
 
 
 
 
 
 
   

Enterprise DG Publication
 
 
 
 
 
 
A Manual for Evaluating the Quality Performance
of Tourist Destinations and Services 

Helsinki Toulouse Cork 
 

El Vendrell Odsherred Lesvos 

Lech 
 
 

Lillehammer 

Söderslätt 

Isle of Man 



Enterprise DG Publication   II
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This publication has been prepared in the framework of a study contract with: 
 

 
RAMBØLL Water & Environment, Denmark 

 
 
The views expressed may not in any circumstances be regarded as stating an official position of 
the European Commission. 
 
More information on European Commission’s Tourism activities can be found on it’s website: 
http://europa.eu.int/comm/enterprise/services/tourism/index_en.htm 
 
Catalogue data can be found at the end of this publication. 
 
Luxembourg: Office for Official Publications of the European Communities, 2003 
 
ISBN 
 
© European Communities, 2003 



Enterprise DG Publication   III
 

 
 
 
 
 
 
 
 
 
 
  
   

 A Manual for Evaluating the Quality Performance of 
Tourist Destinations and Services   



Enterprise DG Publication   IV
 

Acknowledgements 
This study has greatly benefited from input given by a variety of sources. Acknowledgement is 
given to the national and international public and private sector tourism organisations that 
spared their time to answer the questionnaire survey. Acknowledgement is also given to the 
constructive guidance provided by the members of the Steering Group.  
 
In particular, acknowledgement is made of the considerable input given to the study by: 
 
• Isle of Man, UK: Geoff Le Page, Department of Tourism and Leisure, Isle of Man Government; 

Nora Ryder, Isle of Man Steam Packet Company; Andy Varnom, National Sports Manager; Chris 
Robertshaw, Sefton Hotel; Howard Parkin, Manx National Heritage; Michael Brunt, Department of 
Tourism; Peter Hannay, Economic Affairs Division Treasury; Judy Arnold, Chamber of Commerce; 
June Collister, Tourist Information Centre; Michael Doherty, Department of Tourism; Max Collis-
ter, Registration and Grading; and Connor O'Prey, Burnbrae Ltd. 

• Destination Odsherred, Denmark: Steen Achton, Destination 21; Hans-Jørgen Olsen, Odsherreds 
Turistbureau. 

• Lesvos, Greece: Ioannis Spilanis, University of the Aegean.  
• Cork, Ireland: Aveen Henry, Alison Coleman and Ger Mullaly, CPPU, University College Cork; 

Frank Donaldson, Cork Kerry Tourism; Michael O'Brien, Environment, Cork City Council; and Mi-
chael O'Brien, Community and Enterprise, Cork City Council. 

• Söderslätt, Sweden: Hanna Roberts and Mikael Backman, International Institute for Industrial Envi-
ronmental Economics (IIIEE) at Lund University; Nils-Arvid Andersson, Vellinge Municipality.  

• Lillehammer, Norway: Inge Aarhus and Anne-Lise Gjestevang, Lillehammer Miljø; Geir 
Kollstrøm, Lillehammer Tourist Office; Steinar Svensbakken, Destination Skeikampen; Trude Ar-
nesen, Maihaugen; Marianne Haraldsen, Comfort Hotel Hammer; Dag Olav Koppervik, SAS Radis-
son Lillehammer Hotel; Torbjørn Auflem, Birkebeineren Hotel & Appartments; Mary Raknes, Ma-
ry`s Guesthouse; Runar Menøy, Skeikampen Høgfjellshotel; Øyvind Gaden, Næringsmiddeltilsynet; 
Hamdia Pasic, State Road Department; Per Harald Jørgensen, Police Authorities; and Øystein Tan-
de,  Municipality of Lillehammer. 

• Toulouse, France: Jarl Boye-Møller, DeHaeze SarL; Alain Baigneau, Office de Tourisme; Mathé 
Perrin, Le Printemps de Septembre; Anne-Marie Hilaire, Hotel Albert 1er; Francoise Clermont, 
Comité Régional du Tourisme Midi-Pyrénées; Didier Vincent, Crowne Plaza Hotels, Toulouse. 

• Helsinki City, Finland: Pekka Borg, Environmental Planning Ltd.; Ms. Tuulikki Becker, Helsinki 
City Tourism & Convention Bureau. 

• El Vendrell, Spain: Mar Miranda, RANDA GROUP; Mireia Vila, Pla d'Excel·lència Turística del 
Vendrell and Ajuntament del Vendrell. 

• Lech, Austria: Willi Sieber, Austrian Institute for Applied Ecology; Ludwig Muxel, Lech; Urs 
Kamber, Lech-Zuers-Tourismus. 

• Project Steering Group: The core members being: Richard Denman, The Tourism Company, Eng-
land; Herbert Hammele, ECOTRANS, Germany; Francois Burhin, OGNETs, Belgium; Peter Lane, 
The National Tourism Best Value Management Group, England; Claude Pirard, OPT, Belgium. 

 
 

Photo Credits  
 
The photographs and images in this publication have been kindly supplied by: Department of Tourism 
and Leisure, Isle of Man Government, Odsherreds Turistbureau, Prefecture of Lesvos Commission of 
Tourism, Cork Corporation Tourism, Vellinge Municipality, Lillehammer Tourist Office, Toulouse Tour-
ist Office, Helsinki City Tourism and Convention Bureau, Ajuntament del Vendrell, and Lech-Zeurs-
Tourismus. 



Enterprise DG Publication   V
 

Table of Contents 
 

Introduction  1 

Section 1. Quality Management in Tourist Destinations and Services 4 

Section 2. QUALITEST and Quality Performance Evaluation 8 

Section 3. A Roadmap for QUALITEST 12 

Section 4. The QUALITEST 21 

Annex  40 
 
 



 

Enterprise DG Publication   1
 

Introduction  

Quality is vital for a successful tourism industry. Europe has an exciting mix of different products that 
can be offered to the tourist, and it enjoys a stable market share. Nonetheless, a rapid growth in 
alternative destinations worldwide means that Europe’s tourism industry today faces the need to be ever 
more quality conscious to continue to attract tourists in a global marketplace. Quality is rapidly becom-
ing the decisive competitive instrument in tourism.  
 
A quality product is crucial – for a viable business, for an attractive destination and for the sustainabil-
ity of the tourism industry across Europe. Ensuring the constant improvement of quality, whether it is of 
a tourist destination as a whole or of the individual attractions and services within it, should be a con-
tinuous process. It means setting objectives, developing a strategy, making improvements and checking 
results. 
 
This manual provides a tool to facilitate measuring, monitoring and benchmarking the quality perform-
ance of your tourist destination and services. In this manual it is called “QUALITEST”. The core of the 
tool is a set of 16 headline indicators for use in Quality Performance Evaluation of tourist destinations 
and services. This manual presents the indicators and provides detailed instructions for their use.  
 
 
Why use QUALITEST?  
Consumers are increasingly choosing those offers in 
which they can be certain that the services, outdoor 
experiences and also the welcome from the local 
population are of a high quality and worth the price 
paid. At the same time, tourist destinations and the 
providers of tourist services are increasingly con-
fronted with changes in guest expectations and re-
quirements, and increasing competition at home and 
abroad. A lack of attention to quality issues now could 
have serious consequences later in terms of loss of 
image, falling income and the initiation of potentially 
expensive damage limitation exercises.  
 
QUALITEST is based on sound business practice, in 
effect what tourist destinations should be doing auto-
matically to give best value. Using QUALITEST will 
help tourist destinations and the enterprises within 
them to maintain the quality of their offer, but it 
should be underlined that QUALITEST is not a guar-
antee of quality in itself. The indicators provide the 
user with vital information on the results of imple-
menting quality processes in the destination, but those 
processes still have to be implemented, which requires 
both destination and stakeholders to commit to a con-
tinuous process of quality management.  
 

Ten good reasons for a quality approach!
 
1. Quality gives the edge over competitors. 
2. Quality performance makes destinations 

and services easier to market, both to op-
erators and tourists. 

3. A quality product results in customer loy-
alty. 

4. Better quality means more profit. 
5. Quality management leads to a stable 

tourism industry and protects jobs. 
6. Quality improvements in a destination pro-

vide a better quality of life for local resi-
dents. 

7. Quality management improves access to 
finance. 

8. Effective monitoring of progress avoids 
repeating costly mistakes. 

9. Careful data collection provides the tool for 
making the right management decisions. 

10. Monitoring progress in quality improve-
ment provides the understanding that en-
courages proactive management. 
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Who can use QUALITEST?  
The QUALITEST tool has been designed for evaluating the quality performance of tourist destinations 
and their related services. Here a tourist destination is understood to be an area which is separately iden-
tified and promoted to tourists as a place to visit, and within which the tourism product is coordinated by 
one or more identifiable authorities or organisations. As such, QUALITEST has a wide range of poten-
tial users. It can, for example, be used to good effect by: 
• Local destination managers that want to use an integrated approach to measuring and monitoring 

quality trends in their destination, and see how they perform in comparison with similar destina-
tions; 

• Other public authorities that are interested in the quality performance of the tourism industry in 
their destination, and need some tips on how to proceed; 

• Tourist services, ranging from collective accommodation to outdoor activities, that want to iden-
tify relevant points to measure for monitoring their own quality performance; and 

• Travel organisers and intermediaries that are interested in monitoring the performance of the 
tourist destinations that they send their customers to, and can use the indicators as a basis for dia-
logue with the local destination manager. 

 
What kind of tourist destinations and services does it cover?  
QUALITEST has been developed so that it can be applied to any type of urban, rural or coastal destina-
tion in Europe. The tool was developed using the life cycle of a typical holiday experience. The tool 
therefore focuses on the service points that occur throughout this lifecycle, and incorporates them into 
the indicators. In principal it is relevant for any type of tourist destination and its associated tourism and 
transport services.   
 
How was the manual developed?  
 

This handbook is the result of a study 
that RAMBØLL (Denmark) under-
took for the Tourism Unit, Enterprise 
DG, of the European Commission. 
The study was carried out in associa-
tion with subcontractors that func-
tioned as the link between a destina-
tion and the contractor (see diagram) 
and as its “sparring partner”. 
 
Websites with more information on 
the destinations participating in the 
study are listed in Annex 6. The des-
tinations chosen are a mix of rural, 
coastal and urban destinations and 
reflect the diversity of EU tourism. 
Furthermore, the Præstø Fjord region 
(Denmark) participated in the study 
in its later stages. 
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What does this manual cover?  
The manual consists of four sections: 
• Section 1 analyses Quality Management in Tourist Destinations and Services. 
• Section 2 presents the concept of Quality Performance Evaluation (QPE). 
• Section 3 provides A Roadmap for QUALITEST with good advice on getting started. 
• Section 4 presents The QUALITEST, which is based on a set of 16 headline indicators that the 

user can apply for QPE. 
 
Six Annexes provide additional information: Annex 1 presents the basic Terms and Definitions that 
are essential for understanding the indicators, and to ensure a common approach to their development, 
which is of vital importance for a meaningful benchmarking process. Annex 2 presents all the num-
bered references. The other annexes provide relevant factual information, for example the websites of 
the destinations that participated in the study.  
 
Limitations 
The study undertaken identified a series of limitations. Firstly, although the wide range of destination 
types involved in the study reflects the diversity of European tourism, the destinations used are by no 
means representative of European tourism. Further work is needed with a larger platform of destinations 
to develop benchmarks that are representative for EU tourism. Secondly, it’s important to note that 
QUALITEST is a generic tool. It is therefore recommended that individual destinations adapt the sur-
veys and indicators in the tool, depending on their own specific circumstances, and build networks with 
similar destinations to develop the benchmark values necessary for quality comparison. Finally, 
QUALITEST works with indicators that provide only a small degree of information on much bigger 
issues, and again individual destinations should supplement the indicators if need be to develop a 
broader insight into an issue of particular interest.  
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Section 1. Quality Management in Tourist Destinations and Services 

This section discusses why quality management is an important issue in today’s tourism, and briefly 
outlines the Integrated Quality Management concept. It discusses how Quality Performance Evaluation 
can benefit tourist destinations and their associated services, and presents some of the work that has 
already been done. Finally, it reviews the investment needed for carrying out this work in your destina-
tion. 
 
Why focus on quality?  
Market research shows that the European 
tourist is maturing, and demanding higher 
levels of quality when on holiday. In other 
words, they are seeking good value for their 
money. Furthermore, European destinations 
are now competing in a global market place, 
and the quality of the tourist experience is 
arguably just as important for competitive 
edge as price.  
 
Integrated Quality Management (IQM) 
As the example above shows, the tourists’ satisfaction level from staying at a destination depends not 
only on their experience of specific tourist services, but also on more intangible factors, for example 
hospitality, safety and security, and cleanliness. The success of a destination is therefore a function of 
many interdependent components. This underscores the need for an integrated approach to managing the 
quality of tourist destinations on a continuous basis.  
 
The concept of the Integrated Quality Management of destinations was developed to satisfy this need. 
IQM combines four key elements in its approach:  
 
• Tourist satisfaction, which primarily consists of regularly monitoring the tourists’ levels of satis-

faction with the services in the destination. 
• Local tourism industry satisfaction, a key activity of IQM involves evaluating the quality of the 

jobs and the careers of industry employees, as well as the well-being of local tourism enterprises. 
• Local people’s quality of life, concern for the well-being of residents means that a destination 

should find out what the resident population thinks of the effects of tourism. 
• Environmental quality, measures of the positive or negative impact of tourism on the environ-

ment, i.e. the destination’s natural, cultural and man-made assets. 
 
Any imbalance in one of these four tourism quality aspects can have a significant effect on the overall 
quality of the destination and the tourism product.  
 
The IQM approach for destinations is a cyclical model, as illustrated in the diagram in Annex 3. There 
are basically five stages in the IQM approach: 
 

1. Identify the partners 
• In the first instance a genuine plan is needed, backed by a leader capable of rallying and in-

fluencing all the partners in the destination in question. 

