
Rough Guide: 

Destination Management



• What is a tourism destination?



What is a tourism destination?

• Basic unit of analysis in tourism

• Distinctly recognisable area 

where tourists visit/stay 

• Where tourism revenue is significant, or 
potentially significant, to the economy

• Serviced by both private and public sectors

• A whole country (e.g. Wales), a region ( such as 
Snowdonia), a village, town or city, or a self 
contained centre or attractions (e.g. Bluestone)



• What is Destination 

Management?

• What does it involve?



What is destination 

management?

Co-ordinating all the activities 

and services which impact on the

visitor and their enjoyment of a

destination
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What does destination 

management involve?



Aim: Sustainable growth
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• What are the challenges of 

Destination Mgt?



A key Challenge

• How can we improve the quality of the 
visitor experience at our destinations  
to achieve higher levels of ‘word of 
mouth’ recommendation – the most 
powerful marketing tool at our 
disposal/

At a time when

• Budgets are declining

• Competition is increasing 

• No hiding place for mediocrity



Work in partnership



Corporate slide master

With guidelines for corporate presentations

Destination Partnership



Organic Development

• Needs, expectations and 

anticipated benefits vary greatly 

from one destination to the next.

• No ‘ONE SIZE FITS ALL’

• Regional Partnerships – key 
coordinating role in facilitating the effective 
adoption of the destination partnership 
approach.



Destination Mgt Examples 

in 

WALES 



www.dmwales.com



Destination Management 

Online Toolkit

• Toolkit for all those involved in the 

development of tourism destinations and the 
delivery of the visitor experience

• Provide stakeholders with the tools to develop:-

– Destination Partnerships 

– Destination Audits

– Destination Management Plans

• Platform for destination partnership and other 
thematic groups to share information



Progress to date (Pembs / West)



Progress To Date

• EG: 

• Swansea Bay - Partnership model well 

established - ¼ meetings between 

CCS, NPTCBC, TSB and SWWTP







Destination Management 

Plans: A compass not a map

• Should be developed via the destination 

partnership

• Address identified weaknesses through a 

destination audit

• Lead to an improvement in the visitor experience as a 
result of action to tackle the weaknesses

• It is a document for the whole destination agreed by all 
stakeholders

• Used as evidence for funding applications








