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Introduction

• The Lecturers

• main team: Dr Eirini Vlassi and Professor Dr Andreas Papatheodorou

• The Delegates and their Background

• The Course

• aims and objectives
• structure

• Housekeeping

• schedules, interaction, breaks, etc.
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Overview ‐ A Little Story…

Tourism is a fast-growing industry with important effects on the sustainable growth 
of destinations.

The liberalization of aviation followed by the expansion of Low Fare Airlines 
makes competition among existing destinations more intense while contributing to 
the emergence of new destinations. Destination competitiveness has become a 
matter of great concern among the industry and academia. 

But while it can be a blessing, destination success can also prove a curse! 

Destination management is responsible for developing and growing areas as 
sustainable tourism destinations in a changing and challenging environment 
especially in the post COVID-19 era.
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Outline of the Unit (1/3)
1.Introducing Tourism Destinations

• Defining a tourism destination
• Understanding the importance of sustainable tourism development
• Discussing current issues that tourism destinations face like increased competition, over-

tourism, sharing economy

2.Destination Management
• Introducing and Defining destination management
• Analyzing Destination Management Organizations’ (DMOs) roles and structures

3. Destination Planning
• Defining strategic tourism planning
• Analyzing the levels and types of tourism plans
• Discussing the strategic tourism planning process 

4.Destination Marketing
• Introducing destination marketing planning
• Discussing marketing strategy development and implementation
• Understanding the steps of building a marketing measurement model
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Outline of the Unit (2/3)

5. Destination Branding
• Introducing destination branding

• Discussing destination branding process

• Presenting brand image co-creation process

6. Destination Management Research
• Introducing destination management research

• Discussing destination management research process

• Analyzing research scope on a destination level

7. Destination Product
• Defining destination product

• Discussing the role of DMOs in destination product development
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Outline of the Unit (3/3)

8. Destination Partnerships
• Defining destination partnerships

• Discussing the benefits derived from the formation of destination partnerships

• Analyzing the forms of destination partnerships

• Highlighting the success factors in destination partnerships
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1.Introducing Tourism Destinations 

Objectives:

• Defining a tourism destination

• Understanding the importance of sustainable tourism development

• Discussing current issues that tourism destinations face like increased 
competition, over-tourism, sharing economy
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Defining a Tourism Destination
Key characteristics of tourism destinations:

• A geographical area with specific administrative boundaries

• A place where tourists can find overnight accommodation

• A destination mix offered to visitors

• A tourism marketing effort exists

• A coordinated organization structure has been developed

• An image has been cultivated in tourists minds

• Mix of stakeholders with an interest in tourism

“Destinations are amalgams of tourism products, offering an integrated 
experience to consumers.” Buhalis, 2000

“This experience is produced not by a single firm but by all players who impact 
the visitor experience; namely, tourism enterprises, other supporting industries 
and organizations, destination management organizations, the public sector, 
local residents, and other publics.” Crouch, 2010
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Elements influencing a Visitor’s Decision to take a Trip

Destination appeal and experiences offered are 
shaped by:

Image and 
Character

Price
Human 

Resources
AccessibilityAttractions

Public and 
Private 

Amenities

Source: UNWTO,2007
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The challenge for a destination is to manage the various resources
in a way that ensures sustainable development. 

Degradation of resources that constitute a destination’s competitive 
advantage should be avoided.   
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Pre‐Pandemic Challenges
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UNWTO: International Year of Sustainable Tourism for 
Development 2017

Check for 
#travelenjoyrespect

You can also watch 
the 2017 
UNWTO&WTM 
Ministers' Summit
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New destinations have emerged making competition 
more intense

Page 14
Source:UNWTO 2020
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But…what is #overtourism?

Source: theguardian.com
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Venice as an example of overtourism

Source: independent.co.uk
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What is the problem with the sharing economy?

Source: gtp.gr
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The post‐Covid era
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How Coronavirus Will Force Destinations to Stop Overtourism | 
Doug Lansky: reTHINKING TOURISM
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The devastating impact of the COVID‐19 
pandemic on global tourism
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2.Destination Management

Objectives:

• Introducing and Defining destination management

• Analyzing Destination Management Organizations’ roles and structures

Page 21

Defining Destination Management

“Destination management is a professional approach to guiding all of the efforts 
in a place that has decided to pursue tourism as an economic activity. 
Destination management involves coordinated and integrated management of 
the destination mix (attractions, events, facilities, transportation, infrastructure 
and hospitality resources)…. Effective destination management involves long‐
term planning and continual monitoring and evaluation of the outcomes from 
tourism efforts.” Morrison, 2019

“Destination management is the coordinated management of all the elements 
that make up a destination (attractions, amenities, access, marketing and 
pricing). Destination management takes a strategic approach to link‐up these 
sometimes very separate entities for the better management of the destination. 
Joined up management can help to avoid duplication of effort with regards to 
promotion, visitor services, training, business support and identify any 
management gaps that are not being addressed.” UNWTO, 2007
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Destination Management Organizations

