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Resource 1A - Green Destinations - Tourism Impact Assessment Worksheet 

 
Theme / Topic Tourism Inventory and Relevant 

Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Theme 1: Destination Management 
Visitor 
Monitoring 
 
Relevant 
criteria: 
1.6 Tourism 
Impact 
Assessment 
1.10 Visitor 
monitoring 
 

List general visitor data, where 
available: 

- Total number of tourist arrivals 
- % of domestic and international 

tourist arrivals 
- Top 3 international source markets  
- Average length of stay 
- Average tourist expenditure 
- Top 3 sites or attraction in terms of 

visitor volume 
- Low and high peak seasons 

 

Briefly describe the forecasted visitor trends in 
the short-term (up to 4 years) and how this may 
affect your destination sustainability goals. For 
example: 

- We are expecting an increase of long-haul 
visitor arrivals with the re-opening of China’s 
borders. Aside from increased pressure and 
visitation in our key sites, we are anticipating 
to go over our carbon budget for 2023-2024. 

- We are expecting to decrease the seasonality 
in our destination in view of our newly 
implemented marketing scheme for short-
haul markets and slow tourism. We are 
hopeful to achieve our targets to increase 
local tourism employment opportunities while 
increasing the average tourist expenditure 
than is retained in our local economy. 

Briefly describe how the destination is preparing for the projected impacts of your 
visitor trend forecast as defined by your tourism strategy, action plan, or 
programs. 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Fill in for your 
destination: 

   

Theme 2:  Nature & Scenery 
Protected Areas  
 
Relevant 
criteria: 
2.1 Nature 
conservation 
2.3 Natural 
resource 
protection 
2.6 Wildlife 
protection 

List of protected areas and indicate for 
each their key values (the reasons of 
their protection) 
Key values may be related to ecological, 
aesthetic, or cultural values. 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- Contributions to the conservation or 
degradation protected areas 

- Boost in tourism arrivals and promotion by 
declaring new protected areas 

- Influence on livelihood, migration, or other 
social impacts on communities living within 
protected areas 

Indicate how these key values are protected:  
+ by law or regulations (international, national, local) 
+ by management or accessibility rules (e.g. interpretation panels, centre; only 
accessible on signposted trails; guided tours) 
Indicate whether the key values are sufficiently protected in the next 2-4 years. 

Fill in for your 
destination: 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Natural 
Resources 
 
Relevant 
criteria: 
2.3 Natural 
resource 
protection 

Types of natural resources that may be 
extracted for economic use (oil, gas, 
sand, stone, timber, minerals, gems, 
etc.) 
 
List of extraction sites directly affecting 
tourism assets 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- How tourism helps promote natural resource 
protection 

- Changes in natural resource stocks from 
tourism infrastructure development 

- Degradation of tourism assets and their key 
values from nearby extraction of natural 
resources 

 

Indicate how key resources are protected:  
+ by law or regulations 
+ by management or accessibility rules. 
Indicate whether key values are sufficiently protected 

Fill in for your 
destination: 
 
 

   

Invasive Alien 
Species 
 
Relevant 
criteria: 
2.4. Invasive 
alien species 

List of known invasive alien species in 
your destination and indicate the 
critical natural assets that are directly 
affected, if relevant. 
Critical natural assets may include vital 
watershed systems, forested areas, or 
specific species affected. 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- how tourism helps address or worsen invasive 
alien species 

- significant and observable ecological changes 
in critical natural tourism assets due to the 
introduction or existence of invasive alien 
species 

Indicate how invasive alien species are monitored and addressed: 
+ by law or regulations 
+ by management or accessibility rules 
+ include site/attraction-specific or species-specific regulations, if relevant 
Indicate whether critical natural tourism assets are sufficiently protected 

Fill in for your 
destination: 

   

Landscape and 
scenery 
 
Relevant 
criteria: 
2.5 Landscape & 
scenery 

List the destination’s landscape and 
scenic features (natural or man-made 
cultural landscapes and geological 
features) and indicate for each their key 
values (the reasons of their 
protection). 
Key values may be related to ecological, 
aesthetic, or cultural values. 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- Preservation or restoration of landscapes and 
sceneries because of tourism 

- Observable changes to landscapes and 
sceneries because of tourism infrastructure 
development 

Indicate how these key values are protected:  
+ by law or regulations 
+ by management or accessibility rules  
Indicate whether key values are sufficiently protected in the next 2-4 years 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Fill in for your 
destination: 
 
 

   

Conservation 
and Promotion 
of Wildlife 
Species 
 
Relevant 
criteria: 
2.1 Nature 
conservation 
2.6 Wildlife 
protection 
2.7 Nature & 
wildlife 
interactions 

List the destination’s flora and fauna 
species of special interest; in particular 
those on the IUCN and local red lists 
and CITES Index I & II, and indicate their 
key values (the reasons of their 
protection), if any. 
Key values may be related to 
threatened level (global or local), 
ecological or cultural values. 
 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- Changes in perceived importance of species 
because of tourism 

- How tourism affects illegal extraction, trade, 
or sale of wildlife species and their byproducts 

- Behavioural and population changes of 
wildlife species because of tourist interactions 

 

Indicate how these key values are protected:  
+ by law or regulations (e.g. CITES, EU legislation, Ramsar convention) 
+ by management or accessibility rules 
Indicate whether the key values are sufficiently protected in the next 2-4 years 

Fill in for your 
destination: 
 
 

   

Captive Animals 
in Tourism 
 
Relevant 
criteria: 
2.8 Captive 
animals in 
tourism 

List of key sites or attractions that host 
captive animals for leisure/tourism 
and indicate for each their key values, if 
any. 
Key values for captive animals in 
tourism may include conservation 
measures, scientific research, or public 
education. 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- effects of increasing/decreasing visitation on 
captive animal welfare 

- effects of establishing captive animal sites or 
attraction on visitation 

 

Indicate how captival animal welfare is ensured and promoted: 
+ by law or regulations 
+ by management or accessibility rules 
+ include site/attraction-specific or species-specific regulations, if relevant 
Indicate whether key values are sufficiently protected 

