author, tour-
ism marketing provides a macroeconomic and financial benefit not only to national econo-
mies or regional advancement but also to local communities. Additionally, Ali (2021) ex-
plained that tourism marketing encompasses an opportunity for nations troubled with jobless-
ness and destitution to generate employment and income for regional and national socioeco-
nomic development.

However, due to the prioritization of short-term economic gains at the expense of long-
term economic and environmental sustainability, particularly developing countries are ex-
posed to the negative effects of tourism marketing (UNWTO, 2020). Furthermore, tourism
marketing to date is perceived as the enemy of sustainability as it traditionally concentrates on
increasing tourist numbers and treats tourism like a commodity (Pomering et al., 2011).
Moreover, lack of strong control and effective management of tourism marketing, such as
tourism products, tourism pricing, distribution and accessibility of tourism products, promo-
tional activities, skilled human power, physically attached facilities, and processes, are major
issues in the national parks (Sharpley—Pearce, 2007). In contrast, tourists seek quality tourism
products, appropriate prices, accessibility, the right information about the destination, hospita-
lity, standard service delivery, and an attractive tourism environment (Foued—Sawsan, 2019).

National Park is a well-defined protected area under a brand name, mixing all tourism
products and services, including its unique nature and diverse attractions, fauna, flora, and
birds (Hartwell et al., 2018). It has immense potential to offer high quality and unique envi-
ronmental characteristics to succeed in tourism development as well as attract many visitors
(Alters et al., 2007). For instance, globally, national parks attract approximately eight billion
tourists per year (Balmford et al., 2015), and European national parks attract more than two
billion tourists annually (Schégner et al., 2016). Despite this, the national park could also be
an effective tool in the conservation of natural resources, socio-cultural heritage, and econom-
ic development (Ballantyne et al., 2009; Balmford et al., 2009; Steven et al., 2011). Currently,
many countries promote national park tourism to achieve their goals for both nature conserva-
tion and socio-economic development. For instance, in Vietnam, national park tourism is rec-
ognized as playing a crucial role in local, regional, and national development, particularly in
the tourism sector (An et al., 2019).

Nevertheless, despite its wide contribution to economic, social, and environmental con-
ditions in our world (Valdivieso et al., 2015; Sriarkarin—Lee, 2018), critical human-made
challenges and constraints are the main difficulties (Mamo—Bekele, 2011; Teshome et al.,
2011; Belayneh et al., 2013). Moreover, many national parks suffer from a lack of effective
tourism marketing strategies, tourism facilities, and services (An et al., 2019). Tourism mar-
keting is a substantial marketing strategy that impacts the sustainability of national parks and
tourism. Hence, tourism marketing must address the challenges of a national park in all as-
pects. This necessitates a comprehensive tourism marketing strategy as well as an understand-
ing of the complexities of the challenges in this area. Thus, the application and concept of
tourism marketing and the urgency of incorporating holistic tourism marketing in the tourism
industry contribute to the sustainability of both a national park and tourism development.
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Objectives of the review

The review aimed to investigate the environmental, sociocultural, and economic contributions
of tourism marketing in and around the national park to strengthen and accelerate progress on
sustainable tourism developments. Specifically, the purpose of the review was to:

« Assess the relationship between a national park and tourism marketing.

« Investigate the role of tourism marketing in demonstrating respect for host communi-
ties' sociocultural authenticity and conserving their built and living cultural heritage
and traditional values in and around the national park.

. ldentify the role of tourism marketing in making optimal use of environmental re-
sources, maintaining essential ecological processes, and helping to conserve natural
heritage and biodiversity.

. Explore the impact of tourism marketing to ensure viable, long-term economic op-
erations; provide long-term socioeconomic benefits to all stakeholders that are dis-
tributed, including stable employment and income-earning opportunities and social
services to host communities; and contribute to poverty alleviation.

Research Questions

As an attempt at addressing this, the researcher developed the following research questions:

1. What is the relationship between the national park and tourism marketing?

2. How does tourism marketing demonstrate respect for the sociocultural authenticity of
host communities and conserve their built and living cultural heritage and traditional
values in and around the national park?

3. How does tourism marketing make optimal use of environmental resources, maintain
essential ecological processes, and help to conserve natural heritage and biodiversi-
ty?

