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T
he Green Destinations of South East Eu-
rope Toolkit (GDSEE) is produced by NAL-
AS as step that follows the development of 
the Sustainable Tourism Planning Toolkit 
for the Local Governments of South East 

Europe – STPT, which was designed as guide for 
management of sustainable destinations in the re-
gion of South East Europe. The aim of GDSEE is to 
use STPS and upgrade it with existing, recognized 
and tested similar toolkits on global level. This 
upgrade will enable the local authorities of South 
East Europe to use the toolkit for development and 
management of sustainable tourism destinations. 

GDSEE will also enable the local authorities to build 
common understanding about sustainable tourism 
development on local level; it will also encourage 
sustainable tourism planning and development and 
creation of common reference point for municipali-
ties and local government associations. 

With the introduction of GDSEE, NALAS is present-
ing a new, contemporary and advanced approach 
in management of sustainable tourism. This goal 
is achieved by integration of indicator systems 
such as ETIS (European Tourism indicators System) 
and GSTR (Global sustainable tourism review). The 
reason for such approach lays in the ambition for 
development of toolkit that would be recognized 
and approved as relevant system of sustainable 
management on global level. 

GDSEE ensures that local authorities get clear pic-
ture about their sustainability, the problems that 
need to be addressed and the respective goals to 
be achieved. They will be able to develop an ac-
tion plan for long-term improvements and will gain 
tools for monitoring of achievements. In this con-
text, GDSEE shall bring important input for destina-
tion management. 

GDSEE is intended to be a voluntary tool that as-
sists the municipalities to assess and organise the 
tourism potential on local level and its integration 
in the official local government planning. It sup-
ports the interrelated approaches of “community-
oriented tourism planning” and “sustainable tour-
ism”, meaning that tourism decisions should pursue 
at least four basic planning goals, related to satis-
fied visitors, profitable tourism Industry, engaged 
community and protected environment.

GDSEE is organized in steps that local authorities 
need to follow on the path of reaching those goals: 
Awareness raising and gaining support, Stakehold-
ers management, Data collection and keeping re-
cords, Data Evaluation, Use of indicators, Strategic 
Planning, Implementation, Marketing and Posi-
tioning. 

Thus, it shall ensure the following:

ÔÔ Encourage local governments to implement 
systematic strategic planning and development 
of sustainable tourism.

ÔÔ Involve representatives from local communi-
ties and promote the consultation and par-
ticipation of stakeholders to identify priority 
issues and related sustainability indicators, by 
use of smart governance tools to help tackle 
the conflicting objectives, gain commitment 
for effective implementation of decisions, and 
ensure effective communication about deci-
sions and risks associated with tourism devel-
opment options.

ÔÔ Application of sustainable tourism perfor-
mance management and measurement system, 
which is strategically oriented, selected and 
managed according to the priority issues iden-
tified in the destination.

Introduction

A
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ÔÔ Adoption of realistic system of sustainability 
objectives, indicators and measurements in all 
development plans which are directly and indi-
rectly associated with tourism and carried out 
by the local government, including the land 
use and development of infrastructure.

Also, it can be used to tackle specific issues asso-
ciated with the development and management 
of tourism, including data collection, as well as 
development of comprehensive tourism strategy 
to assist the planning and funding of key projects. 
Furthermore, it can be used as an efficient tool to 
develop and implement successful marketing strat-
egy and global positioning. 

A.1 Sustainable tourism and local 
governments
Tourism is a relevant economic option, which 
requires careful planning in order to ensure suc-
cessful, and continuous positive impact in the 
course of time. According to UNWTO World Tour-
ism Barometer, International tourist arrivals are 
expected to continue the growth in order to reach 
1.8 billion by 2030. Thus, it is expected that the 
next 20 years will offer immense possibilities to 
SEE’s economies.  In particular,  opportunities for 
local development which does not only support 
creation of jobs in the accommodation sector and 
related tourism services, but induce the local mar-
ket for goods and services in sectors as diverse as 
transport, retailing, construction, culture, food 
processing, fishing and agriculture.  Indeed, tour-
ism is a resource-based industry, unlike the other 
sectors.

Local governments play decisive role in many 
forms of tourism, given that they usually include 
management of many key elements of the tourism 
product, such as amenities and attractions, trans-
portation, public services and infrastructure and 
can further influence the behaviour, for better or 
worse, of private operators.

Local governments are responsible for the plan-
ning and management of cultural and natural re-
sources, provision of core utilities and infrastruc-
ture on which the tourism industry is based, such 
as district and city roads, lighting, water-supply 
and sewerage, public transportation systems, 
signs, airports and ports. Also, they often operate 
attractions such as museums, art galleries, sports 
stadiums, convention centres, parks, events, tours, 
and other amenities.
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As providers of social services, builders of economic 
infrastructure, regulators of economic activities 
and often managers of the cultural and natural 
environment, local governments dispose of many 
direct instruments to influence the course of local 
tourism development. 

In general, it includes a relevant investment of pub-
lic money, which means that the local government 
is perhaps the largest “tourism operator” in many 
countries. On the demand side, local governments 
also enable the regional marketing and provide 
information for visitors in order to ensure quality 
experience for visitors.

Decisions about tourism development are made on 
the lowest level of governance where it is appropri-
ate to make decisions centrally, and the local stake-
holders affected by tourism are to be consulted and 
encouraged to participate.

This in turn requires local administrators to be fully 
equipped with competences and skills to formu-
late, implement and evaluate sustainable tourism 
planning.  The local community should also be fully 
engaged in the formulation of tourism policies and 
plans, through a process of wide consultation and 
participation, including the provision of skills and 
knowledge that people need for effective participa-
tion in the decision making on local level.

With regard to sustainable tourism, local govern-
ments should in particular:

ÔÔ Implement systematic strategic planning and 
development of sustainable tourism, which 
would include:

ÞÞ The control of volume, nature and location of 
tourism development in order to prevent undue 
pressure on local resources and biodiversity

ÞÞ The protection of natural and cultural her-
itage by sound planning controls and suffi-
cient management capacity

ÞÞ The promotion of destination management 
partnership bodies, bringing together the 
public sector, private sector and civil society, 
including organizations that represent the 
environmental, cultural and local interests 
of the community.

ÔÔ Involve representatives of local communities 
and promote the consultation and participation 
of stakeholders to identify priority issues and re-
lated sustainability indicators, by use of smart 
governance tools to help tackle the conflicting 
objectives, gain commitment for effective im-
plementation of decisions, and ensure effective 
communication about decisions and risks asso-
ciated with tourism development options.

ÔÔ Apply a sustainable tourism performance man-
agement and measurement system, which is 
strategically oriented, selected and managed 
according to the priority issues identified in the 
destination.

ÔÔ Adopt a realistic system of sustainability objec-
tives, indicators and measurements in all devel-
opment plans which are directly and indirectly 
associated with tourism and carried out by the 
local government, including the land use and 
development of infrastructure.

ÔÔ Deliver capacity building activity, dissemination 
of good practices and establishment of stake-
holder networks, including inter-municipal 
cooperation, twinning and exchange of best 
practices within the SEE and with European 
partners to tackle the challenges of tourism sus-
tainability.
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SUSTAINABLE TOURISM DEVELOPMENT IS A 
PATH TO HAPPY CONSUMER, SUCCESSFUL LOCAL 
COMMUNITY AND HEALTHY ENVIRONMENT

Tourism has the potential to create positive effects 
on the environment and contributes to the protec-
tion and preservation of nature. Tourism can serve 
as tool for awareness raising about environmental 
values and at the same time it brings positive ef-
fects for protected areas and increases their eco-
nomic value.

Tourism also affects both the environment and the 
local community. The sustainable management of 
tourism empowers the destination, the community 
and the local government to reduce the negative 
impacts and brings positive values for all stakehold-
ers, as well as economic benefits and protection of 
resources.

The sustainable tourism approach is concerned 
with tourism being the most appropriate form of 
development regarding the economic, social and 
physical resources of a region, in a manner that 
conserves the social and physical environment and 
promotes the long-term goals of the community. 
However, tourism must be considered within the 
context of sustainable local development rather 
than just sustainable tourism, so that it can play its 
role in high-road strategies, especially with refer-
ence to access, amenity and services.

From this aspect, sustainable planning should be 
the key concept in any tourism destination planning. 
It provides tourism which is in line with the develop-
ment of healthy community and offers unique and 
interesting experience to the consumer.

In order to develop sustainable tourism, the desti-
nation needs to develop and adopt sustainable man-
agement plan.

Sustainable destination management means man-
agement of sustainable tourism development in a 
destination that meets both the needs of tourists 
and destinations, and protects and enhances the 
opportunities for future development. It means 
management of all resources in a way that meets 
economic, social and cultural requirements, while 
maintaining cultural integrity, nature protection 
and biodiversity. It is a widely accepted concept of 
development and a key objective in the destination.

A.2 Background of Green Destinations 
of South East Europe (GDSEE) 
GDSEE is a practical guidebook for destination 
management offices and local authorities on the 
path towards sustainable tourism development. 
With the introduction of additional solutions from 
similar toolkits, GDSEE will serve not only as sup-
port for local authorities regarding the planning, 
but will also give the benchmarking opportunities 
and will aid the positioning of the destination on 
local, regional, European and global markets.

The toolkit is based on three already established 
toolkits:

1.	 Sustainable Tourism Planning Toolkit for the 
Local Governments of South East Europe – STPT 

“See Tourism Goes Local”

2.	 European Tourism Indicator System for Sustain-
able Management at Destination Level - ETIS

3.	 Global Sustainable Tourism Review - GSTR
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INDICATORS OF SUSTAINABLE DEVELOPMENT 
FOR TOURISM DESTINATIONS - UNWTO

The model of sustainable tourism development 
indicators was developed by the World Tourism 
Organization (UNWTO) - “Indicators of sustainable 
tourism development,” in 1993 with aim to develop 
indicators of sustainable tourism development in 
destinations. It introduced a list of indicators that 
are suitable for measurement of sustainable tour-
ism development and the prepared recommenda-
tions for their application to specific tourist desti-
nations.

In order to measure the sustainable tourism de-
velopment, a system of twelve basic indicators 
and some additional indicators were introduced 
in 2004. The development of indicators took into 
account all three aspects of sustainable tourism 
development: economic, socio-cultural and envi-
ronmental aspects.

GLOBAL SUSTAINABLE TOURISM CRITERIA (GSTC)

GSTC criteria resulted from the attempt to develop 
a sustainable tourism system on global level. They 
emerged as result of decades of work and from 
the worldwide experiences, whereby a number of 
guidelines, principles and standards for sustainable 
tourism were taken from all continents. The goal 
was to establish global consensus on sustainable 
tourism.

GSTC criteria are managed by the Global Sustain-
able Tourism Council.

They focus on social and environmental aspects 
of responsibility, thus taking into account both 
the positive and negative economic and cultural 
effects. They cover the four pillars of sustainable 
tourism and are divided into four areas:

A.	 Effective management of sustainable development 
(= Sustainable management);

B.	 Socio-economic impacts (= socioeconomic Im-
pacts);

C.	 Cultural influences (= Cultural impact);

D.	 Environmental impacts (= Environmental Impacts).

Businesses and destinations are expected to fulfill 
at least one of the presented criteria. Criteria are de-
signed to be easily tailored to the local specificities and 
it is also possible to develop additional criteria for a spe-
cific location or activity.

There are two sets of developed GSTC criteria:

A. GSTC Criteria for hotels and tour operators (GSTC 
Criteria for Hotels and Tour Operators); March 2012, 
the GSTC published another version of these criteria 
(after about three years of examination and testing of 
the first version), December 2013, draft 2.0 version.

B. GSTC Criteria for Destinations (GSTC Criteria for Des-
tinations (GSTC CD); these criteria and associated indi-
cators have been developed on the basis of recognized 
criteria and approaches.   In general, they include the 
UNWTO destination indicators, GSTC criteria for hotels 
and tour operators and around 40 widely established 
principles and guidelines, certification criteria and in-
dicators that reflect standards, indicators, certification 
criteria and examples of good practice from different 
cultural and geopolitical contexts from around the 
world, both in the field of tourism and other sectors.

The current criteria were initiated in November 2013: 
Global Sustainable Tourism Council Criteria for Desti-
nations (GSTC CD) version 1.0 November 2013.
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The respective criteria are divided into four sections:

ÔÔ SECTION A: MANAGEMENT - Implement effec-
tive sustainable development (demonstrate 
Sustainable destination management);

ÔÔ SECTION B: - Maximize the economic impact for 
the local community and minimize the negative 
impacts (Maximize economic benefits for the 
host community and minimize the negative im-
pacts);

ÔÔ SECTION C: - Maximize the impact on the com-
munity, visitors and culture - and minimize the 
negative impacts (Maximize benefits for the 
communities, visitors, and culture; minimize 
the negative impacts);

ÔÔ SECTION D: - Maximize the positive environmen-
tal impacts and minimize the negative impacts 
(Maximize the benefits for the environment and 
minimize the negative Impacts).

GSTC measures the clear evidence of sustainability 
(visible to tourists), local identity, sense of place, 
actual state of environment, nature, heritage, ac-
tual community livelihoods and well-being, actual 
business involvement and impact from the tourism 
development in the past. 

GLOBAL SUSTAINABLE TOURISM REVIEW - GSTR

At the ITB 2014 Berlin, a number of sustainable des-
tination networks such as: VISTAS Awards for Good 
Practice and Destinations; Destin Innovation Group 
(DIG), ECOTRANS, EUCC’s QualityCoast, EDEN Net-
work and Alpine Pearls in partnership with VISION 
on Sustainable Tourism and Travelmole, introduced 
a new global tool called Global Sustainable Tourism 
Review under the title “GREEN DESTINATIONS.”

Green Destinations is a non-profit organization and 
manages the whole GSTR tool:

ÔÔ Manages the  GSTR platform

ÔÔ Reviews and  issues ratings about destinations

ÔÔ Offers education and promotion.

ÔÔ Provides trainings for evaluators and partners - 
pick-up activities on national level.

ÔÔ Provides marketing assistance and support.

GSTR refers to the implementation of the Global 
Sustainable Tourism Criteria for Destinations GSTC 
(CD), which is fully integrated with the ETIS system 
of indicators of the European Commission. GSTR 
became a global platform for destinations aiming 
to improve sustainability in a transparent, clear and 
measurable way.

GSTR is a Destination Sustainability Support Sys-
tem, combining:

ÔÔ GSTC-based policy assessment tool aimed for 
policymakers and DMOs

ÔÔ Tool for policy benchmarking and improvement

ÔÔ Quality assessment and ranking related to sus-
tainability which is aimed for the public

ÔÔ Common interface making destination eco-
labels become transparent to TOs, OTAs, and 
the public.
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Putting the GSTR into practice, locally = The Green 
Destinations Approach:

ÔÔ Bring key stakeholders together

ÔÔ Do a GSTR scan based on self-assessment – with 
verification and educational seminars for stake-
holders

ÔÔ Joint identification of critical issues for improve-
ment

ÔÔ Joint priority setting (GSTC-D as background guid-
ance)

ÔÔ Quantitative monitoring of progress, using GSTR

ÔÔ Improved market exposure of sustainability profile

GSTR as a system:

1.	 It operates on both global and local level (the 
concept of ‘Think globally, act locally’).

2.	 Each step has been designed to help improve 
the sustainability of the destination.

3.	 It includes the power of numbers - it is a quanti-
tative assessment effort, allowing for compari-
son (benchmarking) with destinations through-
out the world.

4.	 Provides synergy between the providers and the 
destination (local community).

5.	 A low level of activity measurement (the tool 
works on the principle of self-assessments by 
three evaluators).

6.	 The tool opens the promotional channels and is 
linked with reservation systems.

7.	 GSTR fully integrates the indicators GSTC-D, which 
are enhanced with additional indicators (ETIS and 
QualityCoast).

8.	 ETOS Indicators represent 35% of all indicators, 
which means that GSTR is much broader. By com-
pleting the criteria, GSTR destinations gain deeper 
insight into their condition, which helps them to de-
sign improvements.

9.	 The result is a comprehensive assessment of the 
sustainability and assessment of individual criteria 
and indicators, which ensures the measurement of 
results in the long run.

10.	Data is provided on the basis of statistics. 

11.	Self-assessment and information gathered from visi-
tors’ certification schemes and independent experts.

The steps to implement GSTR are as follows:

1.	 Think globally, act locally:  A strategic approach 
based on common local ambitions

2.	 The power of numbers: A quantitative assess-
ment of quality and sustainability

3.	 Strong local economy: Synergy between local 
businesses and the local community

4.	 The power of benchmarking: An agenda for vis-
ible improvement

5.	 Progress from year to year: A low effort moni-
toring program

6.	 Competitive advantage: Improved market vis-
ibility to consumers
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The indicators are grouped into five sections:

A.	 Nature

B.	 Environment

C.	 Identity and culture

D.	 Tourism and business

E.	 Destination and safety

The organization Green Destination, which is based 
in Holland, is the owner and developer of the GSTR 
tool. The tool can be used for any destination to 
make FREE self assessment of sustainability per-
formance. Destinations that wish to validate the 
results and make them recognized and promoted 
globally need to contact the Green Destination for 
evaluation of results. More information and fees 
for validation at http://greendestinations.info 

ETIS TOURISM CRITERIA FOR THE SUSTAINABLE 
MANAGEMENT OF DESTINATIONS

The European Commission has long been involved 
in supporting the sustainable development of tour-
ism in Europe. To date, they have introduced several 
instruments for better environmental management 
firms, such as the EU Eco-label and the Community 
eco-management and audit scheme (EMAS).

The European Commission has developed the 
ETIS system (European Tourism Indicators System 
(ETIS) for Sustainable Management at Destination 
Level), which represents a complete system (= cov-
ers all three pillars of sustainable tourism) and can 
be used in a simple way, thus being suitable for all 
types of destinations - with regard to destinations, 
it assists the monitoring, managing, measuring and 
promoting the sustainable measures. 

The system is designed as procedure for monitoring, 
management and sustainable improvement regarding 
the functioning of tourist destinations. It presents a 
useful way of monitoring and planning the destination 
actions and their respective improvement towards 
sustainable development.

The system consists of a set of indicators (27 obliga-
tory and 40 optional). It is easy to use (training is not 
required), and can be useful for success monitoring 
and as tool for better management decision-making. 
The system is designed to bring together all stakehold-
ers and should have one facilitator, manager, coordi-
nator that links the stakeholders and coordinates the 
actions.

The development of a European Tourism Indicator Sys-
tem for Sustainable Management at Destination Level 
is one of the key initiatives, which the Communication 
calls the European Commission to implement:

ÔÔ The European Indicator System aims to contribute 
to improving the sustainable management of des-
tinations by providing tourism stakeholders with 
an easy and useful toolkit.

ÔÔ It will help stakeholders to measure and monitor 
their sustainability management processes, and 
enable them to share and benchmark their pro-
gress and performance in the future.

Motivation for Tourism Destination Monitoring:

A.	 Improved information for decision making

B.	 Effective risk management 

C.	 Prioritization of action projects

D.	 Performance benchmarking
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E.	 Improved community buy-in and support for tour-
ism stakeholders

F.	 Enhanced visitor experience 

G.	 Increased bottom-line / cost savings

H.	 Increased value per visitor

The steps to implement ETIS are as follows:

1.	 Awareness raising 

2.	 Creation of  DESTINATIONS profile 

3.	 Setting up a working group 

4.	 Definition of roles and tasks 

5.	 DATA COLLECTION 

6.	 ANALYSIS OF RESULTS 

7.	 Continuous improvement system 

ETIS criteria are divided into four sections:

1.	 Management of destination;

2.	 Economic value;

3.	 Impact on society and culture;

4.	 Impact on the environment.

! The key difference between GSTR and ETIS: GSTR 
scheme converts complex indicators into information that 
is meaningful to the end user. Therefore, the assessment of 
destinations obtained by using the GSTR tools is integrat-
ed into more and more reservation systems (currently a 
partner Booking.com BookDifferent, others in the process).

THE SUSTAINABLE TOURISM PLANNING TOOLKIT 
(STPT) 

is produced by ANCI – The Italian National Asso-
ciation of Local Municipalities - as an output of the 
SeeNet Program with the specific aim to sustain 
capacity building for SEE municipalities in the field 
of sustainable tourism planning. It followed the 
adoption of the position paper “SEE Tourism Goes 
Local” which has the purpose to a) build common 
understanding about sustainable tourism develop-
ment on local level in South Eastern Europe (SEE); 
b) encourage sustainable tourism planning and de-
velopment across SEE by deploying the potential of 
NALAS; and c) build a common reference point for 
local municipalities and local government associa-
tions (LGA’s).

Benefits of STPT:

ÔÔ Understanding about the local tourism industry

ÔÔ Formulation of tourism policy objectives

ÔÔ Long term-focus

ÔÔ Recognition of local governments role

ÔÔ Formulation of policies according to local needs

ÔÔ Facilitation of planning and development

ÔÔ Better marketing

ÔÔ Identification of financial requirements

The steps to implement STPT are as follows:

1.	 Situation Analysis

2.	 Strategic Planning
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3.	 Implementation

4.	 Performance Measurement and Evaluation.

STPT is focused on strategic sustainable tourism 
development in destinations including:

ÔÔ Awareness raising in the destination about the 
importance of sustainable tourism / education, 
motivation, benefits

ÔÔ Determination of roles and responsibilities for 
development

ÔÔ Data collection with focus on responsibilities, 
resources and ways of improvement.

