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UNIT 1: Attractions and tourism destinations. Types of 
tourism and types of travellers 

 

 

Get ready 
 

People travel for many different reasons: to 

discover, escape, explore, understand, and 

participate. But at the core of the experience lies the 

destination — the place that hands something to the 

traveller to keep forever and share with others.  

In this unit, we will discover a few general ideas 

about attractions and tourism destinations and we 

will learn about different types of tourism and travellers. 

 

Take up 
 

From a local attraction to a tourism destination 

An attraction is any object, person, place, or concept that draws people either geographically or 

through remote electronic means so they can have an experience. The experience can be 

recreational, educational, spiritual or otherwise. 

Traditionally, people divide attractions as natural or cultural. Natural attractions can include things like 

mountains, forests, caves, lakes, rivers, coastlines, waterfalls etc. Cultural attractions are generally 

divided in 4 categories: 

1. Historic buildings (monuments, churches, citadels, castles, ruins etc.)  

2. Museums and galleries 

3. Theme and leisure parks (sports complex, amusement parks, zoos, aquariums, theme parks) 

4. Cultural heritage  
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According to the definition of the World Tourism Organisation (WTO), a traveller destination is an 

important place which represents the basic unit in tourism, from three perspectives: 

• Geographical: a distinctly recognizable area with geographic or administrative boundaries that 

travellers visit and stay in during their trip. 

• Economical: the place where they stay the longest and they spend anamount of money on tourism 

services and where tourism revenue is significant to the economy. 

• Psychological: the main reason for the journey. 

Travellers form perceptions of a destination long before they even arrive. These perceptions derive from 

news stories, affiliation with products, experiences, 

childhood stories, or word-of-mouth. 

In order for a tourism destination to be successful, sustainable, and viable, it is 

important to identify the attributes that lead tourists to choose one destination 

over another.  

Knowing what makes tourists choose their travel destination is crucial 

information for anyone working in the travel business or in tourism destination 

management. 

Read more about tourism motivation in the Unit 2 of these module. 

 

Types of tourism 

Three types can be distinguished, according to the origin and 

destination of visitors: 

 domestic tourism means visits within a country by visitors 

who are residents of that country. 

 inbound tourism means visits to a country by visitors who 

are not residents of that country. 

 outbound tourism means visits by residents of a country 

outside that country. 

Derived groupings are: 

https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Glossary:Resident
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 national tourism means domestic and outbound tourism. 

 internal tourism means domestic and inbound tourism. 

 international tourism means inbound and outbound tourism. 

 

According to the purpose of the trip, tourism can be classified into 6 different categories: 

1) Recreational: Recreational or leisure tourism takes a person away from the humdrum of everyday life. 

In this case, people spend their leisure time at the hills, sea beaches etc. 

2) Cultural: Cultural tourism satisfies the cultural and intellectual curiosity and involves visits to ancient 

monuments, places of historical or religious importance, etc. 

3) Sports/Adventure: Those for people who enjoy playing sports, doing exercise, skiing, hiking, etc.  

4) Health: Under this category, people travel for medical, treatment or visit places where there are 

curative possibilities, for example, hot springs, spa yoga, etc. 

5) Convention Tourism: It is becoming an increasingly important component of travelling. People travel 

within a country or overseas to attend conventions relating to their business, profession or interests. 

6) Incentive Tourism: Holiday trips are offered as incentives by major companies to dealers and salesmen 

who achieve high targets in sales. This is a new and expanding phenomenon in tourism. 

 

Types of travellers 

Travelling means something different to every traveller. For some it’s a way to spend time with friends 

and family, for others, it’s a way to get a taste of adventure, or to explore new cultures. There are lots 

of different types of travellers, but most fall into one of the below categories.  

 

 

While all travellers share the same passion for travelling, what defines or divides them is their style and 

character. So, whether you are a quintessential backpacker or a thorough explorer, you will most 

certainly make your way into this list of different traveller types. 
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1. Solo Traveler (Relaxed and Unconcerned) - The ones who have had enough of groups or family 

experiences. The ones who want to engage completely with their new surroundings, all alone. 

2. Urban Traveler (Smooth and Glossy) - The ones who have a thing for deep alleyways, bright city 

lights, museums, cuisines, and bars. The majority is probably holding corporate jobs, have their 

cabin decked in the corner and brunch is quite possibly their favorite meal. 