Quality gives the competitive edge 
 
German tourists are a vital market segment for many European 
tourist destinations. The 2002 edition of “Reiseanalyse”, a Ger-
man travel and tourism survey commissioned by the For-
schungsgemeinschaft Urlaub und Reisen (FUR), contained a 
series of questions on environmental quality1.  
 
The results showed that every second German tourist places 
high demands on the destinations that they visit in terms of 
beach cleanliness, and litter and noise pollution. Furthermore, 
every third German tourist is interested in a good public trans-
port system in the destination2. The QUALITEST tool for tourist 
destinations and services covers all these quality issues.
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2. Decide on actions 
• The strategy and the policies that it requires (human resources, natural resources, quality of 

life, cultural heritage, etc.) can then be drawn up and placed on a formal footing by the part-
ners involved, under the supervision of the lead authority. 

3. Implement actions 
• This lays the foundation for the implementation of measures by the various public and pri-

vate providers of the different services to be provided, both within and outside the system. 
4. Measure effects 

• The approach is regularly measured, using a set of indicators, by the partners involved and 
the lead authority in order to survey the satisfaction of the various target groups, integration 
into the community and conservation of resources from the point of view of sustainable de-
velopment. 

5. Evaluate and adjust 
• In this interactive process, the authority leading the plan ensures that results are analysed 

and lessons drawn from them so that those corrections and additions felt to be important can 
be injected at each level of the chain in order to ensure the correct functioning of the chain 
as a whole. It is this ongoing repetition that causes the system to operate as a loop. 

 
The QUALITEST tool complements the IQM concept because it proposes indicators within the four key 
elements of IQM that a tourist destination needs, in order to be able to monitor the overall levels of tour-
ism quality in the destination. It therefore fits into stage 4 of the IQM approach. 
 
The above section on IQM features extracts from three IQM studies published by the European Com-
mission. These studies provide the reader with a comprehensive guide to the application of IQM in tour-
ist destinations (see Useful Documents section in Annex 3). 
 
What’s in it for tourist destinations?  
In most destinations the final product that the tourists experience, and therefore the memories that they 
take home with them, is a complex fusion of their exposure to many different phenomena in the destina-
tion, for example the local tourism industry, the destination’s resident population and the environment in 
the destination. This relationship is interlinked because not only do these aspects influence the tourist 
experience, but the tourists in turn influence these aspects.  
 
QUALITEST is of benefit to tourist destinations because it provides them with: 
 

1. An integrated tool for measuring and monitoring the internal quality performance of the destina-
tion over time, and  

2. A vehicle for benchmarking their quality performance externally with that of similar destina-
tions.  

 
Quality management is a cyclical process, and the development of the quality strategy is not the end of 
the process in the destination but just the beginning. Objectives set in the strategy should be imple-
mented and the related output targets need to be measured to evaluate the success of the actions. It is 
also necessary to monitor the impacts of tourism upon the destination as a whole. 
 
Obviously, the QUALITEST tool cannot predict what objectives each tourist destination should be im-
plementing and develop indicators for measuring the success of those actions in meeting their targets. 
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Instead, using QUALITEST, a destination is provided with a set of core indicators to measure and regu-
larly monitor and evaluate the results of its work with quality management on the visitor, tourist ser-
vices, the environment and the local community. By keeping records of its quality performance from 
previous years, the destination can see if there has been a positive or negative development over time for 
each indicator.  
 
Importantly, QUALITEST can be used to communicate quality performance to relevant stakeholders, 
for example via an annual report. Quality management in tourism is a complex issue, and QUALITEST 
proposes a set of indicators that can be used to give an overview of quality in the destination and the 
work being done in quality management. 
 
Furthermore, using QUALITEST, a destination can benchmark itself with other destinations with a 
similar location and level of tourism. In an open benchmarking process, one organisation compares its 
business performance with another organisation in the same line of business. This form of comparison 
reveals strong points as well as weaknesses. Where a weakness has been identified, the organisation can 
then identify what the other organisation is doing to achieve a better business performance – so-called 
good practice – and then implement this good practice itself. QUALITEST provides a set of indicators 
that can be used to measure quality performance in tourist destinations. Destinations can then compare 
their indicator results with those of similar destinations to identify strong points and weaknesses. Simi-
larly, where one destination identifies a weakness, it can then communicate with a better performing 
destination to identify what they are doing – the good practice – and then implement these activities 
itself. More information on how destinations can organise their work with QUALITEST to promote 
benchmarking between destinations is given in section 2. 
 
To conclude, working with QUALITEST will give your destination:  
 
• A set of indicators that can be used to measure the effects of quality management on the overall 

level of tourism quality in the destination and to monitor developments over time,  
• An opportunity to see the linkages between the various aspects of quality in the destination, to the 

tourists’ perception of quality in the destination, 
• A means of communicating quality performance to other stakeholders in the destination, and 
• A tried and tested set of indicators that can be used for benchmarking with similar destinations.  
 
What’s in it for tourist services?  

There is a long tradition of working with quality within single sectors of the European tourism industry. 
This is primarily due to the star rating schemes that have been developed to classify individual tourist 
services, such as accommodation and restaurants, on the basis of pre-defined quality criteria. However, 
rating schemes only provide a list of quality criteria that should be in place, and do not give a compre-
hensive, systematic means of monitoring quality performance or improvement over time. 
 
The QUALITEST study identified a range of quality management programmes developed specifically 
for tourist services. These differ to rating schemes in that they aim to promote a culture of quality man-
agement in an individual tourist service. The majority are based on ISO 9000, which is an international 
quality management standard. A comparative analysis of three of the individual quality management 
programmes identified is presented in Annex 4, together with a brief description. Their contact details 
are given in Annex 6. 
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As mentioned previously, the QUALITEST tool was developed using the life cycle of a typical holiday 
experience. The tool therefore focuses on the service points that occur throughout this lifecycle, and 
incorporates them into the indicators. During the study, the ten test destinations were asked to rank the 
ten most important sectors in their local tourism industry for the quality of tourism in the destination. 
The results are presented below, and these tourist and transport services have been focused on in the 
development of the QUALITEST tool. 
 

 
Hotels and transport services rank as the most important tourist services that have an influence on the 
quality of tourism in the destination. Rented rooms were least interesting, possibly because there is a 
relatively low tourist flow in this sector, and it lacks resources to promote comprehensive quality man-
agement. 
 
So how can a tourist service benefit from QUALITEST? There are a number of reasons why QUALIT-
EST is just as relevant for tourist services as it is for destinations. 
 
Firstly, the QUALITEST tool is actually built on data supplied by the tourist services and transport ser-
vices within the destination. The destination manager then aggregates this information at the destination 
level to provide the indicators. This means that the QUALITEST tool contains a range of specific qual-
ity information that tourist services should be measuring. Without measuring these aspects, it’s impossi-
ble to document progress towards increased efficiency and competitiveness in a business. 
 
Secondly, the QUALITEST tool makes the work being done on tourism development in the destination 
more transparent. It requires that there are management initiatives in place that can give tourist services 
a line of communication to the destination management, which can be used to influence the decision 
making process. Furthermore it makes the destination management accountable because if the indicators 
are used in a reporting process, the results of the destination management over time are made visible to 
the tourist services in the destination.  
 
Finally, if benchmarking is taking place, tourist services can compare the quality performance of the 
sector that they belong to, for example “accommodation” or “eating and drinking”, with the quality per-
formance of the equivalent sector in a similar destination. 
 
To summarise, working with QUALITEST in the destination will benefit tourist services because: 
 
• It promotes continued improvements in the overall quality of tourism in the destination, and ulti-

mately secures market share – which means a continued stream of customers through their door. 
• It presents the type of information that tourism and transport services should be sending to the des-

tination manager for an effective management of the destination – for example total number of 
overnights and occupancy rates.  

• It also gives them an idea of the things that should be happening in their destination to ensure a sus-
tained quality management – they can then use this to lobby the destination manager or the public 
authority to generate increased transparency and to start activities in the destination. 
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Return on investment  
The investment needed to work with QUALITEST in a destination will largely depend on the destina-
tion’s level of ambition, and how much work has already been done. This will have a direct effect on the 
amount of data that is available in the destination already, and therefore the amount of legwork needed 
to start working with the indicators.  
 
Implementing a new system in the destination management will inevitably require a relatively high re-
source input in the first year but after this the system will be in place and should be used automatically 
by the destination. Using the QUALITEST tool is therefore a strategic step for a destination and will of 
course involve an investment of time and resources. However, this investment is counter-balanced by 
the benefits brought to the sustainability of the destination, in terms of increased consumer satisfaction, 
and an improved competitive standing for the destination, in other words bringing a good return on in-
vestment. 
 
 
Section 2. QUALITEST and Quality Performance Evaluation 

QUALITEST is a tool for the Quality Performance Evaluation of tourist destinations. The aim of this 
section is to describe in detail the components of the QUALITEST tool, and how it can be used by a des-
tination to evaluate its quality performance.  
 
QUALITEST 
The diagram below displays the QUALITEST tool.  
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QUALITEST consists of 16 quality themes divided into two main groups: Quality of the destination and 
Quality of the tourist product. The first group provides information on the background quality of the 
destination – the essential aspects that play a key role in the function of tourism in a destination, and 
must be in order. The second group provides information on the quality of the tourist product itself, as 
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seen through the eyes of the tourist, and is based on a breakdown of the activities taken during the life-
cycle of a typical holiday. 
 
Each quality theme gives rise to a set of three indicators: Quality Perception Condition Indicators 
(QPCI), Quality Management Indicators (QMI) and Quality Performance Indicators (QPI). The indica-
tors are interlinked, reflecting the integrated approach to quality management that is essential in tourist 
destinations. 
 
Quality Perception Condition Indicator (QPCI) 
These are the entry point for quality management in the destination and show the levels of satisfaction 
felt by the tourists and the local tourism industry professionals with different quality aspects of the des-
tination. The QPCI are obtained via a Tourist Satisfaction Survey and Tourism Industry Survey and are 
based on subjective opinion. These indicators cover the main reason for the destination manager to work 
with an integrated quality approach – i.e. to boost tourist satisfaction, to improve the well-being of the 
tourism industry and to increase local peoples’ satisfaction with tourism in their destination. Finally, 
there are also indicators of environmental quality. If there are problems with the results of any of these 
indicators, for example a worsening of the result in comparison to previous years or a poor performance 
in comparison to similar destinations, then the destination manager needs to look at the corresponding 
QMI and QPI indicators to see what those indicators tell, and then take the actions necessary to improve 
things. After action has been taken, the destination manager should update the QPCIs to check if the 
desired result has occurred. 
 
Quality Management Indicator (QMI) 
These indicators are directly related to the QPCIs and are qualitative, i.e. they are not built on numerical 
data. They are used to signal how well the quality work is anchored in the destination management. 
These qualitative indicators form a type of “self-assessment” because they determine whether a range of 
the management activities essential for successful IQM are in place or not in the destination. The QMIs 
are important because they cover much of the basic communication between the destination manager 
and the destination stakeholders, for example via local tourism associations, which is the key to success-
ful IQM.  
 
Quality Performance Indicator (QPI) 
These indicators are quantitative and form an objective counterpart to the QPCI. The QPI are again 
linked to a relevant QPCI and QMI for each quality aspect. The majority of the QPIs in QUALITEST 
relate the main quality aspect being measured to another parameter, for example time or area. This en-
ables the QPI to indicate progress over time or effectiveness. If an absolute indicator were used, this 
would not be achievable. This can be seen in the QPI for transport in the destination, where the main 
information being presented is complaints: 
 
Number of complaints on reliability of public passenger transport in destination per 100 000 passengers 
 
Here the number of complaints has been related to the number of passengers transported. This has sev-
eral advantages. Firstly, giving an absolute figure for the number would have little meaning, as it does 
not show the development behind the indicator. For example the number of absolute complaints might 
have fallen but the number of passengers might also have fallen, meaning that the ratio between com-
plaints and passengers was the same, and no improvement in quality improvement has been achieved. 
Secondly, the relative indicators represent a measurement of effectiveness of the destination in its qual-



 

Enterprise DG Publication   10
 

ity management, e.g. the transport QPI might show that for every 100 000 passengers transported, the 
transport services registered ten complaints. To become more effective, the transport services would 
have to reduce the number of complaints per 100 000 passengers. 
 
It is also possible to make measurements of efficiency using the QPIs. In this case the main quality in-
formation being measured is related to financial information. This can be seen in a potential QPI for the 
marketing and promotion of the destination: 
 

Marketing costs per overnight stay (EUR) 
 
This is basically a measure of how much each overnight stay in the destination cost in terms of market-
ing. In other words a measurement of how efficient the destination is at attracting tourists per Euro spent 
on marketing.  
 
The QPIs used in the QUALITEST tool are intended to be measurements of effectiveness. Nonetheless, 
a destination may decide to supplement these indicators with efficiency indicators if necessary. 
 
Quality Performance Evaluation 
QUALITEST is a tool to facilitate the Quality Performance Evaluation (QPE) of tourist destinations. 
QPE is a process to facilitate management decisions regarding a destination’s quality performance by: 

1. Measuring and completing the Quality Perception Condition Indicators, the Quality Manage-
ment Indicators and Quality Performance Indicators,  

2. Monitoring the results over time, and  
3. Benchmarking results against those from similar destinations. 

 
By working through these steps, the destination manager has evaluated the quality of tourism in the des-
tination. However, quality management is a cyclical process, therefore the evaluation process needs to 
begin again by updating the QPCIs and monitoring the QMIs and QPIs on a regular basis. 
 
Measuring  
QPE in a destination begins by measuring the tourists’ perceptions of the destination’s quality condition 
using Quality Perception Condition Indicators (QPCIs). The next step measures how well the quality 
approach is anchored in the destination management using the Quality Management Indicators (QMIs). 
Finally the destination manager can measure the concrete performance of the destination quality using 
the Quality Performance Indicators (QPIs).  
 