4. How does tourism marketing ensure viable, long-term economic operations; provide
long-term socioeconomic benefits to all stakeholders that are distributed, including
stable employment and income-earning opportunities and social services to host
communities; and contribute to poverty alleviation?

Rationale of the review

The rationale for this review lies in the assumption that while previous studies have explored
and focused on the management and planning of natural resources, they have not given me-
ticulous attention to the contributions of tourism marketing in and around the national park,
which plays a significant role in the sustainability of national parks and tourism development.
In this regard, the review clarifies the essence of tourism marketing by enhancing national
parks and sustainable tourism development. Accordingly, through a detailed review of jour-
nals and articles, it outlines how tourism marketing contributes to environmental conserva-
tion, sociocultural, and economic development to strengthen and accelerate progress on sus-
tainable tourism developments.

Methodology

The researchers chose a systematic literature review (SLR) to find the existing body of
knowledge about national parks and tourism marketing. This was done to provide answers to
the research questions. A systematic literature review is a useful tool for summarizing the
state of knowledge in a particular field of study, pinpointing existing knowledge gaps, and
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pointing the way toward potential future lines of inquiry (Liberati et al., 2009). It offers a
widespread view of the literature in each field and helps to discover avenues for future re-
search by revealing the research gaps (Swartz—Marth Kirk, 2011). Guided by PRISMA proto-
cols and a checkilist referred to by Rethlefsen et al. (2021), researchers collected data from the
database through four main phases: identification, screening, eligibility, and inclusion (see
Figure 1).

Records initially identified through Scopus Records detected through the WOS.
E Keywords: National Park and tourism Keywords: National Park & tourism marketing
"E marketing (N = 157) (N=54)
= I |
e}
= F
O
= A . - — Duplication
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= r 7| - Full text not available in the
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Full-text articles assessed
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E [ g Full-text articles excluded
= \ Z " | - Content not relevant to the
=]
= Studies included for final system- current study.
atic review. (n=55)

Figure 1: Study selection process
Source: Literature review by authors

In the identification phase, the researchers determined the search keywords and data-
bases to decide the types of journals to include in this study. Thus, the search keywords that
the researchers applied as a selection criterion were based on the topic of the studies and the
following terms used in the title, keywords, and abstract of the studies: (national AND park
AND tourism AND marketing). Even though all databases have their pros and cons, Amentae
& Gebresenbet (2021), the researchers employed the Web of Science and Scopus as sources
of publication based on their more comprehensive coverage of high-quality scholarly infor-
mation used in most review research. Based on this search keyword criterion, initially, the
researchers extracted 157 and 54 studies from the Web of Science and Scopus databases, re-
spectively (see Table 1).

Initially extracted data encompasses studies belonging to diverse languages and differ-
ent categories, including journal articles, reviews, conference papers, books, book chapters,
and editorials. Thus, in the second phase, the researchers checked for duplication and deter-
mined the inclusion and exclusion criteria to select relevant studies for the analysis, using the
following inclusion and exclusion criteria: (1) studies related to marketing tourism; (2) studies
discussing national parks and sustainable tourism, and (3) journal articles published in Eng-
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lish only from 2010 to 2021. Based on inclusion/exclusion criteria, the researchers were left
with 135 Web of Science-listed journals and 36 Scopus-listed journals, for a total of 164 arti-
cles in this phase.

In the third phase, to ensure the quality of the selected article review, the researchers
discover and deeply read the abstract, methodology, and conclusion. After reading the arti-
cles, the researchers remove those that do not fit the inclusion or exclusion criteria. In this
phase, 77 articles were removed for not meeting the criteria, and only 87 articles were identi-
fied as the most suitable papers in this phase. Finally, after applying all inclusion and exclu-
sion criteria, 55 unique articles were included for synthesizing and analyzing the review.

Table 1: Selected databases and retrieved papers.