ÔÔ Details and good structure

STPT also includes recommendations about the 
selection of indicators based on the indicators pro-
duced by UNVTO in 2004. 

A.3 Presentation of GDSEE

GDSEE is a combination of solutions developed by GSTR, 
ETIS and STPT. It consists of developed steps from the 
existing solutions which are tailored to the needs of lo-
cal destinations. The guide explains the process of stake-
holder working group development, data collection, and 
taking action upon results. It is designed as process with 
local ownership and leadership regarding the monitoring, 
management, and enhancement of the destination qual-
ity and sustainability.

The aim of GDSEE is to make use of the strong points of 
all three developed toolkits in order to provide an easy-
to-use guide. The guide includes the experiences of sus-
tainable tourism development on global level. It is spe-

cifically intended for tourism destinations. It is designed 
as process with local ownership and leadership regarding 
the monitoring, management, and enhancement of the 
tourism destination sus tainability.

GDSEE consists of set of indicators, toolkit, and dataset. It 
is formulated as an instrument that any destination can 
pick up and implement without any required specific train-
ing. It can be a useful way to track the destination perfor-
mance and make better management decisions, as well as 
influence the creation of adequate policies. 

The Indicator system is laid down on the basic principle 
that the responsibility, ownership, and decision-making 
of the destination are shared. One powerful way to un-
dertake effective destination management is to engage a 
group of people that work together in order to collect and 
report information.  

GDSEE includes a combination of indicators developed by 
the GSTR and ETIS systems. The indicators can be used on 
voluntary basis, whereby they can be used along with or in-
tegrated into the existing destination monitoring systems. 
Therefore, the system is flexible. It can be further expand-
ed or contracted to meet the needs of the destination and 
the interest of local stakeholders, as well as to tackle the 
specific sustainability issues that the destination faces.

GDSEE is organized as a guide to sustainable tourism. 
With regard to the data and system that were used for 
development of this toolkit, GDSEE combines different 
approaches within the whole document:

ÔÔ STPT / GDSEE integrated a number of toolboxes 
designed for data collection (evaluation of natural 
assets, visitor’s demand, local economy…). It uses a 
wide range of possible activities and actions that one 
destination can use in the process of analysis. In addi-
tion, there is a chapter focused on the strategic plan-
ning of tourism development based on the outcome 
of collected and evaluated data.
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ÔÔ ETIS / GDSEE adopted the steps designed by ETIS 
toolkit (awareness raising, stakeholder management, 
data collection through surveys, evaluation and stra-
tegic planning of improvements. The entire system of 
ETSI set of indicators is also used.

ÔÔ GSTR / Destinations that want to create a wide 
picture about sustainability are encouraged to 
use the GSTR tool on top of ETIS evaluation. 
Destinations trying to position themselves on 
the market of sustainable destinations should 
do the GSTR self-assessment and join the part-
nership of Green Destinations with the use of 
external evaluation. In this way, the destination 
will gain access to benchmarking, marketing 
and positioning on global markets.  

GDSEE follows the steps prepared for the ETIS system 
and upgrades them with wider information gained 
from STPT. Thus, GDSEE becomes a simple, easy-to-
implement tool intended to help destinations in man-
agement and monitoring to ensure greater sustain-
ability.

1.	 Step one: Awareness raising = once the destina-
tion decides to implement the toolkit, it needs 
to raise awareness among all stakeholders and 
involve them to participate.

2.	 Step two: Stakeholder management = determina-
tion of key stakeholders from among the public, 
private and non-governmental sector, tourism and 
other fields; their inclusion in the process; setting 
up a working group; definition of  key stakeholders 
and group members roles and tasks  and setting 
the concept of the work. Strong destinations rely 
on local stakeholders and entrepreneurs, who are 
encouraged to invest in quality and sustainability 
as basis for strong local economy. Profit on local 
level should in turn enhance the investments and 
creation of jobs on local level.

3.	 Step three: Data collection and analysis of re-
sults = creation of  destination profile that de-
fines the destination input in terms of size and 
traffic, collection of statistics, surveys, and self-
evaluation. Use of indicators: global, European, 
regional, national indicators = Think globally, 
act locally. Analysis of results is used for the 
purpose of setting goals. 

4.	 Step four: Strategic planning = SWOT analysis, 
setting goals, action plan, development strat-
egy, monitoring. Establishment of sustainable 
management system along with strategic plan-
ning, evaluations on regular basis and improve-
ments. Required activities must be integrated 
into the municipal work programs, the work 
programs of DMO, as well as in the activities 
of individual stakeholders. Measurement of the 
progress in order to ensure sustainability in the 
long run. 

5.	 Step five: Marketing and positioning = planning 
of sustainable marketing and communication 
strategy, global positioning, benchmarking in 
order to provide competitive advantage in com-
parison with other destinations.

A.4 How to use the GDSEE toolkit

This Toolkit is designed to be used by local gov-
ernments and the competent staff responsible for 
destination management in the tourism sector. It is 
aimed to be a valuable planning tool, which can be 
used along with statutory and non-statutory local 
planning documents.

Currently, many local authorities do not have des-
ignated  staff members responsible for the tourism 
sector. The use of the GDSEE will be most effective 
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if there is a designated staff member responsible 
for tourism sector, who can take the role of coor-
dinator and contact point for all actors within and 
outside the government. The implementation of 
the tourism strategy does not only require analysis 
and planning, but also active and ongoing partner-
ships between the public and private sector.

For that reason, the toolkit introduces the position 
of Coordinator for implementation. The coordi-
nator must a person who is well familiar with the 
destination performance. Given that the toolkit 
refers to the tourism, it is recommended that the 
responsibility for the project is with the local tour-
ism authorities. It can be in the form of municipal 
department or a destination tourism office if such 
organization exists. The coordinator should be a 
person acting in the name of that organization and 
will be held responsible for all steps, starting from 
stakeholder management to action planning. The 
work of the coordinator requires that s/he receives 
training.  If such person cannot be identified in the 
respective destination, the work can be carried out 
by an outsourced assistant. However, it is of key 
importance that this person is supported by the 
authorities.  

Any user of the guide must follow this toolkit step 
by step and use all the attached documents. In ad-
dition, the system should be tailored to the needs 
of destination. The Toolkit can be used in two ways:

ÔÔ To tackle specific issues associated with the de-
velopment and management of tourism, includ-
ing  data collection;

ÔÔ To develop a comprehensive tourism strategy.

The most important steps after the awareness 
raising and stakeholder management are the data 
collection process and analysis of destination per-

formance. One can encounter a situation whereby 
it is not practical to obtain all of the information in-
cluded in the Toolkit. However, it is suggested that 
one can work through the available material and 
develop an action plan or a tourism strategy which 
builds on the knowledge which is at disposal, and 
note any information gaps that might be addressed 
in the future.

The aim of the action plan or the tourism strategy 
is to ensure improvement of the situation, which 
means that goals need to be set and monitoring of 
progress, should be put in place. 

The demand for sustainable tourism products is on 
the increase. Consumers are looking for authentic 
experience, well-protected nature, and responsibly 
managed destination. Therefore, it is of key impor-
tance to communicate the efforts and achieve-
ments to the wider audience. We suggest that the 
destination joins the Green Destination commu-
nity and apply the GSTR evaluation for planned 
actions. The GSTR evaluation enables the destina-
tions to gain in-depth insight into the destination 
performance and it can reveal information which 
was omitted in previous research. Furthermore, 
the GSTR will offer the destination a third party 
evaluation and a numeric result of the sustainabil-
ity: the score is measured according to indicators 
whereby the consumer gets a clear message about 
the sustainability of the destination. In that case, 
the GSTR evaluation is introduced as key marketing 
tool for positioning on global markets. The GSTR 
evaluation results will also allow the local authori-
ties to get benchmarking opportunities and will aid 
the positioning of the destination on local, regional, 
European and global markets. 
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O
nce a destination makes a decision to 
become a green destination and use a 
toolkit, the decision must be commu-
nicated to as many people as possible, 
particularly to the local stakeholders. 

This will aid the increased participation, the aware-
ness raising about the destination’s commit ment 
to the sustainable management of tourism, and 
increased support for activities and actions that 
might need to be undertaken based on the results 
from indicators.

Local Destination Coordinators should use all meth-
ods of communication at their disposal and make 
sure that this is also done by their local authority/
municipality. Social media can be useful and cost 
effective for fast and simple communication. Addi-
tional benefit is that social media can easily stimu-
late discussions, which will be particularly valuable 
as the implementation is under way.

All stakeholders in the destination should be in-
formed about the planned actions and invited to 
participate. The more support gained, the easier to 
implement the next steps. 

Ideas for communication:

ÔÔ Include news about the destination’s involve-
ment with the European tourism indicator sys-
tem on the organization’s webpage and relevant 
social media networks. 

ÔÔ Encourage local reporters from printed and elec-
tronic media as well as online discussion forums 
to spread the word through their own blogs, etc. 

ÔÔ Partner organizations, particularly the ones 
interested in the local tourism industry, the en-
vironment and the local community will be also 
keen to circulate the news amongst their sup-
porters.

ÔÔ Development of media campaigns within the 
destination. Raise awareness and 

gain support

B
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D
estination planning and development oc-
curs in a complex set of institutional and 
public-private arrangements among dif-
ferent organizations, including the non-
governmental organizations. Given that 

one organization cannot individually tackle complex 
policy problems such as the ones occurring in the 
tourism sector, partnership should become the domi-
nant “common sense” of tourism policy, especially on 
local level. It should become an element of tourism 
governance which is taken for granted either for tour-
ism marketing and promotion or for urban redevelop-
ment projects where tourism is integrated through re-
tail, sport, entertainment and property development.

C.1 Determine a Local coordinator

This Toolkit is intended to help stakeholders meas-
ure and improve their destination’s sustainable de-
velopment. It is therefore important to determine 
a local coordinator who is motivated to initiate the 
implementation of the System in their destination. 

This could be:

ÔÔ A senior representative from the destination 
management organization, destination market-
ing board, tourist board, local/regional tourism 
authorities, tourism ministry, private sector or 
tourism association.

ÔÔ An expert hired to play the role of coordinator.

The role of Local Destination Coordinators normal-
ly includes the planning, management, monitoring, 
promotion, marketing, and can also include training 
and quality standards. The role of Local Destination 
Coordinators is crucial. To take on the role, an indi-
vidual will need to be able to gather and influence 

stakeholders, to access relevant data (or ability to 
access it through others), be entrusted to store the 
data (some of it may be sensitive), and have some 
level of management authority.

The Local Destination Coordinator should aim to 
steer stakeholders towards agreement on alloca-
tion of responsibilities for setting targets, taking 
action and planning how to achieve the targets.

C.2  Identification of key 
stakeholders and creation of a 
stakeholder working group

Prior to the  start of the  tourism planning process, 
local governments should  carry out a comprehen-
sive stakeholder analysis, in order to prioritize, se-
lect and differentiate the stakeholders according 
to their power, importance and urgency..

The following groups of stakeholders can be usu-
ally identified in the tourism sector:

ÔÔ On local level: mayor, city council, local tourism 
council, local sustainable development councils 
(committees), regional councils, destination 
management agencies and NGO sector.

ÔÔ On the LGA level: knowledge managers, PR offic-
ers, executive directors.

ÔÔ On national Level: relevant ministries in charge 
(tourism, economy, etc), ministry of regional 
development, ministry of finance, ministry of 
transportation and communications, national 
councils for sustainable development and cus-
toms offices.

C
Stakeholders 
management
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ÔÔ On private sector level: economic chambers, as-
sociations of tourist guides, associations of hotel 
and restaurant owners, association of national 
tourist agencies, advertisement agencies, li-
censed tourist agencies, mass media, universities 
of tourism and union of employers.

ÔÔ On international level: international and Euro-
pean agencies, with particular regard to those 
involved in the tourism sector, the European 
Commission, national chambers of commerce, 
ANCI, CIFCA and other Associations of Towns and 
Regions of art and history and Towns with pro-
tected areas, biodiversity networks, sustainable 
development organizations.

An ideal group will be large enough to include a di-
verse group of key stakeholders, but at the same time 
it should not be that large in order to avoid difficulties 
in decision-making. Local Destination Coordinators will 
need a group of people with different skills who are able 
to obtain relevant data and influence the policy, and 
who are also motivated and committed to the process. 

If destinations already have an existing committee or 
taskforce that convenes for similar purpose, it would 
make sense if attempt is made to integrate the indica-
tor work into the scope of work of the existing group, 
(this can be done by providing explanation on the im-
plications, gaining consent, and if necessary, by inviting 
some other members).

Stakeholder Working Group meeting is the most effec-
tive way to involve all relevant stakeholders. 

Important stakeholders who are considered that must 
take part in the stakeholder group are as follows:

ÔÔ Regional/local tourism organization and tourism 
development company 

ÔÔ Local planning, transport and rural/urban devel-
opment departments 

ÔÔ Waste management department (water and solid 
waste) 

ÔÔ Water supply department or company (local and 
regional) 

ÔÔ Energy department and / or supplier

ÔÔ Police / security department 

ÔÔ Forestry/protected area or Parks management 
department 

ÔÔ Airport / port authority (if applicable) 

ÔÔ Local hotel or tourism association 

ÔÔ Tour guide, camping, caravan, villa, apartment 
associations 

ÔÔ Relevant non-governmental organizations 

ÔÔ Local chamber of commerce 

ÔÔ Tourism employee associations and / or unions 

ÔÔ Relevant academic institutions involved in asso-
ciated research

The most effective way to involve all relevant stake-
holders is by inviting them to an open workshop. At 
this event, the system and its relevance can be pre-
sented and explained to both the destination and 
the participating individuals. Ideally, this meet ing 
should be held in a fairly central location within the 
destination. 
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At the meeting, the Local Destination Coordinator 
should also present the specific indicators, receive 
stakeholders’ feedback on the most useful and rel-
evant indicators for the destination and consider 
the availability of existing data about each of the 
various concerned indicators. 

Given that the meeting is participatory, group 
members can be invited to share their knowledge 
and experience about particular aspects of the 
destination. Thus, it is important to listen to the 
stake holders as well as to speak. Furthermore, the 
group should be enabled to understand the process 
and be assisted in reaching agreement about fur-
ther progress. 

C.3  Establish Roles and  
Responsibilities 
An important outcome of the meeting is a clear 
agreement about the responsibilities of the group 
mem bers and a timeline for data collection, i.e. 
the respective shareholders that collect data for 
certain indicators, the manner of collection and 
the timeframe. This process will not only assist the 
prioritization of data collection for core indicators, 
but will also generate a sense of ownership and 
commitment to the process. 

Examples: the representative from the municipality 
waste disposal team should be able to report back 
data on recycling rates, the representative from 
the local electricity provider on energy consump-
tion, etc.
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D
ata collection is one of the most important 
but also one of the hardest steps of the 
evaluation process. In order to collect rel-
evant data, the destination should include all 
stakeholders and provide clear and effective 

solutions for analysis. Part of the data collection is ob-
tained from statistics, but some research needs to be 
done as well. Regarding the evaluation of visitors; and 
residents’ satisfaction, the destination should prepare 
surveys. Data from tourism providers can be obtained 
either by conducting surveys or through workshops, fo-
cus groups, and interviews. 

Most of the indicator data should be readily available 
from each group member’s sector, given their employ-
ment and interest, or be accessible through other au-
thorities, e.g. on national level. In essence, the data col-
lection should be a process of bringing the various data 
sources together at one place to create a detailed pic-
ture of the destination’s tourism industry. Some of the 
indicator related data might be missing or some might 
need to be expanded. This information can be sourced 
by conducting surveys, ques tionnaires and other types 
of activities. 

  Data collection process consists of following steps: 

ÔÔ Creation of destination profile: including natural as-
sets

ÔÔ Gathering statistics and information from the pub-
lic sector: Public sector survey (prepared in advance, 
including evaluations), Public sector infrastructure 

ÔÔ Gathering information about visitors: visitors; sur-
vey (prepared in advance), including the visitors’ de-
mand and satisfaction 

ÔÔ Gathering information about the community: in-
habitants; survey, inclusion of community tourism 
toolbox

D.1 Create a destination profile

One destination can be defined as: 

ÔÔ A geographic area that is currently or poten-
tially attractive to visitors/tourists

ÔÔ A place or area which is recognized and can be 
easily defined as visitor destination and dispos-
es of a range of facilities and products in place 
for tourism purposes

ÔÔ A place or area which is promoted as destina-
tion 

ÔÔ A place or area where it is possible to measure 
the supply and demand for tourism ser vices i.e. 
the visitor economy.

ÔÔ A place or area where the visitor management 
process usually includes a range of public and 
private sector stakeholders together with the 
host community

The definition of destination’s boundaries and ena-
bling other stakeholders to have a general overview of 
the destination are crucial steps in the data collection 
process. This can be done with the help of the Desti-
nation Profile Form which is part of Excel spreadsheet 
(Annex: Destination Evaluation). The profile form 
is simple to complete. It includes basic information 
about the geography, tourism amenities, transport 
links, and number of visitors to the destination. 

Collect and 
record data

D
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NATURAL ASSETS 

Toolbox is included in the Annex: Toolboxes / natu-
ral asset

Given that the responsibility for management of 
natural resources belongs to the local governments, 
this toolbox is helpful to 

A.	 Identify local natural assets;

B.	 Appreciate the significance of natural assets 
which may be used for tourism in the destina-
tion;

C.	 Plan the sustainable management of these as-
sets in the context of tourism.

There are a number of benefits for local govern-
ments that adopt a structured approach towards 
management of the tourism impact on natural as-
sets. Indeed, it assists the fostering of clean, green 
image, and thus sustaining the tourism industry to 
remain profitable and effective. It is also essential 
to ensure sustainability and continued enjoyment 
of those assets for both tourism and recreation. Yet, 
despite their importance, many natural assets usu-
ally neither have specific management guidelines 
for minimising the visitors’ impacts, nor dispose of 
useful information on which to base decisions. 

The management of natural assets by the local gov-
ernment is a complex issue. Various approaches are 
being used to meet this need. It could be useful to 
develop decision support tools (e.g. checklists, best 
practice databases) to build on these.

The available approaches include the following:

a) Portfolio model

It includes the work on the ground within the des-
tination to create portfolios of natural assets by 
type and later management of the natural assets 
based on these groupings (e.g., caves, hot springs, 
outstanding landscapes, etc.).

b) Case-by-case best practice cross-referencing 
approach

Given the diversity of settings and circumstances 
of local governments, it is preferable if tourism 
impact is managed in an adaptive manner in the 
short term. It means that one should borrow the 
functional parts of the best practices. Therefore, a 
database of “best practice” should be constructed 
in order to further guide the local government’s ac-
tion.

c) Stand-alone mixed-strategy checklist

Another possibility is a more hybrid approach, rec-
ognising that municipalities may adopt a limited 
portfolio for particular natural assets, but with the 
safeguard of action-guiding checks and balances. A 
mixed strategy checklist is therefore provided in or-
der to ensure a guide in the decision-making about 
the best course of action depending on the specific 
natural assets in the destination. (See Annex: Tool-
boxes / natural asset)
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DESTINATION PROFILE

Spreadsheet is included in the Annex: Destination Evalu-
ation. This form can be used to provide the stakeholders 
with an overview of the destination:

Destination profile includes: 

ÔÔ Destination:

ÔÔ Country:

ÔÔ Destination Boundary:

ÔÔ Location: description, distance from the national capi-
tal city (km), main types of tourism and most popular 
activities, top five most popular tourist attractions (in-
cluding environmental and cultural attractions).

ÔÔ Geography: approximate size of the destination (in 
km²) and principle physical characteristics (rivers, hills, 
bays etc). Dominant habitats (place an X against all 
that apply), average sunshine hours, 

ÔÔ Weather pattern: rainfall (precipitation) and seasonal 
temperatures

ÔÔ Transport links: distance from nearest local and inter-
national airport (in km), public transport facilities to 
your destination (place an X against all that apply), ad-
ditional private arrangements for transporting visitors 
to the destination

ÔÔ Population: number of permanent residents, percent-
age of population employed in tourism related jobs

ÔÔ Tourists: number of visitors annually in total and bro-
ken down by principal market, annual arrivals by type 
of transport, average tourist expenditure (per person/
per day), average length of stay

D.2 Gather statistics and information 
from the public sector
The Local destination coordinator should be able 
to act as the point of contact for collation of the 
indicator data collected by the group members. 
The Destination Dataset, which is a simple tool, is 
provided to allow the coordinators to upload the 
data on the various indicators that are received 
from stakeholders. This document enables that the 
results of the data collection are captured and eas-
ily shared with the key stakeholders.

PUBLIC SECTOR INFRASTRUCTURE 

The increased numbers of visitors, particularly the 
overnight visitors, place a significant demand on the 
public sector infrastructure in the towns.

Each town has its own profile in terms of demand 
seasonality, proportion of holiday homes and day visi-
tors compared to its permanent resident population, 
as well as to industrial and commercial visitors. This 
demand must be managed through appropriate utili-
ties and infrastructure, including public roads, water, 
waste-water and waste services, parking and signage, 
museums, art galleries, sporting facilities, visitor cen-
tres, reserves, gardens and other amenities, while at 
the same time identifying sites for development.

