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1. BRIEF INTRODUCTION 

 
Deliverable 1.2.1 “Identification of the indicators and data to be collected” part of 

Activity T 1.2 “Identification of Good practices and Benchmarking” aims identification of 

the indicators that will be used to evaluate the destination management in which all 

partners will contribute to identify them. 

The identification of indicators to evaluate destination management is done taking into 

account: 

 

• Literature review regarding to the indicators of the destination management 

evaluation. 

• Best practices identified at the local / national / global level of destination 

management 

• Market research done by each partner, in Activity T1.1, for the destination to which 

they belong, in relation to the perception of tourists on what the destination is 

offering and the evaluation of the destination by businesses that operate in the 

tourism sector. 

 

The identification of indicators to evaluate destination management will be used in 

questionnaire design, which will be distributed online and will be completed by each 

partner based on market research and data collected through questionnaires addressed to 

tourists and businesses, on the evaluation of their tourist destination. 
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Nowdays tourists have become more demanding seeking a more complex tourist product 

with a special focus at tourist experience. For tourism managers, and not only, this leads 

to a more complex managment process on all levels of decision making. Taking in 

consideration the dynamic environment and difficulties in predicting new changes as this 

new one of Covid 2019, creation, growth, development and survival of touristic 

destinations assumes continuous strategic thinking. 

The term tourist destination refers to the geographic area that is different from the place 

of the permanent residence of a tourist, where tourist activity is implemented and tourist 

products are consumed. It is possible to define it as a location of tourist consumption 

(Čavlek et al., 2011)1. Other authors define tourist destination as a flexible dynamic space 

(Dulčić and Petrić, 2001) or as one of the elements of the tourist system (Križman-

Pavlović, 2008). In a broader sense, tourist destination can be defined as “every 

destination of tourist travel, from an autonomous tourist object, airport or port to the 

tourist place, region and tourist country.2  

Trying to present the definition of tourism different authors has combined three elements: 

1. temporary movement of people to destinations outside their normal places of work 

and residence; 

2. activities undertaken during their stay in those destinations; 

3. facilities created to cater tourist’s needs.3  

 

From an economic perspective, to have satisfied customers, managers pay special 

attention to ensure a high quality product to fulfill their customer’s needs, maximizing in 

this way their company’s (hotel, travel agency, etc.) profits. In addition of these two 

actors, visitors and local business, there are two other actors of the same importance, 

residents and environment. In order that tourism does not simply generate revenue and 

benefits for a tourist destination, but to maximize them both with a special focus on 

sustainability, there is a strong need to coordinating activities to fulfill needs of all actors 

and stakeholders in this tourist destination.  

Destinations contain a number of basic elements which attract the visitor to the 

destination and which satisfy their needs on arrival for both groups of visitors: visitors 

staying overnight and day visitors . These basic elements can be broken down into 

attractions (the ‘must sees’ or ‘must dos’) and the other remaining elements4. From 

marketing perspective, to insure that customers expectations are met, a coordinated 

management of all these elements (attractions, amenities, access, marketing and pricing) 

is needed. While, from managerial perspective, this process provide a better use of all 

 
1 Irena Bosnić, Dejan Tubić, Jelena Stanišić.  Role of destination management in strengthening the competitiveness of 

Croatian tourism. Econviews. 2014. Pg.153-170. 
2 Irena Bosnić, Dejan Tubić, Jelena Stanišić.  Role of destination management in strengthening the competitiveness of 

Croatian tourism. Econviews. 2014. Pg.153-170. 
3 Cymynden Sir Gar. Destination Management Plan 2014-2018 
4 World Tourism Organization (2007). A Practical Guide to Tourism Destination Management. ISBN: 978-92-844-

1243-3. 
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actors efforts to promote and offer services to visitors by supporting businesses and local 

economies and at the same time ensuring a suitable environment, (physical, social and 

economic) in which to develop tourism.  

This takes on even greater importance taking in consideration that tourism nowadays has 

become an extremely competitive industry, which means to compete effectively 

destinations have to deliver excellent value to visitors. Public and private services and 

products combined with community interaction and hospitality affect tourist customer / 

visitor value.  To maximize customer’s value throughout the visit, from the moment they 

arrive to the moment they live, required the cooperation of all actors, leading to a 

common social economical goal.  This goal can only be achieve by a full management 

process for this destination. So the question is what destination management is? 

Destination management is defined by several authors, which have in common in their 

definitions the nature of it. They all see destination management as a process. A process 

of creating, guiding and adjusting factors that participate in the creation of a unique 

tourist product of a destination in which individuals, by working together in groups, 

effectively realize set socioeconomic goals.5 In this context, tourism destination 

management doesn’t differ from management of any other system that seeks profit. This 

becomes more evident while tourism is becoming an economic driver, for many countries, 

generating jobs and providing benefits to community of the area. Importantly the tourism 

sector needs to ensure that it is considered in the broader context of regional development 

and that it is recognised for its overall contribution and economic value to the region.6 

From a market perspective, tourist destination is a dynamic space whose boundaries are 

determined by the market itself. A considerable number of elements are considered 

crucial in creation of tourist system of a destination. These elements contribute directly 

and indirectly presenting a coordination challenge. With the emphasis at sustainability, 

tourism today seeks to preserve the elements of destination and to be noticed as an 

acceptable tourist offer. For this purpose, tourist destination management assumes a 

number of activities/ functions that are interwoven and complement each other. They 

can be connected with the basic functions of the management or related to planning, 

organization, human resources, leadership, control and a constant monitoring of a number 

of activities that are conducted on the operational level.7 So, destination management is 

seen as a process of leading, influencing and coordinating the management of all the 

aspects of a destination that contribute to a visitor’s experience, integrating both demand 