“Destination Management Organizations (DMOs) are teams of tourism 
professionals that lead and coordinate all tourism stakeholders. DMOs’ roles 
include leadership and coordination, planning and research, product and 
development, marketing and promotion, partnership and team building and 
community relations.” Morrison, 2013

“DMOs today should not only lead on marketing, but must also be strategic 
leaders in destination development. This role requires them to drive and 
coordinate destination management activities within the framework of a 
coherent strategy. Promotion must attract people to visit in the  first place; 
creating a suitable environment and quality delivery on the ground will ensure 
that visitors’ expectations are met at the destination and that they then both 
recommend the destination to others and return themselves on a future 
occasion.” UNWTO, 2007
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Destination Management Roles 

Elements of Destination
Attractions
Amenities

Accessibility
Human Resources

Image
Price

DMO
Leading and coordinating

Creating a suitable environment
Policy, legislation, regulation, taxation

Delivering on the 
ground

Exceeding 
expectation

Marketing
Getting people to 

visit

Source: UNWTO,2007
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Video: Dine in Athens
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Destination Management Organization’s Structure

Level Structures

National (country)

• National Tourism Administrations and 
ministries of tourism

• Shared Ministry portfolios including 
tourism

• Dual national destination management 
organization systems

State and Province
• Government-run DMOs

• Statutory bodies and other non-profit 
organizations

Region, city and county

• Regional DMOs

• City DMOs (City tourism department, 
Convention and Visitors Bureau, 
Economic Development and 
Promotional Agency etc.)
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Stakeholders in Destination Management

Tourists
Tourism sector 
organizations

Community Environment Government

VFR

Leisure

other

Business

Attractions

DMOs

Transport

Hospitality

Business 
associations

Community 
organization

Special 
panels

Resident 
associations

Environmental 
agencies

NGOs

other

Conservation 
societies

State or 
Province

National

Local

Regional

Travel trade

Media

other other

Source: Morrison, 2019
Page  27

• What is the structure of tourism management in UK?

• What are the roles and activities of Visit Britain?

• Who are Visit Britain’s tourism management stakeholders?

Case study: Visit Britain

Page 28
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NTOs Areas of Responsibility and Involvement vis‐à‐vis COVID‐19

Source: European Travel Commission (2020)

Measures Undertaken by NTOs to Face COVID‐19 Impacts

Source: European Travel Commission (2020)
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Case Studies: Stimulating Domestic Demand

31
Source: European Travel Commission (2020)

Case Studies: Encouraging Visitors to Book and Travel with Confidence

Source: European Travel Commission (2020)
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3. Destination Planning 

Objectives:

• Defining Strategic Tourism Planning

• Analyzing the Levels and Types of Tourism Plans

• Discussing the Strategic Tourism Planning Process 

Page 33

Video: Visit England

Page  34
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Strategic Planning

“The process of creating 
a long-term direction for 
tourism sector, a shared 
path for all stakeholders 
for the next five, ten or 
more years.” Morrison, 
2019

Introduced in the 1960s as 
a professional field.

Benefits of 
Tourism 
Planning

Clear Future 
directions

Greater 
attention and 
emphasis on 

tourism

Vision and 
goals for 
tourism

Identification 
of 

opportunities

Shared plan 
ownership

Implementati
on and 

evaluation 
guidelines

Page  35

Types of Tourism Plans

• Tourism Plan or Masterplan is a long-term plan for 10 or more years

• Tourism Strategy is a medium-term plan for 5-9 years

• Tourism Action Plan is a short-term plan for 2-4 years

Page  36
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Levels of Tourism Planning

National 
Level

Sub-National
Level

Local
Level

Area
Level

Province, Region, 
Territory etc.

City, Town etc. Resort etc.

Page  37

Tourism Planning Process (1/5)

Tourism Policy can be defined

Tourism Policy’s Purpose

“… as a set of regulations, rules, guidelines, directives and 
development/promotion objectives and strategies that provide a 
framework within which the collective and individual decisions 
directly affecting tourism development and the daily activities within 
a destination are taken.” Ritchie and Crouch 2003

“… is to create an environment that provides maximum benefit to the 
stakeholders of the region while minimizing negative impacts.” 
Ritchie and Crouch 2003

Page  38
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Tourism Planning Process (2/5)
Tourism Policy areas of concern:

• the roles of tourism within the overall socioeconomic development of the 
destination region;

• financing for the tourism sector (sources and terms);

• the nature and direction of product development and maintenance;

• transportation access and infrastructure;

• regulatory practices (e.g. airlines, travel agencies);

• environmental practices and restrictions;

• industry image and credibility;

• community relationships;

• human resources and labor supply;

• union and labor legislation;

• technology;

• marketing practices; and

• foreign travel rules.
Page  39

Tourism Planning Process (3/5)

• Setting the Tourism Policy (basic guidelines for tourism aims)

G
re

ec
e:

 T
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ris
m

 P
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ic
y
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The main priorities for national tourism policy are to improve the competitiveness, quality,
authenticity, resilience and sustainability of the tourism product, and to boost investment in high
quality accommodation and other tourism developments with a low environmental footprint. It
also takes into consideration the UN Sustainable Development Goals.