These services include:

ÔÔ Water supply

ÔÔ Wastewater management

ÔÔ Solid waste management

ÔÔ Electricity supply (where local government is 
service provider)
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Toolbox is included in the Annex: Toolboxes / Public 
Infrastructure

This Toolbox helps to estimate visitor use of such 
services, so that planning and management can bet-
ter meet the needs of all stakeholders in the “VICE” 
model (visitors, industry, community and the envi-
ronment). Tourism can place significant demands on 
services and this is not uncommon; for instance, in 
some small communities it is not unusual that it ac-
counts for a relevant share of the total annual water 
use. As visitor numbers increase, so does the pres-
sure on services. Besides, different visitor profiles 
represent different demands on the public sector 
infrastructure. 

Good information about the usage of public infra-
structure by visitors enables the local government 
to make better plans about tourism development. It 
also allows for informed debate about the policies 
for imposing charges for public infrastructure, and 
helps secure funding for additional infrastructure. 
Yet, few local governments dispose of data which are 
necessary to make quality decisions.

This Toolbox contains resources to help local govern-
ments gather such data. It recommends that an inte-
grated and systematic approach to addressing infra-
structure issues is adopted. Good planning, design 
and management of infrastructure helps achieve 
sustainable economic development, efficient servic-
es and optimal benefit from the use of public funds.

In this Toolbox there are a number of resources 
that local governments can use to collect data and 
provide a better understanding of public sector in-
frastructure, covering:

ÔÔ Potable water supply and consumption data;

ÔÔ Wastewater services and production data;

ÔÔ Solid waste services;

ÔÔ Data collection;

ÔÔ Snapshot studies;

ÔÔ Private sector infrastructure.

DESTINATION MANAGEMENT SURVEY

In order to gather data from the public sector in the 
municipalities, one option is to conduct surveys. 

Example of survey can be found in the Annex: Sur-
veys / Public sector.

The survey should provide answers for evaluation 
of the following indicators (Indictors are included in 
Excel Annex: Destination Evaluation)

ÔÔ Number of tourists/visitors per 100 residents

ÔÔ Percentage in which the destination is represent-
ed by a destination management organization

ÔÔ Does your destination management organiza-
tion represent all of the communities within your 
geographical jurisdiction?

ÔÔ Relative contribution of tourism to the destina-
tion’s economy (% GDP)

ÔÔ Direct tourism employment as percentage of to-
tal employment

ÔÔ Number of beds available in  commercial accom-
modation facilities per 100 residents

ÔÔ Occupancy rate in commercial accommodation 
facilities per month and in average for the year
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ÔÔ Percentage of the destination covered by sus-
tainable tourism strategy/ action plan, with 
agreed monitoring, development control and 
evaluation arrangement

ÔÔ Percentage of the destination covered by a pol-
icy that promotes local, sustainable and/or fair 
trade products and services

ÔÔ Percentage of the destination covered by a poli-
cy or plan that protects cultural heritage

ÔÔ Percentage of the destination’s biggest events 
that are focused on traditional/local culture and 
assets

ÔÔ Percentage of the destination included in cli-
mate change adaptation strategy or planning

ÔÔ Percentage of destination (area in km2) that is 
designated for protection

ÔÔ Percentage of destination covered by a biodiver-
sity management and monitoring plan

ÔÔ The destination has policies in place that require 
tourism enterprises to minimize light and noise 
pollution

ÔÔ Percentage of  destination and percentage of 
population covered by local strategy and/or 
plans to reduce noise and light pollution

ÔÔ Percentage of destination served by public trans-
port that is accessible to people with disabilities 
and people with specific access requirements

D.3 Gather information about visitor

Visitors are one of the key stakeholders in the des-
tination, given that they have direct interest from 
sustainability, and on the other hand, they are the 
ones that make pressure on the destination. There-
fore, it is of key importance to understand the 
expectations and interests of visitors. But, also it 
is important to provide solutions which limit the 
negative and increase the positive impact on the 
destination.

VISITOR DEMAND 

Understanding the number of visitors and their use 
of infrastructure/amenities while visiting a destina-
tion, is essential to enable effective planning for 
tourism by local authorities and tourism business-
es. This section provides tools that enable to check 
what is known about visitors in a specific area and 
ways to obtain data on the current and future num-
bers of visitors.

An essential starting point is to have a clear defini-
tion of what is meant by visitor industry. In general 
terms, it includes international and domestic over-
night and day excursionists. These three categories 
can be further refined in specific groups:

ÔÔ International: overnight, day trips

ÔÔ Domestic: overnight, day trips

ÔÔ Local: day trips

The tourism industry would not exist if it wasn’t for 
visitors, so it is critical in the first instance to un-
derstand the characteristics and behaviour of visi-
tors to the area. This ensures that one is informed 
and able to address specific issues that exist or may 
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arise in the future. Besides the tourists who come 
to visit tourist attractions and engage in different 
activities (e.g. visits to cultural sites, wine tast-
ing, sunbathing), the visitor market also includes 
families that visit another city for a day to attend 
a sporting event and conferences or visit friends/
relatives.   Therefore, the definition of “visitor” is a 
very broad definition.

The understanding of the visitors’ demand will pro-
vide essential data that help destination managers 
to plan the future tourism infrastructure needs 
and develop related strategies.

Toolbox is included in the Annex: Toolboxes / Visi-
tor demand toolbox

VISITOR SATISFACTION 

The success of a tourism industry relies on the visi-
tor satisfaction. Failure to meet and exceed visitor 
expectations will lead to reduction in the number 
of visitors and the associated economic benefits to 
the area. Local governments should therefore meas-
ure visitor satisfaction, particularly through the im-
plementation of visitor satisfaction surveys, which 
would also help to identify the strengths and weak-
nesses of the destinations against competitors.

Toolbox is included in the Annex: Toolboxes / Visi-
tor satisfaction toolbox

This Toolbox will help to ascertain whether all the 
necessary information about visitor satisfaction 
in the destination is available, considering that it 
is not only concerned with accommodation or ac-
tivities. Local governments do provide the essential 
services and infrastructure which enable the tour-
ism industry to operate. If these services are below 
standard, visitors will not be fully satisfied. This 

places considerable pressure on local authorities to 
ensure that visitors have positive first impression 
about the place as well as in consequent utilization 
of services.

Thus, conducting visitor satisfaction surveys is sig-
nificant as it provides a customer focused basis on 
which to set priorities for actions that would im-
prove the destination products. They can provide 
useful basis for setting priorities and allocating 
funding to improve the tourism products.

This process has a number of benefits, including:

ÔÔ Providing a customer-focused basis for planning 
and action;

ÔÔ Helping to identify comparative strengths and 
weaknesses. Under-performance against com-
peting destinations can make a strong influence 
on decision makers;

ÔÔ Providing solid grounds for seeking additional 
resources for a project;

ÔÔ Raising the profile of visitor management and 
building support for tourism;

ÔÔ Encouraging improved standards from external 
suppliers;

ÔÔ Building civic pride from positive findings;

ÔÔ Helping to identify best practices across a range 
of areas;

ÔÔ Demonstrating improvement over time against 
benchmarks and measuring the impact of capi-
tal expenditure on visitor-related projects.
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VISITOR SURVEY 

In order to be able to collect the necessary data for 
indicator evaluation, a survey should be carried out. 
The survey should provide the answers for evaluation 
of the following indicators:

Example of survey can be found in the Annex: Sur-
veys / Visitor Survey.

The survey should provide answers for evaluation 
of the following indicators (Indictors are included in 
Excel Annex: Destination Evaluation):

ÔÔ Average travel (km) by  visitors from and to desti-
nation on the same day

ÔÔ Average travel (km) by tourists to and from home 
or average travel (km) from the previous destina-
tion to the current destination

ÔÔ Percentage of tourists and same day visitors us-
ing different modes of transport to arrive at the 
destination (public/private and type)

ÔÔ Percentage of visitors using local/soft mobility/
public transport services to get around the des-
tination

ÔÔ Numbers of overnight stay by tourists per month

ÔÔ Average length of stay of tourists (nights)

ÔÔ Average length of stay of same day visitors (hours)

ÔÔ Percentage of  visitors  that repeat the trip/re-
turn to the destination (in period of 5 years)

ÔÔ Daily spending per tourist (accommodation, food 
and drinks, other services) Daily spending per 
same day visitor

ÔÔ Percentage of visitors who are satisfied with their 
overall experience in the destination

ÔÔ Percentage of visitors with disabilities or specific 
access requirements who are satisfied with the 
accessibility of the destination 

D.4 Gather information about 
community
Tourism is a visible industry and often it utilizes 
the same services as the local community. Thus, it 
tends to encourage a high level of community in-
terest and involvement, unlike the agriculture and 
other industries, which often take place out of the 
sight of the local community. Negative impacts, 
whether real or perceived, can especially attract 
considerable attention.

COMMUNITY TOURISM 

Destination management must ensure that tour-
ism meets both the expectations of the community 
and the visitors. Local governments are well placed 
to guide the process and give their own contribu-
tion respectively. This Toolbox includes checklists 
and survey methodologies that help the identifica-
tion of information necessary to learn about the 
attitudes of the community towards tourism in 
the destination, and consequently to collect the 
respective information.

Consultations are particularly important as they 
allow for community input into the planning and 
management of tourism, which in turn ensures that 
tourism can achieve community’s economic and so-
cial goals, through:
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ÔÔ Confirmation that an initiative is appropriate;

ÔÔ Support for new initiatives;

ÔÔ Raised awareness about tourism within the 
community;

ÔÔ Increased pride in the destination and its offer 
to visitors;

ÔÔ Creation of welcoming attitude to visitors.

On one hand, tourism can bring benefits to many sec-
tors of the community, but on the other hand, it also 
brings along potential challenges which communities 
may need to tackle by use of appropriate strategies.

Community Views and Opinions

The process of surveying and understanding the 
views and opinions of the community about tour-
ism can be both time consuming and expensive, 
and therefore one should make careful selection of 
the sources of information. They may include the 
following:

ÔÔ Elected representatives;

ÔÔ Community groups: residents’ associations, 
youth and women’s groups;

ÔÔ Interest groups: recreation, environmental, cul-
tural, heritage groups;

ÔÔ Industry: not only the tourism industry, but also 
other sectors which may be affected by tourism;

ÔÔ Individuals: people interested in specific issues, 
but not belonging to an organisation.

Surveying Community Views and Opinions

The methods used to gather community views and 
opinions will depend on:

ÔÔ The specific nature of the issue;

ÔÔ The complexity of the issue;

ÔÔ The size of the community to be consulted;

ÔÔ How the information will be used;

ÔÔ The available budget and timeframe.

Sample Sizes

Sample sizes are driven mainly for statistical reasons. 
Typically, there is a need to have 384 respondents to 
achieve a standard error of plus or minus five per cent 
in any estimate of a (large) population derived from a 
sample.

There is no recommendation about the absolute size 
- it is just a matter of accepting a larger standard error 
if the sample is smaller. For smaller populations, the 
size can be reduced, however, according to the rule 
of thumb; a reasonable accuracy still requires a sam-
ple of about 200 respondents in any small town. This 
means that for a town of 600 residents, a large propor-
tion of the residents have to be sampled.

Statistical Analysis

Comprehensive surveys generally require computer-
assisted data analysis to obtain the information re-
quired. It is unlikely that comparisons between differ-
ent variables can be completed successfully without 
specific programmes (or technical support). “Excel”, 

“Access” and “SPSS” are commonly used programmes.
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Toolbox is included in the Annex: Toolboxes / Commu-
nity Tourism toolbox

RESIDENT SURVEY

This survey contains a list of questions which can 
be used to collect the necessary information about 
the resident data related indicators. 

Example of survey can be found in the Annex: Sur-
veys / Resident Survey.

The survey should provide answers for evaluation 
of the following indicators (Indictors are included 
in Excel Annex: Destination Evaluation):

ÔÔ Percentage of residents who are satisfied with 
tourism in the destination (per month / season)

ÔÔ Percentage of residents satisfied with their in-
volvement and their influence in the planning 
and development of tourism

ÔÔ Percentage of residents who have positive or 
negative views on the impact of tourism regard-
ing the destination identity 

D.5 Gather information about the 
industry
This chapter looks at the supply side of tourism – 
the accommodation, transport, attractions and 
activities available for visitors to the destination. It 
helps to identify the tourism product which exists 
in the area as well as any gaps and opportunities for 
development.

While the private sector operates as the major sup-
plier of tourism product, the responsibility for tour-
ism development rests with the local government 
as the enabler. When the peak tourism demand 
is planned in advance, there is an opportunity to 
shape tourism development and also improve the 
likelihood of meeting the expectations of the com-
munity, rather than simply responding to the devel-
opment pressures. In order to fulfil this responsibil-
ity, local governments need to be aware of the de-
mand levels for all the key elements of the tourism 
product, such as accommodation and transport, 
and be proactive in ensuring that supply can match 
demand.

TOURISM INDUSTRY INVENTORY

One municipality can take a proactive approach to 
ensure that it disposes of the tourism products that 
attract and retain visitors by:

ÔÔ Undertaking a review of the number, range and 
quality of visitor attractions in order to make a 

“gap” analysis related to the market needs and 
consequently undertake work with the tourism 
industry, developers and investors to identify 
the development opportunities and potential 
sites. 

ÔÔ Implementing specific studies about the ac-
commodation sector, so that to ensure that as 
demand increases, the “lag” with the opening of 
new facilities is minimal, given that the short-
age of accommodation facilities can be a signifi-
cant “barrier” for the development of the sector.

ÔÔ Being aware of the need for all tourism prod-
ucts identified in this Toolbox and taking proac-
tive approach to ensure that “visitor demand” is 
matched by adequate “supply”.
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The inventory of tourism products identifies the op-
portunities and constraints that a local government 
encounters in attracting visitors. Gaps in the prod-
uct range and/or poor quality facilities will make the 
places less attractive to visitors. Lack of transport 
and accommodation facilities will deter visitors from 
travelling to and stopping at the destination. Until 
an inventory of attractions, activities, accommoda-
tion and transport has been completed and matched 
with an understanding of the visitor demand and 
satisfaction, destinations cannot be certain whether 
they are meeting visitor expectations.

In terms of setting priorities about the require-
ments for tourism development, the tourist at-
tractions and tourist activities are the key areas to 
be considered. Visitors come to a destination “to 
see and do things”. Attractions do provide this op-
portunity, which is often directly managed by the 
local governments for the benefit of visitors (and 
residents).

Toolbox is included in the Annex: Toolboxes / Tour-
ism Industry Inventory toolbox

This Toolbox contains checklists to review the num-
ber, range and quality of tourism products in the 
destination, and identify any gaps.

The inventory will help to identify any obvious gaps 
in the provision of tourism product. These may 
need to be addressed in the Strategic Planning 
Section. It will also permit to identify the physical 
and man-made attributes that emphasise the local 
distinctiveness of the destination. This will be par-
ticularly relevant in determining the competitive 
advantages and marketing strategies.

ECONOMIC IMPACT 

Tourism contributes both to income generation and jobs 
creation. Thus, knowing the economic value of tourism 
is important in order to gain understanding about the 
benefits that tourism can bring to a community. This can 
be estimated directly through direct tourist expenditure 
for goods and services or indirectly through inter-busi-
ness transactions in the domestic economy. 

Nevertheless, the economic impact of tourism on the 
municipality level is difficult to be quantified from exist-
ing national statistics. Yet, it is this local impact which 
is most important for local governments and businesses, 
as it provides a picture of what is happening locally and 
enables comparison with competing destinations.

This section provides checklists and survey methodolo-
gies that enable to determine the economic impact of 
tourism on local level. Once information about the eco-
nomic contribution of tourism is obtained, it can be fur-
ther used to:

ÔÔ Determine the priority for tourism in the local poli-
cies as a contributor to the economic development 
of the destination;

ÔÔ Help evaluate whether current and potentially 
increased expenditure on tourism facilities and 
marketing is a sound investment, thus providing 
economic and social benefits for residents and busi-
nesses as well as for the local government.

Once the checklist about the economic contribution of 
tourism is completed, one can confirm the already avail-
able information, which are the further needs and the 
current uncertainties. The other part of the Toolbox will 
help to fill in any information gaps.

Toolbox is included in the Annex: Toolboxes / Economic 
Impact Toolbox
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INDUSTRY SURVEY

In order to determine the sustainability of the 
travel industry and evaluate the related indicators 
in the destination, an industry survey can be used.

Example of the survey can be found in the Annex: 
Surveys / Industry Survey.

The survey should provide the answers for evalu-
ation of the following indicators (Indictors are in-
cluded in the Excel Annex: Destination Evaluation):

ÔÔ Indicate your type of business:

ÔÔ Percentage of seasonal jobs in tourism

ÔÔ Percentage of tourism enterprises providing 
student internships

ÔÔ Percentage of men and women employed in the 
tourism sector

ÔÔ Percentage of tourism enterprises where a 
woman holds the position of general manager:

ÔÔ Average wage in tourism for women compared 
to average wage for men (sorted by type of job 
in tourism)

ÔÔ Average price per room in the destination

ÔÔ Percentage of tourist attractions which are ac-
cessible to people with disabilities and/or par-
ticipating in recognized accessibility schemes

ÔÔ Percentage of commercial accommodation 
facilities with rooms accessible to people with 
disabilities and/or participating in recognized 
accessibility schemes

ÔÔ Percentage of tourism enterprises that have 
been inspected for fire safety in the last year 

ÔÔ Percentage of ten largest tourism enterprises 
involved in destination management/ coopera-
tive marketing.
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A
ccording to the World Tourism Organiza-
tion, indicators are measures of the ex-
istence or severity of current issues, sig-
nals of upcoming situations or problems, 
measures of risk and potential need for 

action, and means to identify and measure the re-
sults of government’s actions. Information sets are 
formally selected for particular indicator areas to 
be used on regular basis and measure the changes 
of importance for tourism development and man-
agement. 

Indicators can measure the following:

ÔÔ Changes in tourism own structures and internal 
factors;

ÔÔ Changes in external factors which affect tour-
ism;

ÔÔ The impact created by tourism.

Both quantitative and qualitative information can 
be used for indicators of sustainability. An indicator 
is normally selected from a range of possible data 
sets or information sources because it is meaning-
ful with regard to key issues to which tourism man-
agers must respond. The use of respective indicator 
can lead to taking action in order to anticipate and 
prevent undesirable (or unsustainable) situations at 
destinations.

In the context of sustainable development for tour-
ism, indicators are considered as time series infor-
mation, which is strategic to the sustainability of 
the destination, its assets, and ultimately for the 
fortune of the local tourism sector.

In any destination, best indicators are the ones that 
respond to the key risks and concerns regarding 
the sustainability of tourism, and also provide in-

formation that helps clarify issues and measure re-
sponses. Indicators will normally respond to issues 
concerning the natural resources and environment 
of a destination, concerns relating to economic 
sustainability, issues relating to cultural assets and 
social values, and more broadly to organization and 
management issues, both within the tourism sector 
and the broader destination.

INDICATORS ARE SET OF CRITERIA MEASURED 
TROUGH DIFFERENT TOOLS:

ÔÔ respond to the key risks and concerns regarding 
the sustainability

ÔÔ provide information which can help clarify is-
sues and measure response

ÔÔ provide data for evaluation and benchmarking

ÔÔ communicate with consumers

The indicator system developed by European Com-
mission (ETIS) was used as a key measurement tool 
in the GDSEE. Also, GDSEE recommends that the 
destination joins the Green Destination program 
and evaluates the performance through the GSTR 
indicator system.

Destinations that use this tool for indicators should 
follow the next steps: 

ÔÔ Evaluation based on the ETIS indicators / ETIS 
Indicators are included in the Annex: Destina-
tion Evaluation: Evaluation is done on the basis 
of collected data and conducted surveys  by In-
dustry, Visitors, Public Sector, Residents. Data 
is then evaluated and entered in the previously 
prepared Excel sheet. Recorded data is further 
used for the purposes of strategic planning.

E
Data evaluation, 
use of indicators
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ÔÔ Evaluation based on GSTR indicators / GSTR In-
dicators are included in the Annex: GSTR tool: 
On top of evaluation based on ETIS indicators, 
we also suggest evaluation by use of GSTR in-
dicators. Evaluation is made by data collection 
and self-assessment and valorization of the 
outcomes by third party. The result is a glob-
ally recognized numeric result that offers global 
positioning, marketing and basis for planning in 
the destination. 

E.1 Using ETIS indicator system 

ETIS Indicators are included in the Annex: Destina-
tion Evaluation

Overview of the ETIS Indicators with short expla-
nation of indictors:

Section A: Destination Management

A.1 Sustainable Tourism Public Policy

A.1.1 Percentage of the destination covered with  
sustainable tourism strategy/action plan, with 
agreed monitoring, development control and eval-
uation arrangement

,, The existence of plan and policy for tourism de-
velopment in a destination is the fundamental 
first step towards sustainability. Ideally, the plan 
should be multi-year plan and it should include: 
environmental, social, quality, health and safety 
issues; have clear, time-bound goals; and be devel-
oped with the participation of all relevant stake-
holders. The existing plan may need to be adapted 
or refocused on sustainability. It should also be 
publicly available and communicated externally.