(the visitor/ consumer needs) and supply (the product or experience).8 This is made 

possible through a detailed management plan, which ensures coordination approach to 

steadily improving the quality of the visitor experience and to growing visitor numbers. It 

is through this plan that are identified the agreed roles of different stakeholders and the 

 
5 Irena Bosnić, Dejan Tubić, Jelena Stanišić.  Role of destination management in strengthening the competitiveness of 

Croatian tourism. Econviews. 2014. Pg.153-170. 
6 The guide to best practice Destination Management. Knowledge Transfer Services Pty Ltd. 
7 Irena Bosnić, Dejan Tubić, Jelena Stanišić.  Role of destination management in strengthening the competitiveness of 

Croatian tourism. Econviews. 2014. Pg.153-170. 
8 Principal for developing destination management plans. 
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actions they will undertake, helping in setting of realistic targets for economic impact 

with prioritizing so that scarce resources can be used to best effect.9 In simple words, a 

Destination Management Plan (DMP) is a shared statement of intent to manage a 

destination over a stated period of time, articulating the roles of the different 

stakeholders and identifying clear actions that they will take and the apportionment of 

resources.10 Even though tourism destination plan touch on marketing issues, it is more 

than a marketing plan. It of course focus in marketing and positioning of the destination, 

nature of the current tourism product and priorities for improvement, improvement of 

infrastructure, preserving the environment, selecting right direction for the future. All 

these are not something that can be done in isolation by one agency acting alone. These 

can be done by shaping policy and priorities, steering resources and forming the basis for 

people, businesses and organizations to work together in achieving common goals. DMP 

include a close consultation with key stakeholders and represents a consensus view of the 

most appropriate and effective way forward – in effect, a single point of reference for 

future action.11 

Managing a destination is necessary first for its competitiveness and sustainability. 

Destination management takes over the responsibility of defining long-term goals (where 

to go), considering all activities that lead to the realization of these goals (what to do) 

and achieving competitive advantages along the way (how to do it) (Ivanović in Blažević 

and Peršić, 2009).12 Tourism destination management strategies aim to develop a given 

region’s or area’s tourism, in a long-term, consistent, sustainable and complex way. The 

destination management cannot be covered solely by approaches for tourism marketing 

and project management (Aubert, 2011), it enables operator’s cooperation to ensure 

tourism experience for the visitors, and to optimize the various impacts of tourism, while 

also taking into account sustainability-related aspects.13  

Summarizing all we discused above, destination managment is a continuous process of 

coordinating, investing, developing and marketing the tourism potential of a destination 

in ways that provides value to visitors, businesses and communities.14 

 

In a more competitive environemt, different tourist destinations compete betwen them 

for customers/ visitors trying to establish a strong and unique positioning, using their own 

competitive advantages by offering a different kind of experience compared to other 

destinations, wisely using their attraction and resources pointing out at unique 

characteristics.  A coordinating management approach is needed to combine these efforts 

 
9 Cymynden Sir Gar. Destination Management Plan 2014-2018. 
10 Principal for developing destination management plans. 
11 Cymynden Sir Gar. Destination Management Plan 2014-2018 
12 Irena Bosnić, Dejan Tubić, Jelena Stanišić.  Role of destination management in strengthening the competitiveness of 

Croatian tourism. Econviews. 2014. Pg.153-170. 
13 Szabo’ D.R. Sustainable Tourism Destination Management Strategies: Using the EVIDENCES Model for Evaluating 

TDM Tenders. Some Current Issues in Economics, 2015. Komárno: International Research Institute sro. ISBN 978-80-

89691-20-3. 
14 Brain Trust Marketing & Communications, The Tourism Café, 2014. 
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to provide excellent quality service delivering for visitor, a superior value for money, and 

at the same time to protect resources and character that make this destination attractive 

ensuring that destination maintains its environmental integrity.  An issue that needs to be 

addressed is negative effect that accompanies tourism development a given destination 

such as social and cultural conflicts, affection to local lifestyles, traditions and values 

adversely.  A good destination management provides more than avoiding these. It 

contributes to tourism expenditures and consequent benefits for both businesses and 

community by supporting the development of community based products and experiences, 

advancing rural and experiential tourism, promoting small business development, 

exploring the potential of arts and crafts industries, etc.15 From marketing perspective, 

special focus is paid to brand creation and achieving brand loyalty. Only satisfied 

customers will seek for the same product again. In the case of tourist destination this is 

made possible only by delivering an excellent value to them. And of course combining all 

elements mention above and marketing and management efforts, the result will be return 

on tourism investment since visitors will be more attracted to the destination, more 

motivated to stay longer, increasing in this way per capita visitor expenditure, leading to 

a reduce of seasonality in visitor arrivals. Trying to summarize the advantages destination 

management brings, we can list the following:  

- Establishing a competitive edge; 

- Ensuring tourism sustainability;  

- Spreading the benefits of tourism;  

- Improving tourism yield; 

- Building a strong and vibrant brand identity.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 
15 World Tourism Organization (2007). A Practical Guide to Tourism Destination Management. ISBN: 978-92-844-

1243-3. 
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3. Identification of good practices on local/national/global 

level in destination management (example of good practices 

on destination management) 
 

In modern tourist markets there are destinations who compete not the companies, and as 

a complex company, a country must ask itself about the positioning of its individual 

destinations.  