The five axes of the National Tourism Strategic Plan are as follows:
• High-standards of infrastructure, with improvements to the licensing regime in order to 

attract high-quality investments, eliminate red tape and optimise the spatial distribution of 
tourism.

• Respect for sustainability principles.
• Improved accessibility and connectivity, by enhancing the country's aviation route network 

and by expanding and upgrading the national network of marinas.
• Better management of the tourism experience, to increase quality and attractiveness via a 

focus on sustainable destination management and tourism education.
• Redesign of the tourism product, and redefinition of the brand and communications to reflect 

the focus on quality, authenticity, resilience, sustainability and value for money.
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Tourism Planning Process (4/5)
• Setting the Tourism Policy (basic guidelines for tourism aims)

U
K

: T
ou

ris
m

 P
ol

ic
y
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• Work with the tourism sector to increase both domestic and 
international visitor numbers.

• Ensure that government and industry are working with common 
purpose to boost English and UK tourism.

• Ensure the tourism industry is productive and internationally 
competitive, and that the labour force is sufficient to meet need.

• Make it easier for visitors to explore beyond London.

Tourism Planning Process (5/5)
• Principals are the people that coordinate the long-term planning process for 

tourism in the destination.

• Participants are individuals and organizations (tourism sector stakeholders) 
invited by the principals to participate in the process.

Could you recognize principals in 
Queensland’s Tourism and Transport 
Strategy?

Page  42
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Visit Wales: Welsh Government Strategy for Tourism 
2013 – 2020 (1/2)

Page  43

Visit Wales: Welsh Government Strategy for Tourism 
2013 – 2020 (2/2)

Wales Government
Minister for Economy, 
Science and Transport

Visit Wales

Tourism Sector 
Panel

Industry and Stakeholder 
workshops

Tourism Strategy Priorities: 
• Develop tourism activity and specialist markets and secure maximum benefit from 

major events in our high-profile venues.
• Promote Wales as a destination by making a high-quality tourism offer.
• Work to extend the tourism season and associated benefits.
• Identify funding opportunities to improve the visitor infrastructure and product in Wales.
• Support investment in staff training and management to support a high-quality tourism 

industry.

S
eptem

ber 2011
2013
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Step‐by‐Step Planning 

Background 
Analysis

Research and 
Analysis

Synthesis and 
Visioning

Plan Implementation 
and Monitoring

Plan Development
Goal setting, Strategy 

Selection and 
Objectives’ Setting

Plan Evaluation

Page  45

Meet‐Analyze‐Report‐Approve

Planning Preparation -
Technical Team Meeting

Analysis and synthesis 
of survey information

Implementation

Introductory meeting with 
Project Steering Committee 

and Technical Team 

Survey-inventory of 
current situation and 

future directions

Final TTMO and 
implementation plan

Key Stakeholder 
Meetings

Stakeholder workshop-
strategy development

Research and 
monitoring

Inception Report for 
PSC approval

Draft Strategy 
formulation

Evaluation

Review of relevant 
planning publications

Feedback on draft from 
PSC and stakeholders

Revision

Page  46

45

46



24

Strategic Destination Management
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 21 and 22 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Strategic Management and Planning Techniques (1/2)

Tourism 
Destination

Political 
and Legal

Economic

Social 
and 

Cultural
Technological

Environmental

Legal

Competitors’ analysis, Tourism Sector and Tourism 
Market analysis

SWOT
Analysis
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Strategic Management and Planning Techniques (2/2)

SWOT
Analysis

• Vision
• Goals
• Strategies
• Critical Success Factors

Page  48
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Swansea Case Study 

Page  49

Tourism Plan Development and Communication

Tourism Plan

Objectives

Goals

Vision

Describes the activities required to achieve 
the set Vision, Goals and Objectives  

Page  50
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Destination Visioning vs Strategic Planning

Present

Future

Strategic Planning

Future

Present

Visioning

Page  51

Destination Visioning

• Appoint a Steering Committee

• Hold First Visioning Workshop

• Tally Results and Establish Task Force

• Hold Second Visioning Workshop

• Hold Third Visioning Workshop

• Hold Fourth Visioning Workshop

• Communicate the Vision

• Create an Action Plan

Page  52
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Overtourism Revisited: Implications for 
Destination Planning

A Model to Analyze Overtourism

Source: Peeters et al. (2018)
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Source: Peeters et al. (2018)

Source: Peeters et al. (2018)

Impacts of Overtourism (1/3)
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Source: Peeters et al. (2018)

Impacts of Overtourism (2/3)

Source: Peeters et al. (2018)

Impacts of Overtourism (3/3)
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Source: Peeters et al. (2018)

Mapping Overtourism (1/4)

Source: Peeters et al. (2018)

Mapping Overtourism (2/4)

59

60



31

Strategic Destination Management
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 21 and 22 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Source: Peeters et al. (2018)

Mapping Overtourism (3/4)

Source: Peeters et al. (2018)

Mapping Overtourism (4/4)
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Source: Peeters et al. (2018)

Policy Response to Overtourism (1/2)

Source: Peeters et al. (2018)

Policy Response to Overtourism (2/2)
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From Overtourism to Zero Tourism

COVID‐19: UNWTO Guidelines for Destination 
Planning and Management (1/2)

1. Introduce and adapt actionable and harmonized processes & procedures in line with 
public health evidence-based risk assessment and full coordination with relevant public 
and private sector partners.