A.1.1.1 Percentage of residents satisfied with their 
involvement and their influence in the planning and 
development of tourism

A.1.1.2 Percentage of the destination which is rep-
resented by a destination management organiza-
tion

,, Consultations and ensuring that communities are 
represented are also vital for sustainable tourism. 
These criteria seek to understand if interested resi-
dents are engaged with tourism planning, and if so, 
if they are satisfied with their involvement and in-
fluence. It also measures the extent to which they 
are included and represented.

A.2 Sustainable Tourism Management in Tourism 
Enterprises

A.2.1 Percentage of tourism enterprises/establish-
ments in the destination using a voluntary verified 
certification/labeling for environmental /quality/
sustainability and /or CSR measures 

,, DMOs cannot create sustainable destinations on 
their own. This indicator examines the sustainabil-
ity planning and management on business level, so 
it assesses the extent to which enterprises are ac-
tively incorporating sustainability principles into 
their operations and if they are involved in recog-
nized (or qualified) eco-certification programs and 
sustainability reporting procedures.

A.2.1.1 Number of tourism enterprises/establish-
ments with sustainability reports in accordance 
with the Global Reporting Initiative (GRI)

,, This indicator seeks to determine the number of 
enterprises that have submitted a globally accept-
ed sustainability report.
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A.3 Customer Satisfaction

A.3.1 Percentage of visitors who are satisfied with 
their overall experience in the destination

,, Along with DMOs and enterprises, customers are 
the crucial third component of the sustainable 
desti nation management. Satisfied customers 
return to the destination, multiply their economic 
value and generate jobs.

A.3.1.1 Percentage of repeat/return visitors  (in a 
period of 5 years)

,, Visitors who return and become loyal, repeat visi-
tors are often more economically beneficial to the 
destination. Monitoring the percentage of repeat 
visitors is very important.

A.4 Information and Communication

A.4.1 The percentage of visitors who note that 
they are aware of the sustainability efforts in a 
destination

,, DMOs have an opportunity to raise tourists’ aware-
ness of sustainability issues and give sustain-
able enterprises a marketing advantage through 
promotional materials. It is important that 
sustainabil ity information is communicated con-
sistently throughout DMO and other organizations’ 
marketing materials. This indicator is designed to 
encourage the information sharing and communi-
cation of sus tainability issues and achievements.

A.4.1.1 The percentage of businesses that commu-
nicate their sustainability efforts to visitors in their 
products, marketing or branding

,, Educating visitors about sustainability issues and 
initiatives in the destination is one of the roles of 
a sustainable destination. This indicator measures 
the sustainability content of visitor information.

Section B: Economic Value

B.1 Tourism Flow (volume & value) at Destination

B.1.1 Number of tourist nights per month

B.1.1.1 Relative contribution of tourism to the des-
tination’s economy (% GDP)

B.1.1.2  Number of ‘same day’ visitors in high season 
and low season

B.1.1.3 Daily spending per same day visitor

,, This measure shows the importance of tourism 
for the destination. A high percentage may sug-
gest economic vulnerability due to overreliance on 
tourism. Comparing day and overnight visitors is 
important to better understand the spending pat-
terns and economic impact of day visitors. While 
overnight visitors spend more, day visitors are of-
ten important for retailers.

B.1.2 Daily spending per tourist (accommodation, 
food and drinks, other services)

,, Note: destinations such as parks with few over-
night visitors should use tourist days per month.  
Tourism volume and value are critical to the eco-
nomic sustainability of a destination. Making sure 
basic tourist monitoring is incorporated into sus-
tainability monitoring helps ground other aspects 
of the monitoring. The higher the spending per day, 
the more efficient the tourist destination is at gen-
erating tourism value.
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B.2 Tourism Enterprise(s) Performance

B.2.1 Average length of stay of tourists (nights)

B.2.1.1 Average length of stay of same day visitors 
(hours)

B.2.1.2 Percentage of ten largest tourism enter-
prises involved in destination management/coop-
erative marketing

B.2.2 Occupancy rate in commercial accommoda-
tion facilities per month and average for the year

,, Destination sustainability affects the performance 
of individual enterprises. The average length of 
stay of tourists in number of nights is one of the 
most important indicators for accommoda tion 
businesses. Longer stay results in higher occupan-
cy rates, which is the other key indicator for ac-
commodation. The longer tourists stay, the higher 
the return on investment for marketing and sales 
and greater impact for hospitality businesses.

B.2.2.1 Average price per room in the destination

,, The longer visitors stay in a destination, the more 
they spend. Increasing the average hours spent in 
a place and monitoring the increase is a useful in-
dicator of performance. Working collaboratively is 
an indication of the level of trust among members 
of the tourism com munity and it ensures that 
diverse perspectives are included in sustainable 
tourism development. The indicator measures to 
what extent tourism businesses are collaborating. 
Revenue per available room (REV PAR) is impor-
tant because it incorporates both room rates and 
occupancy. At a destination-level, it shows how 
well the destination is filling the rooms as well as 
how much it is able to charge for the rooms.

B.3 Quantity and Quality of Employment

B.3.1 Direct tourism employment as percentage of 
total employment

,, In addition to direct economic benefits from visi-
tor spending, job creation is one of the most attrac 
tive characteristics of tourism for most govern-
ments. Not all jobs are created equally, however; 
decent work, year-round work, and work that of-
fers training and gender equity is more likely to 
contribute to the quality of life improvements for 
residents than seasonal unskilled jobs for mini 
mal wage. These indicators not only measure the 
number of jobs created but also the quality of the 
employment.

B.3.1.1 Percentage of seasonable jobs in tourism

B.3.1.2 Percentage of tourism enterprises provid-
ing student internships

,, A true measure of tourism’s employment genera-
tion and value, needs to consider the seasonal var 
iation in employment. Also, the skill level of tour-
ism employees is indicative of the quality of the 
employment. This indicator helps assess how 
many local tourism enterprises are helping to train 
the next generation of travel and tourism profes-
sionals.

B.4 Safety and Health

B.4.1 Percentage of tourism enterprises inspected 
for fire safety in the last year

Keeping track of which properties have been inspect-
ed improves the inter-departmental coordination and 
helps ensure that an enterprise does not consistently 
avoid inspection, and, therefore, presents a risk to visi-
tor safety. 
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B.4.1.1 Percentage of tourists who register a com-
plaint with the police

,, A sustainable destination is responsible in front 
of its visitors to take reasonable steps for ensur-
ing safe and healthy holiday environment. This 
includes the monitoring of the levels of crime 
against tour ists and also the levels of crime com-
mitted by tourists to ensure that tourism is not 
generating an increase in criminal behavior that 
will adversely affect the local population, incur 
additional local costs and negatively influence the 
reputation of the destination.

B.5 Tourism Supply Chain

B.5.1 Percentage of tourism enterprises taking 
active steps to source local, sustainable, and fair 
trade goods and services

,, Connecting tourism businesses with local produc-
ers and suppliers of tourism-related goods and 
services helps multiply the economic impact of 
tourism in the destination. Agriculture and fishing 
sectors are particularly well positioned to ben-
efit from tourism. These indicators encourage fair 
trade business connections on local level.

B.5.1.1 Percentage of the destination covered by 
a policy promoting local, sustainable and/or fair 
trade products and services

B.5.1.2 Percentage of tourism enterprises sourcing 
a minimum of 25% of food and drinks from local/
regional producers

,, Implementing a policy to promote responsible pur-
chasing helps to leverage the purchasing power of 
the destination and provide a greater amount of 
local, sustainable and fair trade of products and 
services. Sourcing local products increases the 

economic value of tourism. Tracking this figure will 
help DMOs explore ways to increase the connec-
tion between tourism and local agriculture.

Section C: Social and Cultural Impact

C.1 Community/Social Impact

C.1.1 Number of tourists/visitors per 100 residents

,, Resident satisfaction is a key indicator of the so-
cial impact of tourism on a community. Keeping 
track of changes in the levels of satisfaction, and 
comparing these to the levels of tourist flow can 
help the  identification of problems in advance so  
those can been addressed and directly influence 
the planning deci sions.

C.1.1.1 Percentage of residents who are satisfied 
with tourism in the destination (per month/season)

C.1.1.2 Number of beds available in commercial 
visitor accommodation facilities per 100 residents

C.1.1.3 Number of second/rental homes per 100 
homes

,, Checking on resident satisfaction on a regular 
basis is an important gauge for visitor experi-
ence. Being alert to changes in levels of resident 
satisfaction and taking action where necessary is 
fun damental to sustainable tourism. Tracking the 
number of available beds in a destination is a way 
of measuring the relative impact of tourism on res-
idents’ way of life. Having large numbers of rental 
properties can change the nature of a destination, 
particularly when rental properties outnumber 
resident homes. Keeping a check on the balance of 
rentals and resi dencies can help address this issue 
before it becomes a problem.
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C.2 Gender Equality

C.2.1 Percentage of men and women employed in 
the tourism sector

,, The tourism sector has gained reputation for providing 
employment opportunities for both men and women. 
It is important that tourism employment statistics 
are analyzed by gender so that this situation is pub-
licly available. It is also important to review levels of 
employment by gender to ensure that both men and 
women are moving up the career ladder.

C.2.1.1 Percentage of tourism enterprises where the 
general manager position is held by a woman

C.2.1.2 Average wage in tourism for women compared 
to average wage for men (sorted by tourism job type)

,, To ensure both men and women are equitably repre-
sented and paid at varying levels of tourism employ-
ment, including management positions.

C.3 Equality/Accessibility

C.3.1 Percentage of commercial accommodation with 
rooms accessible to people with disabilities and/or partici-
pating in recognized accessibility schemes 

C.3.1.1 Percentage of destination covered by public trans-
port that is accessible to people with disabilities and peo-
ple with specific access requirements

C.3.2 Percentage of visitor attractions that are accessible 
to people with disabilities and/or participating in recog-
nized accessibility schemes

,, Sustainable tourism is tourism that is open to all and 
breaks down barriers to access. This criterion addresses 
the issue of equality of access for people with disabilities. 
Monitoring accommodation and attractions that are 
making adjustments for people with disabilities helps 
raise awareness of the need for these facilities. Public 
opinion polls about the satisfaction with accessibility pro-
vide additional depth of infor mation.

C.3.2.1 Percentage of visitors satisfied with the accessibil-
ity of the destination for those with disabilities or specific 
access requirements

,, Measuring transport accessibility helps identify potential 
obstructions for accessibility. Monitoring visitor satisfac-
tion with accessibility helps planners know whether they 
are meeting visitor needs.

C.4 Protecting and Enhancing Cultural Heritage, Local 
Identity and Assets

C.4.1 Percentage of the destination covered by a policy or 
plan that protects cultural heritage

,, Cultural identity is under threat worldwide. When heri-
tage buildings are destroyed or replaced with modern 
structures, the character of the destination changes. Hav-
ing a policy to identify, protect and enhance the built (tan-
gible) and other cultural heritage e.g. music, (intangible) is 
vital to the sense of place and resident pride. Holding fes-
tivals and opinion polls that consider the residents’ view 
about the impact of tourism on destination identity are 
both important.

C.4.1.1 Percentage of residents who have positive or nega-
tive views on the impact of tourism on destination identity

C.4.1.2 Percentage of the destination’s biggest events that 
are focused on traditional/local culture and assets
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,, This indicator is a barometer of tourism’s cultural 
impact. Holding events focused on local culture 
can be an effective means of increasing pride.

Section D: Environmental Impact

D.1 Reducing Transport Impact

D.1.1 Percentage of tourists and same day visitors 
using different modes of transport to arrive at the 
destination (public/private and type)

D.1.1.1 Percentage of visitors using local/soft mo-
bility/public transport services to get around the 
destination

D.1.2 Average travel (km) by tourists to and from 
home or average travel (km) from the previous des-
tination to the current destination

,, Transport to and around a destination contrib-
utes to greenhouse gas emissions and local air pol 
lution generated by tourism. Tracking the distance 
that visitors travelled and the mode of transport 
they used helps the awareness raising about this 
issue and encourages the improvements in the 
use of environmentally-friendly transportation for 
tourism.

D.1.2.1 Average travel (km) by same day visitors 
from and to destination

,, Tracking the use of reduced traffic and, environ-
mentally-friendly (soft mobility) transport options 
can help to inform local transportation policies. 
This information helps to identify the cost of dis-
tance and the environmental impact of attracting 
day visitors from nearby areas.

D.2 Climate Change

D.2.1 Percentage of tourism enterprises involved in cli-
mate change mitigation schemes—such as: CO2 offset, 
low energy systems, etc.—and “adaptation” responses 
and actions 

,, Climate change mitigation (reducing the impacts) and 
adaptation (responding to some of the inev itable im-
pacts) strategies need to be considered in every sector 
of the economy but particularly in tourism, as  many 
businesses are located in areas vulnerable to flooding, 
drought and other impacts. This criterion highlights the 
importance of integrating climate change awareness 
into sus tainable tourism planning and management.

D.2.1.1 Percentage of the destination included in cli-
mate change adaptation strategy or planning

D.2.1.2 Percentage of tourism accommodation and at-
traction infrastructure located in “vulnerable zones”

,, Including the whole destination in climate change ini-
tiatives is important. This indicator monitors the extent 
of omissions in order to encourage inclusion. The sec-
ond indicator is designed to raise awareness of climate-
related vulnerability.

D.3 Solid Waste Management

D.3.1 Waste volume produced by destination (tones per 
resident on annual or monthly basis)

D.3.1.1 Percentage of tourism enterprises separating dif-
ferent types of waste

,, Keeping track of private sector engagement shows the 
effectiveness of awareness raising  initiatives and the 
need for incentives in this area
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D.3.2 Volume of recycled waste (percent or per resi-
dent per year)

,, Tourism activities significantly contribute to the 
solid waste generation in a destination. Solid 
waste reduc tion can and should be addressed 
at a destination and enterprise level. Reduction 
initiatives include economic incentives, recycling, 
composting, and reuse programs.

D.4 Sewage Treatment

D.4.1 Percentage of sewage from the destination 
treated to at least secondary level prior to dis-
charge

,, Tourism heavily contributes to the pressure on 
the sewage treatment stations. In particular, this 
is a major concern in destinations dominated 
by beaches, lakes, and rivers. Effluent can cause 
severe environmental and health problems and 
create a negative image of the destination if not 
properly treated.

D.4.1.1 Percentage of commercial accommodation 
facilities connected to central sewage system and/
or employing tertiary sewage treatment

,, Central sewage or tertiary systems are most effec-
tive in reducing water-borne pollutants. Raising 
awareness of the scale of this issue in the destina-
tion is the first step towards finding a solution.

D.5 Water Management

D.5.1 Fresh water consumption per tourist/ night 
compared to general population water consump-
tion per person/ night

,, The tourism sector utilizes significant quantities of 
water. Water is also a critical resource for tourism. 
This is a particular issue for destinations where 
water is in short supply, and increased water us-
age may result in hardship for existing residents.

D.5.1.1 Percentage of tourism enterprises with low-
flow shower heads and taps and/or dual flush toi-
lets/waterless urinals

D.5.1.2 Percentage of tourism enterprises using re-
cycled water

D.5.1.3 Percentage of water use derived from re-
cycled water in the destination

,, Tracking tourism enterprise engagement in water 
conservation helps gauge the success of water 
conservation initiatives that will result in saving 
money for enterprises. Using recycled grey water 
can be an effective reduction strategy for garden 
irrigation. These indica tors track how widely 
implemented these initiatives are at the tourism 
enterprise and destination level.

D.6 Energy Usage

D.6.1 Energy consumption per tourist/ night com-
pared to general population energy consumption 
per person/ night

,, The tourism sector is a key energy user. Comparing 
tourist use to resident use highlights the inefficien 
cies and is useful for planning purposes. Where 
destination energy production relies on fossil fuels, 
this is a concern for climate change and economic 
sustainability. Tracking energy usage, conserva 
tion, and the sector’s energy footprint helps guide 
energy conservation programs. 
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D.6.1.1 Percentage of tourism enterprises that 
have switched to low-energy lighting

D.6.1.2 Annual amount of energy consumed from 
renewable sources (Mwh) as a percentage of overall 
energy consumption

,, Tracking tourism enterprise engagement in saving 
energy helps gauge the success of energy-sav ing 
programs and initiatives. This indicator tracks the 
destination’s progress in converting to renewable 
sources of energy.

D.7 Landscape and Biodiversity Protection

D.7.1 Percentage of destination (area in km2) that 
is designated for protection

,, Protected areas are a key asset of a destination’s 
tourism product. High biodiversity helps ensure 
the sustainability of natural areas, benefits the 
destination’s image and is attractive to tourists. 
This measure highlights the importance of invest-
ing in landscape and biodiversity protection and 
the tourism sector’s role in supporting this process. 

D.7.1.1 Percentage of local enterprises in the tour-
ism sector actively supporting protection, conser-
vation, and management of local biodiversity and 
landscapes

D.7.1.2 Percentage of destination covered by a bio-
diversity management and monitoring plan.

,, Tourism enterprises are significant beneficiaries of 
investment in protected areas, so it is important 
to track the sector’s contribution to conservation. 
This is an indicator of the activities of conserva-
tion agencies and the existence of risks to key spe 
cies.

D.8 Light and Noise Management

D.8.1 The destination has policies in place that 
require tourism enterprises to minimize light and 
noise pollution

,, Light and/or noise pollution may be a significant 
source of disturbance for resident communities 
and stress on wildlife in some destinations. These 
issues may be of particular concern in areas with 
an active night-time economy and isolated rural 
settings, star-gazing areas, turtle nesting sites, 
and mountain retreats, for example. Policies for 
beach/waterfront lighting, noise-levels and time 
for noise reduction need to be considered for cur-
rent and future/proposed development.

D.8.1.1 Percentage of the destination and per-
centage of population covered by local strategy 
and/or plans to reduce noise and light pollution

,, Light and noise pollution can cause significant dis-
turbance to residents and local wildlife. This indi 
cator highlights destination policies in this area.

D.9 Bathing Water Quality

D.9.1 Level of contamination per 100 ml (faecal 
coliforms, campylobacter)

,, Water bathing is a primary attraction for many 
European tourism destinations. Ensuring the 
qual ity and safety of lake, river or sea water is 
of paramount importance. Any exposed risks can 
have a significant impact on destination attrac-
tiveness. These are also an indication of ineffec-
tive waste water treatment.

D.9.1.1 Number of days beach/shore closed due to con-
tamination
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,, Beach closures have a significant impact on the eco-
nomic viability of a beach resort. Making this informa-
tion public increases awareness of the need to resolve 
water quality issues.

E.2 Obligatory indicators, Optional 
indicators
Obligatory and optional indicators are marked within 
the spreadsheet in the attached file. ETIS Core and 
Optional Indicators are included in the Annex: Destina-
tion Evaluation:

Core indicators

Core indicators are the starting point for measuring the 
level of sustainability of tourism in your destination. Ini-
tially, the destination may find it difficult to obtain data 
for all the Core Indicators. In that case, start with avail-
able data and look for ways to gather data in the future. 
There are 27 core indicators divided in four sections.

Optional indicators

Optional indicators are more relevant to destinations 
that have more advanced sustainability systems in 
place. There are 40 optional indicators divided into the 
same four sections as the Core indicators.

E.3 Regional and national indicators

Each destination, country or region has its own 
characteristics and local stories to tell. That is why 
each destination should think about introducing ad-
ditional indicators which would be most suitable to 
the specific situation.

For example. A strong point of destinations in South 
East Europe refers to the ethnical varieties, traditions 
and local specifics. This means that indicators about 
ethnical specifics and cultural heritage should be added.   

E.4 Using global GSTR indicator 
system 
GSTR Indicators are included in the Annex: GSTR tool

GSTR works as the upgrade of the evaluation process 
and is done separately. The destination can choose to 
use the system or stay with the evaluations done by 
ETIS toolkit. The upgrade of the GSTR brings added 
value to the evaluation and positioning process. 

How to use the GSTR toolkit

Toolkit works as manual for destination managers using 
the free GSTR Self-Assessment form to assess their des-
tination. This form is part of the Destination Assessment 
tool developed by QualityCoast1 and by the Global Sus-
tainable Tourism Review (GSTR/Green Destinations). A 
different GSTR Destination Assessment tools exist for 
mountain destinations. 

BENEFITS OF USING THE TOOL: 

1.	 The completion of the assessment tool, even part-
ly, will help destinations to get insight into their 
strengths and weaknesses from an international 
perspective. The quality and sustainability of your 
destination will be evaluated, thus taking into con-
sideration: Nature & Biodiversity; Environment; 
Identity & Culture; Tourism & Business; Host Com-
munity & Safety. This serves as basis for destination 
policy development and planning. 
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2.	 The completion of the assessment tool will increase 
the QC-score of your destination (% Sustainable), 
which is displayed to consumers on several websites, 
incl. in Booking.com, the affiliate BookDifferent.com. 
This serves as basis for destination promotion. 

3.	 The assessment provides the destination with a list of 
points that require attention as a basis for an Agenda 
for Improvement. 

HOW DOES IT WORK? 

A destination makes use of the Self-Assessment Form, 
as it provides data and self-assessments for all relevant 
indicators (usually without clarification or references to 
sources). 

Destinations should take the following steps (see the at-
tached GSTR evaluation sheets):

ÔÔ Provide general information.

ÔÔ Quality- follow the instructions and rate the destina-
tion. Address all the indicators in the colored cells 
and as many as possible in the non-colored cells, if 
relevant data is available. 