Fill in for your 
destination: 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Theme 3:  Environment & Climate 
Noise Pollution 
 
Relevant 
criteria: 
3.1 Noise 

List sources of noise and noise contours 
(such as airports, events, power 
generators, traffic, etc.) 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- changes in sound levels in critical areas, such 
as residential, wildlife, and tourism 
areas/sites 

- how tourism affects the destination’s 
soundscape 

 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations 
+ by management or accessibility rules 
+ include site/attraction-specific or species-specific regulations, if relevant 
Indicate whether sufficient protection against noise is guaranteed (eg. a noise 
contour map is part of spatial planning regulations) 

Fill in for your 
destination: 

   

Light Pollution 
 
Relevant 
criteria: 
2.2 Light 
pollution 

List sources of light related to beaches, 
natural areas and forests 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- changes in night sky brightness levels in 
critical areas, such as esidential, wildlife, and 
tourism areas/sites 

- how tourism affects regulations for beach 
lighting and infrastructure development 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations 
+ by management or accessibility rules 
+ include site/attraction-specific or species-specific regulations, if relevant 
Indicate whether sufficient protection against light is guaranteed (eg. a Dark Sky 
Policy) 

Fill in for your 
destination: 

   

Water sources  
 
Relevant 
criteria: 
3.4 Water 
sourcing 
3.5 Water 
consumption 
reduction 

List the sources of water supply and 
indicate whether supply level is 
sufficient for current and forecasted 
water demand 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- effects of tourism development on water 
demand 

- critical changes in water supply because of 
tourism development and aggravated by 
climate change 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations 
+ by management or accessibility rules 
+ by water conservation programs 
+ include site/attraction-specific or species-specific regulations, if relevant 
Indicate whether a safe water supply is guaranteed  
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

- effects of increased participation of tourism-
related establishment in water conservation 
programs in the destination 

Fill in for your 
destination: 

   

Water quality, 
hydrology 
 
Relevant 
criteria: 
3.6 Water 
quality 
monitoring & 
response 

List your coastal waters, rivers, lakes, 
waterfalls etc. and indicate for each 
their key values (the reasons of their 
protection) 
Key values may be related to ecological, 
economic, aesthetic, or cultural values. 
 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- changes in water quality from increased use 
or nearby infrastructure development 

- changes in hydrology due to removal or loss 
of vegetation and soil compaction from 
trampling  

 
 

Indicate how these key values are protected:  
+ by law or regulations (e.g. Marine Protected Area management plans, EU 
legislation, Ramsar) 
+ by management or accessibility rules 
+ include site/attraction-specific or species-specific regulations, if relevant 
Indicate whether the key values are sufficiently protected in the next 2-4 years 

Fill in for your 
destination: 

   

Wastewater 
 
Relevant 
criteria: 
3.7 Wastewater 
treatment 

Describe where/how sewage and 
industrial wastewater is treated and 
released 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- changes in effluent discharge over the 
seasonal fluctuation of visitors during the 
year 

- how tourism affects improving wastewater 
systems 

 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
Indicate whether safe water treatment is guaranteed  

Fill in for your 
destination: 
 

   



 9 

Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Waste 
management 
 
Relevant 
criteria: 
3.8 Sold waste 
reduction 
3.9 Waste 
separation & 
recycling 
3.10 Waste 
disposal 
3.11 Littering 

Describe where/how waste is collected 
and disposed (organisation of waste 
management, recycling facilities) 
 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- changes in waste generated in relation to 
visitor arrivals 

- changes in number of recycled waste and 
materials 

 
 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
Indicate whether sustainable waste management is guaranteed  

Fill in for your 
destination: 
 

   

Air Pollution 
 
Relevant 
criteria: 
3.13 Reducing 
transport 
emissions from 
travel 
3.14 Low-impact 
mobility 
3.15 Public 
transportation 

List air quality issues and primary 
sources in the destination 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- effects of expanding low-impact public 
transportation project in the destination 

- changes in transport-use patterns among 
residents and visitors after low-impact 
mobility program implementation 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
Indicate whether a safe air quality is guaranteed  
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Fill in for your 
destination: 

   

Green Energy 
 
Relevant 
criteria: 
3.16 Reducing 
energy 
consumption 
3.17 Renewable 
energy 

Describe where/how renewable 
energy is generated / sourced in the 
destination 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- changes in number of tourism-related 
establishments using renewable energy 

- changes in energy demand from tourism 
activities 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
Indicate whether renewable energy generation is guaranteed  

Fill in for your 
destination: 
 

   

GHG Emissions 
 
Relevant 
criteria: 

Indicate current GHG emission 
measurements and describe how they 
are measured, reduced, and 
monitored. 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- Increasing number of stakeholder 
participation in GHG Emission Reduction 
Campaign 

Indicate how GHG emissions are reduced  
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

3.12 GHG 
emissions and 
climate change 
mitigation 
 

- Improvements in legislation following a 
strong lobbying campaign from the local 
tourism sector 

Fill in for your 
destination: 

   

Climate Risks 
 
Relevant 
criteria: 
3.19 Responding 
to climate 
change 
adaptation 
 

Indicate climate risks in the destination 
and list key tourism assets most 
vulnerable to climate risks 

SSummarise current and expected positive and 
negative tourism-related impacts for example: 

- Changes in perception and attitude of 
residents and tourism stakeholders toward 
climate change adaptation after climate 
resiliency program 

- Increasing number of tourism-related 
establishments implementing a climate 
change adaptation plan 

 

Indicate how key tourism assets are protected from climate risks  
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
Indicate how climate risks are responded to for the entire destination 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Fill in for your 
destination: 

   

Theme 4: Culture & Tradition 
Tangible 
Cultural 
Heritage 
 
Relevant 
criteria: 
4.1 Tangible 
cultural heritage 
4.3 Protecting 
cultural 
artefacts 

List sites of cultural (built) heritage in 
the destination such as: 
Architecture (churches, temples, castles, 
walls, cities, trails etc) 
Museums (history, art, etc) 
Archaeological sites 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- Changes in the understanding and sharing of 
the value of cultural heritage, towards to the 
promotion of its value through experiential 
visits; 

- Adequate prevention of high value objects 
and monuments, because of general 
knowledge  of a detailed inventory of the 
cultural heritage of the destination; 

- Change in the perception of the sense of place 
by residents, for example through a 
modification in the types of shops and shops 
in the historic centre; 

- Alteration of the level of satisfaction by both 
tourists and residents because of the change 
in visitors to cultural sites. 