2. Support companies in the implementation and training of their staff on the new 
protocols (financing & training).

3. Enhance the use of technology for safe, seamless and touchless travel at a destination.

4. Provide reliable, consistent & easy to access information on protocols to the private 
sector and to travellers (send SMS to tourists to inform them of national and local heath 
protocols and relevant health contacts).

5. Create programmes and campaigns to incentivize the domestic market in cooperation 
with the private sector (incentive schemes, possible revision of holiday dates, transport 
facilities, vouchers, etc.) and integrate destinations.
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COVID‐19: UNWTO Guidelines for Destination 
Planning and Management (2/2)

6. Promote new products & experiences targeted at individual & small groups 
travellers, like: special interest, nature, rural tourism, gastronomy & wine, sports, etc.

7. Consider the data privacy policies when there is a proposal of developing tracing 
apps.  WHO will develop guidance on the use of digital technologies for contact 
tracing.

8. Enhance and communicate medical capacity & protocols at the destination (e.g
safety seals).

9. Ensure coordination among tourism, health and transport policies.

10. Define roles & responsibilities for governments, private sector and travellers.

Page  67
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4. Destination Marketing
Objectives:

• Introducing destination marketing planning

• Discussing marketing strategy development and implementation

• Understanding the steps of building a marketing measurement model
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Destination Marketing Principles

DMO’s customers:

• People who travel to the destination

• Industry members

• Government

• Local residents, etc.

Destination Life Cycle:

Page  69

Destination Marketing Planning Process (1/2)

S
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T
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C

Destination 
Vision

Marketing 
Goals

DMO Vision M
I
S
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I
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Destination Marketing Planning Process (2/2)
S
T
R
A
T
E
G
I
C

Destination 
Vision

Marketing 
Goals

DMO Vision M
I
S
S
I
O
N

10 years

3-5 years

T
A
C
T
I
C
A
L

Where are 
we?

Where 
would we 
like to be?

How do we 
get there?

How do we 
make sure 

we get there?

How do we 
know if we 
got there?

Environmental 
scan and 

situation analysis

Marketing 
Strategy and 

objectives
Marketing Plan

Control and 
evaluation

1-2 years
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Where are we? (Planning and Research)

Past and expected 
Future Trends
Opportunities
Threats

Environmental 
ScanP

E
S

T
E

L 
A

na
ly

si
s

Destination Analysis - Destination Audit
(Strengths and Weaknesses)

Competitive Analysis
Visitor Market Analysis
Destination Image Analysis
Past marketing plan analysis
Resident Analysis

Situation
Analysis
Situation
Analysis

Unique Selling 
Points Identification
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Where would we like to be? (Planning and Research)

Marketing Strategy

Market 
Segmentation 

Analysis

Target Markets 
Selection

Positioning
Image 

Branding

Short term 
Objectives

Visit Britain 
Market Segmentation

Page  73

Need‐Based Traveler Typologies developed by TripAdvisor (1/2)
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Need‐Based Traveler Typologies developed by TripAdvisor (2/2)
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Brand‐Positioning‐Image

Positioning 
Is about the images that a DMO 
wants to create in visitors’ minds

Branding 
Destination Branding is about the 

steps taken by the DMO in 
collaboration with its stakeholders 
to develop and communicate an 

identity and personality which are 
different from those of competing 

destinations.

Image
Is the “mental” picture people have 

in their minds
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How do we get there? (Implementation)

Product (destination mix)
Price (DMO act as a price influencer)
Place (direct and indirect channels)
Promotion
Packaging 
Programming (organize activities)
Partnerships

Marketing Mix

Summarizes planning and research results
Develops an implementation plan

Marketing Plan 
Development

Marketing Plan 
Development

Develops the marketing budget
Plans the timetable and schedule for activities
Assigns responsibilities
Sets evaluation procedures
Implements the plan

Page  77

How do we make sure we get there?
(Control: Formative Evaluation) (1/2)

Formative evaluation is measuring progress while the marketing plan is 
implemented.

Marketing teams need to optimize and improve their marketing programs 
continually (planning and optimizing).

Metrics Examples:

• Number of impressions to a specific display

• Bounce Rate of a website

• Number of followers

• Reach for a specific piece of content on social media
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How do we make sure we get there?
(Control: Formative Evaluation) (2/2)

Page  79

How do we know if we got there?
(Summative Evaluation) (1/3)

Summative evaluation measures outcomes after marketing plan is completed.

Senior Management needs to be able to track progress against a specific set of 
objectives and understand Return On Investment (ROI).  