Monitoring 
The destination should record the results achieved from measuring the three indicator types and use the 
information internally to monitor quality progress in the destination over time. This activity involves 
comparing the quality indicator results with those of previous years to identify trends and significant 
discrepancies in quality levels. 
 
Benchmarking  
It is envisaged that destination managers will compare their destination’s quality performance with that 
of similar destinations within a network of tourist destinations, paving the way for dialogue and the ex-
change of good practices. There are many definitions of benchmarking but in practice it usually encom-
passes: 
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• Regularly comparing aspects of performance (functions or processes) with best practitioners;  
• Identifying gaps in performance;  
• Seeking fresh approaches to bring about improvements in performance;  
• Following through with implementing improvements; and  
• Following up by monitoring progress and reviewing the benefits3. 
 
Benchmarking the quality performance of tourist destinations is a relatively new phenomenon, and 
much pioneering work has been done in England through the work of the National Tourism Best Value 
Management Group (NTBVG). Best Value was introduced by the 1999 Local Government Act. It is a 
comprehensive means of measuring whether or not local authorities are delivering value for money and 
standards of quality that meet the needs of local people.  Local authorities have a duty under the act to 
review all of their services over a five year period and to seek continuous improvement in service deliv-
ery, including tourism. The Audit Commission is empowered to carry out detailed inspections of com-
pleted reviews to monitor standards and seek out poor performance. QUALITEST has benefited from 
the work of the NTBVG (see section 3), and more information on NTBVG is available in Annex 5. 
 
Experience shows that external benchmarking is not only a competitive activity but can also be collabo-
rative. Even the best performing destinations will be able to learn from collaboration with other destina-
tions and in a rapidly evolving industry like tourism, best practice changes all the time. Benchmarking is 
not a one-off activity but needs to be repeated at regular intervals so as not to fall behind as the back-
ground environment changes. Finally, benchmarking does not equate with spying and espionage – it is 
vital to be open and honest about performance levels to maximise the potential benefit.  
 
Benchmarking can be facilitated via networks of tourist destinations. The destinations should be of simi-
lar size and geography, and also have roughly the same tourism volume. The networks could be in clus-
ters – for example a network of tourism destinations in the Aegean Sea, or they could be more diffuse, 
for example a network of European ski destinations. Either way, it is likely that a mix of meetings and 
information technology will have to be used to facilitate communication. Issues of leadership, data man-
agement and resources will also need to be solved before successful networking can begin. It is recom-
mended that destinations benchmark themselves on the results of their Quality Performance Indicators 
and Quality Performance Condition Indicators. Where significant differences are identified in the re-
sults, the destinations can check the Quality Management Indicators of a successful destination to iden-
tify good practice, and can also start a dialogue with that destination to get more detailed information.  
 
The data gathered by the destinations in the benchmarking network can be handled using different 
mathematical methods to calculate the benchmark values. These could be either the average, median or 
the standard deviation. The most common value used in benchmark analyses is the average value. It 
requires that the data delivered by the destinations is summed together and divided by the number of 
destinations delivering that data. As an example, the four coastal destinations in the study produced a 
benchmark of 12 for the bathing water quality QPI. This means that on average, 12% of the bathing ar-
eas in the coastal destinations did not comply with the mandatory values in the EU Bathing Water Qual-
ity Directive.  
 
Averages are a relatively easy concept to understand and calculate, but the result can be adversely af-
fected by one or two high data entries, leading to a skewed value. Using the median, which is the middle 
value of the data supplied by the destinations, this adverse effect can be avoided. The median can be 
calculated automatically by entering the data into a spreadsheet, selecting the relevant data and request-
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ing the median function. The standard deviation is a further alternative. It is basically a measure of the 
dispersion of a frequency distribution. Again it can be calculated automatically by entering the data into 
a spreadsheet, selecting the relevant data and requesting the standard deviation function. As an example, 
the standard deviation was calculated for average room occupancy rate per month in the four rural desti-
nations in the study, as a potential QPI for quality of welcome. The standard deviation values returned 
were then averaged to give a benchmark value of 11. This QPI attempts to indicate the seasonality of the 
tourist season. The higher the standard deviation in room occupancy rates throughout the year, the more 
intense the peak, and the more heavy the load on the local community. To achieve quality improve-
ments, the destination manager should seek to reduce the standard deviation figure, signifying a lower 
dispersion. 
 
 
Section 3. A Roadmap for QUALITEST 

This section provides a basic roadmap of how a tourist destination can go about using the QUALITEST 
tool in practice. It also provides some “golden rules” for its successful application. 
 
The following steps are necessary for use of the QUALITEST tool, and should be repeated in a cyclical 
manner in the destination, to achieve continual quality improvement: 
 

1. Define the destination, 
2. Carry out the Tourist Satisfaction Survey, 
3. Develop the Quality Perception Condition Indicators, 
4. Develop the Quality Management Indicators, 
5. Carry out the Tourism Industry Survey, 
6. Develop the Quality Performance Indicators, 
7. Monitor results internally, and 
8. Benchmark with similar destinations.  

 
 
1. Define the destination 
Defining the geographical boundaries of the destination itself is a key activity, leading to feelings of 
identity with, and ownership of, the destination by tourism stakeholders in the region. For practical rea-
sons, it’s a good idea if the destination boundaries closely follow the municipal boundaries – this will 
facilitate political cooperation and ease of data collection later in the process. A tourist destination is 
best explained as an area which is separately identified and promoted to tourists as a place to visit, and 
within which the tourism product is coordinated by one or more identifiable authorities or organisations.  
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A destination may in theory vary from an area within a local council to an area spanning several mu-
nicipalities but the central issue is that it has its own identity, and ideally responsibility for its manage-
ment has been determined, i.e. there is a destination manager in place. The identity of the destination 
manager will vary from destination to destination, as will their work mandate for managing tourism in 
the destination but some form of coordination is essential for the successful use of the QUALITEST 
tool. The diagram above attempts to illustrate the destination manager’s relationship to the various 
stakeholders in the destination, and how the various quality aspects influence the destination. The large 
circle represents the destination itself.  
 
As the responsible co-ordinator, the destination manager sits in the middle of the destination circle, and 
is at the midpoint of three overlapping circles representing the “human” components of the Integrated 
Quality Management (IQM) concept for tourist destinations: tourists, local people and tourism industry 
professionals. There are flows and interactions between each of these circles, and the destination man-
ager is really the anchor point for these interactions. A fourth circle is also drawn within the destination 
circle – the public authority. It stands alone because the authority is also often present in the three other 
circles, the tourism professionals (via public:private cooperations), the local people and the destination 
manager. The destination manager is typically an employee of the local authority because they have the 
resources necessary to take an active role in the planning of tourism in their area, and therefore often 
function as the catalyst for change. However, the complexity of the tourist experience, which is a fusion 
of exposure to many different phenomena in the destination, means that the public and private sectors 
are interdependent for the successful quality management of the destination, and all need to take an ac-
tive role. The IQM publications give good advice on organising the quality management process in tour-
ist destinations, and state that a Lead Authority must be identified before the IQM process can begin. 
 
On the outside of the destination, the quality flows that can also affect the quality of tourism in a desti-
nation are depicted – for example noise, bathing water quality and the quality of nature. It can be seen 
that these aspects are common to all in the destination, whether or not they work in the tourism industry 
or are tourists, and improving these elements will therefore contribute to improving the overall quality 
of life in the destination. A separate circle, intersecting the parameter of the destination circle, is used to 
depict the travel organisers and intermediaries that, depending on the destination, may play a significant 

Destination 
manager

Air quality
Bathing water quality

Destination

Tourism 
professionals

Local people

Tourists

Locals in 
tourism

Social 
interaction

Economic 
interaction

Quality of nature

Noise

Cultural heritage 
quality

Quality of
space

Public 
authority

Travel 
organisers and 
intermediaries

Destination 
manager

Air quality
Bathing water quality

Destination

Tourism 
professionals

Local people

Tourists

Locals in 
tourism

Social 
interaction

Economic 
interaction

Quality of nature

Noise

Cultural heritage 
quality

Quality of
space

Public 
authority

Travel 
organisers and 
intermediaries



 

Enterprise DG Publication   14
 

role in the packaging of the tourist product and its marketing outside of the destination. It intersects the 
circle because travel organisers and intermediaries are often represented in the destination, and may take 
an active part in the management process.  
 
The circle diagram is of course an over-simplified presentation of reality but of use in visualising the 
links between the stakeholders in the destination and their relationship to quality. Following the IQM 
concept, the role of the destination manager is to bring together the stakeholders in the destination and 
facilitate a constructive process whereby their inputs on the quality of tourism in the destination can be 
gathered. The IQM publications contain detailed information on organising destination management for 
IQM – see Annexes 3 and 6 for more information on the IQM model and how to obtain these reports.  
 
2. Carry out the Tourist Satisfaction Survey 
The Tourist Satisfaction Survey is one of the most important activities within the QUALITEST tool. 
Surveys of tourist satisfaction should be regularly carried out in all tourist destinations, regardless of 
size, or the volume of their tourism industry. A tourist satisfaction survey generates a wealth of informa-
tion that is vital for managing and evaluating the quality performance of a tourist destination, for exam-
ple tourist satisfaction levels, and their motivations for staying in the destination.  
 
The Tourist Satisfaction Survey used in QUALITEST is adapted from work done by the National Tour-
ism Best Value Management Group in England (see Annex 5). It is specifically designed to provide the 
data necessary for 13 of the Quality Perception Condition Indicators for use in QPE, including bench-
marking between destinations (see section 2 above). As such it is a very basic survey, and must be fur-
ther adapted to fit the needs of a specific tourist destination. It would be a wasted opportunity, as well as 
a waste of resources, to initiate a large-scale tourist survey and then only ask 15 questions. It is therefore 
recommended that individual destinations further develop the Tourist Satisfaction Survey to incorporate 
one or more of the elements below: 
 
• Generation of background information on the person answering the questionnaire. This should at 

least include their country of origin, and form of accommodation in the destination (campsite, hotel 
etc.). Using this information, the results from the questionnaire can be correlated to find out if there 
are any patterns behind the answers given.  

• Information on motivations for staying in the destination. This should include where and how they 
learnt of the destination, as well as the specific “pull factors” that attract them to the destination. 
Furthermore an investigation could be made into the more abstract values that tourists associate with 
the destination, for example “peace and tranquillity”, “cultural heritage” or “adventure”. 

• Behavioural patterns during their stay in the destination. One central point of interest is expenditure 
– tourists could be asked to identify their average expenditure per day, including accommodation. 
Another relevant topic is means of transport to the destination, i.e. car, train, coach or flight. 

• Recommendations for further efforts to boost the quality of the destination. The tourists will most 
likely have some good ideas for how to improve the quality of the tourist destination, either in gen-
eral or linked to the 13 specific questions – adequate space should therefore be given to the tourist to 
enable them or their interviewer to note recommendations. 

• Finally, it would be valuable to ask return tourists in more detail about their attachment to the desti-
nation. This is a vital group for any tourist destination because winning new tourists is more expen-
sive than keeping the regular tourists and getting them to return again and again. It also provides ba-
sic data that will assist in the making of key management decisions. 
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The basic Tourist Satisfaction Questionnaire used in QUALITEST is presented below.  

 
It should be emphasised that the target group for this survey is tourists, i.e. visitors that spend at least 
one overnight stay in the destination. Day visitors are not included in the QUALITEST tool and there-
fore need to be excluded from this survey. This can be achieved by asking the person interviewed if they 
are staying at accommodation in the destination or are just visitors. Alternatively a simple yes/no answer 
at the beginning of the questionnaire will determine if the individual can be classified as a tourist. 
 
In order to provide the scores used in 13 of the Quality Perception Condition Indicators, it is necessary 
to ask tourists to categorise their impressions of quality in the destination into one of six categories, 
ranging from “ very poor” to “excellent”. If a response is registered as “good” or “excellent”, then these 
scores can be used to develop the QPCI for that given aspect, which is always “percentage of tourists 
more than satisfied with…”. 
 
It will only be possible to ask a fraction of the tourists that visit the destination to answer the survey. It 
is therefore important that those tourists form as representative a sample as possible of the overall tour-
ism volume in the destination. The following steps are recommended to achieve this: 
  
• As a rule of thumb, at least 3% of the total number of tourists visiting the destination in a given year 

should be surveyed. But this precise figure is difficult to calculate and set as a target for the survey, 
if the number of tourist arrivals is not known. 

• Therefore, for destinations where the precise number of tourist arrivals is not known, and for small 
destinations, a second rule of thumb is that at least 100 tourists should answer the questionnaire, to 
enable the development of comprehensive and correct statistics based on the questionnaire answers. 

• For this sample to be representative, the distribution of tourists answering the questionnaire needs to 
reflect the distribution of the market segments in the destination, for example camping site guests, 

QUALITEST TOURIST SATISFACTION QUESTIONNAIRE 
PLEASE INDICATE IF YOU: Yes No 
Are staying in accommodation in the destination (if yes, please proceed with questionnaire) □ □ 
Have stayed in the destination on previous occasions □ □ 
PLEASE INDICATE YOUR LEVEL OF SATISFAC-
TION WITH THE FOLLOWING: Excellent Good 

Satisfac-
tory Poor 

Very 
poor 

Not 
applica-
ble 

Quality of communication on the destination 
received pre-arrival □ □ □ □ □ □ 
Standard of transport services in the destination □ □ □ □ □ □ 
Quality of accommodation used □ □ □ □ □ □ 
Range and quality of things to do □ □ □ □ □ □ 
Range and quality of places to eat and drink □ □ □ □ □ □ 
Accessibility to tourist services □ □ □ □ □ □ 
Quality of information on things to do in the des-
tination □ □ □ □ □ □ 
Feeling of security and safety from crime, includ-
ing availability of health services □ □ □ □ □ □ 
Value for money in general □ □ □ □ □ □ 
Friendliness of the local population □ □ □ □ □ □ 
Cleanliness of the local environment □ □ □ □ □ □ 
Cleanliness of bathing areas □ □ □ □ □ □ 
Quality of air in the destination □ □ □ □ □ □ 
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foreign guests or families with children. This again reflects the need to expand the survey to enable 
the generation of background information on the person answering the questionnaire, as well as un-
derlining the importance of the data given by the Tourism Industry Survey (see below).  