 

Indicate how these key values are protected:  
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
Indicate whether key values are sufficiently protected 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Fill in for your 
destination: 
 
 

   

Intangible 
Heritage 
 
Relevant 
criteria: 
4.4 Intangible 
cultural heritage 

List and briefly describe the ‘living’ 
cultural heritage in the destination 
such as: 

- Folklore (music, dance, 
costumes, rituals etc) 

- Language 
- Regional products and cuisine 
- Events (festivals) 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

- Increasing benefits for the local community 
through active risk monitoring of 
advantages; 

- Change the value’s perception of local culture 
through the commodification of traditional 
practices. 

Indicate how these key values are protected:  
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
Indicate whether key values are sufficiently protected  

Fill in for your 
destination: 
 

   

Theme 5: Social Well-Being 
Human rights 
 
Relevant 
criteria: 

Briefly describe key human rights 
issues in the destination, specifically in 
the tourism sector: 

Summarise current and expected positive and 
negative tourism-related impacts for example: 

Indicate how major risks and challenges are dealt with. 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

5.4 Human 
rights 

- Reducing violations and abuse by tourism 

through appropriate communication of rights and 

means; 

- Increasing the perception of class and gender 
differences due to a high presence of mass 
tourism; 
-  Social abuse of the local community, especially 

of less affluent social groups, due to lack of 

considering the otherness; 

Fill in for your 
destination: 

   

User and 
traditional 
access rights 
 
Relevant 
criteria: 
5.2 Property and 
user rights to 
resources 
5.3 Traditional 
access rights 

List areas/sites that are designated for 
public consumption or access, 
specifically: 

- communal natural and cultural 
sites 

- Indigenous groups, local ethnicities 
or other marginalised groups 
(when relevant for tourism) 

Summarise current and expected positive and 
negative tourism-related impacts for example: 
-  Changes in accessibility to resources (e.g. water, 

food, property) and destinations by the local 

community and all social groups (e.g. indigenous 

or disabled); 

-  Changes availability of natural areas and 
cultural sites leading to marginalisation of the 
local indigenous community. 

Indicate how major risks and challenges are dealt with. 
Indicate whether traditional access is guaranteed 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 

Fill in for your 
destination: 
 
 

   

Local economy 
 
Relevant 
criteria: 
5.8 Monitoring 
economic 
impacts 

Indicate: 
- Estimated % of residents 

economically dependent on 
tourism or local employment in 
tourism 

- Percentage and/or sources of 
economic leakage 

 

Summarise current and expected positive and 
negative tourism-related impacts for example: 
- Change in distribution of economic resources 

from tourism for both citizens and franchised firms 

(e.g. jobs, increasing incoming, economic benefit) 

- Effects of excessive dependence on tourism 

economy; 

Indicate how major risks and challenges are dealt with. 
Indicate how ensuring tourism revenues are maximised to stay within the local 
economy 
+ by law or regulations  
+ by management plans 
+ by programs and action plans  
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

5.12 Supporting 
local 
entrepreneurs 
5.14 Promoting 
local tourism 
employment 
 

characteristics of labour force for 
tourism & hospitality… 
 
tourism VETs, career development 
 
life long learning  

- Immediate intervention in case of negative 

externalities due to a continuous, complete and 

public monitoring of visitor data (stock of 

accommodation, n. visitor per attraction, visitors 

data, n. of residents involved in tourism) 

 
 

Fill in for your 
destination: 

   

Local products 
and services 
 
Relevant 
criteria: 
5.12 Supporting 
local 
entrepreneurs 
5.13 Promoting 
local products 
and services 
 

List your key products and services and 
indicate for each their key values (the 
reasons of their protection or  
distinction) 
Key values may be related to local and 
cultural identity, uniqueness, or 
popularity 

Summarise current and expected positive and 
negative tourism-related impacts for example: 
-  Change in awareness of the uniqueness of the 

territory by tourists because of DMO  support  

encouraging the purchase of local products; 

-  Change in acceptance of tourism through the 
creation of jobs with long-term contracts, resulting 
in an increase in citizens' satisfaction with lifestyle 
through accessibility to training programs. 

Indicate how local products and services are supported 
+ by law or regulations  
+ by management plans 
+ by programs and action plans  
 

Fill in for your 
destination: 

   

Overtourism 
and Social 
Impacts 
 
Relevant 
criteria: 
5.10 Inhabitant 
satisfaction 
5.15 Avoiding 
overtourism 
5.16 Property 
exploitation 

Indicate: 
- Local population trend 

(growth/decline) 
- Ratio of tourists to locals in peak 

season or peak weekends 
- Percentage of real estate 

properties 

Summarise current and expected positive and 
negative tourism-related impacts for example: 
- Change quality of the tourist and resident 

experience; 

- Change in use of facilities and services; 

-  Change the number of residents; 

- How tourism contribute in changing in the 

availability of houses for local community; 

 

Indicate how major risks and challenges are dealt with. 
Indicate whether synergy between the local community and sustainable tourism 
development is guaranteed  
+ by law or regulations  
+ by management plans 
+ by programs and action plans 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

Fill in for your 
destination: 

   

Health & Safety 
 
Relevant 
criteria: 
5.17 Health & 
Safety 
5.18 Risk & crisis 
management 

Indicate:  
- Known crime, safety, and health 

hazards specific to tourism 

Summarise current and expected positive and 
negative tourism-related impacts for example: 
- Change in tourist flows due to safety perception 

of the destination; 

- Changes in occupational safety in tourism; 
- Changes in crime rates; 
- Changes in risk and hazard management. 
 