No. of
Database retrieved | Link
studies
Scopus 157 (https://www.scopus.com/results/results.uri?sort=plff&src=s&stl=national+park+and+touris
m+marketing&sid=60eb7df8eeb68ff692344d47cla7c716&sot=b&sdt=b&s|=50&s=TITLE-
ABSKEY%28national+park+and+tourism+marketing%29&origin=searchbasic&editSaveSearch=
&yearFrom=Before+1960&yearTo=Present)
Web of Science 54 (https://www.webofscience.com/wos/woscc/summary/8f141e5d-60dc-4ead-8ebb-

9db74a046cf6-532236fb/relevance/2)
Source: Literature review by authors

Result and Discussion

Relationship between tourism marketing and national park

Literature reveals that the relationship between tourism marketing and national parks is the
most intimate place where tourism marketing is progressively considered as an effective tool
for socio-economic development (Plummer—Fennell, 2009). According to (Lei et al., 2014),
national park tourism and tourism marketing have a big relationship that has subsequently
direct impact and effect on sustainable tourism development and sustainable national park.
Similarly, Puhakka and Saarinen (2013) and Mihanyar et al. (2016) argued that for future sus-
tainable tourism development, national parks and tourism marketing cannot be separated. In
national parks, tourism marketing is applied to protect the natural environment and biodiversi-
ty while improving the living standards of the community by optimizing local economic bene-
fits and providing high-quality experiences and satisfaction for tourists (Plummer—Fennell,
2009). Additionally, Bowers (2016) states that tourism marketing is a driving force that is
significantly changing society, the economy, and the environment.

On the other hand, national parks have a great potential to hasten sustainable tourism
development to maintain a sustainable combination of economic, social, and environmental
conditions in our competitive world (Valdivieso et al., 2015; Sriarkarin—Lee, 2018). Thus,
tourism marketing and a national park together can balance tourism needs and the environ-
ment with the sustainable socio-economic development of local communities (Sharpley—
Pearce, 2007). Furthermore, well-managed tourism marketing (Albrecht, 2018) in the national
park can generate quality jobs for durable growth, reduce poverty, and offer incentives for
environmental conservation (Watson et al., 2013; Risti¢ et al., 2019). Therefore, given the
vital significance of sustainable tourism for the social and economic fabric of national parks,
the appropriate application of tourism marketing is indispensable.

Moreover, the quality of tourism in national parks plays a key role in the success of sus-
tainable tourism development, and the role of tourism marketing in improving the quality of
destinations is crucial (Lei et al., 2014). It enhances the country’s tourist attractions, including
its biodiversity, cultures, natural environments, and ancient history (An et al., 2019). Never-
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theless, not much academic research has been conducted yet on finding out the role of tourism
marketing in contributing to successful and sustainable tourist destinations (Eagle et al.,
2016). For instance, Sharpley and Pearce (2007) argued that there is no specific tourism mar-
keting role specifically for sustainable tourism in English National Park destinations, but sus-
tainable tourism is rather promoted by other organizations. According to the author, market-
ing for them is only socio-economic, although it increases tourism to a destination.

Similarly, Esparon et al. (2015) suggest that sustainable tourism in some areas acts as a
destination competitiveness tool in tourism marketing processes but does not contribute in a
meaningful way to a successful tourist destination. Thus, it is important for national park
managers not only to promote a larger number of tourist arrivals but also the protection and
conservation of the environmental, social, and cultural heritage of a destination (Simon et al.,
2004; Tse—Qiu, 2016). The literature noted that it is important for tourism marketing to be
concerned with meeting customers’ needs and organizational objectives by doing good social-
ly and environmentally (Sharpley—Pearce, 2007).

Role of tourism marketing

Conventionally, tourism marketing has been focused on growing tourist numbers and treating
tourism sites as commodities (Buhalis, 2000). As a result, tourism marketing is sometimes
regarded as an enemy of sustainability. Such critique implies that either marketing has been
construed far too narrowly or it has done a very poor job of marketing itself, or both
(Mwinuka, 2017). Despite the fact that a growing number of visitors can aid in the develop-
ment of new conservation programs and contribute to the continuous upkeep of the environ-
ment, they inevitably have several negative effects. Similarly, Mossaz and Coghlan (2017)
pointed out that most tourism agents sell destinations in an effort to get customers, but they do
not really care about the environmental conservation of the destinations. This shows that tour-
ism marketers do not really engage in the sustainability of the destination for future use.