Metrics Examples:
• Visitor Metrics (number of arrivals, length of stay, spending etc.)
• Conversion Studies (incremental spending, ROI etc.)
• PR Metrics (Equivalent advertising value etc.)
• Awareness studies

Visit Britain 
Annual Performance
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How do we know if we got there?
(Summative Evaluation) (2/3)

Page  81

How do we know if we got there?
(Summative Evaluation) (3/3)

Page  82

81

82



42

Strategic Destination Management
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 21 and 22 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Evaluation Process Phases

• Monitoring inputs (invested 
resources)
Monitoring Outputs 
(consequences of activities and 
consumer behavior changes)

• Measuring Impact (quantifying 
benefits)

• Deriving ROI

Page  83

Developing a Measurement Model (1/2)

Step One: Define board general evaluation needs
Gain:

• understanding how the organization is delivering against its strategic goals;
• evidence-based consultancy on making investment decisions;
• understanding the implications of increasing or reducing budget; 
• insights and market intelligence that will help shape future strategies. 

Step Two: Identify important strategic goals
Strategic goals can include:

• investment focused on specific markets;
• brand positioning enhancement
• build partnerships that are critical to achieve tourists’ arrival growth
• take advantage of the internet and social networks to communicate with 

potential visitors and stakeholders.
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Developing a Measurement Model (2/2)

Step Three: Identify specific objectives (must be
specific, measurable, achievable/attainable, 
realistic and time related)
• By the end of 2019 the campaign ”One city, Never 

ending stories” should have enhanced Athens’ positioning 
among competitors in a way that will assist visitors 
to understand the city’s offerings. 

Step Four: Develop and understand associated marketing activities (list of 
marketing activities that will be used to achieve the objectives mentioned above.)
• Social media advertising

• Online advertising

Step Five: Identify Important Metrics
• Campaign reach, Incremental spending, ROI

Page  85

Levels of Performance Indicators
Output Indicators (related to specific marketing activities outputs)

• Campaign response (Quantitative)

• Website traffic (Quantitative)

• Campaign reach (Quantitative)

• Campaign recognition (Qualitative)

Outcome Indicators (changes to consumer attitudes)
• Awareness (Qualitative)

• Decision or Intention to visit 

Impact Indicators (relate marketing activities to destination performance)
• Visitor numbers (Quantitative)

• Visitor spending (Quantitative)

• Incremental spending (Quantitative)

• ROI (Quantitative)
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London Case Study

Page  87

Visit Wales: Targets
• Targeting new and lapsed visitors

• Awareness/Reputation as a tourism destination 

• Campaign

• Media Relations 

• Online

• Awareness: Put Wales on the map

• Consideration: Put Wales on the destination shortlist

• Commitment: Get Wales on the itinerary

• Sharing & Advocacy: leverage user-generated content & enable visitors to      
become advocates

• Evaluation Project KPIs at each step
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Visit Wales: Relocating Marketing Activity Focus on 
the Communication Life Cycle

Source: Morgan et. al., 2012
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Visit Wales: Implementing the Framework

• Panel Survey (Online panel was interviewed weekly with the aim to track 
awareness)

• Visit Wales Contacts Survey (conversion research conducted by sending 
online questionnaires via posts, emails, slide in surveys)

• Re-contact Survey

• Slide-in Survey
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Case Study

Page  91
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5.Destination Branding

Objectives:

• Introducing destination branding

• Discussing destination branding process

• Presenting brand image co-creation process
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Branding Terminology
Brand is a name, term, sign, symbol, or design, or a combination of them, intended to 
identify the goods or services of one seller or group of sellers and to differentiate them 
from those of competitors.

Destination branding is about the steps taken by the DMO in collaboration with its 
stakeholders to develop and communicate an identity and personality which are 
different from those of competing destinations

Brand elements are brand names, URLs, slogans, logos and symbols that have been 
selected by the marketers as pillars of differentiation.

Brand Identity is the perception of the brand in the tourism marketplace and includes 
the visual design of the brand.

Brand equity can be seen as the brand loyalty, awareness, perceived quality etc.

Consumer feelings, beliefs and thoughts, price premia charged on products and 
extended market share capture can reflect brand equity.
Page  93

Step 1: Situation and Destination Image Analysis (1/2)
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Step 1: Situation and Destination Image Analysis (2/2)

Current Perceptions

Brand Identity

DMO DevelopDevelop PassPass

VisitorsVisitors

Page  95

Step 2: Tourism Sector Stakeholder Consultation Process (1/3)

Brand Identity

DMO DevelopDevelop PassPass

Collecting suggestions concerning the most unique 
features of the destination.

StakeholdersStakeholders
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Brand Identity

DMO DevelopDevelop

StakeholdersStakeholders

Collecting suggestions concerning the most unique 
features of the destination.