3. Nature Traveler (Style and Substance) – The ones who adore pristine lakes, gorgeous mountain 

ranges, majestic oceans, and so on. The world is theirs for the taking as Nature restores the spirit. 

They exude a lot of patience and can stare at a tree for hours.  

4. The Settler (Firm and Calm) - These are the ones who visit a place, fall in love with it and don’t 

return. They just nestle in there. The exotic breed with no inhibitions. They upgrade their 

conviction to match their destiny. They have answers to all questions. They are fearless and have 

an exquisite vision. 

5. Thrill Seeker (Bright and Animated) - Adrenaline junkies who would probably be free runners in a 

city full of skyscrapers if they let their imagination run wild. They are full of energy and exude 

some serious passion, which is contagious. 

6. The Passionately Curious (Fearless and Outlandish) - The ones who breathe in and breathe out 

every second. The ones who intend to turn every moment into a feast for all their senses. The 

ones who make each day a new horizon. The ones to cherish. 

7. The Pilgrim (Relaxed and Serene) - These traveler types find solace in religious shrines and 

everything else is secondary. The groupies, who find themselves right in the middle of 

everything, divide religion and spirituality. 

8. Food Lover (Open and Broad) - These food rangers can master the basics of any language, thanks 

to some serious love for food. They value authenticity over anything else and can be found 

roaming the streets, spoilt for the decision, not knowing what to choose as food in a different 

country or a place is always scrumptious. 

9. The Discoverer (Quirky and Offbeat) - Endangered species, thanks to the internet which has made 

our world a small and easier place to find. So, it is hard to unearth the next Christopher 

Columbus, but we might potentially stumble upon a few diamonds in the rough who will come 

up with some rave reviews about a newly opened restaurant. 
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Check it out 
 

1. Is this statement true or false? 

Theme and leisure parks are natural attractions. 

a) True 

b) False 

 

2. Is this statement true or false? 

Travellers form perceptions of a destination long before they ever arrive. 

a) True 

b) False 

 

3. Is this statement true or false? 

A pilgrim type of traveller is smooth and glossy. 

a) True 

b) False 

 

 

DIY – Do it yourself 
 

Activity: (reflection and practical application of the content of Unit 1) 

Organise your students in pairs and ask them to describe one of the most memorable travel experience 

one to the other. They are allowed to ask questions in order to identify, define, and describe which type 

of traveller is their conversation partner. At the end of the exercise, the identified types of travellers will 

be grouped based on their common features. 
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UNIT 2: Tourism Management: motivational factors. 

Tourists’ behaviour. Plog’s model. Other concepts 

regarding tourists’ behaviour. 

 

Get ready 
 

Why do we travel? For fun, for education and because of a thirst for knowledge and experience. But 

there are many other reasons why people travel.  

In this unit, we will find out about what motivates people to leave the comfort of their homes and go on 

trips and we will learn about tourists’ behaviour and how the researchers and tourism experts 

categorized travellers based on their preferences and their behaviour.  

 

Take up 
 

Motivational factors for travel 

There are two categories of factors that influence the tourist in 

buying a holiday package: motivational factors that motivate 

tourists to want to buy a package holiday, and determining factors 

that determine whether the tourist is able to purchase the desired 

product. 

Unlike many other industries, travel has the ability to inspire 

people. But to do that requires a sophisticated understanding of 

travelers’ motivations. 

 

 

The factors of motivation can be categorized into two types: 

1. Internal Factors 

2. External Factors 
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For many people, tourism is a way of satisfying their psychological needs such as travelling, performing 

leisure activities, exploring novelty and capabilities, self-expression and self-assurance, creativity, 

competition, need for relaxation, and belongingness. The intrinsic motivations pertain to assuring one’s 

capabilities on different emotional fronts. Intrinsic motivation drives the tourists to opt for tourism for 

intangible rewards such as fun, assurance, and other emotional needs. The other intrinsic factors of 

motivation are: 

 Attitudes of Tourist − Knowledge of a person, place, or object + Positive or negative feelings about 

the same. 

 Tourist’s Perception − By observing, listening, or getting knowledge, a tourist forms the 

perception about a place, person, or an object. 

 Values or Beliefs − A tourist believes or values a specific mode of conduct which is acceptable 

personally or socially. 

 Personality of the Tourist − The nature and physique of a tourist plays an important role towards 

motivation in tourism. 

 

There are external motives in tourism that can influence tourists and pull them towards a certain 

motivation and subsequent decision. 