Indicate how major risks and challenges in health and safety are dealt with. 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 

Fill in for your 
destination: 

   

Theme 6: Business & Communication 
Tourism 
Business sector 
 
Relevant 
criteria: 
 
6.1 Promoting 
sustainability 
among 
enterprises 
 

Provide an overview of your business 
sector. For example: 
a. estimated number of: 

- SMEs and large enterprises 
- different types of tourism 

enterprises (restaurants, hotels, 
bars, homestays, Airbnb, trips, 
tours, activities, transportation) 

b.  estimated % of local economy 
managed by locals 
c. local organisation of the sector 
(associations) 

Summarise current and expected positive and 
negative tourism-related impacts for example: 
-  Improvements in sustainable product offers 

through efficient collaboration between local and 

non-local stakeholders; 

-  Changes in the number of enterprises engaged 
with the DMO 
- Changes in the engegement level of enterprises 
and DMO 

Indicate how major risks and challenges are dealt with. 
Indicate whether synergy between the private sector and sustainable tourism 
development is guaranteed 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 

Fill in for your 
destination: 
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Theme / Topic Tourism Inventory and Relevant 
Sustainability Issues/Risks 

Tourism Impact Assessment Policies, protection & management to ensure protection and 
sustainability in the next 2-4 years 

 

Sustainability 
standards 
 
Relevant 
criteria: 
6.2 
Sustainability 
standards 
 
 

Provide an overview of the extent of 
sustainability standards in your 
business sector 
a. Certification or accreditation 

schemes for sustainability  
b. Estimated % of certified or accredited 

businesses in the destination 

Summarise current and expected positive and 
negative tourism-related impacts for example: 
- Changes in number of certified sustainable 

tourism enterprises (or have applied) 

Changes in the perceived benefits of sustainability 
certification among enterprises 

Indicate how major risks and challenges are dealt with. 
 
+ by law or regulations  
+ by management plans 
+ by programs and action plans 

Fill in for your 
destination: 
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RESOURCE 1B – Stakeholder Mapping Template 
 
Use the table below to indicate the key stakeholders in the destination or to provide guidance in developing your inventory. This provides input for 
adequate stakeholder communication, participation, and involvement. 

 
Stakeholders Government Private sector NGOs Education & science Inhabitants & workforce 

1. Destination Management 
organisation, planning, 
monitoring, ethics & legal 

- Local administration/ council  
- Tourism department 
- Spatial planning dep. 

- DMC 
- Local/regional tourism 

associations, e.g. chamber of 
commerce; guides association 

- Business owners/managers 

- CBT / ecotourism development 
organisations  

- University (national / 
international – e.g. tourism 
development department) 
 

Community representatives  
 
Labour Unions 
 

Add for your destination -  -  -  -   

2. Nature & Scenery 
conservation, biodiversity, 
visitor management, 
landscape & scenery 

- Nature/conservation 
department 

- National Park 
- Spatial planning dep. 

- Local/regional tourism 
associations 

- Business owners/managers 

- Nature conservation organisations 
(local, national, international) 

- Animal welfare org. 

- University (national / 
international)  

- Professional education institutes 
(e.g. guide and TO training) 

Community representatives  

Add for your destination -  -  -  -   

3. Environment & Climate 
pollution, water, mobility, 
waste, energy, climate 

- Environmental department 
- Public services department 
- Spatial planning dep. 

- Local/regional tourism 
associations 

- Business owners/managers 

- Environmental awareness groups - University (national / 
international)  

- Professional education institutes 
(e.g. guide and TO training) 

Community representatives  

Add for your destination -  -  -  -   
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4 Culture & Tradition 
heritage conservation, 
traditions, visitor 
management 

- Culture department 
- Spatial planning dep. 

- Local/regional tourism 
associations  

- Business owners/managers 
 

- Culture conservation groups 
(language, dance, cuisine folklore 
etc.)   

- University (national / 
international)  

- Professional education institutes 
(e.g. guide and TO training) 

Community representatives  

Add for your destination -  -  -  -   

5. Social Well-being 
human rights, community, 
local economy, health & 
safety 

- Social department 
- Security and crises response 

department 

- Local/regional tourism 
associations 

- Business owners/managers 

- Human/minority / indigenous / 
community rights & empowerment 
groups 

- University (national / 
international)  

 

Community representatives 
 
Labour unions  

Add for your destination -  -  -  -   

6. Business & Hospitality 
private sector involvement, 
marketing, visitor satisfaction 

- Economic affairs department 
- Tourist information office 

- Local/regional tourism 
associations  

- Business owners/managers 
 

- CBT / ecotourism development 
organisations 

- Professional education institutes 
(e.g. hospitality training) 

Community representatives 

Add for your destination -  -  -    
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RESOURCE 2A - Visitor Satisfaction Research and Survey Template  
 
Note: this is only a guide, through previous research you may have identified key areas to touch upon 
when completing this research. 
 
Considerations when choosing your research types: 
 

o How much time do you have to complete the research? 
o What is your budget? 
o Which markets are you targeting? 
o The demographic of your target group is important to consider when thinking about the 

research method. For example, older generations may not be able or comfortable filling out 
an online survey. 

 
Ways to distribute the survey may include: 

1. Email. The most effective way of distributing email surveys is by providing a 
hyperlink text to the survey URL; this enables more straightforward handling, 
completion, and transmission. 

2. Paper form or mailing. Tourist hotspots, including but not limited to: Tourist 
information centers, attractions 

3. Survey link URL distribution. A survey link URL distribution is an effective method 
to collect large data, distribution can be done through social media, websites and can 
also be included in the paper form and mailing to maxmise options and therefore the 
convenience for respondents. 

 
Considerations when selecting your target groups: 
 

o Who are your core target markets? 
o Markets where previous marketing has been present in the past are important to include. 

 
Idea of questions and themes: 
 

o Travel motivations for visiting the destination.  
o Travel style 
o How did they hear about the destination?  
o Sustainable tourism interests and intentions  
o Current preferred list of countries rank order and reason why. 
o Do they consider it a sustainable destination, if so, what specifically makes it sustainable? 
o Where the sustainable practices reflective or their initial perception 
o Trip satisfaction  
o Highlights  
o Lowlights  
o Would they return? 
o How could they improve their sustainability promotion? 
o What could make the destination more sustainable in its practices?  
o What should the destination say in its sustainable communications (what should it 

promote/not promote)? 
 