VisitorsVisitors

P
a

s
s

P
a

s
s

Current Perceptions

Step 2: Tourism Sector Stakeholder Consultation Process (2/3)
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Step 2: Tourism Sector Stakeholder Consultation Process (3/3)

Key
Players

P
o

w
er

Lo
w

High Low

H
ig

h

Minimal
effort

Keep
Informed

Keep
Satisfied

Full engaged

Interest

Source: Gregory, 2010

Not actively engaged

Destination Brand

Airports, airlines and 
DMOs can be conceived 
as partners
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Step 3: Unique Selling Propositions Identification

StakeholdersStakeholders

Unique Selling 
Points Identification

Page  99

Step 4: Destination Brand Development (1/3)

• Brand Strategy Development

• Reasoning behind starting the process of developing a new brand (why?)

• Set specific objectives

• Explain the image that new positioning is aiming to built

• Select target markets

• Describe how the new brand will look like (a summary document will be 
prepared in order to lead the creative part development)

• Brand Identity Development

• The summary is interpreted into a creative strategy that includes a new 
logo, slogan, visual image, audio etc. 

It reflects the expectations that 
tourists have!
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Step 4: Destination Brand Development (2/3)

Page  101

Destination

Pre-Travel During-Travel Post-Travel

• Explore destination
• Share information
• Comment and discuss

• Seek information 
• Share their real time experiences
• Communicate and engage

• Share stories, photos etc.
• Write recommendation and reviews
• Communicate with other visitors

Destination Brand Stories

Brand Stories 
are interrelated

Communicate stories about 
the destination (logos, 
photos, videos etc.)

Social Media
Monitoring current visitor's’ 
perception and needs and 
predicting future trends

Social Media
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Generate brand stories by 
sharing information, 
photos, videos etc.

C2C and B2C 
conversation takes 
place

V3
V2

S3
V6

V5

V4 S1

S2V1

……
……

• Brand launch and introduction

Step 4: Destination Brand Development (3/3)
• Brand launch and introduction includes also:

• Brand manual (a guide that explains how, why it was developed and 
how it is to be implemented)

• Photo library

• Style Manual (guidelines on how and how not to use a logo)

• Brand Implementation (a roadmap of how destination will deliver the brand 

promise)

• Brand monitoring and maintenance 

(tracking the implementation and 

assessing the process through research)

• Brand evaluation 

(testing if the objectives were met)

Brand Canada 
Guidelines

Tourism Australia
Image Gallery
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6. Destination Management Research

Objectives:

• Introducing destination management research

• Discussing destination management research process

• Analyzing research scope on a destination level

Page 103

Destination Management Research

Research

Destination Planning
Gathering stakeholders’ perceptions

Conducting Environmental 
Scanning and SWOT analysis

Destination Marketing
Detecting destination image
Identifying potential visitors
Analyzing existing markets

Page  104

103

104



53

Strategic Destination Management
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 21 and 22 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Contribution of Research to Destination Management

Research:

Increases Knowledge of Visitors

Helps in Competitors Identification

Reduces risk concerning decisions

Keeps stakeholders and DMOs informed about the latest 
trends in travel and tourism 

Increases stakeholders’ and DMOs’ understanding 
concerning residents’ perceptions towards tourism
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ROOM OCCUPANCY ENGLAND
Jul 2019

85 %
77 %

Occupancy
Jul

% change vs 2018

More info: visitbritain.org

5

LATEST TRENDS DASHBOARD Updated 04th October 2019
1 SUMMARY 2 018  ANNUAL RESULTS ENGLAND
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Domestic
Overnight
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Destination Management Research Process

Defining the goal (problem statement) and objectives 
(questions related to the goal) of the research

Select research design (survey, observation, experiment) 
and  data collection method (mail, online, telephone etc.)

Undertake secondary data analysis

Decide size and composition of sample

Collect primary data

Undertake primary data analysis

Write the research report
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Analysis of Existing Markets

Other Types of Research

• Analysis of Product Development
• Visitor Satisfaction Research

• Festival/Event participant analysis

• Analysis of Destination Image

• Analysis of Community Attitude towards tourism

• Analysis of Potential Markets
• Monitor Awareness

• Assess Perception

• Analysis of Economic Impact (Tourism Satellite Accounts)

• Analysis of Competitors
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7. Destination Product

Objectives:

• Defining destination product

• Discussing the role of DMOs in destination product development

Page 111

Destination Product as an Amalgam of Products and 
Services (1/2)

Six As:

• Attractions (natural, man-made, artificial, heritage, special events)

• Accessibility (transportation system infrastructure, airline route networks etc.)

• Amenities (accommodation, food and beverage facilities etc.)

• Available Packages 

• Activities

• Ancillary services (hospitals, telecommunication services, post, banks etc.)

Source: Buhalis (2000)
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Destination Product as an Amalgam of Products 
and Services (2/2)

source: Ritchie and Crouch (2003)
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The role of Engagement in Destination Product 

The destination product is an interdependent mixture of tangible and 
intangible components comprising physical products, people, packages and 
programs. 