Destinations are “competitive subjects”16, which mean that if the destination is not 

competitive, companies will find themselves sharing a limited number of customers. There 

are guidelines which stress the relevance of having a leading organizational entity at 

destination level and setting a sound framework of criteria and indicators for DMOs, based 

on the UNWTO.QUEST Certification; overall, to provide a set of recommendations for 

DMOs to improve their planning, managing and institutional governance.17 Destination 

management organizations (DMOs) play a major role in managing destination networks and 

in fostering cooperation between destination actors. DMOs are central figures in the 

governance of tourism destinations.18  

 

Destination management and destination marketing now represent the platform for 

achieving excellence in tourism destinations. It is especially important that destination 

management organizations (DMOs) perform all of their roles to face and adapt to new 

challenges. From traditional marketing and promotion boards the trend is for these 

entities to increasingly enlarge their scope to become all embracing DMOs, aiming to 

enhance the competitiveness and sustainability of destinations within a harmonious 

relationship between the residents and visitors.19 

 

Best practice examples below will show measures taken by destinations, which serve as 

inspiration for other destinations to innovate and to make tourism more sustainable.  

 

 

A. MANAGING THE CROWDS AT CHAUTAUQUA – BOULDER CVB20 

Boulder, Colorado’s remarkable Chautauqua Park is one of the most spectacular urban 

parks anywhere in the world. Framed by the Flatirons, usage of the park has boomed in 

recent years, from both a growing city population and increasing number of visitors. 

 
16Go, F.M., Govers, R., Integrated quality management for tourist destinations: a European perspective on achieving 

competitiveness, in «Tourism Management», 21(SI): 79-88, 2000. 
17UNWTO Guidelines for Institutional Strengthening of Destination Management Organizations (DMOs) – Preparing 

DMOs for new challenges, May 2019, eISBN: 978-92-844-2084-1, ISBN: 978-92-844-2083-4.  
18Pechlaner. H., Volgger.M., Herntrei. M., Destination management organizations as interface between destination 

governance and corporate governance, International Journal of Tourism and Hospitality Research, Volume 23, Issue 2. 

2012  
19UNWTO Guidelines for Institutional Strengthening of Destination Management Organizations (DMOs) – Preparing 

DMOs for new challenges, May 2019, eISBN: 978-92-844-2084-1, ISBN: 978-92-844-2083-4. 
20https://www.milespartnership.com/blog/best-practices-destination-management 

https://www.tandfonline.com/author/Pechlaner%2C+Harald
https://www.tandfonline.com/author/Volgger%2C+Michael
https://www.tandfonline.com/author/Herntrei%2C+Marcus
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Congestion, crowding, parking issues – all were creating significant resident concerns for 

the Boulder City Government and Boulder Convention & Visitors Bureau (CVB).  Kim Farin, 

Director of Marketing at Boulder CVB, outlined their response plan to tackle these 

problems. This included a range of initiatives to handle these increased numbers and 

educate visitors and locals on visiting the park. Efforts included the introduction of paid 

peak time parking fees for those visiting the park by car, offset by a free park and ride 

bus service to the park, a mobile visitor center in the park, staff at peak times to 

facilitate these transportation options, and a communication and marketing plan to let 

locals and visitors know about these options. 

The program made an impact. From rising resident complaints and criticism, the Boulder 

CVB and City Government started receiving compliments:  

 

“Thank you Boulder for giving us our neighborhood back. It’s night and day. The weekends 

are now so lovely. We can’t believe the peacefulness.” – Sandy, Boulder, Colorado 

resident. 

 

 

B. BOHINJ, A TOURISTIC RESORT 21 

 

1. Reason for taking the good practice action  

Bohinj is a tourist resort faced with a problem of seasonality - short but busy summer 

season is followed by a winter season. This form of tourism has been found to be 

economically, socially and environmental unsustainable, with pressure to build and run 

large capacity hotels with seasonal staffing and much of the income generated being taken 

out of Bohinj. 

With current trends in global warming, even the winter tourism (ski) season is unreliable 

and varies in length. This has put pressure on increasing the summer capacity, but the 

Bohinj community has learned from past mistakes and has 

decided to develop a sustainable tourism strategy - to reduce seasonality by extending 

the visitor season into the quieter spring and autumn months and focus on a higher quality 

and lower volume tourism product linked to the outstanding environmental 

assets (nature, landscapes and culture) of the area. 

 

2. Why? 

Issues and challenge 

- to reduce seasonality 

- to promote local culture and heritage 

- to raise awareness about Bohinj's unique nature and habitats, as well as cultural assets 

- to build a sustainable future for people and nature 

 
21https://destinet.eu/good-practices/good-practice-browser/good-practice-destinations-selection/best-practies-

example/bohinj-international-wildflower-festival 
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- to show how wild flowers and important habitats (Natura 2000) depend on traditional 

land management 

- to develop new, sustainable tourism products 

-  to create economic gain for businesses 

- to encourage potential investment from the outside 

- to join various heritage-related events under one unique festival 

- to raise the area's tourism profile (eco-destination) 

- to encourage the maintenance of traditional skills and crafts 

- to provide legacy for the future 

- to build bridges with other organizations nationally and internationally 

 

3. How? 

Methods /steps / tools used (to develop the good practice) 

a) Scottish experience with similar forms of tourism. An idea is born 

b) Presentation to the local community 

c) Consultation with the experts (national park, etc) 

d) Idea is accepted 

e) Community cohesion (village consultation with local, village meetings to explain 

proposal and ask them to collaborate) 

f) Nature guides training (organizing a training course for the guides) 

g) Create organizing framework, prepare marketing materials 

h) Organizing first festival 

 

4. Result 

Specific/measurable results, benefits 

Wild flowers continue to this day to play an important part in the local culture and there 

is a very strong desire amongst Bohinj people to promote and raise awareness of the 

unique natural and cultural heritage.  It is mostly through their efforts that the first 

“Bohinj International Wild Flower Festival" took place in 2007. 