Visitor Satisfaction Survey Section 1. 

General information about the visit 
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Description (optional) 

What is your country of residence? 

Short-answer text 

Who did you travel with? 

Alone 

Family 

Relatives 

Friends 

Partner 

Work colleagues or business partners 

Other 

How many nights did you spend in our destination? 

Short-answer text 

Which mode of transport did you mostly use for arrival to our destination? (Select 
only one option) 

Car 

Bus 

Train 

Bike 

Walking 

Other 

Which mode of transport did you mostly use to exit our destination? (Select only 
one option) 

Car 

Bus 

Train 

Bike 

Walking 

Other 

What was the main motive of your visit? (Select only one option) 



 22 

Rest 

Recreation 

Visiting relatives or friends 

Entertainment and gastronomy 

Business trip 

Attend meetings, incentives, conventions, or exhibits (MICE) 

Education and training 

Health and medical care 

Shopping 

Other 

Was it your first time visiting our destination? 

Yes 

No 

 

 

Section 2.  

Evaluation of your experience in our destination 

Description (optional) 

Evaluate your satisfaction with the offer and characteristics of our destination with 
values 1 = very dissatisfied, 2 = dissatisfied, 3 = neither satisfied nor dissatisfied, 4 

= satisfied, 5 = very satisfied. 

Accommodation offer 

Gastronomic offer 

Opportunities for shopping 

Information on how to access the attractions 

Possibility to travel by foot or riding a bike 

Public transport 

Well-kept surroundings 

Health care and health protection 

Opportunities for hiking and cycling 

Nature offer 
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Cultural offer (museums, galleries, cultural events) 

Kindness and hospitality of local people 

Personal safety during visits 

Value for money 

 

 

Section 3. 

Recognition of sustainable practices in our destination 

Indicate to what extent you agree with the following statements with values 1 = I 
strongly disagree, 2 = I disagree, 3 = I neither agree nor disagree, 4 = I agree, 5 = I 

strongly agree. 

Destination provides enough information about the local gastronomic offer and local 
products 

In destination, it is safe to drink tap water 

In destination, there are enough waste separation points available 

Destination provides enough information about reducing water and energy consumption 

Destination encourages visitors to use sustainable modes of transport (cycling, walking, 
train, bus ...) 

Destination provides enough information about health concerns and accessibility to 
medical care 

Destination provides enough information about how to act responsibly (while visiting 
attractions, during events ...) 

Destination provides equal access for everyone to sites, facilities, and services (incl. 
people with disabilities, specific access requirements...) 

Destination monitors the impact of visitors to the local wellbeing and avoids over tourism 

In your opinion, what else could our destination do for a more sustainable tourism 
offer? 

Long-answer text 

 
Section 4.  

Information about respondent 

Sex 

Male 

Female 
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Other 

Age 

Less than 25 

25-44 years 

45-64 years 

65 years or more 

Status 

Employed 

Student, pupil 

Retiree 

Other 

 
Section 5.  

Information about expenditures 

How did you arrive at our destination? 

I planned the visit myself (proceed with 5.3) 

I purchased a travel package (processed with 5.2) 

5.2 What was included in your travel package? 

Package includes visit of our destination only 

Package includes visit of our and other destinations 

5.3 Are you going to indicate the daily expenses only for yourself or for more 
people? 

For myself 

For myself and my spouse/partner 

For family (Number of people:___) 

Other (state number of people) 

 

Section 6. 

How much money did you spend for different groups of services during your visit? 

  £0-
25 

£25-
50 

£50-
100 

£100-
150 

$150-
200 

£200-
350 

>£250 
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Accommodation (incl. breakfast, 
lunch or dinner) or travel package 

              

Food and drinks in restaurants and 
cafes 

              

Food and drinks in shops               

Parking               

Travel tickets (bus, train, chairlift, 
ship ...), rent-a-bike, taxi 

              

Other shopping of goods 
(souvenirs, clothes, shoes ...) 

              

Gambling (visit to gambling house, 
casino, betting shop) 

              

Cultural and entertainment 
activities and events (tickets for 
events, concerts, museums, 
galleries, attractions ...) 

              

Sport and recreation activities 
(tickets, rental, wellness) 

              

Organised excursions               

Registration fee for the participation 
at business meeting, conference 

              

Medical services (physiotherapy, 
dentist, ophthalmologist ...) 

              

Educational services (course ...)               

Personal services (hairdresser, 
beauty salon, massage ...) 

              

Other               

How would you describe the expenditures of your visit to our destination? 

Higher than planned 

Within expectation 

Lower than planned 
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RESOURCE 2B - Selecting New Target Audiences   
 
The following table will assist with identifying a product – market fit and selecting new target markets. Use it by listing the segments on the left and the 
offering above. Tick the boxes where there are matches, the segments with the highest number of matches are likely to be the most appropriate markets to 
target. Ensure you are taking the most sustainable offerings into consideration. Involve your businesses stakeholders in this analysis, as they are delivering 
the destination offer.  
 

Market 
Segment 

Destination Offer 

 1. 2. 3. 4. 5. 6. 

1.       

2.       

3.       

4.       

5.       

6.       
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RESOURCE 2C - Buyer Persona Template: Type of Holiday Maker 
 
Nick name: an imaginary name that brings the persona to life 

Profile: Gender, Age Range, Nationality, Household income bracket, Education 

level, Profession, Ambitions 

Description: Buzz words, characteristics 

Include a quote taken from interviews, that represent your persona well. This makes it easier to 

relate to and understand your persona 

 

Goals 

 Persona’s primary goal 
 Persona’s secondary goal 
 E.g What type of holiday are they 

looking for?  
 What are the most important things 

they want from this holiday?  
 

Challenges 

 Primary challenge to the persona’s 
travel choice 

 Secondary challenge to the persona’s 
travel choice 

 E.g What are they worried about?  
 What are their concerns about going 

on holiday? 

Sources of holiday Information 

 Who plans the holiday (eg. husband or 
wife)? 

 What information are they searching for 
online?  