• If the distribution of the market segments is not known in detail it will be difficult to check if the 
survey is representative. However, a third rule of thumb states that the survey then needs to be car-
ried out in a random manner, which can be done by giving the questionnaire to every fifth person 
entering a Tourist Information Centre in the destination.  

 
Feedback from the destinations in the study clearly indicates that the Tourist Satisfaction Survey pre-
sented above has a good structure and provides some very useful information on the quality condition of 
the destination. Some good advice is to: 
 
• Ask the tourist services in the destination to help to distribute the questionnaire to their customers. 
• Encourage the tourists to respond – people are generally tired of answering surveys – provide some 

good arguments why they should take the time to answer your questionnaire, perhaps even a prize 
draw. 

• Encourage the tourist services to promote the survey to their guests by giving a weekly prize to the 
organisation that sends back the most completed questionnaires. 

• Leave space on the questionnaire for the tourists or the interviewers to insert additional comments – 
for example specific experiences that the tourists have had which were less than satisfactory. 

• Get the timing right – don’t start the survey in the middle of the tourist season. 
 
3. Carry out the Tourism Industry Survey 

The Tourism Industry Survey is an essential component of a destination’s evaluation of its quality per-
formance, and must be taken seriously – it is part of the commitment to quality and covers information 
that the destination manager needs to know. The Tourism Industry Survey is based on two question-
naires conducted simultaneously in the destination. One questionnaire covers the accommodation stock; 
the other is targeted at the remaining tourist services and transport services. The Tourism Industry Sur-
vey provides key information for developing the QPIs, and allows the destination manager to gauge the 
satisfaction levels of local tourism industry professionals. The Tourism Industry Questionnaires used in 
the QUALITEST tool are adapted from work done by the NTBVG in England (see Annex 5). The basic 
questionnaire for accommodation stock in the destination is presented below as an example.  
 
The Tourism Industry Survey has been specifically designed to provide the background data necessary 
for the Quality Performance Indicators, as well as for three of the Quality Perception Condition Indica-
tors for use in QPE, including benchmarking between destinations (see section 2 above). As such it is a 
very basic survey, and must be further adapted to fit the needs of a specific tourist destination. A desti-
nation may wish to extend the number of questions asked in the questionnaire to make best possible use 
of this activity. Other issues, for example tourism industry satisfaction levels with specific quality issues 
in the destination could then be covered. 
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In order to provide the scores used in three of the Quality Perception Condition Indicators, it is neces-
sary to ask tourist and transport services to categorise their impressions of quality in the destination into 
one of six categories, ranging from “ very poor” to “excellent”. If a response is registered as “good” or 
“excellent” then these scores are used to develop the QPCI for that given aspect, which is always “per-
centage of tourists more than satisfied with…”.  
 
The Tourism Industry Questionnaires should only be sent to the tourist and transport services in the des-
tination. It should only be filled out once per establishment, and only by the management of the estab-
lishment. Several methods can identify the organisations that should receive a questionnaire:  
 
• Use telephone and commercial directories, for example look under “hotel”. 
• Local and national business associations can identify members in the destination. 
• Ask the local Tax Office(s) to provide contact details for registered tourism companies. 

QUALITEST TOURISM INDUSTRY QUESTIONNAIRE (Accommodation stock) 
PLEASE INDICATE YOUR TYPE OF ACCOMMODATION ESTABLISHMENT:  

Hotel □ 
Holiday dwelling □ 
Tourist campsite □ 
Marina □ 
Health establishment □ 
Work and holiday camp □ 
Conference centre □ 
Other – please specify  
PLEASE INDICATE WHETHER YOUR ESTABLISHMENT IS: Yes No 

Awarded with a label from an accessibility labelling scheme □ □ 
Able to cater for the needs of tourists with impaired mobility □ □ 
Assessed according to an accommodation rating scheme □ □ 
Awarded an ecolabel or environmental diploma □ □ 
Certified according to a quality or environmental management standard  □ □ 
PLEASE INDICATE IF YOUR ESTABLISHMENT HAS: Yes No 
Made one or more successful applications for business support in the past year □ □ 
The name(s) of the business support applied for   
PLEASE INDICATE CAPACITY OF YOUR ESTABLISHMENT:   
Total number of bedrooms    
Total number of bedspaces   
Total number of overnight stays in 2002   
PLEASE INDICATE ROOM OCCUPANCY RATE PER MONTH IN 2002:   

1 2 3 4 5 6 7 8 9 10 11  12 Average 

% % % % % % % % % % % % %

FOR STAFF PLEASE ENTER:   
Number of employees (man-months)  
Amount of funding you have invested in training and qualification of employees (EUR)  
Amount of funding invested by other organisations in training and qualification of employees (EUR)  
PLEASE INDICATE YOUR SATISFACTION WITH THE FOLLOWING: Excellent Good Satisfactory Poor Very poor
How was business last year compared to the previous year? □ □ □ □ □ 
Overall marketing and promotion of the destination □ □ □ □ □ 
Business support opportunities offered e.g. training and funding □ □ □ □ □ 
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• Tourism business networks or associations can distribute the questionnaire to their members. 
 
Once they have been identified, the Tourism Industry Questionnaires can be sent to the tourist and trans-
port services in the destination. It is arguably best to send the questionnaires in the post, so that the 
companies have a hard copy in front of them. Nonetheless, tourism companies are very busy, and the 
destination manager should then call those tourist services and transport services that have not re-
sponded, and remind them to fill in and return the questionnaire. Some companies might prefer to re-
spond to the questionnaire on the phone, others might prefer email. As mentioned previously, the Tour-
ism Industry Survey is an essential component of the quality management process in a destination, and it 
is necessary to aim for a high rate of return. It is therefore vital that the destination manager is supported 
in this initiative by other prominent stakeholders in the local tourism industry, giving it a “top stake-
holder commitment”. At the same time, small prizes can be offered to encourage return. 
 
The questions asked in the Tourism Industry Survey can basically be divided into two categories: sub-
jective and objective. The objective questions, for example the number of overnight stays in the accom-
modation service, gather information for use in the development of the QPIs. The subjective questions 
gather data for use in the development of the QPCIs, for example satisfaction with the marketing of des-
tination. As a rule of thumb, it is important to aim for a rate of return of 50% of the questionnaires, al-
though the higher the better. If the rate of return is below 50%, then the question needs to be asked why 
it is so low. There might be a straightforward reason for this, for example the questionnaire has been 
sent to the wrong people in the respective companies.  
 
In the case of the subjective questions, if the rate of return is 50% or higher, then there is a fair chance 
of getting a representative sample, as long as the 50% of the local tourism industry that has answered 
looks pretty much the same as the 50% of the local tourism industry that hasn’t answered. Here the des-
tination manager will have to rely on experience and common sense to assess if this is the case or not.  
In the case of the objective questions, then a 100% rate of return is best, because via these questions the 
destination manager can build a picture of the entire destination, and here there can’t be a representative 
answer. For those companies that haven’t answered, estimates should be made of their objective data 
based on similar companies (see 6. Develop the Quality Performance Indicators). 
 
4. Develop the Quality Perception Condition Indicators 

The QPCIs are developed using the response to the 13 satisfaction questions asked in the Tourist Satis-
faction Questionnaire and the three satisfaction questions asked in the Tourism Industry Questionnaire.  
 
5. Develop the Quality Management Indicators 

The Quality Management Indicators are very much concerned with the work of the destination manager, 
and many of the qualitative QMI will be answerable by that person or organisation.  
 
6. Develop the Quality Performance Indicators 

The QPIs are developed from the results of the Tourism Industry Survey and from an additional data 
investigation conducted by the destination manager. The results of the Tourism Industry Questionnaires 
are primarily used to develop the variables for the relative indicators, for example total number of over-
nights in destination. It will not be realistic to achieve a 100% response rate to the Tourism Industry 
Survey. It will therefore be necessary to estimate data for those establishments not responding. Esti-
mates can either be made by looking at similar establishment to the ones that did not supply data and 
using a rule of thumb to estimate missing data, or to ask representatives from branch associations to 
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provide estimates. The other information needed to generate the QPIs is likely to be available at a vari-
ety of different sources including the planning department at the local authority, local police and the 
environmental agency.  
 
7. Monitor results internally  

The destination should monitor its results achieved in the QPCIs, QMIs and QPI over time, to identify 
any potential problem areas for further action. It is anticipated that the monitoring process should take 
place at least once a year in a destination. If there are areas that require further action to improve quality, 
then the destination needs to identify relevant actions for implementation. If the destination has devel-
oped a central tourism strategy for tourism development in the destination, then the strategy would be 
the right place to document the results and the actions needed to improve quality. If the destination does 
not have a central tourism strategy, then the results of the monitoring process can be communicated to 
stakeholders via an annual destination report that is either printed or available on the internet. Monitor-
ing and communication also provide valuable documentation to the destination manager if it’s necessary 
to argue for increased investment in quality management in the destination. 
 
8. Benchmark with similar destinations 

In the concluding phase of the Quality Performance Evaluation, the results of the QPCIs and QPIs can 
be benchmarked externally. In the external benchmark, a destination can compare its results in the 
QPCIs and QPIs to those of other destinations. Taking the benchmarking process a step further, the des-
tinations could exchange information on quality management in a networking process that would help 
breakdown barriers to the exchange of information on QPE (see section 2). 
 
Five golden rules for best value in QPE 

The user should bear the following five points in mind when working with the QUALITEST tool: 
 

1. Try to use the same procedure each year to acquire data. If this is not done, the comparability of 
the data between different years may suffer.  

2. Be thorough in the data processing phases – it can be beneficial to use the data processing soft-
ware currently available. 

3. Be as honest as possible – it’s only yourself that is being deluded by using misleading data.  
4. Make sure that all the indicators are valid for the same period of time – i.e. registrations made 

from January to December in a given year. 
5. Remember to put in a quality control to identify potential mistakes in the data handling process. 
 

And finally... 
It is recommended that potential users of the QUALITEST tool read the relevant Integrated Quality 
Management publication for their type of destination (rural, coastal or urban) before proceeding to use 
the tool (see Annex 3). These reports form the methodological framework for the QUALITEST tool, 
and provide detailed information on how to go about quality management in tourist destinations based 
on good practice examples throughout Europe.  
 
Importantly these publications give good advice on how to “anchor” the quality management process in 
the destination by facilitating a networking process that gathers key stakeholders around a common ta-
ble. They also contain detailed information on how to plan, implement and follow-up on concrete qual-
ity management activities in tourist destinations. Furthermore they provide the reader with recommenda-
tions on how to get started with helpful tips to help you on your way.  
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The IQM publications, in different languages, can either be obtained as brochures from the Tourism 
Unit of Enterprise DG, or can be downloaded from it’s website (see Annex 6).    
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Section 4. The QUALITEST 
This section presents the QUALITEST tool, comprised of 16 headline indicators. 
Quality themes QPCI QMI QPI 

� Viability of 
local tour-
ism industry 

Percentage of local tourism industry 
professionals more than satisfied 
with business last season in com-
parison with the previous season 

Networking and communication between 
the destination manager and the tourism 
industry in the destination is facilitated 
and functions effectively  (Yes/no) 

Percentage growth of the 
tourism industry in the desti-
nation 

� Support to 
local tour-
ism industry 

Percentage of local tourism industry 
professionals more than satisfied 
with the business support opportu-
nities offered in the destination 

A programme is in place to coordinate 
business support to tourist services and 
transport services in destination, and its 
success is regularly evaluated (Yes/no)  

Rate of successful business 
support applications made by 
the local tourism industry  

� Marketing 
and promo-
tion 

Percentage of local tourism industry 
professionals more than satisfied 
with the quality of marketing and 
promotion of the destination 

The destination has formally approved a 
tourism strategy, which contains clear 
directions on which to base marketing, 
and this is regularly checked (Yes/no)  

Number of overnight stays 
per Euro invested in market-
ing and promotion of the 
destination 

� Quality of 
welcome 

Percentage of tourists more than 
satisfied with the friendliness of the 
local population 

A procedure is in place for regularly re-
ceiving feedback from local people on 
their opinion of tourism in the destination 
and this is taken into account (Yes/no) 

Tourist season pressure on 
the destination 

� Safety and 
security 

Percentage of tourists more than 
satisfied with the feeling of security 
and safety (including availability of 
health services) 

A crime prevention initiative is in opera-
tion in the destination, involving the 
tourist services and transport services, 
and its operation is evaluated (Yes/no) 

Ratio of criminal acts involv-
ing crime against the person 
to number of local inhabitants 

� Ambient air 
quality 

Percentage of tourists more than 
satisfied with the quality of air in 
destination 

Information on ambient concentrations of 
air pollutants is routinely made available 
to the public (Yes/no) 

Number of days with high air 
pollution levels  
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� Local 
environ-
mental qual-
ity 

Percentage of tourists more than 
satisfied with the cleanliness of the 
local environment 

Responsibilities for managing the cleanli-
ness of the destination have been clearly 
identified and the effectiveness of their 
operation is regularly evaluated (Yes/no) 

Ratio of litter gathered to the 
area of the destination 

� Pre-arrival 
communica-
tion 

Percentage of tourists more than 
satisfied with the quality of com-
munication about the destination 
received prior to arrival 

Significant market segments are known 
and their expectations are regularly as-
sessed via market surveys (Yes/no) 