 Extrinsic Motivation − Here, a tourist gets motivated by external factors such as money and the 

need to feel competent on the scale of expenditure and performance. 

 Place of Origin – Different cultures have diferent ways of understanding tourism, which should 

be analised first and taken into account before making any assumptions.  

 Family and Age − The family matters when it comes to the structure and the income. Today, the 

families with nuclear structure and double income tend to opt for long distance, extravagant 

tourism more than joint families or families with single earning member who are interested in 

visiting domestic places. The tourists also have different preferences of places according to their 

age.  

 Culture or Social Class − Tourists of different cultures prefer different places, events, and different 

types of tourism. In addition, if friends and families who have visited a place earlier spread the 

first hand information that motivates the others to visit the place too. 

 Market − Ever-changing market variables alter tourism. Changes in value of currency, political 

situations, and economic well-being of the country influence the decisions of a tourist. 

Tourists’ behaviour 
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Travel behaviour refers to the way in which tourists behave according to their attitudes before, during 

and after travelling. Knowledge regarding travel behaviour can assist in marketing and product planning 

and development which can increase the number of visitors in different destinations. 

In the broadest sense, “tourist behaviour” loosely defines anything that visitors to a location might do. 

This includes regulated tourist activities such as sitting on the beach and playing in the waves, but this 

also includes things that tourists do that aren’t strictly legal or regulated. Tourist behaviour can be simply 

defined as activities people undertake when obtaining, consuming and disposing of tourism products. 

 

Most of the typologies of tourist behaviour attempt to group tourists together on the basis of: 

 Destinations 

 Activities while on holiday 

 Independent travel versus package holiday. 

The behaviour of tourists from today is the most important indicator or predictor of future tourist 

behaviour. Taking into account the social role of the tourist, the behaviour of an individual tourist can 

also be an indicator of the behaviour of others. 

 

Plog’s Model of Tourists’ behaviour 

The American market researcher Stanley Plog classifies tourists into three categories: 

1. Allocentric (The Wanderers) − A tourist who seeks new experiences and adventure in a wide 

range of activities. This person is outgoing and self-confident. An allocentric person prefers to fly 

and to explore new and unusual areas before others do. Allocentrics enjoy meeting people from 

other cultures. They prefer good hotels and food, but not necessarily modern or chain-type 

hotels. For a tour package, an allocentric would like to have the basics such as transportation 

and hotels, but not be committed to a structured itinerary. They would rather have the freedom 

to explore an area, make their own arrangements and choose a variety of activities and tourist 

attractions.  

2. Psychocentric (The Repeater) − A tourist falling in this category is usually non-adventuresome. 

They prefer to return to familiar travel destinations where they can relax and know what types 

of food and activity to expect. Such tourists prefer to drive to destinations, stay in typical 

accommodations, and eat at family-type restaurants. 



   
   

                                                         Erasmus+ Strategic Partnership - 2018-1-RO01-KA204-049516  

The content of this document represents the views of the author only and is his/her sole responsibility; it cannot be considered to reflect the views of 
the European Commission or any other body of the European Union. The European Commission and the Agency do not accept any responsibility 

for use that may be made of the information.  

 

 

 

 

 

 

3. Midcentric (Combination) − This category of tourists covers the ones who swing between the 

above said two types. 

 

Other concepts regarding tourists’ behaviour 

Cohen (1972) in his early studies, draws attention to the fact that all tourists are seeking some element 

of novelty and strangeness while, at the same time, most also need to retain something familiar. How 

tourists combine the demands for novelty with familiarity can in turn be used to derive a typology.  

1. The recreational tourist, for whom the emphasis is on physical recreation 

2. The diversionary tourist, who seeks ways of forgetting their everyday life at home 

3. The experiential tourist, who look for authentic experiences 

4. The experimental tourist, whose the main desire to be in contact with local people 

5. The existential tourist, who wants to become totally immerse in the culture and lifestyles of the 

vacation destination. 

 

A British Consultancy of Futurology, Henley Centre has divided the 

tourists into four phases: 

Phase I- Bubble Travellers − They do not have much money as well as 

knowledge. They prefer packaged tours. They long to observe 

different cultures without being a part of it. They travel mostly out 

of curiosity.  

Phase II- Idealized Experience Seekers − They are confident tourists with the experience of foreign tours. 

They are flexible and comfortable. They prefer tour offers made for individuals. 