 Which digital channels do they use?   
 Where do they get their 

recommendations from? Friends and 
family, review sites?  

Objections 

 Identify the most common objections 
your persona will raise during the 
travel purchasing process i.e. what is 
stopping them from booking?  

  

 

How We Help: How you solve your persona’s challenges and help them achieve their holiday 

goals 

 

Marketing Messaging: How should you describe your offer to your persona to engage them? 

 

  

 
PHOTO 
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RESOURCE 2D - Buyer Persona Template: Type of Holiday Maker 
 

Nick name:  

Profile:  

Description:  

Quote  

 

 

Goals 

  
  
  
  

Challenges 

  
  
  
  

Sources of holiday Information 

  
  
  
  

  

Objections 

  
  
  
  

  

 

How We Help: How you solve your persona’s challenges and help them achieve their holiday 

goals 

 

 

Marketing Messaging: How should you describe your offer to your persona to engage them? 

 

 

  

 
PHOTO 
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RESOURCE 3A - SWOT Analysis Template with Prompts 
 

Strengths Weaknesses 

What are your destinations sustainability 
strengths? 
Internal, positive attributes, both tangible and 
intangible within your control. 

What are your destinations sustainability 
weaknesses? 
Internal, negative factors that detract from the 
value you offer or put you at competitive 
disadvantage. 

Examples:  
Strong cultural assets 
Strong natural assets 
A well-established reputation for sustainable 
tourism 
An established customer base that values 
sustainability  
Sustainable transport options 
A destination green accreditation scheme 
Businesses and stakeholders within your 
destination members of other sustainable 
certification schemes 
Destination and businesses take visible action 
on sustainable issues 
Have an NTB team with the relevant skills, 
knowledge and experience 
Effective distribution or 
communication channels (e.g. website) 
A well-established network of businesses, 
suppliers, support and contacts within your 
destination 
 
 
 

Examples:  
Poor waste management 
Pollution 
No or limited community involvement in 
planning or business ownership 
Over tourism in sensitive environments or 
cultural sites 
Seasonality affecting your offer 
Reliance on foreign owned, all-inclusive hotels 
poor accessibility 
High cost of transport 
Lack of tourist awareness  
Poor visitor management in protected 
landscapes 
Negative reputation of the destination 
Prohibitive taxes/ access to finance reducing 
business investment 
Limited water and energy supplies 
Are there safety concerns (health, terrorism, 
theft etc) 
Community and stakeholder fatigue 
Barriers to entry (e.g. high visa costs) 
Is there anything the destination is truly 
lacking? 

Opportunities Threats 

What are your destinations sustainability 
opportunities? 
External, positive factors that represent 
reasons your destination could succeed. 

What are the greatest sustainability threats 
facing the destination? 
External, negative factors beyond your control 
that could place your strategy at risk. 

Examples: 
Are there market trends that you can benefit 
from or adapt to? 
Are there any niche markets you can tap into? 
Growing consumer demand for more 
sustainable travel options 
Growing numbers of regional/ domestic tourists 
Interest in sustainable certification schemes 
sustainable transport 
New infrastructure that makes lesser visited 
regions accessible 

Examples: 
Strong competitors 
Changes in weather patterns and climate 
Global economics (e.g. unfavourable exchange 
rates, recession in source markets) 
Increased transit costs (e.g. flight prices) 
Unsustainable customer base (e.g. ageing) 
Safety risks (terrorism, negative travel advisory 
warnings) 
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RESOURCE 3B – Competitor Analysis Checklist  
 
Criteria for competitor analysis 
 
Any information you can uncover from a competitor is useful, however the below criteria can help 
you look at how they are marketing their sustainable offer (think people, planet/ place, business): 
 

⃝ Determine what products and experiences your competitors offer 
o What sustainable tourism experiences are available? 
o How clearly do they promote sustainable businesses? 
o What are their keystone sustainable tourism experiences? 

⃝ Analyse how your competitors position their sustainable tourism offer 
o What are they specifically saying and claiming? 
o How are they saying it e.g. what stories are they telling?  
o How well are those claims evidenced? 
o How clearly have they articulated the sustainable offer? 

⃝ Analyse who your competitors are targeting 
o Who are their key audiences? 
o What specifically are they saying to each? 
o What wants/needs are they targeting? 

⃝ Analyse how your competitors market their destination. 
o How effective is their NTB website? 
o Are they active on social media? How good is their content in offering potential 

visitors sustainable travel choices? How are they interacting? 
o Do they have a blog that talks about their approach to responsible tourism? 
o Do they post video content, if so what stories are they using to share their 

‘sustainable’ offering? 
o What online and offline advertising campaigns are they running? 
o How well do they rank on Search Engines for specific key terms related to 

sustainable tourism? 
⃝ Analyse how your competitors use sustainability in their marketing. 

o How mainstream is sustainability within their overall marketing? 
o How visible is sustainability on their NTB website? 
o How visible is sustainability on their social media presence, and other platforms?   
o How well are they conveying sustainability with their image/video choices? 

⃝ Analyse the level of engagement on your competitors' content.  
o Average number of comments, shares, and likes  

⃝ Observe how they are received and rated.  
o What are visitors saying about the destination? 

 
Obviously, you can go as in-depth as you wish. The key point is to look at what they are offering, 
how they are doing it, what markers of success or good practice (or equally what gaps or omissions) 
you can discover. 

 

How to find information 
 
You can obtain information about your competitors from numerous sources, including: 
 

 Their own NTB websites  

 TripAdvisor and other review sites – a useful resource for understanding who a destination’s 
customers are, what they do and their feelings about the experience 
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 Destination Social Media – can give real insight into how a destination tells its ‘sustainable’ 
story and how effective that is 

 Their publications – many NTBs will have publicly available documents outlining their 
strategic direction, key markets and other useful details 

 Personal visit – If viable its always useful to see a direct competitor first hand from the point 
of view as a consumer! 

 

How to analyse them 
 
Take note of your competitor's strengths, weaknesses, opportunities, and threats when you analyse 
information on them and plot it on a simplified SWOT analysis. 
Some questions to get you started include:    
 

 What is your competitor doing well?  