The interaction of the hosts and guests within a destination is an important 
dimension of destination product. (Morrison,2019)
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Source: Buhalis (2000)

DMO Involvement in Product Development

Bystander Facilitator Instigator Partner

No engagement Engagement

Page  118

117

118



60

Strategic Destination Management
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 21 and 22 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

The Case of Venice Management Plan

Page  119

Venice Management Plan
Tourism is an important economic resource and represents a huge 
development opportunity, however, the size of the phenomenon and particularly 
the dimensions acquired in the past few years, have a considerable impact on 
the social fabric and on the conservation of cultural and natural assets.

Guidelines:

• Manage tourist flows and define a development strategy integrated with the 
other sectors of the economy.

• Relieve the pressure on the historic centers through the supply of alternative 
and complementary forms of activity as well as traditional tourism.

• Adopt an effective system for monitoring tourist flows and for booking visits to 
the city and its museums.

• Develop alternative mobility systems and improve accessibility into the site.

• Promote new alternative proposals to traditional tourism, including cultural, 
rural, environmental, sports tourism, etc.
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General Product Development Strategies

Market 
Penetration

Product 
Development

Market 
Development Diversification

Four 
Strategies

Source: Ansoff, 1987

VisitEngland : Maintain 
distinct activities to develop 
and market English tourism

Existing 
Markets

New 
Markets

Existing Product New Product
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DMO’s Role in developing Different Components of the 
Destination Product (1/5)
Development of physical product
If a new product is to be developed then project analysis should be conducted and 
include:

• Site evaluation
• Resources Impact analysis 
• Potential Market analysis
• Financial Feasibility study
• Business and Marketing plan

Human Resources Development (education and training programs)

Development of packages through
• Training of tour operators
• Providing marketing and/or financial assistance to stakeholders to encourage them 

to develop new packages
• Creating packages
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DMO’s Role in developing Different Components of the 
Destination Product (2/5)

Event, Festival and Activities Program Development

Page  123

DMO’s Role in developing Different Components of the 
Destination Product (3/5)

Information provision and 
Information Centers
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DMO’s Role in developing Different Components of the 
Destination Product (4/5)

Accessible Tourism

VisitBritain’s 
Accessibility 
Guide
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DMO’s Role in developing Different Components of the 
Destination Product (5/5)

Sustainable Tourism Development
tourism grows in a fashion that does not 
damage environment

VisitBritain encourages 
tourism industry to follow 
sustainable practices 
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8. Destination Partnerships

Objectives:

• Defining destination partnerships

• Discussing the benefits derived from the formation of destination partnerships

• Analyzing the forms of destination partnerships

• Highlighting the success factors in destination partnerships

Page 127

DMO Partnerships

DMO partners are organizations with 
common interests and goals

“Working with a wide range of partners 
in both the UK and overseas, our mission 
is to grow the volume and value of inbound 
tourism across the nations and regions of 
Britain and to develop world-class English 
tourism product to support our growth 
aspirations.”
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DMO Partnerships and Alliances

Destination strategic partnership is a synergistic relationship between a 
DMO and other organizations or individuals within or outside the destination.

Work together for 3 
or more years

Produce benefits for the 
DMO and its partners

Page  129

Partnerships contribute to all Destination 
Management Roles

• Destination Planning

• Research

• Product Development

• Marketing and Promotion

• Partnership and Team-Building

• Community Relationships

• Leadership and Coordination
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Destination Partnerships Benefits

• Accessing Costumer Database

• Accessing New Markets

• Enhancing Destination Image

• Increasing Budget

• Increasing pool of expertise

• Sharing Facilities

• Sharing Information

In October – December 2016 VB partnered with 
British Airways, Etihad, Flight Centre, Hainan 
Airlines and Qatar Airways to increase the reach 
of our #OMGB (Oh My GREAT Britain) Home of 
Amazing Moments campaign and encourage 
people to explore Britain. VB was showcasing what 
Britain has to offer through regional gateways in 
the UAE, India, Australia and New Zealand 
through our activity with Etihad and Qatar 
Airways.

Page  131

Destination Partnerships (1/4)
• Education and Training Institutes

• Existing and Potential Tourists

• Government Agencies

• Local Community Residents

• Media Companies

• Tourism Sector Associations

• Non-Profit Organizations

• Tourism Sector Employees

• Tourism Stakeholders

• Transportation Companies 

• Travel Trade, etc.
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Destination Partnerships (2/4)

• Education and Training Institutes

• Existing and Potential Tourists

• Government Agencies

• Local Community Residents

• Media Companies

• Tourism Sector Associations

• Non-Profit Organizations

• Tourism Sector Employees

• Tourism Stakeholders

• Transportation Companies
• Travel Trade, etc.

Our latest partner campaign with easyJet is now live 
in key cities across Europe.
The campaign is running through March 2018 
in Germany, Spain, Italy, France and the 
Netherlands and uses a mix of inspirational 
destination content and a compelling fare to 
motivate our target audience to travel to Britain now. 
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Destination Partnerships (3/4)

• Education and Training Institutes

• Existing and Potential Tourists

• Government Agencies

• Local Community Residents

• Media Companies
• Tourism Sector Associations

• Non-Profit Organizations

• Tourism Sector Employees

• Tourism Stakeholders

• Transportation Companies

• Travel Trade, etc.