ÔÔ Policy- continue addressing all indicators where rel-
evant data is available. Bear in mind that the results 
of the assessment will be more exact if more relevant 
information is provided. 

ÔÔ Forward the data to the national coordinator and 
Green destination authorities for third party evalua-
tion. The outcome will include the following informa-
tion: 

ÞÞ an indication of the strong and weak points of 
the destination according to the 20 criteria; 

ÞÞ an indication of destination GSTR-score (%  of 
sustainable destination); 

Important: See the attached GSTR manual and work 
sheets for evaluation. More information and contacts at 
http://greendestinations.info.  

E.5 Evaluation 

Once the indicator data has been collected and submit-
ted by stakeholders, and collated into the Destination 
Dataset, the Local Destination Coordinator can call a 
further meeting of the stakeholder group. The group can 
then review and analyze the results, decide on some re-
alistic benchmarks or targets, and agree a plan on how 
to proceed. 

According to the analysis results, the work group should 
undertake evaluation of each result. The results should 
be checked and agreed upon. Each group member will 
prepare proposal for improvements / how much a certain 
indicator could be improved in certain period of time. 
This should be in line with the municipality’s planning and 
strategic development process. 

Once the targets are determined, a number of actions 
should be predicted to reach the target. Actions are in-
tegrated into the planning process. The results are also 
used for benchmarking with similar destinations within 
the country, region, Europe. 
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O
nce the stakeholder group has put action 
plan in place to tackle the immediate priori-
ties, they can start the development of long-
term improvement strategy. The aim should 
be to draw up a three-year plan which out-

lines what the group expects to achieve and when, with 
areas of responsibility clarified. Each member of the 
group should be able to commit to some small improve-
ments in their own particular area of work, that will add 
up to significant changes and improvements over time. 

The scope of strategic planning depends on the develop-
ment scale of tourism.

Destinations with developed strategic plan for tourism 
will adopt the strategy according to the outcomes of the 
evaluation. They will include the planned activities for 
improvements into action plans.

Destinations without developed strategic plan can use 
the guidelines from the next chapters (Strategic planning 
and Action planning) for implementation of the results 
from the evaluation phase. 

The evaluation phase will provide the destination with an 
insight in the tourism performance. However, the main 
purpose of GDSEE is to use that information for setting 
goals of improvements, planning of actions and perfor-
mance management. 

PERFORMANCE MANAGEMENT:

Performance management can be divided into three 
distinct elements that are linked to each other both 
conceptually and practically: selecting indicators, setting 
targets, and taking actions to influence scores on the 
indicators and the extent of target achievement [Boyne, 
2010]. However, the focus of performance measurement 
and management has changed through time in accord-
ance with what constitutes “government performance” 

and “measurable results”. Performance measurements   
shift the focus from inputs and efficiency towards meas-
urement of “outcome” indicators. 

A comprehensive performance management system 
should therefore distinguish between:

ÔÔ Objectives: quantitative and qualitative specification 
of the services to be delivered by the administration 
unit (output goals) and the outcomes to be achieved 
through these services (outcome-goals);

ÔÔ Input (with what?): the resources (personnel, financial, 
etc.) necessary to deliver the services/performance of 
an administration unit;

ÔÔ Production/Process (how?): activities within public 
administration to deliver the required outputs/per-
formance;

ÔÔ Output (what?): products and services delivered by an 
administrative unit, to achieve the program goals;

ÔÔ Outcome (to what end?): impact of the administra-
tions’ outputs on a specific target group.

The central dimension of performance measurement/as-
sessment would include:

ÔÔ Effectiveness: Assessing/Judging goal achievement 
by comparing program goals (outcome goals) with 
achieved outcomes

ÔÔ Efficiency: Assessing/Judging productivity by measur-
ing the relationship between inputs/costs and out-
puts/products (Input / Output)

ÔÔ Economy: Assessing cost control by comparing 
planned and actual resources

Strategic 
Planning

F
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F.1 Setting goals within indicators 
results
Local Destination Coordinators can decide together 
with the stakeholder group members which are the 
priority issues for the destination and then agree to 
take action. 

Once issues have been prioritized, those requiring 
most urgent attention can be compiled into a plan (i.e. 
which indicators and issues require action, in what or-
der, when, how, and by whom). 

Example: the group may feel that saving and storing 
water is the highest priority issue for the destination. 
In this case, members will need to work together to 
come up with an action plan to implement water 
conservation. The destination’s water provider could 
champion the plan, by the local equivalent of the ho-
tel association, and/or by the local coordinator. The 
stakeholder group may also be able to make improve-
ments in more than one indicator at a time, i.e. per-
haps when communi cating with hoteliers on saving 
water; it may also be possible to engage them in sav-
ing energy and/or improving biodiversity. 

Goals can be set in the Excel spreadsheet, for each 
indicator. See Annex: Destination Evaluation.

The goal setting for each indicator should take into 
account the visibility to achieve the plan. Each of the 
set goals should be accompanied with respective plan 
how to achieve it. 

Example: if visitors are not familiar with the sustain-
ability of the destination and we want to improve that 
experience for 10%, one has to make further investiga-
tion of the developments. Why are visitors not famil-
iar with the actions? Are they communicated to the 
visitors? Is the massage included in the promotional 
materials? According to the results, the destination 

Relationship between Inputs, Outputs and Outcomes
Source: UK Comptroller and Auditor General (2001)
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needs to take action and improve the performance by 
taking action in the form of distribution of brochures, 
organization of communication campaign, etc.

If the outcome of the analysis is that the strategic 
planning is not in place, the destination should under-
take the preparation of a strategic planning model. 

F.2 Strategic planning

Why is the local government developing a tourism 
strategy? Presumably, this is so because it recogniz-
es the potential benefits. The development of tour-
ism strategy would  include the following elements:

a) Understanding the local tourism industry
The tourism industry is diverse, therefore it is im-
portant that local authorities understand the 
needs of the wide range of sectors that comprise 
the tourism industry.

b) Formulation of tourism policy objectives

The formulation of tourism policy objectives is impor-
tant in order to:

ÔÔ Recognise tourism as a social and economic force;

ÔÔ Foster and create community awareness of the 
benefits from tourism;

ÔÔ Guide and influence the development of sustain-
able tourism

ÔÔ Provide the basic facilities and infrastructure to 
encourage tourism development;

ÔÔ Ensure facilities are adequate to cater for visi-
tors;

ÔÔ Ensure tourism development is consistent with 
the characteristics of the region.

c) Long term-focus

The approval of a tourism strategy is also important 
since councillors and industry sector representa-
tion may be replaced, but a policy document can 
ensure the continuity of commitment. Thus, a tour-
ism strategy enables a long-term focus, forward 
planning and budget allocations for an integrated 
and co-ordinated approach.

d) Recognition of local governments’ role

Often, local governments are the providers of 
substantial visitor infrastructure, along with other 
levels of government and governmental agencies. 
A policy document can be the driving force for all 
key actors to co-operate and attend to the needs of 
tourists, thus bringing benefits for the community.

e) Formulation of policies adherent to local needs

The tourism strategy allows the local governments 
to develop specific policies, programs and plans so 
that to obtain a balanced development of tourism, 
including:

ÔÔ Protection of sensitive areas, heritage and cul-
tural assets;

ÔÔ Local government’s role in the provision of visi-
tor information services;

ÔÔ Use of historic buildings for tourism purposes;

ÔÔ Proposals for specific areas of land;
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ÔÔ Traffic flows resulting from tourism develop-
ment;

ÔÔ Acceptable levels of environmental impact;

ÔÔ Regional and local tourism organisations input 
into policies.

f) Facilitation of planning and development

As visitor numbers increase and demand for facilities 
(e.g. accommodation) grows, local governments have 
a role to play in determining when and where new 
facilities may be required. This can stimulate the pri-
vate sector to invest at the appropriate time and in 
areas where the development can complement oth-
er related services. The tourism strategy does also 
facilitate the planning of infrastructure and amenity 
provision, considering that additional visitors and 
demand for new facilities may determine the need 
for improved infrastructure (e.g. water/wastewater, 
solid waste, roads, parking, and public toilets)

g) Better marketing

While many local governments are not directly in-
volved in visitor marketing, they can play a major 
role in supporting marketing on regional level by 
recognising tourism as an important economic de-
velopment tool and ensuring that their investments 
in infrastructure and services shall support the ob-
jectives of the tourism industry. Some activities 
can also assist the destination marketing through 
promotion of events and ensuring safe and visitor 
friendly environment.

h) Identification of financial requirements

The formulation of the tourism strategy allows the 
local governments to specify adequate annual and 

middle-term budget allocation in the local govern-
ment’s financial plan. It may also include recommen-
dations from the tourism industry regarding the 
provision of amenities and infrastructure improve-
ments, which can be essential elements in making 
a destination attractive to visitors (e.g. parks and 
gardens, streetscape). The necessity for the local 
authorities to work with the tourism industry is 
paramount to ensure making informed strategic 
decisions about the local government’s role in the 
development of the local tourism industry.

Once the stakeholder group has an action plan in 
place to tackle immediate priorities, a strategy for 
long term improvement can be developed. The aim 
should be to draw up a three year plan which out-
lines what the group expects to achieve and when, 
along with clarified areas of responsibility. Each 
member of the group should be able to commit to 
some small improvements in his/her own particular 
area of work, which over time, will add up to signifi-
cant changes and improvements. 

The steps of strategic planning are as follows:

a) Organising the Tourism Strategy Planning 
Process
The process of planning the tourism strategy would 
be best if undertaken by a group of people that 
represent the key areas of industry, the community 
and the environment. This will ensure that these 
groups “buy-in” the strategy while project priorities 
and budgets are being specified.

The strategy planning process should be informed 
by the analysis information. In particular, given that 
visitors are unlikely to take part as stakeholders in 
the process, yet, their views and opinions should be 
incorporated.
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Other relevant inputs would come from:

all relevant policies, laws and plans on national 
and regional level, along with local regulations and 
plans that directly or indirectly affect tourism;

strategic analysis, such as “PEST” and “SWOT” ap-
plied to the tourist destination.

After conducting the PEST and SWOT, the local 
government can consider the most important fac-
tors from a wider perspective. This can assist the 
prioritization of actions if they are urgent and im-
ply short-term or long-term tasks. It also helps the 
organisation to define and develop co-ordinated 
and goal-directed actions, which would take a long 
way towards full completion of the strategic plan.

However, after the completion of the PEST and 
SWOT analysis, the government should be ready to 
structure its strategy planning process, by defining 
the Vision, Goals, Objectives and Strategies.

b) Developing the Vision

The vision for tourism is the guide that leads to 
successful industry for all stakeholders – visitors, 
industry, communities and the environment. This 
ensures that the local government does not solely 
focus on an internal vision, but includes an external 
vision.

c) Goals for Tourism

Goals include general aspirations and directions, and should 
encompass the four key areas identified in the Toolkit - visi-
tors, industry, communities and the environment. Goals 
are neither usually expressed in measurable terms, nor are 
time-related. Some examples are presented below.

d) Objectives for Tourism

The objectives for tourism should focus on the four key 
areas identified in the Toolkit - visitors, industry, com-
munities and the environment. Some examples are pre-
sented below.

e) Strategies for Tourism

Strategies identify the range of alternative courses of ac-
tion in order to achieve the objectives. They should again 
focus on the four key areas identified in the Toolkit - visi-
tors, industry, communities and the environment.  Some 
examples are presented below.

f) Community Outcomes

Community outcomes are the desired results that the 
community considers important for its wellbeing. They 
originate from the judgement of the community regard-
ing the promotion of its wellbeing and belonging to the 
community.

Therefore, the local government should take into consid-
eration what may be undertaken for the promotion of 
the achievement of outcomes in the community as part 
of the preparation of its long term plans. Moreover, the 
local government will be one of the numerous govern-
mental (regional, national) institutions that are capable 
of promoting the outcomes, and needs to consider its 
role alongside the role of all the other actors.

The purpose of the community outcomes process is to:

1.	 Stimulate debate about local needs and priorities;

2.	 Inform and guide the planning of the local govern-
ments and other actors;Tourism Strategy Planning Process
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3.	 Ensure that local governments work along with 
other actors (Regional tourism organizations, 
Destination tourism organizations, tourism busi-
nesses);

4.	 Encourage people to take part, promoting the 
benefits of the process to the tourism sector);

5.	 Provide a basis for communities to measure their 
progress (the extent to which the outcome has 
been achieved).

Local communities can design a process that iden-
tifies the community outcomes that work best for 
them. For example, local governments may recog-
nise that some community outcomes may be best 
pursued by groups of local governments working 
together, and maybe also with other actors (e.g. 
regional government, tourism sector). Given the 
disparate nature of tourism, this could be a useful 
device for integration of various sectors and desti-
nation areas into a broad perspective which is often 
required for tourism planning.

Therefore, local governments should:

ÔÔ Involve other organisations or groups which can 
assist the identification and promotion of com-
munity outcomes;

ÔÔ Make attempt to gain consent from these 
groups regarding the process for identifying 
outcomes and the relationship between these 
and any existing plans;

ÔÔ Develop a process that encourages the public to 
participate;

ÔÔ Ensure agreement by the groups regarding the 
processes for monitoring the progress against 
the community outcomes, if practicable.

The diagram identifies the relationships between 
tourism activities, outputs and outcomes that 
could be part of due consideration of tourism by 
local governments.

g) Consultations

The primary purpose of consultations is to enable the 
local governments and its community to exchange in-
formation on decisions and issues of concern. Consulta-
tions involve seeking advice and it is a two-way process 
of exchanging information. The consultations should 
be implemented according to the following principles:

ÔÔ Provision of information. The local government 
should provide information to the affected par-
ties regarding the decision in order to help them 
present their views (e.g. residents adjacent to a pro-
posed new hotel, tourism businesses subjected to a 
proposed new tourism rate, etc.);

ÔÔ Encourage parties to present views. The local gov-
ernment should request and welcome the views of 
those who are interested in a particular decision 
(e.g. hotel association, incoming travel agents, resi-
dents);

ÔÔ Explain the scope of consultation. Potential sub-
mitters should be informed about the purpose and 
focus of consultations (e.g. impact on the environ-
ment from proposed new visitor activity);

ÔÔ Give reasonable opportunities for presenta-
tion of one’s views. Anyone who wishes to ex-
press one’s views before the local governments 
should be given a reasonable opportunity to 
present those views in a way that is appropriate 
to the needs of the submitter (e.g. in written, in 
person, as part of a broader group);

ÔÔ Thinking outside of the box. Although local gov-

Strategic Planning
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ernments may have working plans in mind, they 
must be prepared to listen to and consider all 
submissions with open-mindedness;

ÔÔ Give reasons for decisions. Local governments 
should provide information to submitters on 
any of the taken decisions and the respective 
reasons for such decision-making (e.g. proposed 
tourism project declined).

Toolbox is included in the Annex: Toolboxes / Stra-
tegic Planning Toolbox

ACTION PLANNING 

An action plan is part of the strategic planning and 
implies putting words into action. If the destination 
disposes of a tourism development strategy, the 
action plan will focus on the issues that were rec-
ognised throughout the evaluation process. They 
will address the achievement of established goals. 
When the process of strategy development is under 
way in a destination, the action plan will focus on 
making the respective strategy alive and active.  

Action planning is the key process which examines 
the relations between the tourist strategy  and oth-
er statutory government planning tools, such as:

a ) Mid-to Long Term Local Development Plan 

The tourism strategy should fit into a mid-to long 
term strategic plan, which sets the government 
priorities for a period of 3 to 10 years. This would 

The Relationship between Activities, Output and Outcomes
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outline the intentions of the local government to 
contribute to the community wellbeing for the pe-
riod in which the plan is valid. The review should be 
undertaken around every three years and it should 
cover a period of at least ten years.

Its provisions would therefore offer good opportu-
nity to the local governments for development of a 
rigorous tourism planning process which would fi-
nally result in a tourism strategy for the destination.

The mid-to-long term strategic plan would:

ÔÔ Set out the community outcomes and how the 
local authority intends to contribute to them;

ÔÔ Set out the activities of the local governments 
during the life of the plan;

ÔÔ Co-ordinate the activities of the local authority;

ÔÔ Provide a long-term focus for the local author-
ity;

ÔÔ Provide a means for communities to hold the lo-
cal authority accountable;

ÔÔ Provide an opportunity for the public to partici-
pate in local decision-making.

b) The Annual Plan

All local authorities must prepare an Annual Plan. The 
Annual plan will link the Mid-to-Long Term Strategic 
Plan to the annual budgeting process.

The Annual plan must include:

1.	 Proposed annual budget including estimated costs 
and revenues;

2.	 Funding impact statement for the year;

3.	 Annual financial statements forecast;

4.	 Statements setting out levels of service and perfor-
mance measures;

5.	 Details of any changes of the information in the Mid-
to-Long Term Plan, including the reasons for change.

The plan will provide detailed information about the lo-
cal government’s investment in tourism-related activi-
ties, levels of service and performance measures.

c) The Annual Report

This report focuses on the reporting about the progress 
of the community against the community outcomes 
rather than against the financial results.

The Annual report must include:

ÔÔ The results of the monitoring process over the com-
munity outcomes undertaken throughout  the year;

ÔÔ Any identified effects of the activities;

ÔÔ Details about the financial and non-financial perfor-
mance of the local authority;

ÔÔ Reports on any significant acquisitions, replace-
ments or disposal of assets;

ÔÔ Reports on the performance of Local Government 
Controlled Agencies and Organisations
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F.3 Monitoring / Re-measure after a 
specific time period 
One must make sure that the indicators and the 
collected data are subject of review on regular 
basis and new indicators are included whenever 
possible. 

The range of indicators may be expanded that helps 
the creation of more complete picture about the 
destination. Due consideration should be also given 
to the question whether funding could be obtained 
to support the long-term maintenance of the sys-
tem and cover the cost of improvements, data col-
lection and other work related matters. It is also 
useful to discuss and gain agreement about the 
ways of communicating the results and eventual 
success stories to the wider groups of stakeholders, 
the local community and other organizations and 
people outside the destination. Information should 
be also included in the marketing tools and com-
munication means.

Once the use of the System in the destination is 
under way and the collected data for indicators 
become more extensive, the next useful step is to 
start making comparison of the destination’s prog-
ress against international benchmarks. 

Some examples of international benchmarks are 
provided in the detailed indicator sheets which 
can be found at http://ec.europa.eu/enterprise/
sectors/tourism/sustainable-tourism/indicators/
indexen.htm (documents available in English). Thus, 
achievements will be placed in a bigger context and 
shareholders will be motivated for taking further 
action towards improved results. The idea behind 
this matter is not to create competition among 
destinations, but to recognize that all results gen-
erated throughout the process are central to the 
decision making plans for the destination.
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T
he implementation of a tourism strategy 
or making informed decisions about local 
government involvement in major tourism 
projects and events, require that the right 
information and decision criteria are taken 

into consideration.

The Implementation section builds on the vision 
and objectives developed in the Strategic Planning 
section. It includes the following Toolboxes, which 
provide the framework and resources to assist the 
local authority decision-making:

ÔÔ Tourism Partnerships Toolbox;

ÔÔ Project Design, Appraisal and Development 
Toolbox;

ÔÔ Tourism Project Evaluation Toolbox;

ÔÔ Event Development, Funding and Evaluation 
Toolbox.

This section focuses on the information required for 
decision-making about destination management 
issues. 

G.1 Tourism partnership toolbox

The Toolbox covers the use of partnerships as desti-
nation management tool for tourism related issues 
which are beyond the capacity of one organisation 
or area to address. The Toolbox provides informa-
tion on establishing tourism partnerships, the likely 
stakeholders and factors that influence the success 
of partnerships.

It identifies how local governments can use part-
nerships to manage tourism related issues that are 
beyond the capacity of one organisation, including:

ÔÔ Resolving issues common to a number of local 
authorities in the same region – such as provi-
sion of amenities and infrastructure to meet 
visitor needs on a highway traversing a number 
of local government boundaries, or freedom 
camping for campervans;

ÔÔ Developing a regional approach to identify the 
visitor attraction needs;

ÔÔ Marketing a region that comprises a number of 
smaller visitor destinations.

The benefits associated with tourism-related part-
nerships include:

ÔÔ Encouraging the cooperation and coordination 
with key stakeholders;

ÔÔ Partnership work towards shared strategic ob-
jectives;

ÔÔ Reduction of costs for the same level of ser-
vices;

ÔÔ Shared and more effective research.

Toolbox is included in the Annex: Toolboxes / Tour-
ism Partnership Toolbox

G
Implementation
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G.2 Project design, appraisal and 
development toolbox 
Local governments have critical role in shaping the way 
a particular project would contribute to or detract from 
the overall quality of a destination. A responsible local 
government would undertake an independent design 
appraisal of every proposed major project, regardless 
if public or private, and would make a creative engage-
ment with the developer to ensure that it brings added 
value to the overall destination.

This Toolbox outlines the basic steps of project design 
appraisal and provides resources for making successful 
appraisals. A successful project design appraisal will 
bring benefits for developers, operators, host commu-
nity, visitors, as well as for the local authorities.

A robust appraisal which is undertaken in the early 
stages reduces the possibility for emerging problems 
(such as litigation or redesign)  later in the development 
process as well as:

ÔÔ Creates a positive environment for collaboration;

ÔÔ Helps the identification of opportunities for synergy 
between previously unrelated projects (e.g. road im-
provement and site development);

ÔÔ Promotes greater integration between different at-
tractions within a destination (e.g. improved access);

ÔÔ Strengthens the distinctive identity and character 
of a destination (e.g. through selection of appropri-
ate design styles, materials, etc.).