 Where does your competitor have the advantage over your destination?   

 What is the weakest area for your competitor?   

 Where does your destination have the advantage over your competitor?   

 In what areas would you consider this competitor a threat?   

 Are there opportunities in the market that your competitor has identified?   

 Are there any threats in the market that your competitor is addressing? 
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RESOURCE 3C - Brand Perception Survey Template 
 
Brand perception surveys help you understand how your brand is perceived in the mind of 
customers, businesses, and other stakeholders. Brand perception can be formed over time through 
different experiences (both direct interactions with your destination and also indirect by influence 
from others). It’s important to understand how your target audiences view your brand, what it says 
to them and what positive or negative feelings they attach to it. 

 

Sample Questions 
 
1. How Familiar are you with this brand? 

Extremely 
familiar 

Very Familiar 
Somewhat 

Familiar 
Not very Familiar Not at all familiar 

 
2. How would you describe your overall opinion of this brand? 

Extremely 
favourable 

Very Favourable 
Somewhat 
Favourable 

Not very 
Favourable 

Not at all 
favourable 

 
3. How likely are you to consider visiting the destination this brand showcases? 

Extremely likely Very Likely Somewhat Likely Not very Likely Not at all likely 

 
4. When you think of this brand, what first comes to mind? 

 

 
5. What kind of feelings do you experience when you think of this brand? 

 

 
6. Which (if any) of the following traits do you associate with this brand? 

a. Include all the brand attributes from your destination brand 

b. Add some sustainability values in as well to test 

 
7. Which (if any) of the following messages do you associate with this brand? 

a. Insert the core brand messages from your destination brand 

b. Add in some sustainable tourism related messages as well to test 

 
8. What do you feel are the particular strengths or positive elements of this brand? 

 

 
9. What do you feel are any weaknesses or negative elements of this brand? 
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10. How likely are you to recommend this brand to a friend? 

0 – Not at all likely, 5 – Extremely Likely 

0 1 2 3 4 5 
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RESOURCE 4A - Audience Map Template 
 

Target audience Wants and Needs  Physical Features  Emotional benefits  Why you? Resultant Messages  

Name of your 
target audience 
segment 

What they want or are 
looking for  

What you have that 
meets their needs 

How those features will 
make them feel 

What makes you stand out 
from competitors 

adding these points 
together... 

Audience 1      

Audience 2      

Audience 3      

etc.      
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RESOURCE 4B – Examples of Core Messages 
 
Examples of short core messages with different emphasis depending on the sustainable offer: 
 
Environmental focus 
 
Visit XXX and be part of the journey helping us to protect our amazing landscapes and diverse 
wildlife for generations to come. 
 
Cultural focus 
 
Experience life infused with the rich culture of the XXXX people living in harmony with our 
environment. 
 
Community focus 
 
XXX is its people…. where every visitor experiences our shared history and supports the future of 
local people. 
 
Experience focus 
 
XXX is a truly enriching space for creative and curious minds to better understand our natural world 
and generate wealth from waste. 
 
Combined focus 
 
We offer travellers an opportunity to experience the wild nature of XXX, meet its people and explore 
its ancient history. All of this with minimal impact on the environment. 
 
Example of a longer, more generic core message: 
 
XXX is a verdant paradise where our communities have always understood the importance of living 
in harmony with our environment and where our culture has grown alongside our relationship with 
nature.  Every visitor is welcome to join our communities on our journey to better understand and 
preserve that balance for the future. 
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RESOURCE 4C - Potential Distribution Channels 
 
The following list of distribution channels has been provided with specific notes that could be 
considered when looking through a sustainable lens.  
 
Website:  Your top priority and the NTB’s key information hub. For sustainability, ensure your 
website is available in a range of languages most popular to their target markets. A website should 
also provide access for those with visual impairments or other disabilities. Remember you will also 
need a dedicated area for B2B communications. 
 
Mobile apps play a role in helping visitors access information directly on their mobile device. This 
can be invaluable for communicating with visitors already within your destination and offers the 
opportunities to allow tailored and specific content to be served to a visitor account.   
 
Search Engine Optimisation is extremely valuable to position your destination, and specifically 
content on your destination website for the research phase of a visitor journey. It’s specifically 
worth optimising around search terms related to the specific sustainable activities your offer 
exhibits. Of course, you need to ensure your website has corresponding and relevant information 
too. 
 
Social media can play a significant role in promoting sustainable tourism by awareness raising, 
education and promoting sustainable products and services. It is important to consider which 
platforms are best suited and used by your sustainable target markets. When promoting 
sustainability through social media platforms, ensure that you are using hashtags, sharing content 
from sustainable travellers and stakeholders, and using hashtags that have been developed as part 
of the branding process.  
 
Online advertising through Google, Facebook and other online platforms can be a great way to put 
your destination in front of a defined target audience. It’s important you identify who that audience 
is, their interests and the specific sustainable triggers and elements of your offer they would 
respond to before embarking on this. Pay Per Click is a logical extension of this, although again it 
requires being very targeted on who the audience is, and ensuring the Call-to-action link really 
delivers something worthwhile. 
 
Influencer marketing is a growing form of marketing within the travel industry, destinations 
collaborate with influencers by inviting them to travel within the destination to promote visual 
content to their followers. Destinations should choose influencers that align with their sustainable 
values and who’s followers match the destinations target audience. Partner with an influencer with 
a specific niche audience (sometimes referred to as micro-influencers), avoiding those with high 
numbers of followers with a wide range of interests.  
 
Display advertising is a valuable strategy for destinations to increase their reach and visibility to a 
wider audience. When looking through a sustainability lens it is important to ensure that the 
magazines, websites, and other platforms where you are paying for the display has the right 
audiences that match your target sustainability markets.  
 
Public relations (PR) play a crucial role in destination marketing helping to build its reputation and 
build an image of the destination. For sustainable marketing, ensure that you are sharing press 
releases that underpin and promote the destination’s sustainable offering.  
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Additionally, PR plays a key role when it comes to crisis management and response. Effective 
communications in response to crisis can help destinations minimize the negative impact on the 
destinations image, helping to build resilience. Destinations should have an affective crisis response 
strategy, helping them respond to a wide range of different situations. 
 