At face value, it's not clear how important tourism marketing is for improving sustaina-
ble tourism development and tourist destinations (Pomering et al., 2011). Thus, to determine
the role of tourism marketing in sustainable tourism and sustainable tourist destinations, let's
first explain the concept of tourism marketing. Tourism marketing is described as the system-
atic and organized efforts exerted by the tourism industry at international, national, and local
levels to optimize the satisfaction of tourists, groups, and individuals, given the sustained
tourism growth (Raju, 2009). According to the author, tourism marketing is a group of related
activities that involve the management of specific elements to create an exchange that satisfies
its customers. Similarly, Ali Akasha et al. (2020) defined tourism marketing as the application
of marketing concepts and principles to the travel and tourism industry. Furthermore, the au-
thor explains that tourism marketing is the application of marketing concepts to the travel,
visit, and tourism industries not only to extract tourism resources but also to solve the prob-
lems of resource depletion, pollution, species destruction, and climate change. It accomplishes
this by implementing a comprehensive tourism marketing technique and plan in tourism des-
tinations (Morrison, 2013).

Environmental contribution of tourism marketing

Due to a lack of an appropriate tourism marketing strategy, protected areas such as parks have
experienced extensive erosion to their coastal paths as a result of the number of walkers,
climbers, and fishermen using them for access (Pecl et al., 2017; Mamo et al., 2010), as well
as littering, excessive noise, damage to verges from parked vehicles, debris from illicit com-
panies, open fires, and disturbances to wildlife (Belayneh et al., 2013; Mamo—Bekele, 2011;
Teshome et al., 2011). This causes topsoil erosion and compaction, resulting in damaged flora
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and fauna disturbances (Lof et al., 2012). To minimize this effect, appropriate use of tourism
marketing strategies could be an effective tool in the conservation and management of nation-
al parks, as well as in the social and economic development of the countries (Steven et al.,
2011, Ballatyne et al., 2009, and Balmford et al., 2009). Tourism marketing is a potentially
useful approach for the tourism industry to promote environmental and ecological awareness
(Sharpley—Pearce, 2007). According to Bushell (2003), environmental consciousness and the
significance of supporting nature conservation cannot be taught in a classroom; rather, visitors
are frequently more inspired to contribute to the protection of natural places when they can
see a visible benefit or return.

Literature implies that tourism marketing within national parks has various positive en-
vironmental effects (Sharpley—Pearce, 2007). Primarily, it enhances environmental awareness
and appreciation by providing environmental information and raising tourists' knowledge of
the ecological effects of their actions (Yu et al., 2020; Zheng et al., 2020). Furthermore, the
money brought in by tourists is an additional source of conservation funding (Goodwin,
2002). Therefore, it immediately contributes to the preservation of sensitive zones and living
areas. For instance, park fees and other kinds of revenue can be dedicated to funding envi-
ronmentally beneficial projects. Finally, promote national park tourism that has minimal
negative environmental and sociocultural impacts (Truong—Hall, 2016).

Socio-cultural contribution of tourism marketing

It is widely assumed that tourism marketing activities have a significant impact on the com-
munity's eventual fate, as well as increased pride in the local area where residents are recep-
tive and welcoming to visitors (Verbeek et al., 2011). It has many impacts on sociocultural
life because multi-cultural societies are enriched with unique and different new experiences
such as new traditions, new cultures, and new civilizations from all over the world (Liu et al.,
2013). Moreover, it helps protect cultural heritage by generating money that is directly rein-
vested in the restoration of historically significant buildings, archaeological sites, and archi-
tectural landmarks. (Eagles et al., 2002; Hall-Law, 2009).

Furthermore, it supports locally-based tourism-related businesses such as hotels, restau-
rants, and lodges (Eagles et al. 2000). In addition to supporting locally-based tourism-related
businesses, it paves the way for improved accommodations, transportation, and attractions,
which also benefit the local economy (Ali Akasha et al., 2020). While the primary goal of
many of these initiatives is to provide a better experience for tourists, they also have positive
effects on the surrounding community and can safeguard other essential rural services such as
providing public transportation, maintaining village shops, and developing and maintaining
cycleways and footpaths (Sharpley, 2003). However, besides its positive impact, tourism
marketing has a negative impact on local communities, such as creating hostilities between
residents and visitors as the host community becomes resentful of tourism and a tendency
towards gambling, nightclubbing, and prostitution that can undermine the social fabric of tra-
ditional communities, especially in developing countries (Archer, 2005). This requires an ap-
propriate and considerate application and implementation of tourism marketing to minimize
any negative social impacts as a long-term strategy (Avraham—Ketter, 2015).