Toolbox is included in the Annex: Toolboxes / Pro-
ject design, appraisal and development Toolbox

G.3 Tourism project evaluation 
toolbox
In order to ensure the maximum benefits for the 
community, local governments should dispose of 
good systems for assessment of commercial tour-
ism projects proposed by developers. This Toolbox 
provides guidance about key areas that should be 
assessed and questions that local authority should 
ask as part of its evaluation. The Toolbox should be 
also shared with the potential tourism developers 
so that they can prepare the essential information 
which is necessary to obtain support from the local 
authorities.

The systematic approach to project evaluation 
brings a number of benefits for local governments, 
such as:

ÔÔ Avoiding waste of resources on projects that do not 
meet the economic and social objectives of a local 
government;

ÔÔ Investments are targeted to potentially successful 
projects, thus limiting the government’s exposure 
to risk;

ÔÔ Local governments retain their credibility within the 
community by implementing a robust evaluation 
methodology;

ÔÔ Decision-making is based on sound information 
rather than emotional commitment;

ÔÔ Transparent and fair process for the developers.

Toolbox is included in the Annex: Toolboxes / Tour-
ism project evaluation Toolbox
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G.4 Event development, funding and 
evaluation toolbox
Local governments are often actively involved in 
developing the concept about events, as well as the 
management and funding of events. Events can be 
used as a specific marketing tool to promote the 
awareness of a destination. Any successful event 
further generates significant economic benefits.

This Toolbox outlines how to arrange the devel-
opment, management and funding of successful 
events. It provides resources for local governments 
to prepare event development, management and 
funding policies, as well as evaluate the economic 
impact of events.

The potential benefits for local governments from 
this Toolbox include:

ÔÔ Development of events policy, including a strategic 
approach to the funding of events;

ÔÔ Development and funding of events that meet eco-
nomic and social objectives for certain;

ÔÔ Effective use of public funds;

ÔÔ Avoid wasting the time of the government by tak-
ing into consideration only events that meet agreed 
criteria;

ÔÔ Focus on complementary, not competing events.

Toolbox is included in the Annex: Toolboxes / Event 
development, funding and evaluation toolbox

G.5 Smart decisions toolbox

The implementation of the STPT requires the ability to 
make effective decisions, design comprehensible decision 
processes and understand and manage risks, especially 
given that tourism is an area which is both a multi-actor 
and multi-sector policy field.

More than 25 years of applications in decision and risk 
analysis have shown that building up decision capability 
enables:

ÔÔ Establishment of priorities in policy programs and 
making more effective use of resources,

ÔÔ effective management of risk and uncertainty,

ÔÔ tackling the conflicting objectives,

ÔÔ gaining commitment for effective implementation of 
decisions by systematic inclusion of stakeholders  in 
the decision-making processes, and

ÔÔ communicating more effectively with the public 
about decisions and risks.

That would require resources that may help the decision-
making process in areas as diverse as:

ÔÔ allocation of scarce program budgets through differ-
ent investment options;

ÔÔ making trade-offs between economic, ecologic and 
social objectives;

ÔÔ transparent selection of contractors in public tenders;

ÔÔ development of recommendations for setting deci-
sions;

ÔÔ communicating social or environmental risks to the 
public.

Toolbox is included in the Annex: Toolboxes / Smart deci-
sion Toolbox
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E
ventually, collected data can help the cre-
ation of story about the destination which 
is further integrated in the marketing and 
communication plans and will inform the 
long-term strategy and policy. 

Then, the  destination may start to consider different 
types of tourists who will be encouraged to visit and 
the different ways in which the destination could be 
presented to potential visitors. Thus, the economic 
benefit can be maximized as result of better man-
agement and  more sustaina ble destination.

The scope of marketing planning depends on the de-
velopment scale of tourism.

Destinations with developed marketing plan for tour-
ism adopt the strategy according to the outcomes of 
the evaluation and use benchmarking for positioning 
on regional and global markets. 

Destinations without developed marketing plan can 
use the marketing planning toolbox and use the eval-
uation outcomes for positioning. 

Marketing planning should include information for 
the prospective tourists about the offers they can 
get in the area, which will be an attempt to convince 
them to visit the area. It should therefore be under-
stood as part of the overall tourism planning process. 
This would involve several activities – establishing 
the marketing objectives, formulating the marketing 
strategy and product development, preparing and 
implementing the promotion programme, and moni-
toring its implementation.

The measured results from the evaluation process, 
in fact, provide possibilities for benchmarking. GSTR 
verification can also provide visibility on global mar-
kets since the results are included in the marketing 
action of Green Destinations. 

H.1 Sustainable Marketing strategy / 
guidelines
Marketing planning should include information for 
the prospective tourists about the offers they can 
get in the area, which will be an attempt to con-
vince them to visit the area. It should therefore be 
understood as part of the overall tourism planning 
process. This would involve several activities – es-
tablishing the marketing objectives, formulating 
the marketing strategy and product development, 
preparing and implementing the promotion pro-
gramme, and monitoring its implementation.

a) Tourism Marketing Objectives

The marketing objectives refer to the market tar-
gets about the types and numbers of tourists to be 
attracted. Market targets are set by taking into ac-
count the markets which are likely to be attracted 
if development and marketing plans are properly 
implemented.

The targets are expressed in terms of the approxi-
mate numbers of tourist arrivals by type, average 
length of stay, countries or country regions of ori-
gin, and other characteristics. “Clusters” of tour-
ist groups should be closely related to the desired 
tourism product.

b) Tourism Marketing Strategy and Product 
Development

The marketing strategy sets forth the most effective 
approach to be applied in order to achieve the mar-
keting objectives. It should include the following:

ÔÔ Whether marketing will be general, aimed at 
tourists of general interest, or  selective and 

Marketing
and Positioning

H
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directed towards specific tourist markets, with 
special focus on those making a more positive 
impact on stakeholders (including other visitors);

ÔÔ The types of promotional techniques to be used 
and which should be the targets –  tour operators,  
tourist consumers or a combination of both;

ÔÔ The timing or priority scheduling of promotional 
efforts for certain types of markets or countries. 
Timing may depend on the schedule of tourism 
development projects;

ÔÔ The image and reality of the destination to be 
conveyed. A newly developed destination should 
first create a desirable image of itself before it 
undertakes a specific promotion;

ÔÔ Any particular obstacles to be overcome, such as 
recent political instability or a natural disaster.

The marketing strategy should be linked with both 
the long and short term objectives, while the re-
view of the marketing strategy should be at fairly 
frequent intervals. The marketing strategy can also 
undergo certain modifications, if necessary, de-
pending on the market trends and any changes in 
the development of the tourism product.

One crucial aspect of the tourist marketing strat-
egy is that it relates to the product development, 
and this may include the development of a new 
tourist product or redesign of existing one. This en-
deavour must take into account the branding and 
must be consumer oriented. Each of the tourism 
products depend on three factors, related to the 
physical, emotional and experiential realm.

The Three Components of the Tourist Product

Visitors will expect certain things regarding each 
classification of tourism products (natural parks, 
historic and cultural attractions, wine & food, 
events, etc.). Local government and the private 
sector must work together to ensure that these 
tourism products fulfil or surpass consumer ex-
pectations, considering that expectations are also 
formed through comparisons with competitor’s 
products.

This model of product development suggests the 
following actions:

ÔÔ Research should be undertaken to spot gaps 
and trends in the market, where new and excit-
ing products would find a profitable audience;
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ÔÔ The formulation of new products should origi-
nate from such research - specifically visitor 
satisfaction surveys and competitor analysis 

- aimed to individuate new and unique tourism 
products related to niche markets.

ÔÔ Existing tourism products that promote unique 
experiences and create greater cultural bonds 
(such as community-based or cultural tourism 
products) should be also encouraged and pro-
moted;

ÔÔ Education must be provided to the local tour-
ism industry about product development and 
specific strategic direction and branding values 
that the local tourism department would like 
to promote, along with SMEs and communities 
which are encouraged to produce such prod-
ucts.

ÔÔ Tourism infrastructure, such as accommoda-
tion and transport facilities must be measured 
against this full tourism product definition.

ÔÔ Monitoring measures should be put in place to 
ensure that this quality and spirit is upheld into 
the future.

Product development should be also implemented 
keeping in mind that visitor experience is probably 
the most important factor in tourism branding. 
This is made up of impressions along every step of 
the journey – from arrival all the way through to de-
parture. This means that every aspect of the visitor 
experience should be monitored to ensure an ac-
ceptable level of service delivery and quality.

Depending on the tourist target established by the 
marketing strategy, stakeholders should adhere to 
the guidelines and values, thereby ensuring that 
this quality might be provided by the local govern-
ment. Service delivery and quality delivery should 
then be measured in terms of these guidelines and 
values, as well as through visitor surveys.

Guidelines should be formed around the kind of 
feelings that the government wants to leave visitors 
with, including elements such as a safe and secure 
visit; good treatment with a warm hospitality; fair 
treatment, with special regard to purchases; high 
level of service, making visitors feel special through 
exceptional service delivery and professionalism.

c) Preparation and Implementation of the Promotion 
Programme

The promotion programme implies taking into 
considerations several aspects:  marketing strat-
egy; knowledge of marketing distribution channels; 
availability of promotion techniques; amount of 
available budget.

There are two basic ways to channel marketing pro-
motion efforts, i.e. direct and indirect:

ÔÔ Direct efforts are usually made when the mar-
ket is mature and has some experience of the 
destination;

ÔÔ Indirect marketing is used in markets where 
none or little knowledge exists concerning the 
product.

Toolbox is included in the Annex: Toolboxes / Mar-
keting Toolbox
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H.2 Positioning on local, regional, 
European, global market 

REGIONAL POSITIONING

NALAS as body that represents the local authorities of 
SEE will include information about evaluated destina-
tions in its dissemination activities, thus ensuring ex-
posure to the regional market. NALAS will encourage 
national authorities to promote the achievements of 
evaluated destinations.

EUROPEAN POSITIONING

Currently, the ETIS indicator system is still in the test 
phase. Once the test phase is completed, the Euro-
pean Commission will offer data for benchmarking of 
participating destinations. This shall bring additional 
benefit for destinations that use the Green Destination 
of SEE toolkit for benchmarking with similar European 
destinations. In addition, the European Commission 
will publish the results so that the participating desti-
nations will be additionally exposed on the European 
market.

GLOBAL POSITINONING

Global recognition and visibility can be best achieved 
with the use of GSTR evaluation tool. 

It is important both for the tourism industry and the 
consumers to determine the extent to which tourist 
destinations meet the sustainability criteria. The only 
tool that offers understanding about sustainable per-
formance to the consumers is the GSTR tool which 
is translating information into relevant benefits for 
consumers. See descriptions on Booking.com affiliate 
BookDifferent (www.bookdifferent.com) which inte-

grated the GSTR results into presentation of destina-
tions. This provides global exposure and direct connec-
tion to booking platforms.

GSTR can be seen as the first step to inform tour op-
erators and holidaymakers with “visible and notice-
able quality and sustainability of holiday destinations”. 
Given the research carried out by GSTR, it appears that 
these achievements are generally low and few destina-
tions have a tourism policy that is based on the prin-
ciples of sustainable development.

It is important that GSTR further develops as a neutral 
tool, and becomes a suitable independent platform 
for various award and certification programs as well 
as neutral source of information for OTAs that do not 
want to choose a particular eco-label. 

Destinations evaluated through GSTR evaluation tool-
kit can compete with global and European destination 
through the TOP 100 Sustainable Destination award.
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SUSTAINABLE DESTINATIONS GLOBAL TOP 100 

In 2014, Sustainable Destinations Global Top 100 was 
created to celebrate the management efforts of hun-
dred most sustainable destinations on Earth. The Top 
100 is the result of open calls in the social media fol-
lowed by a selection process involving 30 international 
sustainable tourism experts. The Sustainable Destina-
tions Global Top 100 is an initiative of TravelMole.com, 
VISION on Sustainable Tourism, Totem Tourism, and 
Green Destinations. Green Destinations took full re-
sponsibility for the selection process.

The implications of the GSTR verification for the Top 
100 GSTR destination scores are as follows:

ÔÔ Without verification process, GSTR destination 
scores cannot be higher than 6/10.

ÔÔ Through a verification process, GSTR destination 
scores can increase up to 8/10.

ÔÔ GSTR Scores higher than 8/10 are only possible 
through appropriate destination certification.

The ranking among the TOP 100 Sustainable Destina-
tions means extensive media exposure of all participat-
ing destinations. GSTR offers relevant data about sus-
tainability performance of destinations and brings vis-
ible global exposure and positioning on global markets.
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ÔÔ Sustainable Tourism Planning Toolkit for the Lo-
cal Governments of South East Europe – STPT 

“See Tourism Goes Local”

ÔÔ European Tourism Indicator System for Sustain-
able Management at Destination Level - ETIS

ÔÔ Global Sustainable Tourism Review - GSTR

Jana Apih s.p. in cooperation with Institute Factory 
of Sustainable Tourism – GoodPlace, Slovenia

I
Sources
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J.1 Annex: Toolboxes

1. NATURAL ASSEST TOOLBOX

Check which strategies are in place in the destina-
tion. The toolbox can be used for further decision 
making about the strategies that need to be put in 
place and the actions that need to be carried out.

Stand-alone mixed-strategy checklist

This is a more hybrid approach, recognising that 
municipalities may adopt a limited portfolio for par-
ticular natural assets, but with the safeguard of ac-
tion-guiding checks and balances. A mixed strategy 
checklist is therefore provided so that it serves as a 
guide in deciding about the best course of action de-
pending on specific natural assets in the destination.

Stand-Alone Mixed Strategy Checklist 

Information Yes No Unclear Option for action
History of visitor impact management  already 
exists

Review existing arrangements
Resource consent conditions
Stand-alone management plan written

National significance Central government agencies notified

Regional significance Regional authorities notified

Local significance Co-ordination of departments / units within the 
local government
Relevant local organisations involved
Stand-alone management plan written

Involves passive consumption Minimal impact guidelines produced and distributed

Involves active consumption (High active 
recreation component)

Significant impact guidelines produced and 
distributed

Organised group visits Producer/operator guidelines produced and 
distributed

Informal group visits Consumer/user guidelines produced and distributed

Individuals visits

Similar type of assets already managed by 
Regional & National Governments

Adapt Regional and National methodology

Built structures, engineering, track, road works 
requiring resource consent

Volume of visits, types of structures, materials 
specified to meet impact minimisation targets

Other plans apply: Regional Plans, Coastal Policy 
Statements, National Policy Statements

Restrictions /penalties /guidelines

Monitoring capacity of the local government 
exists

Relevant section within Local government identified 
and programme prepared

Owner monitoring capacity exists Programme prepared with Local government 
assistance where appropriateThird party (e.g. NGO, community member) 

monitoring capacity

Local Government education capacity Advanced visitor guidelines produced with Local 
Government where appropriateOwner education capacity

Annex

J



61

Toolkit for management of sustainable destinations of South East Europe

2. PUBLIC SECTOR INFRASTRUCTURE TOOLBOX

In this Toolbox, there are a number of resources that local 
governments can use to collect data and provide a better 
understanding of public sector infrastructure, including:

a)	 Potable water supply and consumption data;

b)	 Wastewater services and production data;

c)	 Solid waste services;

d)	 Data collection;

e)	 Snapshot studies;

f)	 Private sector infrastructure.

a) Potable Water Supply and Consumption Data

There are two ways of obtaining data on water consump-
tion by visitors. These are:

ÔÔ Using typical consumption data; 

ÔÔ Field data gathering.

Typical data usually better fit the low-cost desktop studies, 
providing an approximate quantitative picture about the 
demand from the water-supply services in the town due 
to tourism.

The limitations of this type of analysis are the following:

ÔÔ Water consumption per guest/night (litres – L/GN) var-
ies depending on the accommodation type, business 
type and external water demands (e.g. garden irriga-
tion);

ÔÔ Peak demand periods are poorly quantified;

ÔÔ The analysis does not provide sufficient data to en-
able modelling and improved cost allocation and 
charging structures.

b) Wastewater Services and Production Data

There are two ways of obtaining data on wastewater pro-
duction by visitors. These are:

ÔÔ Using typical wastewater production data;

ÔÔ Field data gathering.

As with the water usage, typical wastewater data should 
only be used for a low-cost desktop study, and the limita-
tions of this type of analysis are the same as for water usage.

c) Solid Waste Services

Usually, there is a lack of good information and data on 
the demand tourism places on a local authority’s solid 
waste service, since it is very difficult to obtain both typi-
cal data and field data on solid waste production from 
different visitor activities. This is for the reason that there 
are many different solid waste streams and different ways 
of management.

The waste streams management may consist of some or 
all of the following:

ÔÔ Street collection of household garbage;

ÔÔ Street collection of recyclables;

ÔÔ Street bin rubbish;

ÔÔ Community recycling stations;

ÔÔ Commercial and industrial (tourism and non-tourism) 
waste;
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ÔÔ Commercial and industrial (tourism and non-tourism) recyclables;

ÔÔ Private collection and transport of garbage, green waste and recycla-
bles to landfills, transfer stations or recycling centres.

d) Data Collection

The quality of required data depends on the nature of the conducted 
study. There are two types of studies:

ÔÔ A low-cost desktop scoping study that evaluates the overall demand 
that tourism industry exerts on the  water, wastewater and waste ser-
vice in the town;

ÔÔ A comprehensive study involving more detailed data collection and 
evaluation of the impact of tourism on the water, wastewater and 
waste services.

Desktop Scoping Study

As stated above, this is a low-cost desktop study that allows for creation 
of an approximate quantitative picture about the relative demand that 
tourism places on the town’s services.

Data required:

ÔÔ Data about guests/nights in the town from available sources on 
monthly basis;

ÔÔ Permanent resident population;

ÔÔ Monthly data about water consumption and wastewater production 
data in the town for a 12 month period.

Comprehensive Study

Given the results of the scoping study, it may be decided that a detailed 
study is needed to assist the local government in designing an improved 
cost allocation and charging structure. Snapshot study is one of the tech-
niques that can be used for collecting micro data.

e) Snapshot Studies

Obtaining real micro data for visitor demand from the town’s 
infrastructure such as water consumption, wastewater and solid 
waste production can be difficult and costly, mainly for two rea-
sons:

ÔÔ The demand is seasonal and depends on the nature of the visi-
tor activities, such as the type of accommodation used.

ÔÔ Certain services are shared between visitors and permanent 
residents; for example restaurants, cafés and visitor attrac-
tions.

In such circumstances, the identification and quantification of 
the demand in the sector can be complicated. Therefore, snap-
shot studies can be used to provide representative data on micro 
level.

g) Private Sector Infrastructure

Infrastructure is provided by both the local authorities and the private 
sector. Although this toolkit focuses on the public sector rather than the 
private sector infrastructure, yet, it is recognised that there is increasing 
interest in infrastructure services provided by public-private partnerships 
(PPPs).

Visitor-related private sector infrastructure normally includes:

ÔÔ Accommodation;

ÔÔ Energy supply;

ÔÔ Public transport (bus, rentals, rail, air, sea);

ÔÔ Communication, including telecommunication, internet services;

ÔÔ Entertainment, food and beverages, shopping and other visitor busi-
ness activities.
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3. VISITOR DEMAND TOOLBOX

The table helps to identify the required specific information about the visitors of the destination. The checklist must be completed by ticking the 
appropriate boxes to confirm which information is available/unavailable, and partially available or unsure if available.

The table suggests how to obtain data on the use of accommodation in a destination. It can be also useful to obtain data in places with many ac-
commodation providers which are not included in commercial databases because of their limited revenues or since they are not tourism enterprises 
(e.g. B&B operators).

Checklist. Visitor Characteristics and Behaviour Information 

Information Yes No Unsure or Partially

Trend in visitor arrivals (international) and domestic tourism

The number of international and domestic visitors to the destination

The international visitors’ country of origin

The regions in the country that domestic visitors come from

The reason for visiting the area

The transport used to reach the area

The type of accommodation they use

The attractions visited and activities undertaken by visitors in the area

Duration of their stay in the area

The number of day trips to the area (as distinct from those who stay overnight)

Seasonality visitor profile for the area

International and domestic visitor forecast for the area

Method for Developing Visitor Profile for Smaller Local Governments

Information Method Benefits

Accommodation data Develop a monthly survey for accommodation operators in the area to 
include:
ÔÔ Number of rooms
ÔÔ % of rooms sold per month
ÔÔ Origin of visitors
ÔÔ Length of stay

ÔÔ Provides baseline data about visitors which will further indicate trends, peaks and 
troughs in the course of time
ÔÔ Provides feedback to operators which they can use to benchmark their position
ÔÔ Assists in marketing the area to specific visitor/market types



64

Green Destinations of South East EuropeAnnex

4. VISITOR SATISFACTION TOOLBOX

The table provides a checklist on visitor satisfaction information requirements. Once completed, it helps 
to identify the available information about visitor satisfaction with available services in the destination.