Phase III- Seasoned Travellers − These tourists are more affluent than the idealized-experience seekers. 

They are more confident to experiment and experience different places and environments. They are 

more adventurous and prefer individualistic tours. 

Phase IV- Complete Immersers − These tourists have an intention of immersing completely into the 

foreign culture, heritage, culinary experience, and language. Their holiday is well-planned but not well-

structured. 
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Check it out 
 

1. Is this statement true or false? 

The personality of a tourist is an intrinsic factor of motivation for travel. 

a) True 

b) False 

 

2. Is this statement true or false? 

Travel behaviour refers to the way in which tourists behave according to their attitudes before, 

during, and after travelling. 

a) True 

b) False 

 

3. Is this statement true or false? 

A recreational tourist is looking to be in contact with local people and to have authentic 

experiences. 

a) True 

b) False 

 

 

DIY – Do it yourself 
 

Activity: (reflection and practical application of the content of Unit 2) 

Divide your students in two groups: The first group will play the role of the “Local community” and the 

second one will play the role of “Tourists”. The Local community group will create a checklist of “How 

to be a good tourist when you visit our destination/city/place?” containing a few basic rules of good 

behaviour. The Tourists group will set a list of reasons “Why to visit X destination and what to expect 

there?”  

Both groups will read their lists and compare their motives, needs and expectations. 
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UNIT 3: Destination Awareness. Destination Appeal. The 

Five A’s. 
 

Get ready 

 
Are you aware that tourists form perceptions of a 

destination long before they visit the place? Are you 

curious what makes customers choose one destination 

over another? What are the 5 A’s of tourism? 

In this unit, we will learn more about the tourists’ 

awareness of a destination and how it attracts visitors.   

 

 

Take up 
 

Destination Awareness 

Tourists’ perceptions of a destination derive from 

news stories, affiliation with products, experiences 

with cuisine, portrayal in movies, childhood stories, 

word-of-mouth, and a wide variety of individual 

biases. On a larger scale, a Destination 

Management Organisation (DMO) can generate 

higher numbers of visitors to a destination by 

creating and managing a brand that influences 

people’s perception, ideally making it more 

favourable toward the destination. The brand is the 

psychological, emotional, and motivational link 

between visitor and destination. A destination’s brand is a collection of elements, including messages 

and values, designed to provoke a positive perception in the minds of visitors.   

 

Read more on branding under the following link: https://www.youtube.com/watch?v=wFZ3AW7OdFs 

 

 

https://www.youtube.com/watch?v=wFZ3AW7OdFs
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Building Online Destination Awareness 

The internet is an excellent tool for creating destination awareness.  

Destination web and Facebook sites act as the gateway for tourism information. They can also provide a 

number of services such as promoting local attractions, culture, and activities, list of the local supporting 

services, and regional historical and geographical information about the destinations. The internet 

resources help a lot to shape the curiosity of the future tourists and can lead to an increased tourist 

flow. 

 

Destination Appeal 

People have always travelled to destinations they find attractive. While it is difficult to generalise about 

what visitors find attractive, most of them travel to places that offer them something they cannot find 

at home. There are some more sophisticated projects such as ATTRACTIVE DANUBE, that aim at 

identifying and developing the specific capitals and assets, which can make a destination competitive in 

comparison to others.  

Destinations contain a number of basic elements which attract visitors to the destination and satisfy 

their needs on arrival. These basic elements can be broken down into attractions (the ‘must sees’ or 

‘must dos’) and other elements. The provision and quality of these elements will be influential in the 

visitors’ decisions to make their trip.  

Some of the key factors a destination can be equipped with include: 

 Good weather – no matter how much time you spend outside, sun is always better than 

rain 😊 

 Air service – unless on a cruise trip, tourists prefer to reach their destination in a fast and 

convenient way 

 Anything new – “new” is a major factor because even if you have visited a place before, 

when there are new buildings or events of interest this can lure you back 

 Fun and interesting activities – it goes without saying that you will prefer a place where 

you can have a good time 

 Local people – let us be honest that how friendly the locals are, can make you love or 

hate a place  

 

 

 

 

 

 

http://www.interreg-danube.eu/approved-projects/attractive-danube
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The Five A’s of a Destination 

The Five A’s model of a destination is about a selection of 5 major components on which it could be 

defined and assessed. It can be very useful for analysing a place’s touristic potential. The five A’s are: 

 Attraction: includes all those factors that 

attract a tourist. It could be natural or 

man-made sightseeing places, cuisine, 

traditions, events, etc. 