Economic contribution of tourism marketing

Tourism marketing has a positive effect on the country’s economic development, local com-
munity, and regional and federal governments (Mayer et al., 2010). This is due to the for-
mation of the tourism industry from various sectors such as the travel sector, the hospitality
sector, and tourist destination products including its natural resources, cultural heritage, and
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cuisines and foods from various cultural backgrounds (Rahmoun-Baeshen, 2021). Particular-
ly, national park tourism enhances the country’s tourist attractions, including its biodiversity,
cultures, natural environments, and ancient history (An et al., 2019). It is a significant compo-
nent of the growing footprint (Truong—Hall, 2016). The literature exposes that tourism mar-
keting presents a chance for countries plagued by poverty and unemployment to generate em-
ployment and income for regional and national socioeconomic development (Foued—Sawsan,
2019), but the outcomes, including the potential for both positive and negative impacts, are
determined by the management of tourism development (Zanina Kirovska, 2011).

Summary and conclusions

The literature revealed that the right application and holistic tourism marketing strategies can
lead us to economic growth, employment opportunity, and poverty reduction, which brings
sustainable tourism development and a sustainable national park. Moreover, it can be a useful
tool for organizing and operating national park tourism in a way that limits their natural ef-
fects. On the other hand, protection and tourist use of ecological resources must approach the
problem in a global manner to handle ecological damage. It is important to consider the nature
and characteristics of national parks and their potential value as attractive destinations for
tourism development while implementing an effective tourism marketing strategy for national
parks and encouraging the sustainable use of the natural environment and its resources. Na-
tional park managers need to identify the right tourism marketing strategy that induces tour-
ism and enhances the attractiveness of destinations, which increases the tourist flow in a way
that doesn’t affect the sustainability, biodiversity, and natural environments of national parks.
Additionally, the national parks authority is required to form local, regional, and national
tourism marketing strategies to enable effective national park tourism, sustainable tourism,
and socio-economic development.

The quality of tourism in national parks plays a key role in the success of sustainable
tourism development. Services must provide a fairly valued incentive for biodiversity conser-
vation, taking on the management of the biological system as well as its co-benefits, which
may include socio-cultural services for local communities. Therefore, the management of na-
tional parks and tourism marketers require a comprehensive strategy for promoting national
park tourism that will help unify norms and practices for environmental utilization, such as
providing a forum through which individuals can experience nature and gain an appreciation
for its significance to society as a whole.

In terms of achieving sustainable tourism development, it is apparent that there must be
the right application of tourism marketing to maximize the economic benefits to the local
community while simultaneously minimizing the environmental and social costs. One of the
most crucial things the tourism sector can do to reduce the amount of environmental harm it
causes is to move toward ,,green tourism marketing” approaches, which involve the use of
energy-efficient and non-polluting construction equipment, drainage systems, and renewable
energies. Furthermore, contamination avoidance, and waste minimization measures are espe-
cially important for tourism due to the fact that trash treatment and disposal are typically sub-
stantial, long-term natural challenges in the tourist destination.

Conclusion

This review employs a systematic literature review methodology, focusing primarily on a
mapping of the current literature on tourism marketing and national parks. The literature
comprises 55 articles published between 2000 and 2021 in various scientific journals. The
study has found some of the essential relationships between national parks and tourism mar-
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keting, the importance of tourism for the preservation of national parks, and the development
of sustainable tourism. This research has some drawbacks. The data for this study was ob-
tained from scholarly journals, which exclude conference articles, book chapters, and Ph.D.
dissertations on the subject. Second, the scope of this analysis was limited to only national
parks; other tourist destinations were not analyzed. This may imply that the review is not ex-
haustive; however, the authors believe that it provides a foundation for future research, par-
ticularly on the relationship between tourism marketing, national park sustainability, and tour-
ism development.
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