This nowadays annual two week event that takes place at the end of May and beginning 

of June celebrates the culture, nature and landscapes of Bohinj, an economically, socially 

and environmentally fragile area of Slovenia. The festival provides a range of events and 

activities for both local people and visitors who get to know the richness of the alpine 

wild flowers and the variety of habitats in Bohinj (e.g. meadows, hills, mountains, lakes 

and rivers). 

 

Programme encompasses a variety of events that include local craft market, photo-

exhibitions, guided botanical tours (also on horseback), workshops with Slovene chefs, 

hay-cutting by hand, children's festival, environmental education workshops, illustrated 

lectures, concerts, traditional Slovene folk dances, best practices, workshops, 

photography tours... 
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 - 7 festivals organized, 8th starts on 24 May 2014 

- more than 23.000 visitors in all 7 years 

- 100 guided tours in all 7 years 

- more than 50 other events (concerts, exhibitions, workshops etc)  

- clear increase in number of guests and overnight stays in May in June (specific numbers 

are not available due to statistical restrains) in the last 4 years 

- 4 professionally trained specialist botanical guides 

- 2 new businesses 

Recognitions (e.g. awards) 

Finalist Sejalec 2011 - award for most innovative tourism achievements in Slovenia 

Wild Flower Europe - an international project that grew out of our festival. Nowadays 

annual wildflower festivals also take place in Bulgaria, Croatia, Romania, and Scotland. 

 

Reflection 

Challenges met 

Visitor and local community requirements are not the same and it has been 

difficult organizing events which fit in with the wide range of different behavior 

patterns. For example, a lot of tourists arrive by public transport or through package 

groups and are dispersed throughout the area. This makes it difficult for some guests to 

get to local village events.  The timing of events can also be crucial - early evening times 

which appeal to local people may well not be suitable for visitors because of the clash 

with the timings that hotels are serving dinner etc. 

The solution to both these issues has been relatively simple in that more events are held 

in more locations at different times to appeal to a wider range of people. Hotels are 

chosen as the venue for some events and activities to benefit from captive 

audiences.  Local tourism organizations and some accommodation providers are also now 

offering to organize transport for their guests to events outside their immediate area.  

 

Critical success factors 

It was mostly through active community efforts that the Festival Organizers became 

confident enough to promote their heritage more widely and hold the first ever “Bohinj 

International Wild Flower Festival” in 2007. 

However, the Festival would not work without local partnerships. It is the close 

involvement of local associations which adds color and vitality to the wide range of 

activities held under the festival banner. Tourism Bohinj (as main organizers of the 

Festival) makes every effort to make sure no local group is excluded and the range of 

partnerships extends from local bee-keepers to arts and theatre groups, village women’s 

groups, children’s activity groups and local tourism business associations. 

Another remarkable feature of the Festival is the range of external partners involved, 

from the President of Slovenia (as Honorary Patron of the event) through Slovene 

Government agencies, The Triglav National Park, tourism businesses, to the main funders 
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and supporters of the Festival, Bohinj Municipality and, of course, local village 

communities, farmers and local residents. 

 

 

C. IGUAZÚ NATIONAL PARK, PUERTO IGUAZÚ (ARGENTINA)22  

 

Iguazú National Park was created in 1934, and fifty years later it was declared a World 

Heritage Site by UNESCO.  

The National Parks administration called a public tender in 1995 to provide the park 

with new accessible infrastructure in the 40 hectares surrounding the Iguazú Falls, 

following stringent ecological criteria, improving services for visitors from around the 

world, and at the same time  

preserving nature. The Iguazú Argentina® company was awarded this tender. In the 

specific area of accessibility, different actions have been carried out involving the 

walkways, the interpretation center, and the associated shops, restaurants and 

accommodations, with the advice of people with disabilities and including 

accessibility as an integral part of the general management of the park.  

 

The park’s social and economic success story is now a national and international 

reference through its advisory and capacity-building activities offered free of charge 

for other municipalities in the Misiones province as well as in other provinces. The 

Iguazú Argentina company participates in talks, seminars and conferences both in 

Argentina and abroad.  

 

Manual on   

 

 

 

 

 

 

 

 

 

 

 

 

4. IDENTIFICATION OF INDICATORS TO EVALUATE THE 

DESTINATION MANAGEMENT 

 
22Manual on Accessible Tourism for All: Principles, Tools and Best Practices, Module V:Best Practices in 

Accessible Tourism, UNWTO Publications, 2016 
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At European level, it has been supported the idea that there is a direct association 

between the quality of the tourism experience offered within a tourist destination and 

the sustainability of the tourism industry.23 Decision-makers of a destination should follow 

a continuous process of constantly monitor the quality of the tourism services and products 

offered within the destination and the progress that is made, with the purpose of ensuring 

sustainable development of tourism. (European Commission, 2003, p.1). A significant 

contribution is given by creating a system of indicators for quality performance evaluation 

which can be constantly used by a tourist destination (QUALITEST European Manual, 2013). 