Tourist complaints registered 
per overnight stay 

� Accessibility 

Percentage of tourists with disabili-
ties and limited mobility more than 
satisfied with accessibility to tourist 
services in the destination 

The destination is aware of the needs of 
tourists with disabilities and limited mo-
bility, and regularly raises awareness of 
why, and how, tourist services can be 
made more accessible (Yes/no) 

Percentage of tourist services 
suitable for, and accessible 
by, disabled people and peo-
ple of limited mobility 

	 Transport 
Percentage of tourists more than 
satisfied with the transport services 
in the destination 

All transport services in the destination 
are aware of the need to manage the 
quality of the critical aspects of their 
service, and are kept informed of devel-
opments (Yes/no) 

Ratio of complaints on the 
reliability of public passenger 
transport in the destination to 
number of passengers 


 Accommo-
dation 

Percentage of tourists more than 
satisfied with their accommodation 

All accommodation providers in the desti-
nation are aware of the need to manage 
the quality of the critical aspects of their 
service, and are kept informed of devel-
opments (Yes/no) 

Percentage of collective ac-
commodation certified accord-
ing to a Quality Management 
System (QMS), Environmental 
Management System (EMS), 
or ecolabelling programme 

� Information 

Percentage of tourists more than 
satisfied with the quality of infor-
mation on things to do in the desti-
nation 

Information material provided to tourists 
on things to do in the destination is regu-
larly checked, as well as the means of its 
provision (Yes/no) 

Ratio of overnight stays per 
visit to the TICs in the desti-
nation 

� Eating and 
drinking 

Percentage of tourists more than 
satisfied with the quality of places 
to eat and drink in the destination 

The quality of the places to eat and drink 
in the destination is regularly evaluated, 
and there is a procedure in place to regis-
ter complaints from tourists 

Number of complaints on the 
quality of places to eat and 
drink in the destination per 
overnight stay 


 Activities 
Percentage of tourists more than 
satisfied with the range and quality 
of things to do in the destination 

All tourist attractions in the destination 
are aware of the need to manage the 
quality of the critical aspects of their 
service, and are kept informed of devel-
opments (Yes/no)  

Number of things to do within 
a ½ day’s travel of the desti-
nation per overnight stay 

� Bathing 
water qual-
ity 

Percentage of tourists more than 
satisfied with the cleanliness of the 
bathing areas in the destination 

There is a an integrated management 
plan in place that covers the bathing 
areas in the destination and its operation 
is regularly evaluated (Yes/no) 

Percentage of bathing areas 
not complying with the man-
datory values in the EU Bath-
ing Water Directive  
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� Value for 
money 

Percentage of tourists more than 
satisfied with value for money in 
general 

The destination has developed and for-
mally approved a tourism strategy and it 
is reviewed regularly (Yes/no) 

Percentage of return tourists 
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�   Viability of local tourism industry 

 
Significance 
The term tourism industry is used to cover a multitude of different tourist services, which fuse to form 
the identity of tourism in the destination. It’s vital that the destination manager monitors the economic 
viability of the tourism industry in the destination. This ensures that the tourist services are continuing 
to be competitive, and also ensures that the destination maintains it’s fundamental identity. The indica-
tors chosen are interconnected. All three need to be measured on an annual basis, and the results com-
pared with those of previous years: 
• The QPCI measures the satisfaction of the local tourism industry with the business climate in the 

destination. 
• It’s sound management to establish a forum where the local tourism industry can meet and give 

feedback to each other and to the destination management. The QMI determines whether such a fo-
rum exists or not in the destination, and whether it functions effectively and according to plan. If 
there is no such forum, then steps should be taken to encourage its establishment and operation.  

• The QPI indicates the year on year percentage rise and fall in the net number of tourist services in 
the destination.  

 
Components 
• QPCI: (Number of local tourism industry professionals in Tourism Industry Survey more than satis-

fied with business this season in comparison with business last season / Total number of local tour-
ism industry professionals in Tourism Industry Survey) * 100 

• QPI: (Number of newly established tourist services – number of failed tourist services) / Total 
number of tourist services in destination) * 100 

 
Data availability 
• The QPCI must be calculated from the results of the Tourism Industry Survey (see section 3). Only 

the management of the tourist services should answer. 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• The QPI requires that an inventory of the destination stock has been carried out, in terms of the 

tourist services present, and that this is followed-up on to identify closures and newly established 
companies. One means of identifying this is using telephone commercial directories, or relevant 
internet sites. Other means are via the branch associations in the destination or the local Tax Office.  

 
 
 
 

QPCI: QMI: QPI: 
Percentage of local tourism industry 
professionals more than satisfied 
with business last season in com-
parison with the previous season 

Networking and communication 
between the destination manager 
and the tourism industry is facili-
tated and functions effectively 
(Yes/no) 

Percentage growth of the tourism 
industry in the destination 
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�   Support to local tourism industry 

 
Significance 
Over 90% of tourism businesses in the EU are SMEs and micro-enterprises. These organisations often 
do not have the resources necessary to carry on the vital process of product innovation and quality im-
provement, after the initial success of establishing the business has occurred. Business support, in the 
form of advice centres, funding programmes, soft loans etc., is one means to assist tourism businesses in 
the destination to continue to develop and evolve. The indicators chosen reflect the need for business 
support and are interconnected. All three need to be measured on an annual basis, and the results com-
pared with those of previous years: 
• The QPCI measures the satisfaction of the local tourism industry with the business support oppor-

tunities offered in the destination. 
• The QMI states whether business support, in the form of advice, workshops, training courses or fi-

nancial support, is offered to tourist services in the destination in a comprehensive programme. An 
evaluation requirement should be built into the framework of any business support programme that 
is offered locally.   

• The QPI reflects on how successful the local tourism industry is in applying for the business sup-
port on offer, and this relates directly to the QPCI. If the QPCI shows that the local tourism industry 
is unsatisfied with the level of business support, and the QMI and QPI show that business support 
programmes are available but only a relatively small number of successful applications are being 
made every year to access this support, then there is obviously a problem – either with the indus-
try’s awareness and understanding of the programmes, or with their attractiveness to the industry – 
and something needs to be done to improve the QPI result. 

 
Components 
• QPCI: (Number of local tourism industry professionals in Tourism Industry Survey more than satis-

fied with business support opportunities in destination / Total number of local tourism industry pro-
fessionals in Tourism Industry Survey) * 100 

• QPI: (Number of successful applications made in given year for business support  / Total number of 
tourist services and transport services in destination) * 100 

 
Data availability 
• The QPCI must be calculated from the results of the Tourism Industry Survey (see section 3). Only 

the management of the tourist services should answer. 
• The QMI relates to an activity that the destination manager should be involved in. 
• To complete this QPI, the destination manager needs to be aware of the business support opportuni-

ties available to the local tourism industry. Contact can then be taken to the sources of the business 
support, to find out how active the tourist services in the destination have been, in terms of the 
number of applications made and the number of successful applications. Alternatively, this 
information can be collected directly from the tourist services and transport services via the 

QPCI: QMI: QPI: 
Percentage of local tourism industry 
professionals more than satisfied with 
business support opportunities offered in 
the destination 

A programme is in place to coordinate 
business support to tourist services and 
transport services in the destination and 
its success is regularly evaluated 
(Yes/no)  

Rate of successful business 
support applications made by 
the local tourism industry 
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mation can be collected directly from the tourist services and transport services via the Tourism In-
dustry Survey (see section 3).   
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�  Marketing and promotion of destination 
 
QPCI: QMI: QPI: 
Percentage of local tourism in-
dustry professionals more than 
satisfied with quality of market-
ing and promotion of destination 

The destination has formally approved a tourism 
strategy, which contains clear directions on which 
to base marketing, and this is regularly checked 
(Yes/no) 

Number of overnight 
stays per Euro invested 
in marketing and promo-
tion of the destination 

 
Significance 
Marketing and promotion activities are intrinsic to tourism management. Various mechanisms are used 
to finance these activities in a destination. Tourist services often contribute funding to common market-
ing and promotional initiatives, and local authorities provide supplementary funding. It’s important that 
the destination management is accountable to the tourist services in terms of the marketing quality, and 
that there is sufficient transparency of the return on investment. The indicators chosen are intercon-
nected. All three need to be measured on an annual basis, and the results compared with those of previ-
ous years: 
• The QPCI measures the satisfaction of the local tourism industry with the quality of the destina-

tion’s marketing and promotional activities. 
• A tourism strategy should be in place, with clear directions for the type of tourism development de-

sired. It’s important that all promotion of the destination is then based on the development objec-
tives in the tourism strategy. The QMI determines whether the directions for tourism have been out-
lined and if the marketing that actually takes place is checked against these for non-conformance 

• The QPI indicates how many overnight stays each Euro invested in marketing and promotional ac-
tivities brings for the destination. The higher the ratio, the better. 

 
Components 
• QPCI: (Number of local tourism industry professionals in Tourism Industry Survey more than satis-

fied with quality of marketing and promotion of destination / Total number of local tourism indus-
try professionals in Tourism Industry Survey) * 100 

• QPI: Total number of overnight stays in destination / Marketing costs (EUR) 
 
Data availability 
• The QPCI must be calculated from the results of the Tourism Industry Survey (see section 3). Only 

the management of the tourist services should answer. 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• The QPI requires that the number of overnight stays is supplied by all known accommodation stock 

in the destination, for example using a Tourism Industry Survey (see section 3). It also requires that 
the destination management keeps account of all known marketing and promotion costs in destina-
tion. 
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�  Quality of welcome    

 
Significance 
Tourism often affects the everyday lives of the local population living in the destination. It can 
strengthen the cultural identity of a region and help pave the way for infrastructure improvements. 
However, a high seasonality can also lead to pressures on the destination in the form of overcrowding, 
and potential resource shortages, for example lack of drinking water. The indicators chosen are inter-
connected. All three need to be measured on an annual basis, and the results compared with those of 
previous years: 
• The QPCI is based on the assumption that if the local population is generally bothered by the tour-

ism industry, then the tourists may notice a lack of friendliness and hospitality towards them from 
local people, and reflect this in the relevant question in the Tourist Satisfaction Survey.  

• The QMI stresses that it’s important to have a communication channel in place between the destina-
tion manager and the local population to allow feedback from the local people on tourism, and vice 
versa. It is also important that the destination manager takes any feedback into consideration. If a 
significantly poor result is given in the QPCI, then the destination manager may decide to develop a 
separate resident survey, to measure more accurately local peoples’ feelings and identify potential 
hotspots where actions can be taken to improve their satisfaction. 

• The QPI indicates the seasonality of the destination. It uses the standard deviation, which is a 
measure of the dispersion of the data, in this case room occupancy rates. The higher the number, the 
greater the seasonality. If the destination is experiencing a high seasonality, then this might account 
for potential tensions between local people and the tourists. It is in the best interests of the destina-
tion to reduce the seasonality of tourism by spreading the visitor influx over a longer period of time. 
This will also contribute to the long-term viability of the tourism industry and to the employment 
prospects of local people in the tourism industry.  

 
Components 
1 QPCI: (Number of tourists in Tourist Satisfaction Survey more than satisfied with friendliness of 

local population / Total number of tourists in Tourist Satisfaction Survey) * 100  
2 Standard deviation between upper and lower quartiles for average room occupancy rate per month 

in destination (this can be easily calculated using the standard deviation command available in 
spreadsheet programmes) 

 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey (see section 3). 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• For this QPI, the destination manager needs to know the monthly averages for the room occupancy 

rates in the destination. This can be acquired by sending the Tourism Industry Survey to all known 
accommodation stock in the destination (see section 3).

QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with the friendliness of the 
local population 

A procedure is in place for regularly receiving feedback 
from local people on their opinion of tourism in the desti-
nation and this is taken into account (Yes/no) 

Tourist season 
pressure on the 
destination 
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�  Safety and security 

 
Significance 
It is important that the tourists feel safe and secure at all times on their holiday. High crime rates will 
have a negative effect on their feelings of security. Crime is a societal problem in any area, and difficult 
for the destination management to influence. However, the tourists can be informed so that they can 
avoid getting into potentially serious situations. One way to achieve this is via a crime prevention initia-
tive, which actively involves the tourist and transport services in the destination, as well as the local 
police force. The availability of good quality health services is also an important parameter for many 
tourists, for example families with young children.  
 
The indicators chosen are interconnected. All three need to be measured on an annual basis, and the re-
sults compared with those of previous years: 
• The QPCI measures tourist satisfaction with feelings of safety and security. 
• The QMI reflects that the presence of a crime prevention scheme is a good means of identifying 

crime patterns in the destination and organising information to the tourists to avoid situations which 
can jeopardise their safety. The framework of the crime prevention scheme should allow for a regular 
evaluation of its operation, and the identification of means to improve that. 

• The QPI indicates the level of serious crime in the destination. It does not register crime per spe-
cific victim group, for example tourists. 

 
Components 
• QPCI: (Number of tourists in Tourist Satisfaction Survey more than satisfied with feeling of secu-

rity and safety from crime in the destination / Total number of tourists in Tourist Satisfaction Sur-
vey) * 100 

• QPI: Total number of criminal acts in destination involving crime against the person / Number of 
local inhabitants (1000s) 

 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey (see section 3). 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• The QPI is data on all crime against the person in the destination, including theft, sexual crime, 

grievous bodily harm and manslaughter, related to the destination’s resident population. The data 
can be provided by the local police force. Police forces do not usually break down crime statistics 
into categories of victim, i.e. tourist, visitor, or local.  

QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with feeling of security and 
safety  (including availability of 
health services) 

A crime prevention initiative is in 
operation in the destination involving 
the tourist services and transport 
services, and its operation is evalu-
ated (Yes/no) 

Ratio of criminal acts involving 
crime against the person to number of 
local inhabitants 
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����  Ambient air quality 
 
QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with quality of air in 
destination 

Information on ambient concentrations 
of air pollutants is routinely made avail-
able to the public (Yes/no) 

Number of days with high air 
pollution levels  

 
Significance 
This indicator focuses on the quality of the air outdoors. Examples of poor air quality are smoke, car 
exhaust fumes and perhaps even cigarette smoke. Bad air quality can lead to respiratory illness and can 
have an influence on the tourists’ perception of the destination. This indicator reflects the fact that the 
tourists’ opinions of air quality need to be monitored, and that both tourists and residents need to be in-
formed of poor air quality as and when it occurs. 
 
The indicators chosen are interconnected. All three need to be measured on an annual basis, and the re-
sults compared with those of previous years: 
• The QPCI measures tourist satisfaction levels with air quality in the destination. 
• The QMI checks that tourists and local people are informed on days when the concentrations of air 

pollutants are high. 
• The QPI specifies the number of days in the destination with high air pollution levels, in accordance 

with Framework Directive 96/92 EC on air quality. The selected air quality parameter is particulate 
matter, mainly due to experiences in data availability from the study. However, the Framework Di-
rective has developed recommended threshold values for a range of other ambient air pollutants, in-
cluding benzene. The destination should select the most appropriate air quality parameter for use in 
the QPI indicator. 

 
Components 
• QPCI: (Number of tourists in Tourist Satisfaction Survey more than satisfied with quality of air in 

the destination / Total number of tourists in Tourist Satisfaction Survey) * 100 
• QPI: For particulate matter, state the number of days when the 24-hour limit value for the protec-

tion of human health was exceeded (limit value is 50 ųg/m3 PM10) for the reference year. It must not 
be exceeded more than 35 times per year according to Council Directive 1999/30/EC of 22 April 
19994.  

 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey (see section 3). 
• The QMI relates to the fact that the Framework Directive 96/92 EC on air quality requires that in-

formation on ambient concentrations of air pollutants is routinely made available to the public, i.e. 
via media broadcasts and internet.  

• As the EU legislation on ambient air quality is mainly applicable to urban areas, it is unlikely that 
data for the QPI will be available for smaller and sparsely populated rural destinations. The envi-
ronmental department at the local authority will most likely be able to provide this information.  
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����  Local environmental quality 
 
QPCI: QMI: QPI: 
Percentage of tourists more 
than satisfied with the cleanli-
ness of the local environment 

Responsibilities for managing the cleanliness of the desti-
nation have been clearly identified and the effectiveness of 
their operation is regularly evaluated (Yes/no) 

Ratio of litter gathered to 
the area of the destination 

 
Significance 
This is designed to be an overall indicator of environmental quality, and as such covers the cleanliness 
of the natural, cultural and manmade assets of the destination. The visual appearance of the destination 
is of course important both for the residents and for the tourists, who place high demands on a litter free 
and clean environment. Other aspects of cleanliness include levels of dog excrement, graffiti and van-
dalism. The indicators chosen are interconnected. Working with the QMI should improve the QPCI and 
the QPI results. All three need to be measured on an annual basis, and the results compared with those 
of previous years:  
• The QPCI measures tourist satisfaction levels with the cleanliness of the destination environment. 
• The QMI states whether responsibility for managing the different aspects of the cleanliness of the 

destination has been delegated, so every one knows who is responsible for what. These responsibili-
ties should be described in a formal document, for example in the overall tourism strategy, and 
should cover regular cleaning operations, graffiti removal etc. Although cleaning-up is essential, 
there is also a need for preventive measures to avoid cleanliness problems in the future and aware-
ness raising therefore has an important role to play. This could involve information campaigns, vis-
its to local schools and even media advertisements informing of the need to improve and/or main-
tain destination cleanliness. The management of the cleanliness of the destination also needs to be 
evaluated to identify areas for improvement. 

• The QPI indicates just how widely litter is dispersed in the destination by measuring the amount of 
litter per square kilometre. The destination manager’s aim must be to reduce this overall figure, via 
some of the activities suggested in the QMI, and hopefully see a positive effect in the QPCI. 

 
Components 
• QPCI: (Number of tourists in Tourist Satisfaction Survey more than satisfied with cleanliness of the 

local environment / Total number of tourists in Tourist Satisfaction Survey) * 100 
• QPI: Total number of litter items / Total area of destination 
 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey (see section 3). 
• The QMI relates to an activity that the destination manager should be aware of. 
• The QPI is a difficult indicator to calculate, and might necessitate changes in litter collection rou-

tines in the destination. All waste classified as “litter” must be weighed and recorded before being 
sent for waste treatment. Some EU member states operate national waste registration systems that 
weigh each heavy vehicle (dustcarts etc.) arriving at a waste treatment facility, and enter this figure 
into a national database. This is used to calculate waste handling charges for users. If a database ex-
ists, and if each litter vehicle arriving at the waste treatment plant is registered separately, then the 
information for this indicator could be extracted centrally, or directly from the records of the local 
waste treatment plant(s). As an alternative, one waste container of typical litter could be weighed to 
calculate its weight, and then this figure could be used to generate an estimate of the amount of lit-
ter generated by the destination per year.     
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 �  Pre-arrival communication 
 

 
Significance 
Before the tourist even arrives in the destination, the quality process has already begun, via the pre-
arrival communication between the destination and the tourist. This has a significant influence on the 
tourists’ expectations. If the communication is misleading, the tourists experience a negative quality, 
and have cause for complaint. The indicators chosen are interconnected. All three need to be measured 
on an annual basis, and the results compared with those of previous years: 
• The QPCI reflects the need to monitor the tourists’ satisfaction with the communication that they 

have received on the destination prior to arrival, based on their experiences. This communication 
typically takes place in a variety of ways, including holiday brochures, internet sites and newspaper 
articles. Although the destination manager is not necessarily responsible for all of this communica-
tion – there are other actors involved for example travel organisers and intermediaries – it is essen-
tial to ensure that the information given abut the destination is accurate, and reflects the overall 
marketing guidance set down in the tourism strategy.  

• The QMI shows that the destination is aware of its most important market segments, these could for 
example be described in the tourism strategy for the destination, and uses market surveys to follow 
their expectations. With this kind of information, the destination manager will be able to check on 
the communication that the tourists receive prior to arrival, and see if it matches the expectations of 
the significant market segments. If not, then there can be a potential clash of interests between tour-
ist groups with rivalling expectations of the destination. 

• The QPI is based on the assumption that if the tourists are unsatisfied with the quality of the prod-
uct that they have purchased, and many of their expectations will most likely have been built on 
marketing and promotion of the destination, then they will complain.  

 
Components 
• QPCI: (Number of tourists in the Tourist Satisfaction Survey more than satisfied with quality of 

communication on destination received pre-arrival / Total number of tourists in Tourist Satisfaction 
Survey) * 100 

• QPI: Number of registered complaints / Number of overnights stays in destination (100 000) 
 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey. This question can 

be directly asked to the tourists (see section 3).  
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of.  
• The QPI is a ratio of the number of registered complaints from tourists to the total overnight stays. 

Tourist services are likely to register written complaints, and a central complaints office may exist 
in the destination. The overnight stays must be supplied by all known accommodation stock in the 
destination. The Tourism Industry Survey is one means of acquiring this data (see section 3). 

QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with the quality of commu-
nication on the destination received 
prior to arrival 

Significant market segments are 
known and their expectations are 
regularly assessed via market sur-
veys (Yes/no) 

Tourist complaints registered per 
overnight stay  
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�  Accessibility 

 
Significance 
Tourist destinations and services need to account for the accessibility needs of disabled people and peo-
ple with limited mobility, including elderly people and families with infants that require a pushchair or 
pram. This will fulfil one of the goals of European tourism – tourism for all – and give the destination 
access to a potentially very big market, both in terms of domestic and international tourists. The indica-
tors chosen are interconnected. Working with the QMI should improve the QPCI and the QPI results. 
All three need to be measured on an annual basis, and the results compared with those of previous years: 
• The QPCI measures the satisfaction of tourists with disabilities and limited mobility with the acces-

sibility of the tourist services in the destination. 
• The QMI reflects the importance of catering for the needs of tourists with disabilities and limited 

mobility, and the destination manager needs to regularly communicate why it is important for tour-
ist services to work with accessibility issues. Furthermore, information needs to be provided on 
how this can be done, for example by installing different types of equipment and, if relevant, how 
this can be financed. This information could be communicated via an information campaign. The 
QMI is even more important if the tourism strategy identifies tourists with disabilities and limited 
mobility as an important market segment.  

• The QPI monitors the level of accessibility of tourist services in the destination, where tourist ser-
vices are understood to be: (i) information and visitor care, (ii) accommodation and catering, (iii) 
commercial tourist attractions, events and combined products, (iv) sporting and recreational activi-
ties. 

 
Components 
• QPCI: (Number of tourists from targeted groups asked in Tourist Satisfaction Survey more than sat-

isfied with accessibility to tourist services / Total number of tourists from targeted groups in Tourist 
Satisfaction Survey) * 100 

• QPI: (Number of tourist services in destination that are suitable for, and accessible by disabled peo-
ple or people with limited mobility / Total number of tourist services in destination) * 100 

 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey. This question can 

be directly asked to the targeted groups (see section 3). 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• Information for the QPI can either be obtained directly from the tourist services via the Tourism 

Industry Survey (see section 3) or by approaching the branch associations in order to provide this 
information on behalf of their members. Alternatively, the destination management could decide to 
test the accessibility themselves by visiting a tourist service in the destination with a disabled per-
son to identify accessible tourist services in the destination and good practice. The maintenance of a 

QPCI: QMI: QPI: 
Percentage of tourists with disabili-
ties and limited mobility more than 
satisfied with accessibility to tour-
ist services in the destination 

The destination is aware of the needs of tourists 
with disabilities and limited mobility, and regu-
larly raises awareness of why, and how, tourist 
services can be made more accessible (Yes/no) 

Percentage of tourist ser-
vices suitable for, and acces-
sible by, disabled people and 
people of limited mobility 



Quality of the tourist product 

Enterprise DG Publication   32
 

database of updated information on accessible services will facilitate both the collection of the nec-
essary data and the provision of information to tourists with disabilities.   
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�  Transport 
 

 
Significance 
The majority of tourists make use of the transport services based in the destination at some point during 
their holiday. Encouraging tourists to make more use of collective transport is a means of reducing traf-
fic congestion and improving ambient air quality. However, the quality of the transport services has to 
meet the tourists’ expectations. The indicators chosen are interconnected. Working with the QMI should 
improve the QPCI and the QPI. All three need to be measured on an annual basis, and the results com-
pared with those of previous years: 
• The QPCI reflects the need to monitor the tourists’ satisfaction with the transport services in the 

destination. 
• The QMI indicates that the destination manager has informed the transport services that operate 

within the destination of the importance of integrating quality into their management systems. This 
can be done if they identify the most significant aspects of their service product – for example the 
process of payment – and then integrate quality into the tasks related to the management of those 
aspects. This can be done via an information campaign, training exercise or the implementation of a 
Quality Management System in individual transport services. Furthermore the QMI signals that the 
destination manager is monitoring and communicating developments in the field of quality man-
agement for transport services. 

• The QPI is based on the assumption that if the tourists are unsatisfied with the reliability of the 
transport service that they have purchased, then they will complain. 

 
Components 
• QPCI: (Number of tourists in the Tourist Satisfaction Survey more than satisfied with the transport 

services in the destination / Total number of tourists in Tourist Satisfaction Survey) * 100 
• QPI: Number of complaints registered on reliability of the public passenger transport in the destina-

tion per 100 000 passengers 
 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey. This question can 

be directly asked to the tourists (see section 3).  
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• The QPI is a measurement of the number of complaints registered on the reliability of public pas-

senger transport from all sources. Experience shows that complaints are not always registered ac-
cording to whether the person making the complaint is a tourist or local resident. Public passenger 
transport companies should automatically register complaints and be willing to make this informa-
tion available to the destination manager.  

 

QPCI: QMI: QPI: 
Percentage of tourists more 
than satisfied with the trans-
port services in the destina-
tion 

All transport services in the destination are aware 
of the need to manage the quality of the critical 
aspects of their service, and are kept informed of 
developments (Yes/no) 

Ratio of complaints on the reliabil-
ity of public passenger transport in 
the destination to number of pas-
sengers 
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	  Accommodation 
 
QPCI: QMI: QPI: 
Percentage of tourists 
more than satisfied with 
their accommodation  

All accommodation providers in the desti-
nation are aware of the need to manage the 
quality of the critical aspects of their ser-
vice, and are kept informed of develop-
ments (Yes/no) 

Percentage of collective accommodation in 
the destination certified according to a 
Quality Management System (QMS), En-
vironmental Management System (EMS) 
or ecolabelling programme 

 [NB. For the QPI, a tourist service with both an EMS and QMS certification counts only as 1] 
 
Significance 
Accommodation is arguably the single most important ingredient of any holiday. Quality has to match 
expectations or this can cloud the rest of the holiday. The indicators chosen are interconnected. Working 
with the QMI should improve the QPCI and the QPI results. All three need to be monitored on at least 
an annual basis, and the results in the destination compared with those of previous years: 
• The QPCI monitors tourist satisfaction with accommodation in the destination. 
• The QMI indicates that the destination manager has informed the accommodation providers in the 

destination of the importance of integrating quality into their management systems. This can be 
done if they identify the most significant aspects of their service product – for example room clean-
ing – and then integrate quality into the tasks related to the management of those aspects. This can 
be done via an information campaign, training exercise or the implementation of a Quality Man-
agement System in an individual accommodation provider. Furthermore the QMI signals that the 
destination manager is monitoring and communicating developments in the field of quality man-
agement for accommodation services. 

• The QPI monitors levels of certification to Quality and Environmental Management Standards, as 
well as up-take of ecolabelling programmes, for further quality improvements for guests.  