Paddington 2 film tourism campaign in partnership 
with Studiocanal
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Destination Partnerships (4/4)

• Education and Training Institutes

• Existing and Potential Tourists

• Government Agencies

• Local Community Residents

• Media Companies

• Tourism Sector Associations

• Non-Profit Organizations

• Tourism Sector Employees

• Tourism Stakeholders

• Transportation Companies

• Travel Trade etc.

On March 5 we launched a new digital campaign in 
partnership with Ctrip, one of China’s largest online 
travel agencies, to inspire Chinese visitors to 
explore Great Britain through a series of captivating 
images, video and content using our new ‘I Travel 
For’ creative.
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Public‐Private Sector Partnerships‐ The case of Airport, 
Airlines and DMOs Collaboration

• Increased tourist 
related revenues

• Increased airline
related revenues

• Increased 
destination related 
revenues, etc.

• Marketing Costs 

• Increased volume 
related revenues

• Increased destination 
related revenues

• Increased airport 
related revenues, etc.

• Marketing Costs 

• Increased tourist 
related revenues

• Increased airline 
related revenues

• Increased airport 
related revenues, 
etc.

• Marketing Costs 
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Ingredients of Successful Destination Partnerships

• Partnership’s importance and match with partners’ goals

• Partners’ Interdependence

• Partners’ Investment

• Information sharing among partners

• Partnership’s formal status

• Mutual Trust

Page  137

Concept and Objectives of IQM

Integrated Quality Management (IQM) should simultaneously take into account 

and have a favourable impact on the activities of tourism professionals, tourists, 

the local population and the environment (i.e. the destination’s natural, cultural 

and man-made assets).  The IQM strategies implemented in destinations must 

have the requirements of tourists as one of their major considerations (European 

Commission, 2000).
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A Systemic Approach

Co-ordination and Prosperity of Stakeholders
• visitors

• those involved in the sector (internally and externally)

• local people and their representatives

Sustainable Development of Destinations
• economic

• social

• physical and built environment

Developing an IQM Perspective

The Quality Loop
• objective: to close gaps between different types of quality

European Foundation for Quality Management Model
• enablers and results

Formulation of an IQM Strategy
• the five stages
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Source: European Commission (2000)

Source: European Commission (2000)
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Source: European Commission (2000)

Principles of Stakeholder Theory

Source: Mitchell et al. (1997)
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The Airline – Airport Business Relationship

Source: Papatheodorou (2021)

The Airline – Tourism Destination
Authority Relationship

Source: Papatheodorou (2021)
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Source: Papatheodorou (2021)

The Airport – Tourism Destination
Authority Relationship

Case Study: Athens Tourism Partnership 

Promoting Athens as a 
City-Break Destination

Aegean 
Airlines

Athens 
International 

Airport

ADDMA
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Page  149

Athens Tourism Partnership 

Culture
(Destination)

Culture
(Destination)

Image

(Stakeholders)

Image

(Stakeholders)

Vision

(ATP)

Vision

(ATP)
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Co‐Creating ”Athens” Brand Image

AegeanAegean AIA

ADDMA

Pre-Travel gDuring-Travel Post-Travel

• Explore destination
• Share information
• Comment and discuss

• Seek information 
• Share their real time experiences
• Communicate and engage

• Share stories, photos etc.
• Write recommendation and reviews
• Communicate with other visitors

Negotiated Brand 
Identity

Brand Stories 
are 
interrelated

Communicate stories 
about the destination 
(logos, photos, videos) 
etc.)

Social Media
Monitor current visitors’ 
perception and needs and 
predict future trends

Social MediaD
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Generate brand stories by 
sharing information, 
photos, videos etc.

C2C and B2C 
conversation takes place

3V3
V2

3S36V6

5V5

V4
1S1

2S2V1
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Video: Athens is a Stage
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Situation Analysis

• Visitor Market Analysis

• Competitors Analysis

• Destination Image Analysis

• Select Target Markets 

Top 10 destination 
Marketing Trends

Page  155

Page  156

155

156



79

Strategic Destination Management
Frankfurt University of Applied Sciences - MBA Aviation and Tourism Management

Athens, 21 and 22 June 2022

Dr Eirini Vlassi and Prof Dr Andreas Papatheodorou
Email: a.papatheodorou@aegean.gr,   Internet: http://www.andreaspapatheodorou.info

Copyright © 2022 Eirini Vlassi and Andreas Papatheodorou

Video: Spring Break in Athens
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Co‐creating “Athens” Brand Meaning
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Questions/Comments?

Dr Eirini Vlassi
Prof Dr Andreas Papatheodorou

E-mail: ivlassi@aegean.gr & a.papatheodorou@aegean.gr
Personal Web Site: www.andreaspapatheodorou.info

Profiles also available on Facebook, Linkedin, Twitter, ResearchGate, 
Academia.edu and YouTube.

Wir danken Ihnen für Ihre Aufmerksamkeit!
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