Indicators included in this manual can be used by all destinations management 

organizations for a better understand of destination position in regard with quality 

performance, identification of problematic areas, guiding through direction, helping in 

quality performance improvement. Main goals of this manual are focused in the possibility 

of offering a tourist destination the chance: 

1. to measure its own quality performance; 

2. to benchmark its own quality performance against other tourist destination; 

3. to monitor the quality performance over time. (European Commission, 2003, p.10) 

 

The QUALITEST tool is divided into 16 core indicators, grouped into two categories: 

1. quality of destination 

2. quality of tourist product.  

Each core indicator consists of three sub-indicators based on the:  

1. perceived quality,  

2. quality management 

3. quality performance.24 

 

These indicators are as follow: 

1. viability of local tourism industry; 

2. support to local tourism industry; 

3. marketing and promotion; 

4. quality of welcome; 

5. safety and security; 

6. air quality; 

7. local environmental quality; 

8. pre-arrival communication; 

9. accessibility; 

10. trasport; 

11. accomodation; 

 
23 Laura Cismru L. European tools for management and monitoring the sustainable development of tourist destinations. 

Review of General Management. Volume 21, Issue 1, Year 2015. 
24 Laura Cismru L. European tools for management and monitoring the sustainable development of tourist destinations. 

Review of General Management. Volume 21, Issue 1, Year 2015. 
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12. information; 

13. eating and drinking; 

14. activities; 

15. bathing water quality; 

16. Value for money.  

 

The above 16 indicators complement the integrated management of quality tourism 

destination in a way that focuses on the evaluation of four main elements:(European 

Communities; 2003, 2) 

1. satisfaction of the needs of tourists with quantitative and qualitative elements of 

the tourist supply;  

2. local people’s satisfaction with quality of life in the tourist destination and the 

effects of tourism at the local level;  

3. participants’ satisfaction with local tourist attractions achievements in the domain 

of the range and quality of supply as well as their relationship with customers; €  

4. finally, with satisfaction of all the participants from the quality of the environment, 

the implementation of sustainable tourism development, the impact of tourism on 

the environment of tourist destinations, concern about the historical and cultural 

heritage.25 

System of indicators provided by this manual is considered an Integrated Quality 

Management tool for tourist destinations which aims to achieve four key objectives: 

1. tourists high level of satisfaction; 

2. local tourism industry high level of satisfaction; 

3. local people’s higher quality of life; 

4. environmental higher quality. 

 

All four objectives that have been mentioned above need to be achieved in a balanced 

way (European Commission, 2003, p.4). Tourist destinations can use Qualitest model along 

with their own indicator while evaluate level of quality achieved. It can be used by all 

interested and responsible people for the quality management of tourist destinations 

(European Communities; 2003, 5):  

- a local DMO (destination management organization) who intends to apply the 

concept of integrated destination management and needs a tool for measuring and 

tracking (monitoring) the quality, and to compare the results with similar 

destinations or competition;  

- other public administration institutions interested in improving the quality of the 

tourism sector and looking for practical advice and recommendations;  

- providers of tourist services, from accommodation and food to the various activities 

that want to acquaint themselves with the key points of measurement and 

 
25 Rudančić-Lugarić. A. Integrated quality management of a tourist destination – The key factor in achieving a competitive 

advantage. 
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monitoring their own performance and results in the area of quality, tour operators 

and agents interested in monitoring the implementation of quality systems at 

destinations they send their clients and intend using the indicators as a basis for 

the dialogue with the destination’s local managers.26 

 

Taking in consideration literature review and market research we have identify 17 

indicators that will be used to evaluate the destination management. These 17 indicators 

divided in two categories are explained below: 

 

a. Indicators of  tourist destination quality evaluation 

b. Indicators of tourist product quality evaluation 

 

Viability of local tourism industry: It’s vital that the destination manager monitors the 

economic viability of the tourism industry in the destination. This ensures that the tourist 

services are continuing to be competitive, and also ensures that the destination maintains 

its fundamental identity.27 Ensure viable, long-term economic operations, providing socio-

economic benefits to all stakeholders that are fairly distributed, including stable 

employment and income-earning opportunities and social services to host communities, 

and contributing to poverty alleviation.28 

Support to local tourism industry: Tourism businesses in their greatest part are SMEs and 

micro-enterprises. These organizations do not have the resources necessary to carry on 

the vital process of product innovation and quality improvement, after the initial success 

of establishing the business has occurred.29 There are different kind of support a business 

engaged in tourism industry can obtain like, advice centers, funding programs, soft loans 

etc. 

Marketing & Promotion: Despite the best of tourism product designs, if no one knows the 

product exists, then all is for naught. A tourism product must also include promotions, 

even if that is “only” word-of mouth.30 Promotion need not necessarily follow public sector 

boundaries and indeed may often cut right across them to represent many regions or 

destinations, although individual regions may also be responsible for their own marketing.  