Checklist. Visitor Characteristics and Behaviour Information 

Information Yes No Unsure or 
Partially

Quality, range,  and value for money of accommodation

Ease and cost of parking in the area

Range/choice, quality of visitor attractions and activities to do

Range/choice, quality of service, value for money of places to eat and drink

Range/choice, quality of the shopping environment,  value for money 

Ease of finding the way around: road signs, pedestrian signs, display maps and information boards

Availability and cleanliness of public toilets

Street cleanliness

Upkeep of parks and open spaces

Range and quality of evening entertainment

Overall impression of the city/town

Popularity of attractions

Feeling of safety in terms of crime and traffic

Ease of finding, quality of service, usefulness of information received from the site/information centre

What is the city/town most liked about

Things that spoilt the visit

Likelihood of recommending the city/town to others

Improvements one would like to see
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5. COMMUNITY TOURISM TOOLBOX

The tables below give an overview of main benefits and challenges from tourism.

Benefits from tourism to local communities 

Economic Socio-cultural Environment
Protects and provides a source of income for natural and built heritage

Enhances the image of an area and also attracts commercial investment outside the tourism industry by demonstrating it to the potential investors as good location

Acts as catalyst for economic growth and employment
Increases demand for other non tourism businesses

Leads to the creation and maintenance of local amenities Draws attention to the need for protection of the natural 
environment and encourages a more rigorous analysis about the 
importance of the local eco-system

Supports and helps to maintain local services, such as shops and 
restaurants
Provides re-skilling, training and employment opportunities

Provides supplementary income to people looking for second job, 
part time work and  unsocial hours payments
Encourages residents to stay and spend leisure time

Encourages upgrading and re-use of derelict land and buildings

Brings expenditures from external sources into the local market Supports a programme of events, arts, sports and other culture

Helps to build distinctive communities, thus

Promotes local pride and self confidence

Provides opportunities for social inclusion

Challenges from tourism to local communities 

Economic Socio-cultural Environment

Tourism is a diverse sector and therefore the  co-ordination is complex and ongoing

Tourism spending is dependent on economic, social and other factors (such as political events, exchange rate, etc.) Places strain on transport infrastructure, particularly roads and 
parking, and other infrastructure, like sewerage and water

Economic downturns in source countries can lead to a reduced visitor 
impact on local businesses in the short or long term depending on the 
severity of the downturn

Can be unattractive for people entering the labour market because of 
unsocial hours, seasonal/part time work

Can place additional pressure on sensitive local environments and 
therefore needs effective visitor management

Demand can be seasonal and variable over a weekly cycle, which in 
particular has impact on the employment

Requires all weather facilities and activities

Is very competitive and increasingly sophisticated

Requires ongoing investment from local government
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The checklist below helps to identify whether all the required information about the community’s attitudes to tourism is available. The 
other part of this Toolbox helps to address any of the identified information gaps.

Checklist. Community Attitudes to Tourism 

Information Yes No Unsure or Partially

Community awareness of the economic benefits from tourism

The impact of tourism on the social structure of communities

Community views regarding the potential negative impact of tourism on the environment

Community consulted regarding tourism developments and investments 

Details about the range of issues that these groups and individuals might cover are provided in the table.

Potential Community Tourism Issues 

Community Interest Key Issues

Elected representatives ÔÔ Views and opinions of constituents
ÔÔ Issues related to public spending

Community groups Mainly local issues – parking, congestion, developments, provision of services

Interest groups Specific issues related to areas of interest – access to recreational areas, retention of heritage buildings, 
environment

Industry ÔÔ Profitability of business
ÔÔ Issues related to planning and development
ÔÔ Accessible and trained labour force

Individuals Issues related to individual circumstances – parking, congestion

The table lists the range of consultation techniques that may be appropriate to address different types of issues.

Potential Community Tourism Issues 

Techniques Appropriate Issues

Telephone survey ÔÔ Focus on quantitative information from a large cross section of the community
ÔÔ Broad based issues (e.g. support for new convention centre)

Postal survey Similar to telephone survey, but with ability to include more detailed qualitative and quantitative responses

Focus groups 6-12 people to discuss specific issues to seek a solution (e.g. options for improving traffic congestion)

Workshops Similar to focus groups, but generally include more people, working in small groups (e.g. strategic plan development)

Public meetings Often used to introduce and/or report back on issues to a larger group of people, limited participation by attendees (e.g. 
report back on information obtained from telephone or postal survey)

Exhibition ÔÔ Used to provide information to interested people before the decision making process is completed.
ÔÔ Generally includes extensive visual material (e.g. concept plans for a new museum)

Tourism advisory board Stakeholder group to manage the consultation and strategic plan development process
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6. TOURISM INDUSTRY INVENTORY TOOLBOX

The checklists enable to complete a tourism product  
inventory for the destination.

Checklist. Attractions Inventory 

Type of Attractions No of businesses

Amusement/theme parks/entertainment complex

Art galleries

Archaeological and historic buildings/sites

Industry (brewery, winery)

Folkloristic cultural experience

Museums

Natural (glacier, caves, rivers, lakes mountains)

Nature (zoos/wildlife/aquaria)

Religious centres

Rural (agro-tourism, wine & food producers), 

Spas

Transport (train, boat trips, plane trips)

Other

Total

Checklist. Activities Inventory 

Type of Attractions No of businesses

Adventures and outdoor pursuits

Jet boating

Boating – other

Bungee jumping

Canoeing, kayaking

Caving

City tours

Climbing and mountaineering

Cooking courses

Cycling/mountain biking

Diving

Eco tours

Fishing

Gliding

Golf courses

Horse trekking

Hunting and shooting

Paragliding, hang gliding, parasailing

Rafting and river surfing

Skiing and snow sports

Tramping, trekking, hiking, walking

Wine tasting

Other

Total
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Checklist. Accommodation Inventory 

Type of Attractions No of Properties No of Rooms/sites No of Beds Avg No of Rooms

Hotel

Motel

Backpacker/hostel

Farm stay/home stay/B&B

Caravan/camping sites

Student accommodation

Luxury lodge

Rented accommodation

Shared flat

National Park/DoC hut

Time share/apartment

Free camping/ campervan

Total

Checklist. Transport Inventory (including public transportation)

Type of Attractions No of businesses

Campervan and motor home rentals

Bus charter companies

Limousine and chauffeur services/tours

Rental cars and vans

Trains

Launch and sailing charter and cruises

Ferry and water taxi services

Coach tour operators

Air transport

Other

Total
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7. ECONOMIC IMPACT TOOLBOX

Once completed, the checklist about the economic contribution from tourism can verify the already available information, but also 
indentify further needs and uncertainties. The other part of the Toolbox will help to fill in any information gaps.

Economic Contribution of Tourism 

Information Yes No Unsure or 
Partially

How many visitors come to the area?

How much do visitors spend in the area and on what?

How many tourism businesses are there in the area?

How many people are employed directly in different types of tourism businesses?

How do other businesses and residents benefit from tourism expenditure?

How much of the money spent by visitors stays in the area?

Local, regional and national tourism trends/performance

8. STRATEGIC PLANNING TOOLBOX

Example of PEST Analysis for a tourist destination 

Political and Legal factors Economic factors
ÔÔ How stable is the political environment?
ÔÔ How will government policy influence laws or how will tax on 

business affect spending within the tourism industry?
ÔÔ Is the government involved in international agreements (e.g. 

for visas)?
ÔÔ How do government employment legislation and policies 

affect the tourism industry?
ÔÔ How do tax policies affect tourism industry spending and 

development?

ÔÔ Which area the trends and forecasts about interest and exchange rates 
with key origin countries?
ÔÔ Which is the current and projected economic growth in origin countries?
ÔÔ How expensive is the destination vs. competitor area?
ÔÔ What is the rate of business investment into the tourism industry? Can this 

be better directed/increased/aided by the local government?

Socio-Cultural factors Technological factors
ÔÔ Which is the attitude of the community to the foreigners?
ÔÔ What is the opinion of foreigners about the destination?
ÔÔ How does language impact the visitor experience?
ÔÔ Do visitors have a strong/weak opinion about green issues?

ÔÔ Do technologies offer more innovative products and services to consumers 
and businesses?
ÔÔ How is distribution changed by new technologies?
ÔÔ Does technology offer new ways to communicate with visitors and other 

stakeholders?
ÔÔ Are there any innovative technologies which can improve the destination’s 

offers (e.g. virtual reality applied to cultural visits)?
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Example of SWOT Analysis for a tourist destination

Strengths Weaknesses
ÔÔ A foreign-language literacy among the work force
ÔÔ Presence of strong incoming operators, well rooted into international 

distribution channels
ÔÔ A distinctive destination with peculiar natural and cultural resource
ÔÔ A strong branded destination

ÔÔ Poor transport connections to the destination
ÔÔ Difficulty for predominant family-run business to keep-up 

with technological changes
ÔÔ Poor quality records in most accommodation facilities
ÔÔ Increasing pollution of sea water

Opportunities Threats
ÔÔ Steady growth of international tourism demand
ÔÔ Increasing tourism demand for peculiar destination resources (e.g. eno-

gastronomy)
ÔÔ Availability of financial resources from EU structural funds for tourism investments
ÔÔ Availability of dismissed railroads that might be converted in cycle paths

ÔÔ Increasing crime rates
ÔÔ Emergence of nearby competitive destinations
ÔÔ Increasing national taxation on the tourism industry
ÔÔ Construction of a nearby industrial district that might 

affect the destination landscape 

Example of tourism goals for the four “VICE” areas 

Area Tourism Goal

Visitors ÔÔ Increase the number of visitors to the destination
ÔÔ Enhance the level of visitor satisfaction with the region

Industry Encourage closer relations between the public and private sectors of the tourism industry
Community Increase the support for tourism in the region from the local community
Environment Maintain the quality of the environment

Example of tourism objectives for the four “VICE” areas 

Area Tourism Goal

Visitors ÔÔ At least 80% of all visitors to the destination will recommend it to other visitors as a “must see” destination
ÔÔ 95% of all visitors to the destination regard it as a safe place to visit

Industry 75% of tourism operators recognise the destination as a user friendly place to initiate, develop and operate tourism businesses
Community At least 80% of residents are very supportive of the destination’ initiatives for growth management in the tourism industry 

Environment 75% of stakeholders (visitors, industry and communities) are supportive of how the destination manages and reports on the 
environmental impact of tourism 

Example of tourism strategies for the four “VICE” areas 

Area Tourism Goal
Visitors Conduct a visitor satisfaction survey to better understand the needs of visitors to the destination 
Industry Convene monthly meetings for operators and public officials to improve understanding of each other’s needs 
Community Undertake an annual survey of residents to gauge their support for public investment in tourism infrastructure
Environment Monitor the use of sensitive environmental areas by visitors
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9. TOURISM PARTNERSHIP TOOLBOX

This Toolbox provides information about setting up tourism partner-
ships, and the stakeholders and factors which are likely to influence 
the success of partnerships. The Toolbox builds on information from 
previous sections regarding the work with the tourism industry.

a) The Key Stages in Developing a Successful Partnership

ÔÔ Identify participants, send invitations and make agreement about 
shared overall objectives;

ÔÔ Devise a strategy and action plan;

ÔÔ Obtain resources;

ÔÔ Manage the delivery of the action plan;

ÔÔ Monitor the developments and provide results to stakeholders;

ÔÔ Keep the partnership alive.

b) The Stakeholders

In most cases, stakeholders should represent the visitors, industry, 
community and environment, although not all of them need to be 
involved in every partnership. Representation is conditioned by the 
respective needs:

ÔÔ Visitors are unlikely to be personally represented, but their views 
can be obtained through surveys and user group representatives 
(e.g. tour companies).

ÔÔ Industry can be represented by major operators, industry organisa-
tion representatives and existing business forums.

ÔÔ Community can be represented by elected members, community 
groups and interest groups.

ÔÔ Environment can be represented by the Ministry and Department 
concerned with environment and conservation, and other environ-
ment agencies.

c) Factors that Determine Success or Failure of Partnerships

International research has identified the following factors as key 
to the success of tourism partnerships:

ÔÔ Early involvement. All stakeholders (VICE) must be involved 
in the early stages of the process, since it would be ineffec-
tive and time-consuming to introduce a group later. As far 
as  large partnerships are concerned,  it may be necessary to 
gather smaller, like-minded groups, prior to bringing everyone 
together, so that each group can feel its relevance (e.g. attrac-
tion operators may initially meet separately from transport 
operators);

ÔÔ Openness and honesty. Partnership should be used to iden-
tify and develop the ideas of other stakeholders, which means 
that governments’ ideas are not the only ones imposed;

ÔÔ Long term commitment. The time and resource requirements 
should be realistically presented in order to avoid being over-
ambitious about the number of established groups;

ÔÔ Extended timescale. It takes longer to reach decisions when 
working in a partnership,  and therefore an extended time-
scale should be allowed;

ÔÔ Communication. The work and success of the partnership 
should be communicated regularly and effectively both to 
partnership members and externally;

ÔÔ Management of partnership. The partnership should be kept 
alive by investing time and effort into its management, main-
taining activity, and demonstrating and reporting progress.
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10. PROJECT DESIGN, APPRAISAL AND 
DEVELOPMENT TOOLBOX 

There are two related procedures which are com-
bined in a project design appraisal:

ÔÔ Assessment of environmental effects,

ÔÔ Project scoping.

a) Assessment of Environmental Effects (AEE)

AEE analyses the ways in which a proposed project is 
likely to change the environment given the project 
location. It is a systematic process, with well docu-
mented basic procedures. AEE should cover all the en-
vironmental dimensions of a project, including effects 
on the soil, water, land, and other physical resources.

Landscape Assessment is an integral part of an AEE 
for a tourism project, and focuses on two types of 
effect - the specific visual and sensory effects of the 
project (what it looks like, etc), and the effect these 
changes have upon the character and identity of the 
overall landscape setting. It is particularly important 
to undertake a robust evaluation of the wider cumula-
tive landscape effects of a project.

An AEE process will also include the identification of 
how the effects of a project can be avoided, remedied 
or mitigated. The objective is to minimise the net ef-
fect on the environment. This may include redesign of 
parts of the project to avoid adverse effects, for exam-
ple by relocating an access road to preserve a wetland; 
actions to remedy a potential effect, such as revege-
tation of disturbed land to prevent erosion; or actions 
to mitigate effects that cannot be entirely avoided, 
such as the revegetation of an area of degraded land 
to compensate for unavoidable visual effects.

The use of environmental compensation is highly 
contentious, as it involves balancing different as-
pects of “sustainable management”. In an AEE of 
a tourism project, it is important to assess the ef-
fects of change and any proposed environmental 
compensation upon both the host community and 
the visitors. Satisfactory resolution of trade-offs re-
quires appropriate experience and expertise that is 
frequently not available to small local authorities. 
It may therefore be necessary to employ a consult-
ant.

The problems of evaluating environmental com-
pensation highlight another contentious aspect 
of tourism development, which is the cumulative 
effect of a succession of projects. Whilst individu-
ally modest in scale, the aggregation of effects can 
cause significant changes in overall landscape char-
acter.

Cumulative effects demonstrate one of the limi-
tations of an approach based primarily upon AEE. 
Whilst it may be feasible to avoid, remedy or miti-
gate the effects of a single small project within a 
wider landscape, it is impossible to repeat this over 
and over again for a succession of projects. It is in-
evitable that the overall character of the setting 
will change. One of the dangers of an incremental 
use of AEE without a strategic planning framework 
is that it becomes harder to take effective mitigat-
ing actions, as the whole setting may be steadily 
degrading. Ideally, a robust strategic plan will help 
to address this risk, but even then, a total focus 
on reducing effects can become unhelpful. This is 
where more creative thinking is required in the ap-
praisal process.
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b) Project Scoping

Project scoping is normally undertaken by a devel-
oper as part of the project implementation process, 
but it is also relevant for a local government in im-
plementing a tourism strategy. Whilst a developer 
will be focused entirely upon shaping a project to 
meet their own needs, a local government will be 
interested in the connections between a project 
and its setting.

Here the focus is upon the landscape dimensions, 
but the local government might also address func-
tional connections such as car parking or water de-
mand in the same way.

The key feature of a “landscape” approach to pro-
ject implementation is that it looks across land ti-
tles and boundaries. Project scoping involves:

ÔÔ An assessment of the basic project require-
ments;

ÔÔ Analysis of potentials and limitations (e.g. site 
analysis);

ÔÔ Identification of design opportunities.

It is the identification of design opportunities that 
offers greatest potential for creative collaboration. 
Local governments will have their own capital in-
vestment and asset management plans, which may 
include projects that could complement the devel-
opers’ proposals. A common example of this type 
of synergy is that of rural villages programmes that 
have been implemented throughout Europe under 
the rural development programmes, in which local 
governments invest in public infrastructure in part-
nership with businesses and land owners upgrading 
their land and buildings. In other cases, the oppor-
tunity may lie in getting two developers to collabo-
rate. 

In most cases, a creative engagement between a 
local authority and developer can identify win-win 
outcomes. If the project is large enough, it may 
provide a stimulus for regeneration of a neighbour-
hood, acting as an anchor for other public and pri-
vate investment. Involvement of the local govern-
ment can also improve the chances of attracting 
other forms of support (such as from central gov-
ernment agencies).

In order to realise these types of outcomes, it is es-
sential for the local government to nominate a well 
qualified and experienced coordinator, who can 
work with the developer and their consultants on 
an equal footing. This may be an existing planner 
or designer within the administration, or for a ma-
jor project it could be efficient to engage an exter-
nal consultant. The overall aim is to identify ways 
in which a developer’s initiative can add value to, 
and receive benefit from, the landscape setting for 
which it is proposed.
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11. TOURISM PROJECT EVALUATION TOOLBOX

The completion of the project evaluation checklist helps to identify the existing government’s approach to project evaluation, and to 
ascertain where more information is needed.

Checklist. Project Evaluation

Information Yes No Unsure or 
Partially

Local government has a specific policy for dealing with external projects that require 
its investment

Local government disposes of a specific process for evaluation of the potential 
benefits from external projects

The majority of external projects supported by the local government have been 
successful in meeting the  objectives of local authorities

The evaluation of tourism-related projects requires that a number of features are taken into consideration, after the project presentation:

ÔÔ Objectives Review. Consistency with local government objectives (economic, tourism, social, environmental, cultural) and consist-
ency with regional/national tourism strategy;

ÔÔ Concept Assessment. Key elements and potential for success;

ÔÔ Market Analysis. Key market users and competitive analysis;

ÔÔ Visitor and Financial Objectives. Numbers as well as method and source of determining visitor projections;

ÔÔ Project Cost. Capital costs and operating cost projections;

ÔÔ Risk Assessment. Project risk and local government risk;

ÔÔ Conclusion. Potential project viability and recommendations to the government.
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Detailed Checklist for Project Evaluation

Evaluation Criteria Task

Project Application General project description including details of the promoters
Confirmation that all required information for decision-making has been received
Appointment of a project team that covers the key requirements for project evaluation prior to presentation to Council. The local government may consider it 
appropriate to appoint external expert to the project team to provide assistance for specialist areas

Objectives Review Confirmation that project meets the  objectives of local authorities (tourism, economic, social, environmental, cultural objectives)
Confirmation that project meets local, regional and national tourism objectives

Concept Assessment What is the concept? (general outline of the project)
What are the key elements of the project?
Where will the project be located? (provision of a map and site plan)
Who are the likely users of the facility/service? (international, domestic, day visitors)
What is the capacity of the project? (e.g. number of visitors per day)
What potential constraints might prevent the project implementation?
What is the likely capital cost for project development

Site Analysis Is the site located in an existing or potential visitor destination area, or is it en route to existing established areas? (description of pros and cons in relation to markets).
Is the site accessible from the major markets? (number of kilometres, time, cost)
Is the site well located in the area? (accessible, visible and close to complementary facilities and services)
What form of transport will people use to reach the area? (bus, car, helicopter etc).
Does it require less travel time and is it more cost effective in comparison with competing areas? (list competitors with time, costs etc)
What are the attributes of the site and are they sufficient to attract visitors?
Is the attraction base of the area sufficient to attract and retain visitors? (list other facilities/services).
Are there any new developments proposed for the area which are likely to make impact on the site? (list developments and describe potential impacts).
Are there any apparent constraints to the development on the site? (e.g. flooding).
What are the competitive advantages of the site and location over the existing and established facilities? (list)
What is the community response to the project/site?

Market Analysis What is the status of the local and regional economies? (list any issues likely to impact  the economies)
Is the area growing or declining? (e.g. population).
What is the level and structure of visits to the area? (number of visitors from each market, growing or declining, accommodation used)
Are there any proposed developments in the area that could impact the project? (list and state how)
What markets could potentially be attracted to the site and locality? (list the size and market trends)
Is there a seasonality issue? (describe with possible impacts)
Is there a strong existing market in the area or will the project need to create its own market? (analyse)
Where will the project competition come from?
What does the competition offer in terms of facilities, location and services? (list competitors and describe offers)
How are the competitors performing? (numbers, profitability, customer service etc)
What other visitor developments are proposed for the area that could provide competition for the proposed project? (list and describe)
What is the likely impact of the proposed project on existing businesses?
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Evaluation Criteria Task

Visitor and Financial Objectives What is the capacity of the facility/service? (hourly, daily)
How many people will visit? (daily, monthly, annually)
What will be the charges for visitors? (list for each element, discounts)
What are the other revenue earning opportunities? (retail, catering etc).
What are the revenue projections for the first five years?
What are the projected operating costs for the first five years?
What is the projected financial performance for the first five years?