 
Components 
• QPCI: (Number of tourists in the Tourist Satisfaction Survey more than satisfied with standard of 

accommodation / Total number of tourists in the Tourist Satisfaction Survey) * 100 
• QPI: (Number of collective accommodation establishments in the destination certified according to 

either a QMS or an EMS standard or awarded an ecolabel / Total number of collective accommoda-
tion establishments in the destination) * 100  

 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey. This question can 

be directly asked to the tourists (see section 3).  
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• Information for the QPI can either be obtained from tourist services directly via the Tourism Indus-

try Survey (see section 3), or by approaching branch associations.   
 



Quality of the tourist product 

Enterprise DG Publication   35
 


  Information 
 

 
Significance  
Tourist Information Centres (TICs) are an important communication point between the tourist and the 
tourism industry in many destinations, forming a market place where the tourist services in the destina-
tion, primarily places to visit, can be advertised to the tourists. This indicator measures the quality of the 
TICs in the destination and their ability to attract visitors. This is an important aspect often recorded and 
used to justify continued funding of the TIC.  
 
The indicators chosen are interconnected. All three need to be measured on at least an annual basis, and 
the results in the destination compared with those of previous years: 
• The QPCI measures tourist satisfaction with quality of information provided. 
• The QMI verifies that the information material provided to the tourists, once they are in the destina-

tion, is checked on a regular basis to catch any outdated information or to identify the need for new 
information details. The QMI does not only include a check of the information material, but also 
the means by which it is provided, for example at a TIC or Visitor Management Centre. Here it is 
important that the quality of information material continues in the way in which it is provided to the 
tourists.  

• The QPI measures the frequency of visits to the TICs in the destination and their success in attract-
ing visitors. The management aspect behind the indicator is that the number of overnights per visit 
to the TICs must be reduced. 

 
Components 
• QPCI: (Number of tourists in the Tourist Satisfaction Survey more than satisfied with quality of 

information on places to visit and things to do in the destination / Total number of tourists in the 
Tourist Satisfaction Survey) * 100 

• QPI: Number of overnight stays in the destination / Number of visits to the TICs in the destination 
(also known as “footfall”) 

 
Data availability 
• The QPCI must be calculated from the results of a Tourist Satisfaction Survey (see section 3). 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• The QPI requires that the number of overnight stays is supplied by all known accommodation stock 

in the destination, for example using the Tourism Industry Survey (see section 3). The QPI also re-
quires that the TICs register how many visits they receive on a daily basis. This figure is often used 
by TICs to communicate their success rates to their financial backers.  

 
 

QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with the quality of informa-
tion on things to do in the destination 

Information material provided to 
tourists on things to do in the destina-
tion is regularly checked, as well as 
the means of its provision (Yes/no)  

Number of overnight stays per visit 
to the TICs in the destination 
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�  Eating and drinking 

 
Significance 
Most tourists find their way into a restaurant or cafeteria during their holiday, and many dine at the ser-
vices provided by the accommodation where they are staying. Therefore, there has to be a satisfactory 
choice of eating and drinking establishments in the destination, and they should be of sufficient quality. 
Again the key word is tourist expectations, which can often be quite contradictory. Some tourists are 
relieved to find the food that they eat at home is available when they are on holiday, however, the IQM 
approach stresses the importance of providing a range of traditional local cuisine to tourists. This serves 
to maintain traditions and identity, provides an interesting “story” for the tourists and can even boost 
sales of local agricultural produce and fresh fish caught locally.  
 
The indicators chosen are interconnected. All three need to be measured on at least an annual basis, and 
the results in the destination compared with those of previous years: 
• The QPCI measures tourist satisfaction with the quality of places to eat and drink in the destination. 
• The QMI concerns two aspects. Firstly it concerns the regular evaluation of the quality of the eating 

and drinking experience in the destination by the destination manager. This could involve several 
activities, for example controlling the results of the hygiene checks that are a legal requirement for 
all food-serving establishments, or taking part in regular food tasting exercises to check the quality 
of the food on offer to the tourists.  

• The QPI measures the number of complaints registered concerning the quality of the eating and 
drinking establishments in the destination. This may be inspired by several factors, for example 
poor service, exceptionally poor value for money or at worst food poisoning.  

 
Components 
• QPCI: (Number of tourists in Tourist Satisfaction Survey more than satisfied with range and quality 

of places to eat and drink / Total number of tourists in Tourist Satisfaction Survey) * 100 
• QPI: Number of complaints concerning eating and drinking establishments in the destination / 

Number of overnight stays (100 000). 
 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey. This question can 

be directly asked to the tourists (see section 3). 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• The QPI requires that there is a central point where tourists can file a complaint on the quality of 

the eating and drinking establishments in the destination. The overnight stays are supplied by all 
known accommodation stock, for example using the Tourism Industry Survey (see section 3). 

QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with the quality of places to 
eat and drink in the destination 

The quality of the places to eat and 
drink in the destination is regularly 
evaluated, and there is a procedure in 
place to register complaints from 
tourists 

Number of complaints concerning 
quality of places to eat and drink in 
the destination per overnight stay 
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�  Activities 

 
Significance 
Activities are an important part of holiday products in most market segments. The provision of things to 
do in the destination should meet the tourists’ expectations, and they should be of a sufficient quality. 
The indicators chosen are interconnected. All three need to be measured on at least an annual basis, and 
the results in the destination compared with those of previous years: 
• The QPCI monitors tourist satisfaction with the range and quality of activities in the destination. 
• The QMI indicates that the destination manager has informed the tourist attractions in the destina-

tion of the importance of integrating quality into their management systems. This can be done if 
they identify the most significant aspects of their service product – for example a guided tour – and 
then integrate quality into the tasks related to the management of those aspects. This can be 
achieved via an information campaign, training exercise or the implementation of a Quality Man-
agement System in an individual tourist attraction. Furthermore the QMI signals that the destination 
manager is monitoring and communicating developments in the field of quality management for 
tourist attractions. 

• The QPI is a measure of the supply of activities to the tourist in the destination. As tourists respond-
ing to the QPCI might have a different perception of the destination to the destination manager, it’s 
important that the destination manager is aware of tourist activities within ½ day’s travel of the des-
tination. These activities should then be incorporated into the scope of the QMI that the destination 
manager works with. 

 
Components 
• QPCI: (Number of tourists in the Tourist Satisfaction Survey more than satisfied with range and 

quality of things to do and places to visit / Total number of tourists in Tourist Satisfaction Survey) * 
100 

• QPI: Number of commercial tourist attractions, sporting & recreational activities, and cultural & 
sporting events within a ½ day’s travel of the destination / Number of overnight stays in destination 
(100 000) 

 
Data availability 
• The QPCI must be calculated from the results of a Tourist Satisfaction Survey. This question can be 

directly asked to the tourists (see section 3). 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• The QPI requires an inventory of the number of commercial tourist attractions, sporting & recrea-

tional activities, and cultural & sporting events within a ½ day’s travel of the destination. The over-
night stays are supplied by all known accommodation stock, via for example the Tourism Industry 
Survey (see section 3). 

QPCI: QMI: QPI: 
Percentage of tourists more than satis-
fied with the range and quality of 
things to do in the destination 

All tourist attractions in the destina-
tion are aware of the need to manage 
the quality of the critical aspects of 
their service, and are kept informed of 
developments (Yes/no) 

Number of things to and places to 
visit within a ½ day’s travel of the 
destination per overnight stay 
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����  Bathing water quality (if applicable) 

 
Significance 
Bathing water quality is an essential aspect of holidays at the coast. Nonetheless, many urban and rural 
destinations have a long tradition of bathing opportunities for tourists by lakes and rivers, and many 
more are on the way. For example, a recent trend is to create artificial beaches in the middle of cities 
(either on a river or in the harbour area) to provide bathing opportunities close to the city centre. This 
indicator reflects the need for the destination management to be aware of bathing water quality at the 
various bathing areas in the destination. The indicators chosen are interconnected. All three need to be 
measured on an at least an annual basis, and the results compared with those of previous years: 
• The QPCI measures the satisfaction of the tourists with the cleanliness of the bathing areas. 
•  The QMI recognises the fact that there can be several competing activities taking place at sites that 

are also used as bathing areas by tourists. For example there may be nature conservation interests, 
agricultural interests as well as fishing interests. To avoid a conflict of interests, it is necessary to 
develop an integrated management plan, reflecting the needs of all these groups and outlining a 
management strategy. This could for example be part of the tourism strategy. The work done on In-
tegrated Coastal Zone Management in Europe can provide further guidance on how to go about de-
veloping an integrated management plan, and what it should contain (see Annex 6 for website). 

• The QPI specifies those bathing areas in the destination that do not comply with the mandatory water 
quality values specified in the EU Bathing Water Directive. It does not include those bathing areas 
with a bathing ban. The indicator is a form of early warning indicator as it puts the focus on those 
bathing areas that are heading for a bathing ban.  

 
Components 
• QPCI: (Number of tourists in the Tourist Satisfaction Survey more than satisfied with the cleanli-

ness of the bathing areas in the destination/ Total number of tourists in Tourist Satisfaction Survey) 
* 100 

• QPI: (Total number of sampling points in destination not complying with mandatory values in EU 
Bathing Water Quality Directive / Total number of sampling points in destination) * 100 

 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey (see section 3). 
•  The QMI relates to an activity that the destination manager should be aware of. 
• Data for the QPI is directly available from the EU Bathing Water Quality Directive internet site: 

www.europa.eu.int/water/cgi-bin/bw.pl under “Atlas”. Alternatively, the environmental depart-
ments at the local authorities should be able to provide bathing water quality data for the sampling 
points in the destination. It is assumed that there is a correlation between sampling points and bath-
ing areas. 

 

QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with the cleanliness of the 
bathing areas in the destination 

 There is a an integrated management 
plan in place that covers the bathing 
areas in the destination and its opera-
tion is regularly evaluated (Yes/no) 

Percentage of bathing areas in the des-
tination not complying with mandatory 
values in the EU Bathing Water Direc-
tive  
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  Value for money 

 
Significance 
Value for money is closely related to the concept of quality. When a tourist judges a product or service 
to be good value for the price charged, the tourist is making a quality judgement in relation to the price 
paid. Whether the tourist will buy the product again, be it a dinner at a restaurant or the holiday in the 
destination itself, will largely depend on their perception of value for money.  The indicators chosen are 
interconnected. All three need to be measured on at least an annual basis, and the results in the destina-
tion compared with those of previous years: 
• The QPCI measures tourist satisfaction based on their feelings of value for money. 
• The QMI reflects the need for the destination to develop a tourism strategy. The tourism strategy 

functions as an overall document guiding the integrated approach to tourism development in the 
destination, and is a key tool in developing a product that will give value for money to the tourist. It 
should be accepted and approved at the political level for maximum impact (see section 2), and be 
reviewed regularly, using the information generated by the QUALITEST tool. 

• The QPI indicates the number of tourists that physically return to the destination. 
 
Components 
• QPCI: (Number of tourists in the Tourist Satisfaction Survey more than satisfied with value for 

money in the destination / Total number of tourists in the Tourist Satisfaction Survey) * 100  
• QPI: (Number of tourists in the Tourist Satisfaction Survey that state that this is a return trip to des-

tination / Total number of tourists in the Tourist Satisfaction Survey) * 100 
 
Data availability 
• The QPCI must be calculated from the results of the Tourist Satisfaction Survey (see section 3). 
• The QMI relates to an activity that the destination manager is responsible for and should therefore 

be aware of. 
• There are several potential methods of acquiring the data necessary for the QPI. One method is to 

include this question into the Tourist Satisfaction Survey (see section 3). Alternatively, a survey 
could be organised of tourists arriving at the destination at specific points, for example at a ferry 
terminal or train station. Finally, the tourists could be asked to specify if this is a return visit to the 
destination in communication with TICs, for example via internet booking systems. The QPI can, 
by using data for the previous year, show a percentage difference in the indicator of return tourists 
between two consecutive years – hopefully showing a positive trend.  

 
 

QPCI: QMI: QPI: 
Percentage of tourists more than 
satisfied with value for money in 
general 

The destination has developed and 
formally approved a tourism strategy 
and it is reviewed regularly (Yes/no) 

Percentage of return tourists 
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Annex 

Annex 1. Terms and Definitions 
The QUALITEST tool is based on a set of recommended indicators for evaluating the quality perform-
ance of tourist destinations and services. The indicators are built on a range of specific expressions. 
This section gives precise explanations of the expressions used. Some explanations use existing defini-
tions. These explanations are numbered, linking them to a note in Annex 2, which gives a precise refer-
ence. Other explanations are terms developed for this study, and are not numbered. It is vital that these 
terms and definitions are used to ensure a common foundation for data acquisition for the indicators.  
 
Quality 
The quality of a service or product is its ability to satisfy the needs and expectations of the consumer. In a tourist desti-
nation, the tourist must be regarded as the consumer5. 
 
Integrated Quality Management (IQM)  
IQM should simultaneously take into account, and have a favourable impact on the activities of tourism professionals, 
tourists, the local population and the environment (that is natural, cultural and manmade assets of the destination). The 
IQM strategy implemented in destinations must have the requirements of tourists as one of its main considerations6. 
 
Indicator 
An indicator is something that provides a clue to a matter of larger significance or makes perceptible a trend or phe-
nomenon that is not immediately detectable7. 
 
Quality performance 
The results of an organisation’s management of its quality aspects8. 
 
Quality Performance Evaluation (QPE)  
Quality Performance Evaluation (QPE) is a process to facilitate management decisions regarding a destination’s quality 
performance by: measuring and completing the Quality Perception Condition Indicators, the Quality Management Indi-
cators and Quality Performance Indicators, monitoring the results over time, and benchmarking results against those 
from similar destinations. 
 
Quality Perception Condition Indicators (QPCI)  
A specific expression that provides information about the condition of perceptions of quality within a destination, based 
on Tourist and Tourism Industry Satisfaction Surveys9. 
 