Destination marketing should face outwards to attract visitors to the area. It should 

promote what is most attractive to potential visitors and most likely to persuade them to 

come. The key functions are: 

o Destination promotion, including branding and image; 

 
26Rudančić-Lugarić. A. Integrated quality management of a tourist destination – The key factor in achieving a competitive 

advantage. 
27Enterprise DG Publication, A Manual for Evaluating the Quality Performance of Tourist Destinations and Services  
28http://www.greentourism.eu/en/Post/Name/SustainableTourism 
29Enterprise DG Publication, A Manual for Evaluating the Quality Performance of Tourist Destinations and Services 
30Stange. J., Brown D., Solimar International. Tourism destination management. Achieving sustainable and competitive 

results. Sustainable Tourism: International Cooperation for Development online toolkit and resource series. 
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o Campaigns to drive business, particularly to SMMEs (Small medium and micro 

enterprises); 

o Unbiased information services; 

o Operation/facilitation of bookings; 

o CRM (Customer Relationship Management).31 

 

Quality of welcome:  One of the elements of destination experience is hospitality 

(hospitableness) of local residents.32 They provide the hospitality resources as the hosts 

and providers of personal services creating an integral part of the tourism development 

agenda. Hospitality refers to the “friendliness of local population and community attitudes 

towards tourists”.33  

The attitudes of local people—for example warm, friendly and hospitable—is an important 

indicator of tourists’ satisfaction and, beyond that, influences their impression of the 

destination.34  

Safety and security in destination: In the tourism industry, the topic of safety and security 

is of vital importance globally. Security and safety have become a complex 

multidimensional notion with a wide range of components belonging to it: political 

security, public safety, health and sanitation, personal data safety, legal protection of 

tourists, consumer protection, safety in communication, disaster protection, 

environmental security, getting authentic information, quality assurance of services etc.35 

It is important that the tourists feel safe and secure at all times on their holiday. One way 

to achieve this is via a crime prevention initiative, which actively involves the tourist and 

transport services in the destination, as well as the local police force. The availability of 

good quality health services is also an important parameter for many tourists, for example 

families with young children.36  

Air quality: Tourism destinations are increasingly concerned about global climate change 

and considering to become involved in the adoption of mitigation policies that reduce 

global emissions. On the other hand, behavioral sciences have shown that consumers’ 

choices may be significantly influenced by the way that they are framed.37 Given that air 

 
31 World Tourism Organization (2007). A Practical Guide to Tourism Destination Management. ISBN: 978-92-844-

1243-3. 
32Kastenholz, E., Carneiro, M.J. and Euse ́bio, C., “Diverse socializing patterns in rural tourist experiences–a 

segmentation analysis”, Current Issues in Tourism, Vol. 21 No. 4, pp. 401-421, 2015  
33Dwyer, L. and Kim, C., Destination competitiveness: determinants and indicators”, Current Issues in Tourism, Vol. 6 

No. 5, pp. 369-414, 2003.  
34Chen, C.-F. and Chen, F.-S., Experience Quality, Perceived Value, Satisfaction and Behavioral Intentions for Heritage 

Tourists, Tourism Management, 31, 29-35., 2010 
35Kôvári, Zimányi, Safety and security in the age of global tourism, Applied Studies in Agribusiness and Commerce – 

APSTRACT Agro inform Publishing House, Budapest. 
36Enterprise DG Publication, A Manual for Evaluating the Quality Performance of Tourist Destinations and Services, 

European Communities, 2003 
37Sajjad. F., Noreen.,U, Zaman., K.,  Climate change and air pollution jointly creating nightmare for tourism industry, 

Springer-Verlag Berlin Heidelberg, 2014. 
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pollution poses a great threat to human health, the climate, and ecosystem, in 2014, the 

United Nations Environment Assembly (UNEA) made air quality improvement a top priority 

for world sustainable development. 38 The taste of the car's exhaust gas and the smell of 

the factory waste will make people feel that the environmental pollution is very serious39 

and of course the choice of tourist destination will get influenced from all of these. For 

this reason, the developing countries must not ignore the negative impacts of air pollution 

on tourism industry.  

Local environmental quality: Environmental quality is an integral part of the quality of 

the natural attractions and refers to the quality of the natural features of the destination 

that can be deteriorated by human activities. Natural features like beautiful scenery, 

natural hydrologic structures, clean water, fresh air and species diversity can suffer from 

pollution and therefore lose their attractiveness.40 As there are rapid deteriorations in the 

environmental quality, future generations are threatened from a serious danger such as 

global warming. It is for this reason that many countries have initiated precautions to 

prevent these deteriorations, helping in this way the primary concern for destination 

managers. For the competitiveness of most types of tourism destinations, maintaining a 

high level of overall environmental quality is very important.   

Pre-arrival communication: Before the tourist even arrives in the destination, the quality 

process has already begun, via the pre- arrival communication between the destination 

and the tourist.41 If the information is available and effectively communicated the 

objective of making the travel easier and more efficient between countries will be 

achieved. This is because it has a significant influence on the tourists’ expectations, while 

if the communication is misleading, the tourists experience a negative quality. Indeed, 

from a consumer perspective, perception may be as important as reality. Measures to 

provide for a smoother travel experience for travelers, meanwhile, are likely to have a 

qualitative impact on the overall tourism experience and the perception of a country as 

welcoming and tourist friendly.42 It represent a challenge for every country achieving 

success on building awareness of actual temporary entry requirements and promoting 

travel facilitation initiatives. Any change in this regard must be accompanied by making 

information available to ensure positive tourism outcomes.  