Email marketing is particularly effective for B2B marketing, helping to engage and share information 
with both local stakeholders and international travel trade. Email marketing can also act as a tool for 
engaging travellers post visit, and increasing return visits.   
 
Broadcast media through radio, TV and other channels can support the promotion of a destination. 
Radio broadcasting is an effective way to engage regional and domestic markets. 
 
Brand partnerships support destinations with increased promotion. For sustainability, ensure the 
brands share the destinations’ sustainability values and visions.  
 
Brochures, leaflets, and flyers are important channels for promoting and providing information 
about the destination. When producing these, think about whether they can be created in digital 
format helping to reduce the amount of waste.  
 
Trade shows and exhibitions are an important activity to spread the destination’s brand to both 
international travel trade and perspective visitors. In the light of sustainability, destinations should 
support and incentivise local stakeholders to attend these shows, alongside being specific and only 
selecting shows and exhibitions that target the right markets. Attending relevant exhibitions can also 
help destinations learn about international best practice and promote their own strategy through 
presentations, discussions, and networking. Sustainability considerations should be made towards 
how you travel to the events, where you stay and spend money, ensuring positive impact.  
 
Local stakeholders have the ability in becoming key advocates for positive destination marketing. 
Consumers have constant contact with local stakeholders and residents throughout their travel 
journey and therefore focussing on local empowerment and education programmes for them is 
extremely important. Involving all stakeholders within the research and development process of the 
brand, through stakeholder engagement process (Module 1 Step 3) can support this. Enhancing 
sustainable education within hospitality education programmes and engaging with tourism 
associations within the country can support this strategy. Refer to the UNWTOs Tourism Education 
Guidelines for more information. 
 
Signatories, pledges, and memberships help destinations to promote their values by showing their 
commitment to that specific cause. There are several different sustainability pledges and signatory 
opportunities for destinations and other tourism stakeholders, for example:  
 
Glasgow Declaration, Plastics Initiative, One Planet Network, Global Code of Ethics for Tourism, 
World Indigenous Tourism Alliance, INSTO, ECIAA 
 
It is important that destinations undertake and engage with any reporting or other specific 
requirements required by the initiative.  
 
Certification schemes are important when promoting your destination in a transparent way and to 
reach a wider audience. Destinations can either join such a scheme (e.g. Green Destinations). They 
can also promote their commitments through the development of an internal stakeholder 
sustainable tourism scheme. However, be aware of the long-term commitments you will be making 
and the resources required to deliver it. 

https://webunwto.s3.eu-west-1.amazonaws.com/s3fs-public/2022-11/tourism-education-v-digital.pdf?VersionId=YePZcV1oZ9jkhO86QAHGjUodeIzwU9IK
https://webunwto.s3.eu-west-1.amazonaws.com/s3fs-public/2022-11/tourism-education-v-digital.pdf?VersionId=YePZcV1oZ9jkhO86QAHGjUodeIzwU9IK
https://www.oneplanetnetwork.org/programmes/sustainable-tourism/glasgow-declaration
https://www.unwto.org/sustainable-development/global-tourism-plastics-initiative
https://www.oneplanetnetwork.org/
https://www.unwto.org/private-sector-signatories-of-the-commitment
https://winta.org/
https://www.unwto.org/sustainable-development/unwto-international-network-of-sustainable-tourism-observatories/tools-resources
https://www.ectaa.org/en
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Items and products that reflect the destinations core offerings, culture and customs can be used to 
promote the destination through gifting. Ensure the products are made in country, from sustainable 
materials and support local economic growth. Think about using several different suppliers, 
including NGOS, social enterprises and other businesses that support the sustainable development 
of the destination. 
 
Familiarisation (Fam) trips are used as an important tool, helping destinations promote their 
offering through experience. Destinations may invite international travel trade, journalists, and 
other stakeholders to visit the destination and experience itineraries that support sustainable 
development. Refer to the Guideline for Responsible FAM Trips resource listed below for 
information and guidance on developing sustainable FAM trips.  
 
Hosting events within the destination is a key source in showcasing the destination’s offering and 
increasing inbound tourist numbers. From a sustainability perspective it is important to host events 
with sustainability angle, alongside those that will attract responsible visitors, including your key 
target markets. Events may include industry or private sector awards, conferences, tradeshows, and 
exhibitions. Ensure the event providers and venues used operate sustainably. Alongside using 
regional locations that will benefit most from promotion and visitor spending, avoiding overtourism 
hotspots. It is important to consider when the event will be held, as they can support and promote 
off season travel. 
 
Visitor Pledges, Guidelines and Codes of Conduct help to raise awareness about the destination’s 
sustainability goals and promote best practice. Different resources can be developed for both the 
consumers and local stakeholders.  
 
Supporting resources:  

 Guide for Responsible FAM trips 

 UNWTO Recommendations on Sustainable Development of Indigenous Tourism 

 UNWTO Gender Mainstreaming Guidelines for the Public Sector in Tourism 

 UNWTO Gender-inclusive Strategy for Tourism Businesses 
 

 
Refer to the visitor journey (resource 6A) for more information on when to use each of these 
channels.

https://www.futouris.org/wp-content/uploads/Guideline-for-Responsible-Information-Trips.pdf
https://www.e-unwto.org/doi/book/10.18111/9789284421299
https://www.e-unwto.org/doi/book/10.18111/9789284423248
https://www.e-unwto.org/doi/10.18111/9789284423262
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RESOURCE 5 - Marketing Activity Plan Template 

 

Purpose Audience Key Messages 

Priority delivering against… Who the target audience is… Core messages to communicate 

 
Focus of the plan (if more specific than the priority)  Year 1 Year 2 Year 3 

Activity Responsibility Budget KPI Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

What are you doing? Who does 
it? 

Cost Indicator of 
success 

            

Activity 1                

Activity 2                

Activity 3                

Activity 4                

Activity 5                

Etc.                

Etc.                

 
Key:       Activity   Deadlines 
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RESOURCE 6 – Distribution Channels for the Visitor Journey  
 
 