Quality Management Indicators (QMI)  
Provides information about the management efforts to influence a destination’s quality performance10.  
 
Quality Performance Indicators (QPI)  
A specific expression that provides information about a destination’s quality performance11.  
 
Tourism 
The activities of persons who travel to and stay in places which are distinct from their usual place of abode for a period 
of less than 12 consecutive months, for leisure, business or other purposes12. 
 
Tourist 
Visitors who stay at least one night in a collective or private accommodation in the place/country visited13. 
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Tourist service 
An enterprise or part thereof situated in a geographically identified place. At or from this place an economic activity 
related to tourism is carried out for which - save for certain exceptions - one or more persons work (even if only part-
time) for one and the same enterprise14. In QUALITEST, the term tourist service is used to cover the following sectors: 
(i) information and visitor care, (ii) accommodation and catering, (iii) commercial tourist attractions, events and com-
bined products, (iv) sporting and recreational activities. 
 
Transport service 
This term covers enterprises that provide various types of transport solutions to tourists and local residents alike. Exam-
ples are train, bus and coach companies. 
 
Tourist destination 
An area which is separately identified and promoted to tourists as a place to visit, and within which the tourism product 
is co-ordinated by one or more identifiable authorities or organisations15. 
 
Destination manager 
The destination manager can be a single person or an organisation that has been appointed to take responsibility for 
coordinating the tourism development of a destination. 
 
Public passenger transport 
Transport services which have the following characteristics: are open to all; are publicly advertised; have fixed times or 
frequencies, and periods of operation; have fixed routes and stopping places; are provided on a continuing basis and 
have a published fare16. 
 
Tourist accommodation 
Any facility that regularly or occasionally provides overnight accommodation for tourists17. 
 
Collective accommodation 
A collective accommodation establishment provides overnight lodging for the traveller in a room or some other unit, 
but the number of places it provides must be greater than a specified minimum for groups of persons exceeding a single 
family unit and all the places in the establishment must come under a common commercial-type management, even if it 
is non-profit-making18. Examples include: hotels, tourist campsites, marinas and health establishments. 
 
Private accommodation 
This covers the remaining types of tourist accommodation that do not conform to the definition of “establishment”. 
Private tourism accommodation provides, for or without charge, a limited number of places. Each accommodation unit 
(room, dwelling) is independent and is occupied by tourists, usually by week or weekend, fortnight or month, or by its 
owners as a second or holiday home19. Examples are: rented rooms in family houses and dwellings rented from private 
individuals. 
 
Eating and drinking establishment 
This is a tourist service that sells food and drink products to both local people and tourists. Examples include restaurants 
and bars (also those within hotels and attractions), pubs, tearooms and cafés. 
 
Sporting and recreational activity 
This is a tourist service that provides a range of outdoor and indoor leisure products to tourists. Examples include pony 
trekking, windsurfing and swimming. 
 
Commercial tourist attraction 
A commercial tourist attraction is a tourist service that is promoted to tourists as a place to visit, and charges an en-
trance fee. Examples include theme parks, beach piers and large historical monuments. 
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Cultural and sporting event 
These tourist services are temporally restricted, and are repeated in a determined pattern – either annually, biannually 
etc. Examples include spectator sporting events, music festivals and cultural festivals.  
 
Tourism strategy 
A clear written statement of objectives for tourism development, marketing and management, with identified targets, 
which forms the basis for an action programme20. 
 
Business Support 
This term includes a variety of opportunities that may be available to businesses in the destination to improve their 
business. Examples include grant schemes, loans with favourable repayment schedules as well as consultancy and train-
ing. Business support may be provided by local authorities, regional authorities or by national government. Typically a 
formal or informal application procedure is a requirement to be able to access business support.  
 
Tourist Information Centre (TIC)  
This is a tourist service that provides information to tourists. There are different levels of staffing of tourist information 
points. To be classified as a TIC, the service has to have at least one part time employee in function.  
 
Rating scheme 
System providing an assessment of the quality standards and provision of facility and/or service of tourist services and 
transport services. For example, accommodation rating schemes typically assess establishments within five categories, 
often indicated by one to five symbols. Note: The assessment system can be organised by international, national or re-
gional authorities, tourist boards, trade associations, guide publishers or by the owners of the tourist services and trans-
port services themselves21. 
 
Certified Environmental Management System 
An Environmental Management System (EMS) that has been certified according to a national or international environ-
mental management standard, for example EMAS and ISO 14001. 
 
Certified Quality Management System 
A Quality Management System (QMS) that has been certified according to a national or international quality manage-
ment standard, for example Q1000 in Finland or ISO 9000. 
 
Ecolabelling programme 
Voluntary, multiple-criteria-based third party programme that awards a license which authorizes the use of environ-
mental labels on products indicating overall environmental preferability of a product within a particular product cate-
gory based on life cycle considerations22. 
 
Marketing costs 
Marketing expenditure spent by the destination manager in a given year on for example: production of all promotional 
print, advertising, direct mail, PR, telesales, promotions, and exhibition stands and attendance. The destination manager 
is typically the local authority or a public/private destination company. This does not include the private marketing ex-
penditure of hotels and other tourist services. 
 
Benchmarking 
Benchmarking – the process of identifying and learning from Good Practices in other organisations – is a powerful tool 
in the quest for continuous improvement and performance breakthroughs23. 
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Annex 3. Integrated Quality Management 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: “Towards quality urban tourism, European Commission, Brussels, 1999” 
 
Useful documents 
 
Towards quality rural tourism, Integrated Quality Management (IQM) of rural tourist destinations, En-
terprise Directorate-General Tourism Unit, Brussels 1999 
 
Towards quality urban tourism, Integrated Quality Management (IQM) of urban tourist destinations, 
Enterprise Directorate-General Tourism Unit, Brussels 1999 
 
Towards quality coastal tourism, Integrated Quality Management (IQM) of coastal tourist destinations, 
Enterprise Directorate-General Tourism Unit, Brussels 1999 
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Annex 4. Comparison of Quality Management Standards for Tourist Services 

(For more information on these quality management standards, check the relevant websites listed in Annex 6.) 
 
Quality Label for Swiss Tourism 
This standard was developed by Research Institute for Leisure and Tourism at the University of Berne and the 
Frey Academy in Zurich and is supported by the State Secretariat for Economic Affairs. A need was identified by 
the Swiss tourism sector in the mid 1990s to offer tourist services the possibility of having their service quality 
checked, safeguarded and optimised, which has resulted in the standard. It is intended for companies that want to 
ensure constant improvement in their performance, and size and type of company is not decisive, although level 
III is primarily intended for companies with more than 5 employees. Level I concentrates on development of qual-
ity, level II concentrates on quality assurance and in particular the quality of management, and Level III concen-
trates on a Total Quality Management system for tourist companies.  
 
Quality 1000 
This standard, developed by the Finnish Tourist Board and the Travel Development Centre, was launched in 2001. 
The objective of Quality 1000 is to create particular common quality criteria and instruments for small and me-
dium-sized tourism businesses that may be applied to the various sectors of the industry. The standard consists of 
three central components: Training, use of Quality Tools and a Quality Net. Training programmes are offered to 
companies in quality and auditing, as well as a specific training programme for Tourist Centres. The Quality tools 
are collected in the Quality improvement handbook and include self-evaluation. The Quality Net is an internet 
based quality control where users can compare client and personnel satisfaction and quality indicators. 
 
Spanish Quality Tourism Mark 
This standard is operated by the Spanish Institute for Quality Tourism (ICTE). ICTE was established in 2000 and 
is a non-profit making association whose founding members are the national business associations of the six sub-
sectors of the tourism industry that have developed quality standards (see table above). Prior to the establishment 
of ICTE, the State Secretariat for Trade and Tourism had designed the Spanish Quality Tourism System (SCTE). 
The national business associations had interpreted SCTE for their respective sectors, resulting in six separate qual-
ity systems, each with its own management body. With the creation of ICTE, the sectors consolidated their efforts 
into a single intersectoral management body with one overall quality label. The Spanish Quality Tourism Mark is 
based on service Quality Standards, and compliance with these is obligatory for certification. According to ICTE, 
the mark is at an intermediate level between ISO 9000 and the European Business Excellence Model (EFQM).  

 Quality Label for Swiss 
Tourism 

Quality 1000 Spanish Quality  
Tourism Mark 

Logo  

   
Country of origin Switzerland Finland Spain 
Concept exported? Yes, to Germany and Austria No No 
Which sectors of 
the tourism indus-
try can be certified 
with the label? 

A generic label adapting 
Total Quality Management to 
the special requirements of 
tourist companies 

All small and medium-
sized tourism businesses 

Specific quality standards developed for: 
Hotels and holiday apartments, travel 
agents, restaurants, campsites and holi-
day complexes, ski and mountain resorts 
and rural tourism accommodation 

Are there levels? Yes, from QI to QIII No No 
Quality policy re-
quired? 

A Quality profile must be 
developed (QI) 

After self-assessment, a 
quality policy developed 

Development of a quality policy during the 
early stages of the process 

Implementation of 
satisfaction sur-
veys required? 

Yes, Employees’ poll and 
Guests’ poll (QII) 

Yes, customer & person-
nel satisfaction surveys 

Yes, monitoring of complaints & sugges-
tions 

Quality indicators 
required? 

These are individually de-
termined 

Yes, on-line benchmark-
ing is also available  

Yes, instructions have been developed on 
applying quality indicators 

Does the pro-
gramme offer for-
mal training? 

Yes, trainers attend courses 
to become Quality-Coaches, 
and can then train others 

Yes, company training, 
regional training, and 
audit training 

Yes, there is a training programme for 
auditors 

Is auditing part of 
the standard?  

Yes, done by a Mystery 
Guest 

Yes, done by self-
assessment 

Yes, there is a third party audit 
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Annex 5. The National Tourism Best Value Management Group – England 
 
The National Tourism Best Value Management Group (NTBVG) was established some four years ago 
with the object of creating a self-help group for Local Authority tourism officers preparing for their Best 
Value Review process. 
 
The Group now represents some 160 subscribers, about half of all tourism officers in England and 
Wales. It is supported by a management team including representatives from the Regional Tourist 
Boards, the Local Government Association, the Tourism Society, the Institute of Leisure and Amenity 
Management, the British Resorts Association, the Tourism Management Institute together with the 14 
category group heads from the county, rural, coastal, city and London sub groups. Tourism South East, a 
regional tourist board, have been contracted to manage the process which is recognised and supported 
by the Audit Commission, a UK regulatory and inspection body for Local Authority standards and per-
formance. 
 
For a modest subscription the destination managers who belong to the NTBVG also belong to a cate-
gory sub-group chosen as being closest in nature to their individual destinations i.e. coastal, rural, Lon-
don, city or county. It is here that the greatest benefits accrue. The regular sub group meetings are a 
valuable source of new ideas, best practice, increased knowledge, networking and general support. 
Shared activity in the category groups has produced a wealth of best practice information on divers top-
ics relevant to tourism e.g. Measuring accommodation stock, event management, TIC performance, 
measurement of customer satisfaction, conference destination marketing and techniques for improving 
income. The work of the category groups is continually establishing new standards of tourism profes-
sionalism across the UK. 
 
Underpinning the work of the category groups is the annual benchmarking survey “ The Baseline 
Statement” completed by all destination subscribers. The questionnaire started out as a simple compari-
son of core tourism data and has now advanced to a more sophisticated process. The information pro-
vided generates the data required for an effective Best Value assessment. The confidential data is ana-
lysed and reports are generated for the relevant category groups. This enables members to compare their 
own performance year on year and to benchmark themselves against comparable destinations on a con-
tinuous basis. The NTBVG is in regular consultation with the Audit Commission to ensure that all in-
formation is current. 
 
The NTBVG is keen to share its experience and expertise on a wider basis to allow for broader compari-
son across Europe and would be pleased to discuss opportunities for development. The Baseline ques-
tionnaire, advice sheets and survey forms are copyrighted. 
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Annex 6. Useful Websites 
 
Destinations participating in the study: 
 
Cork, Republic of Ireland:         www.corkcorp.ie/tourism 
El Vendrell, Spain:          www.vendrellturistic.com 
Helsinki, Finland:          www.helsiniki.fi 
Isle of Man, UK:           www.gov.im/tourism 
Lech, Austria:           www.lech-zuers.at 
Lesvos, Greece:           www.lesvos.com 
Lillehammer, Norway:         www.lillehammerturist.no 
Odsherred, Denmark:          www.odsherred.com 
Söderslätt, Sweden:          www.vellinge.se/turism 
Toulouse, France:           www.ot-toulouse.fr 
 
 
Quality Management Systems for Tourist Services: 
 
Quality 1000, Finland:         www.laatutonni.fi 
Qualitäts-Gütesiegel für den Schweizer Tourismus:   www.swisstourfed.ch 
la Marca de Calidad Turística Española:      www.icte.es 
 
 
Quality Management Programmes in Tourist Destinations: 
 
Destination Management Monitor, Austria:    www.dmma.at 
Vallais Excellence, Switzerland:      www.valais-excellence.ch 
Destination 21, Denmark:        www.destination21.dk 
 
 
European Commission: 
 
At the website of the Tourism Unit at Enterprise DG, it is possible to download the three publications 
resulting from the Integrated Quality Management (IQM) studies carried out for rural, coastal and urban 
destinations. These publications are available in a variety of languages. The website also gives the user 
information on tourism in the EU, studies done and tourism policy initiatives:  
 
www.europa.eu.int/comm/enterprise/services/tourism/index_en.htm 
 
 
General information on destination management:  
 
Integrated Coastal Zone Management in Europe:  

http://www.europa.eu.int/comm/environment/iczm/home.htm 
    
DestiNet – Sustainable Tourism Information Portal:  http://destinet.ewindows.eu.org 
  