Accessibility: Accessible tourism enables all people to participate in and enjoy tourism 

experiences... Sometimes access means the opposite. Sometimes an attraction is 

attractive because it is difficult to get to, such as wilderness areas and for adventure 

 
38Melamed, M.L.; Schmale, J.; von Schneidemesser, E. Sustainable policy—Key considerations for air quality and climate 

change. Curr. Opin. Environ. Sustain. 2016, 23, 85–91.  
39Brody S D, Peck B M, Highfield W E. Examining localized patterns of air quality perception in Texas: a spatial and 

statistical analysis. Risk Analysis, 2004, 24(6): 1561-1574.  
40Mihalic. Tanja., Environmental management of a tourist destination A factor of tourism competitiveness, Tourism 

Management, 21 (2000) 65}78  
41Enterprise DG Publication, A Manual for Evaluating the Quality Performance of Tourist Destinations and Services  
42Travel facilitation, tourism and growth, Part I, Chapter 2, OECD Tourism Trends and Policies, 2014    
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activities. Either way, access is essential to the exploitation of the attraction.43 The 

destination should be accessible to a large population base via road, air passenger 

services, and rail or cruise ships. Visitors should also be able to travel with relative ease 

within the destination. Visa requirements, ports of entry, and specific entry conditions 

should be considered as part of the accessibility of the destination.44 

Thus, accessible tourism is the ongoing endeavor to ensure tourist destinations, products 

and services are accessible to all people, regardless of their physical limitations, 

disabilities or age. This includes publicly and privately owned tourist locations, facilities 

and services. 

Accessible tourism involves a collaborative process among all stakeholders, Governments, 

international agencies, tour-operators and end-users, including persons with disabilities 

and their organizations (DPOs). A successful tourism product requires effective 

partnerships and cooperation across many sectors at the national, regional and 

international levels 

Transport: Within the tourism literature, there has been some recognition of the influence 

of public transport, in terms of its availability and suitability for use by visitors, on both 

the visitor experience of a destination and its perceived attractiveness.45 For this reason, 

major investments, or new services development are presented in the public transport 

systems of many countries, in order to make them more competitive with other means of 

transport. Transport is repeatedly identified as one of the key elements of the over-all 

tourism product at a destination46.  

Accommodation: Accommodation is a vital and integral part of the tourism market and, 

as travel, it represents one of the pillars of tourism. The accommodation industry employs 

a high proportion of young workers, and a significantly higher level of part-time, seasonal 

and casual labor than other tourism industries, placing accommodation employers at 

heightened risk of repeated high labor.47 The accommodation sector development should 

be a fundamental element of the overall destination planning process. Only in this way 

the accommodation can ensure that contributes effectively to tourism development plans 

and objectives.  

Information: Information plays a crucial role for the tourism market and together with the 

hospitality can make destinations more attractive. The efficient and effective 

information, adequately provided services, and well treated tourists, represents what 

 
43Stange. J., Brown D., Solimar International. Tourism destination management. Achieving sustainable and competitive 

results. Sustainable Tourism: International Cooperation for Development online toolkit and resource series. 
44World Tourism Organization (2007). A Practical Guide to Tourism Destination Management. ISBN: 978-92-844-

1243-3. 
45Thompson.K., Schofield.P., An investigation of the relationship between public transport performance and destination 

satisfaction, Journal of Transport Geography, 2007  
46Page, S.J., 2004. Transport and Tourism: Global Perspectives. Longman, Harlow. 
47

Measuring Employment in the Tourism Industries, Guide with Best Practices, World Tourism Organization (UNWTO) 

and International Labor Organization (ILO), 2014 



 

 

Page 19 of 24 

attracts more tourist in different places. The capacity of residents, tourists, and tourism 

promoters, to communicate in time and space, are dilated with the use of information 

and communication techniques that transcend the need to transfer the information 

personally.48 Inclusively, information can be absorbed by tourists in streets, squares and 

by utilizing mobile phones, laptops, and televisions,49 while there are also tourist guides, 

tourist signaling, and especially, tourist information centers that helps tourists and 

destinations relationships everywhere.   

Eating and drinking: Represents an important source of satisfaction for visitors influencing 

in this way tourists’ revisit intension in different destinations. Food offers a pleasurable 

experience that pulls tourists to a destination because it satisfied the physiological needs 

of tourists and also their psychological aspect. From the cultural perspective, food 

experience portrays the images of cultural experience, status, and cultural identity50,  

which is usually developed from the unique aspects of gastronomy that can only be found 

in that particular destination. Gastronomy forms the social, cultural, economic, and 

environmental history of towns and the people live in there,51 so imperative attributes for 

an authentic food experience are local culinary resources and ingredients, the 

preservation and teaching of traditional cooking methods and also the enjoyment of the 

end product. Food reflects the specific way of life in the different geographical areas and 

underpins the tradition in rural areas and modernity in urban areas.52  

Activity: Every visitor experiences an attraction, but how they experience depends on the 

activity they select. A person can experience Mount Everest vicariously through the 

Internet or from the porch of a cushy mountain lodge. They could also experience it by 

scaling the mountain to its death-defying icy peak. Thus it is erroneous to say that Mount 

Everest offers a particular kind of experience; it may be short-hand for mountaineering, 

but experience depends on the activity.53 

Bathing water quality: It is very important to ensure the quality and safety of lake, river 

or sea water. Any exposed risks can have a significant impact on destination 

attractiveness. These are also an indication of ineffective waste water treatment.54 In 

order to support economic activities such as tourism and to protect the ecosystem, the 