Project Costs What are the projected costs required for project completion and make it ready for opening? Costs to include site acquisition, design and approval, construction, set 
up and preopening.

Risk Assessment What are the potential risks for the developer (e.g. higher capital costs, lower visitor numbers and revenues, higher operating costs). How will these risks be addressed?
What are the potential risks for the local authority (e.g. up front investment with no guarantee that the project will proceed). How will these risks be addressed?

Conclusions
	

Will the project improve the range of tourism products available in the district/region?
Does the project have potential for financial success?
Will it potentially increase the number of visitors and/or length of stay to the district/region?
Will it support the local authority’s tourism and economic development strategies for the district/region?
Can the local government’s investment be liquidated in the future?
Are there potential future costs that the local government will be committed to?
What will be the local authority’s strategy to maximise the potential from the project?
What is the likely community response to the project?
What are the recommendations for approval?

12. EVENT DEVELOPMENT, FUNDING AND EVALUATION TOOLBOX

a) Event Policies

In order to develop policies for funding of events, the local gov-
ernment first needs to confirm the objectives of its involvement. 
These could include:

ÔÔ The need to determine local government objectives in provid-
ing support to events;

ÔÔ The need to establish funding criteria, predetermined maxi-
mum levels and effective measurement tools, which will pri-
marily award funding for a combination of product quality, 
organisational merit, economic and social benefits;

ÔÔ The need for funding mechanisms;

ÔÔ The need to determine the role of local government officers 
and administrators;

ÔÔ Investigating means of introducing incentives for the better 
management and development of events, in general;

ÔÔ Establishing a system whereby a regular analysis of local gov-
ernment-funded events is undertaken to determine future 
direction.
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Model for application requirements
a. Event Categories

It is usually preferable to classify events in different categories, such as the ones suggested in the table.

Categories of events. Possible classification

Category “A” Category “B” Category “C”

ÔÔ New event
ÔÔ Have  limited focus on a particular group in the town/city
ÔÔ Have the potential for town appeal
ÔÔ Report a total projected gross budget between €...... and €.......

ÔÔ There is definite town/city/region wide appeal
ÔÔ There is potential visitor appeal
ÔÔ Report a total projected gross budget between €...... and €......

ÔÔ Major event that makes definite impact beyond the region
ÔÔ Have been already established as visitor attractions
ÔÔ Have potential for alternative sources of revenue
ÔÔ Report a total projected gross budget in excess of €......

b. Required Documentation

In addition to completing and signing the Application form, all applicants 
should be asked to provide standard information, including:

ÔÔ Copies of documents that identify the legal structure of the organisation

ÔÔ An outline of the organisational structure (board and staff)

ÔÔ A list of full time staff including names and their responsibilities within the 
organisation

ÔÔ A brief history of the organisation and its involvement with the event

ÔÔ The goals and objectives of the event – why is the event organised?

ÔÔ Description of the event for which the funds are requested

ÔÔ Planning document which outlines all the major steps for organization of the 
event as well as deadlines for each of these steps

ÔÔ A detailed promotional strategy which outlines what steps have or will be tak-
en to promote the activity to the local community and/or to potential visitors

ÔÔ A description of volunteer involvement including the total number of volun-
teers and their roles within the organisation

ÔÔ Projected attendance figures including an explanation of how the projection 
is derived.

ÔÔ A brief description of future goal and objectives of the event (which is ex-
pected position of the event  in three to five years)

ÔÔ A list of all participants  in the event

ÔÔ The demand  for market involvement in the event (cultural/entertainment/
sporting, etc.) and its level of prominence (local, national, international)

ÔÔ Detailed budget, including expenditure, confirmed and projected revenue 
and the amount of requested support

The application for Category “B” and “C” events might also include further in-
formation, such as:

ÔÔ A brief biography of each member of the Executive Board

ÔÔ A summary of job opportunities which will be provided including full time 
positions, part time positions, placements, as well as short term staff hired 
for implementation of the event

ÔÔ Any public consultations and the response of the public to the event



78

Green Destinations of South East EuropeAnnex

c. Post Event Report

All applicants should be required to submit a post event report 
which includes the following information about the completed 
event:

ÔÔ Event evaluation by organisers (including feedback from event 
attendees)

ÔÔ Audited financial report

ÔÔ Inventory of marketing/promotional achievements; list and in-
clude copies of newspaper ads or articles; approximate number 
of radio and television ads; all promotional material (brochures, 
posters, programmes); website use and all other marketing ma-
terial and achievements)

ÔÔ Attendance figures (spectators and event participants) includ-
ing a breakdown of confirmed figures and estimated totals

ÔÔ The number of volunteers and volunteer hours

ÔÔ Inventory of employment opportunities provided, list of full 
time and part time positions as well as staff hired for the imple-
mentation of the event

ÔÔ An economic impact report identifying the amount of money 
spent locally by the organisation for goods and services, along 
with the number of out of town/city/region visitors, and the 
spending by visitors on specific services

d. The Process

The process of submission, evaluation and approval of proposals 
for funding events should be fully detailed and include the fol-
lowing:

ÔÔ Application deadline yearly

ÔÔ Staff review, including a review of applications, the preparation 
of an interim report detailing the number and range of applica-

tions, compared to the total funding requested, and staff evalu-
ations of previous events. During this process, applicants might 
be contacted for additional information, as well as clarification 
of certain items

ÔÔ Report on recommendations to the appropriate local govern-
ment committee. The Report should recommend the funding 
levels to the appropriate local government committee for ap-
proval.

ÔÔ Issuing of funds, according to maximum levels for each cate-
gory, with a final share retained until the post event report has 
been completed and accepted by the local government

e) Event Evaluation

The Event evaluation checklist will help to determine whether the 
government has a robust approach to the evaluation of events or-
ganized by organisations that requested financial support.

Event Evaluation

Key Criteria Yes No Unsure/
Partially

Local government has a specific 
policy for dealing with requests for 
funding from event organisers

Local government has a specific 
process for evaluation of the 
potential benefits from events

The majority of events supported 
by the local government have been 
successful in meeting the objectives

In addition to specifying the general objectives that the local 
government may require for an event, it may also demand more 
specific information about the economic benefits which are likely 
to be generated by the event. One way of providing this informa-
tion is by using questionnaires.
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13. SMART DECISIONS TOOLBOX

According to the methodology, an effective decision-making process 
should fulfil six criteria:

ÔÔ It focuses on what’s important;

ÔÔ It is logical and consistent;

ÔÔ It acknowledges both subjective and objective factors and blends 
analytical with intuitive thinking;

ÔÔ It requires only as much information and analysis as necessary to 
resolve a particular dilemma;

ÔÔ It encourages and guides the gathering of relevant information as 
well as informed opinion.

ÔÔ It is straightforward, reliable, easy to use, and flexible.

MARKETING TOOLBOX

Checklist. Marketing strategy information 

Information Yes No Unsure or Partially

Is the government demand-oriented towards its various markets (visitors, local residents, business, communities, environment, etc)?

Are there open communication or information channels between these markets and the government?

Are there sufficient levels of market research?

Are significant marketing decisions informed by such research?

Is the allocated research budget sufficient, and if not, how can it be increased?

Is the government sufficiently knowledgeable about the visitors, their expectations, their needs and wants, and their current impressions of the 
destination brand?

Is the government sufficiently knowledgeable about competitor offerings and what visitors think about them?

Does the current destination brand position reflect the correct values, goals and objectives of the government?

Are there appropriate feedback mechanisms in place for evaluation of the brand position? 

Is the destination brand properly disseminated throughout the target markets (visitors, local residents, business, communities, environment, etc)?

Is new product development focused on the required tourist experience? 

Do new tourist products fall within the scope of the government’s strategic objectives?

Are marketing channels getting through to appropriate existing and potential targeted visitor markets?

What messages are they receiving?

How can this message be enhanced?

How can the channel be enhanced?

Does the government need to search for new channels?
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Direct and Indirect Tourism Marketing Channels

Direct

Databases They hold records on stakeholders in the tourism industry (visitors, tourism businesses, tourism service providers, communities) which ensures easier stakeholder 
management. It also allows for easier relationship building between entities, thus aiming to create favourable conditions for all.

Internet Managing tourism information portals as well as government websites provides better directions for stakeholders. It assists the branding, the communications between 
stakeholders, and the information gathering for visitors. It also provides an important market research channel.

Consumer events They are a great channel for direct meetings and interaction with existing and potential visitors. Also, it is an opportunity to review the promotions and offerings of 
competitors. If such consumer events do not exist, the government might consider organizing an event to promote and   popularize the industry.

Indirect

Tour operators

They are essential to the tourism industry as an interface among destinations, tourism infrastructure and visitors. Tour operators and travel agents prefer to have open 
communication channels with the government. Thus, the doors are open for making strong relationships between the government and such enterprises on local level. 
This would also allow for dissemination of the brand message and the strategic plan through such agencies and gathering of information about the market and respective 
needs, aspirations and expectations. It is usually essential to work with tour operators and support them in order to ensure that marketing objectives are reached.

Advertising Local government can decide to advertise itself, thus providing communication to stakeholders and ensuring that all advertising within the tourism industry complies 
with the local government branding goals and values

Public relations
Public relations are not completely under control of the government. Press and news agencies may publish news which can either have positive or negative effects on 
people’s attitudes towards the destination. The standard tools for public relations in tourism include press releases, press conferences and briefings, interviews, media 
and industry co-operations, and press trips. Online PR, blogs and podcasts are tools that started to be used recently.

New marketing channels
New market channels should be explored in order to reach out to new markets and niche markets. If such channels are inexistent, the local government might undertake 
the creation of such channels.  Exhibitions can be one such example. The department can host an art exhibition showing the natural beauty and the community in the 
area with special focus on the tourism products.



81

Toolkit for management of sustainable destinations of South East Europe Annex

J.2 Annex: Surveys 

1. PUBLIC SECTOR:

Number of tourists/visitors per 100 residents

ÔÔ Please indicate the total size of the resident population in 
your destination:

ÔÔ How many tourist/visitors do you receive a year?

ÔÔ Number of second/rental homes per 100 homes

ÔÔ How many permanent residences are there in your destina-
tion?

ÔÔ How many second/rental homes are there in your destination?

Percentage of the destination represented by a destination man-
agement organization

ÔÔ How many towns, villages, and cities are there included in 
your destination?

Does your destination management organization represent all of 
the communities within your geographical jurisdiction?

Relative contribution of tourism to the destination’s economy (% 
GDP)

ÔÔ Which is the percentage of tourism contribution to your des-
tination’s economy (% GDP)?

Direct tourism employment as percentage of total employment

ÔÔ How many residents are directly employed in the tourism sec-
tor?

ÔÔ Number of tourist nights per month

ÔÔ How many tourist nights did your destination register last 
year?

Number of beds available in commercial visitor accommodation 
facilities per 100 residents

ÔÔ What is the total number of available beds at your destination

Occupancy rate in commercial accommodation facilities per 
month and in average for the year

ÔÔ Please indicate last year’s occupancy rate at your destination, 
per month:

ÔÔ Average price per room in the destination

ÔÔ What is the average room rate for accommodation in your 
destination?

ÔÔ Average length of stay of tourists (nights)

ÔÔ What is the average length of stay of tourists (how many 
nights do tourists typically stay at your destination)?

ÔÔ Average length of stay of same day visitors (hours)

ÔÔ Please indicate how many hours same-day visitors spend at 
your destination:
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Percentage of the destination with a sustainable tourism strategy/ 
action plan, along with agreed monitoring, development control and 
evaluation arrangement

ÔÔ Does your destination have a sustainable tourism strategy/ action 
plan along with agreed monitoring, development control and evalu-
ation arrangements?

ÔÔ If you have a sustainable tourism strategy/ action plan, do all of the 
communities within your destination participate in the strategy/ ac-
tion plan?

Percentage of the destination covered by a policy promoting local, sus-
tainable and/or fair trade products and services

ÔÔ Is there a destination policy in place promoting the purchase and use 
of local, sustainable, and/or fair trade products and services?

Percentage of the destination covered by a policy or plan that protects 
cultural heritage

ÔÔ Does your destination have a policy of protecting and enhancing 
cultural heritage?

Percentage of the destination’s biggest events which are focused on tra-
ditional/local culture and assets

ÔÔ Please list (up to ten) of the biggest events held in your destination. 

ÔÔ Please indicate in the boxes the events which are based on tradi-
tional/local culture

Percentage of the destination included in climate change adaptation 
strategy or planning

ÔÔ Does your destination participate in climate change adaptation 
strategic planning (e.g. water collection and storage, if applicable 
relocating tourism attractions, etc.)?

ÔÔ What is the total geographic area (km2) of your destination?

Percentage of destination (area in km2) that is designated for protec-
tion

ÔÔ What is the total geographic area (km2) designated as protected 
within the destination?

Percentage of destination covered by biodiversity management and 
monitoring plan

ÔÔ What is the total geographic area (km2) covered by biodiversity man-
agement and monitoring plan?

The destination has policies in place that require tourism enterprises to 
minimize light and noise pollution

ÔÔ Does your destination have policies in place that require tourism en-
terprises to minimize light and noise pollution?

Percentage of the destination and percentage of population covered by 
local strategy and/or plans to reduce noise and light pollution

ÔÔ Does your destination have a local strategy and/or plans to reduce 
noise and light pollution?

ÔÔ If yes, what percentage of the population lives in the area covered 
by this strategy?

Percentage of destination served by public transport that is accessible 
to people with disabilities and people with specific access requirements

ÔÔ What is the total geographic area (km2) served by public transport 
that is accessible for disabled passengers in your destination?
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2. VISITOR SURVEY

Average travel (km) by same day visitors from and to 
destination

ÔÔ Which is the postcode of your country of residence?

ÔÔ Country:  Postcode: 

Average travel (km) by tourists to and from home or 
average travel (km) from the previous destination to the 
current destination

ÔÔ Where did you come from today? □ Home □ Other Destination:  

Percentage of tourists and same day visitors using different 
modes of transport to arrive at the destination (public/
private and type)

ÔÔ What was the primary mode of transport you used to travel 
here?

□ Train  □ Airplane  □ Bus  □ Car (own, friends, firm) 
□ Car (hired)  □ Motorcycle  □ Bicycle
□ Walk  □ Caravan/Van/Truck  □ Boat/Ship/Ferry 
□ Other, please specify: 

Percentage of visitors using local/soft mobility/public 
transport services to get around the destination

ÔÔ What method of transport did you use/are you planning to 
use during your stay here?

□ Bicycle  □ Local public transport (bus, train…) 
□ Others (private cars, tour buses, taxi…)

Number of tourist nights per month

ÔÔ Did you stay here overnight?

Average length of stay of tourists (nights)

ÔÔ How many nights did you stay in this destination?

Average length of stay of same day visitors (hours)
How many hours did you spend in this destination?

Percentage of repeat/return visitors (within 5 years)
Was this your first visit to this destination?
How many times have you visited this destination in the last 
five years? 

Daily spending per tourist (accommodation, food and drinks, 
other services) Daily spending per same day visitor

ÔÔ How much did you spend per person per day during your stay 
here? (including accommodation, transportation within the 
destination, food and drinks, shopping and entertainment 
expenses)

□ < 25 €  □ 100 – 200 €  □ 25 – 50 €  □ > 200 €  □ 50 – 100 €

Percentage of visitors who are satisfied with their overall experi-
ence in the destination

ÔÔ Overall, I am satisfied with my visit to this destination.

ÔÔ Do you or someone else travelling with you have a disability 
or reduced mobility?

Percentage of visitors satisfied with the accessibility of the desti-
nation for people with disabilities or specific access requirements 

ÔÔ This destination takes the special needs of visitors with dis-
abilities into consideration in all areas of its operations (ac-
commodation, public transport, tourism attractions, etc.).
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3. RESIDENTS SURVEY

Percentage of residents who are satisfied with tourism in the 
destination (per month / season)

ÔÔ Overall, I am very satisfied with tourism in my destination in different 
seasons

ÔÔ There are benefits for the community from tourism and tourists visit-
ing my destination.

ÔÔ I have personal benefits from tourism and tourists visiting my des-
tination.

Percentage of residents satisfied with their involvement and 
their influence in the planning and development of tourism

ÔÔ Overall, I am very satisfied with residents’ involvement and influence 
in the planning and development of tourism.

Percentage of residents who have positive or negative views on 
the impact of tourism on destination’s identity 

ÔÔ In your opinion, what kind of effect does tourism have on the distinc-
tiveness and local identity, culture and heritage of your destination?

□ It’s damaging □ It helps maintenance □ It helps improvements 
□ It has no effect

ÔÔ In your opinion, what kind of effect does tourism have on the quality 
of your life in your destination?

□ It’s damaging □ It helps maintenance □ It helps improvements 
□ It has no effect

4. INDUSTRY SURVEY

Indicate your type of business:

□ Accommodation □ Catering □ Entertainment provider □ Out-
door recreation provider

□ Transport □ Other, please specify: 

Indicate your position in the business:

Percentage of seasonal jobs in tourism 

ÔÔ How many employees do you have throughout the year?

ÔÔ Full-time employees, Part-time employees, Seasonal employees, 
Trainees/Interns

ÔÔ Other, please specify: 

Percentage of tourism enterprises providing student internships

ÔÔ Does your enterprise provide student internship programs?

Percentage of men and women employed in the tourism sector

ÔÔ What is the number of women and men working in your enterprise?

ÔÔ Women Men / Full-time employees, Part-time employees, Seasonal 
employees, Trainees/Interns, Other, please specify: 

Percentage of tourism enterprises where a woman holds the po-
sition of general manager:
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ÔÔ Is the general manager in your enterprise a woman or a man?

Average wage in tourism for women compared to average wage 
for men (sorted by type of job in tourism)

ÔÔ Please indicate the gross combined salary per month for your em-
ployees:

ÔÔ Women Men / Full-time employees, Part-time employees, Seasonal 
employees, Trainees/Interns, Other, please specify: 

Average price per room in the destination

ÔÔ If you run an accommodation facility business, what is your average 
room rate?

Percentage of visitor attractions that are accessible to people 
with disabilities and/or participating in recognized accessibility 
schemes

ÔÔ Do you participate in a recognized accessibility scheme (certifica-
tion or labeling system that rates the accessibility of accommoda-
tion and attractions for visitors with limited mobility)?

Percentage of commercial accommodation facilities with rooms 
accessible to people with disabilities and/or participating in rec-
ognized accessibility schemes

ÔÔ If you run an accommodation facility business, do you have rooms 
adapted to the special needs of visitors with disabilities or visitors 
with limited mobility?

Percentage of tourism enterprises that have been inspected for 
fire safety in the last year 

ÔÔ Has your enterprise been inspected for fire safety in the past year? 

ÔÔ Inspection date: 

Percentage of ten largest tourism enterprises involved in desti-
nation management/ cooperative marketing

ÔÔ Does your enterprise participate in any cooperative marketing activ-
ities for the destination (e.g. involvement in associations of tourism 
enterprises or promotional / advertising programs)?
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The compilation of this toolkit was a collaborative effort of the members of  
the NALAS Task Force on Sustainable Tourism  (TF ST): 

Apih Jana, Regional Expert in Sustainable Tourism, Advisor of the TF ST  and

Abdalajbegovic Dzenana, representing the Association of Municipalities and Cities of the Federation of Bosnia and Herzegovina

Akıncı ilkay, representing the Union of Municipalities of Marmara

Coku Iva, representing the Association of Albanian Municipalities

Grujic Sladjana, representing the Standing Conference of Towns and Municipalities of Serbia

Kek Sasa, representing the Association of Towns and Municipalities of Slovenia

Kos Marko, representing the Association of Municipalities of the Republic of Croatia

Kupusija Amir, representing the Association of Municipalities and Cities of the Federation of Bosnia and Herzegovina

Lazarevic Sladjana, representing the Association of Towns and Municipalities of Republic of Srpska

Luncasu Irina, representing the Congress of Local Authorities of Moldova

Miroiu-Lamba Adrian, representing the Association of Communes of Romania

Mrvaljevic Darko, representing the Union of Municipalities of Montenegro

Nikolova Tania, representing the National Association of Municipalities in the Republic of Bulgaria

Sabani Sara, representing the Association of the Units of Local Self-Governments of the Republic of Macedonia

Sherifi Elena, representing the Association of Albanian Communes

Parts of this Toolkit are based on the Sustainable Tourism Planning Toolkit for the Local Governments of South East Europe – STPT,  
European Tourism indicators System – ETIS and Global Sustainable Tourism Review – GSTR.

Photography: Jelena Janevska | Goran Acevski | Bojan Ivanovic | Mishko Petkovski

Skopje, Macedonia, June 2015
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PARTNER ORGANISATIONS

Organizations, institutions and companies that have given significant support to NALAS and its Member Associations are recognized 
as NALAS Partners. Their support may include, but is not limited to lobbying for NALAS and its members, expertise support and 
financial support. In addition, NALAS proved to be a valued asset for many of these partners, by providing regional experience, guide-
lines or coordination of activities conducted in the member countries

Swiss Agency for Development 
and Cooperation 
Internet: www.sdc.admin.ch

Institutional Strengthening of the 
Network of Associations of Local 
Authorities of South-East Europe 
(NALAS)

Implemented by:
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Network of Associations of Local 
Authorities of South East Europe

www.nalas.eu