 
48Tavares, J.M.,

 
Neves. O.F., Sawant. M.Th. importance of information in the destination on the levels of tourist 

satisfaction, International Journal of Tourism Policy 8(2):129, January 2018 
49Gursoy, D., & Mccleary, K. (2004). An integrative model of tourists’ information search behavior. Annals of Tourism 

Research, Vol.31, No.2, 353-373. 
50Frochot, I. 2003. An analysis of regional positioning and its associated food images in French tourism regional 

Brochures. Journal of Tourism and Travel Marketing 14 (3/4): 77-96.  
51Mitchell, R. and Hall, C.M. 2006. Wine tourism research: The state of play. Tourism Review International 9 (4): 307-

332.  
52Roozbeh, B.H., Ng, S.I., Boo, H.C., Effect of food experience on overall satisfaction: comparison between rest-time 

and repeat visitors to Malaysia, International Food Research Journal 20(1): 141-146, 2013  
53Stange. J., Brown D., Solimar International. Tourism destination management. Achieving sustainable and competitive 

results. Sustainable Tourism: International Cooperation for Development online toolkit and resource series. 
54European Tourism Indicator System Toolkit-For Sustainable Destination, February 2013. 
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cleaning of polluted water is required. At the European level, bathing water information 

is made available to the public through the EEA's bathing water website55 which allows 

users to view bathing water quality at more than 21 000 coastal beaches and inland sites 

across Europe.56  

Parks and garden: Visiting parks and gardens is a form of cultural tourism. The cultural 

value of parks and gardens is the result of their aesthetics, history, social and scientific 

importance.57 Castle gardens and royal domains were the first development of green 

spaces from the touristic point of view. People can visit gardens as part of their holidays 

or within their leisure time. For holidaymakers visiting garden attractions can be the sole 

motivator to travel to a certain destination,58 while there are also visitors who see garden 

as another element of their holiday. In 1661, in England appeared the first pleasure 

gardens. They were leisure places where people spent their time listening to music, taking 

part in theatrical performances or simply strolling along tree-bordered walks.59  

A strong movement of garden recognition and visiting developed in Western Europe during 

the 20th century, when gardens became known for their cultural, as well as for their 

tourism resources. Great Britain, the Netherlands, France, Belgium and Italy developed 

trusts and associations in charge of protection and management of historical gardens.60 

To arouse public interest in gardens, promotional plans were conducted in this period. 

After this, gardens became heritage, and also was done a lot to define historic gardens 

and setting the parameters for their maintenance, conservation, restoration, 

reconstruction and use.  

Value for money: It represents the value received in destination by tourists toward the 

price that they have paid. Visitor satisfaction is an important indicator from the demand 

side and it helps to understand consumer preferences, the value of their experiences and 

future intentions. Obtaining visitor feedback through official surveys is equally important 

to gain insight on customer satisfaction and the competitiveness of the tourist offering. 

Enhancing customer satisfaction should be one of all destinations’ primary functions and 

a prerequisite for the development of a strategy leading to a destination’s enhanced 

attractiveness and its competitive positioning.61 The stated preferences of visitors are also 

 
55EEA bathing water website, available at http://www.eea.europa.eu/themes/water/status-and-monitoring/state-of-

bathing-water/state,  
56European bathing water quality in 2016, EEA Report No 5/2017, ISSN 1977-8449  
57Cianga.,N, Popescu.,A, Green spaces and urban tourism development in Craiova municipality in Romania, European 

Journal of Geography Volume 4, Issue 2: 34-45, 2013, Association of European Geographers  
58Bauer-Krösbacher. C., Payer.H., Profiling the European Garden Heritage Tourist: Literature Review, Survey & Garden 

Expert Results, Report, March 2012   
59Racine, M., David, T., Le tourisme de jardins. Son développement en France et dans quelques pays d’Europe, Les 

cahiers de l’AFIT, 1994.  
60Cianga.,N, Popescu.,A, Green spaces and urban tourism development in Craiova municipality in Romania, European 

Journal of Geography Volume 4, Issue 2: 34-45, 2013, Association of European Geographers  
61Dmitrovic, T., Cvelbar, K. L., Kolar, T., Brencic, M. M., Ograjensek, I., Zabkar, V., Conceptualization tourist 

satisfaction at the destination level”, International Journal of Culture, Tourism and Hospitality Research,2009 

http://www.eea.europa.eu/themes/water/status-and-monitoring/state-of-bathing-water/state
http://www.eea.europa.eu/themes/water/status-and-monitoring/state-of-bathing-water/state
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important in determining the likelihood of repeat visits and thus future competitiveness 

to generate economic benefits.62 So, tourist satisfaction is assumed as one of the crucial 

elements for a superior advantage or a distinctive image, as it influences the choice of 

destination and the decision to return.63  

 
  

 
Pearce, Competitive destination analysis in Southeast Asia”, Journal of Travel Research 
62Dupeyras, A. and N. MacCallum, Indicators for Measuring Competitiveness in Tourism: A Guidance Document”, 

OECD Tourism Papers, 2013.  
63Ellis, B., Marino, A managerial approach for customer satisfaction and fulfillment of the marketing concept”, Journal 

of Applied Business Research, 1982.  

Yoon, Y., Uysal, M., An examination of the effects of motivation and satisfaction on destination loyalty: a structural 

model”, Tourism Management 26:, 2005   
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