 Accessibility: the appeal of a tourist 

destination is influenced by elements of 

accessibility that makes it easy to visit 

the destination or not. Today there are 

various means of transportation to 

choose from like air, rail, road, and water. 

 Accommodation: are all the places to stay offered to tourists. They include various 

accommodation types such hotels and hostels as well as the nowadays popular Airbnb platform.   

 Amenities: all the other services which we require while travelling for good and comfortable 

living. 

 Activities: are what the tourists perform for fun and amusement. For example, boating, scuba 

diving, canoeing, camel riding, and visiting a place. The activities organized as attractions 

available at the tourist destination are constantly evolving. For example, new ones can be offered 

or the old ones further developed. 

  

Th
e 
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Check it out 
 

1. Is this statement true or false? 

Tourists can build their perceptions of a destination by somebody else’s accounts of it. 

a) True 

b) False 

2. Is this statement true or false? 

A destination can increase its attractiveness to tourists by developing a website. 

a) True 

b) False 

3. Is this statement true or false? 

Pricing is an important aspect of the destination’s competition with other destinations that 

belongs to the Five A’s model. 

a) True 

b) False 

 

DIY – Do it yourself 
 

Activity: Please discuss the following questions related to 

branding: 

 

1. Think of your region and write down the first three 

words that come to your mind in order of importance. 

 

2. If the region where you live was a person, how would 

you describe him/her? For example: beautiful/serious/modest/funny. Please give 3 different 

characteristics that you feel are best suited to describe it. 

 

3. To what extent do you agree or disagree that what makes your region unique is: 

a) its monuments and heritage 

sites 

b) its landscapes 

c) its cultural routes 

d) its diversity 

e) its gastronomy 

f) its history 

g) hospitality of the people 

h) its cultural festivals 

i) its museums and arts centres 

j) other (please specify) 
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UNIT 4: Destination Management: Milieus. Types of 

Tourist Destination 
 

Get ready 
 

Have you ever come across the word milieu? Can you explain its meaning in the context of destination 

management? How many types of tourist destinations can you name? 

In this unit, we will get acquainted with the term destination milieu and with the different types of tourist 

destinations.  

 

Take up 
 

Destination Management: Milieus  

Milieu is the physical, cultural, or social environment in which people live or that influences them. The 

milieu includes one’s family, friends, the place of residence, and the surrounding culture. 

In the domain of tourism, the milieus are broadly divided into two different categories: geographical and 

cultural. 

Types of Tourist Destinations 

Geographical milieus are divided according to their terrains into:  

 Rural area - the countryside area or area outside the boundaries of a city. It is characterized by 

a smaller number of settlements, lower density of population, and less pollution. The pace of life 

is slower. One can admire the beauty of farms and fields, woods, plantations, and wild life. Less 

infrastructure developments are found in the rural area.  

Although admired by artists for many centuries, the widespread appeal of country areas is of 

relatively recent origin. Congestion and pollution in the 19th century made life unbearable in the 

big cities and the escape to the country came first for those in the aristocratic circles, merchants 

and then the labouring classes. 
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Rural areas offer attractions such as beautiful landscape, vegetation and plantation of specific 

crops, vineyards, gardens, water bodies and related sports 

activities, farmhouse visits and stays, and roadside flea 

markets. These areas have a lot of unexplored potential for 

tourism. The EU is trying to support their development by 

initiatives such as EDEN - European Destinations of 

Excellence. EDEN promotes lesser known destinations of 

high quality in different categories.  

 

You can watch one of the videos, developed by the EDEN 

project here: 

https://www.youtube.com/watch?v=wY2IYx_pksM. It 

shows the region of Jeseníky, in the middle of Czech Sudetenland. Jeseníky offers visitors an 

almost unlimited range of tourism activities with its high-quality natural environment and 

beautiful landscapes. The mountains in the region are one of the Czech Republic's top 

destinations, and they offer ideal conditions for an active winter holiday. According to its 

presentation, in Jeseníky, one will find themselves in the middle of the Sudetenland with its 

gorgeous countryside – “where there is peace like nowhere else in the world”. 

 

 Urban area - covers cities and developed towns. The urban areas have a high population density 

population and a large number of houses and apartments. The cities are more affected by air 

and noise pollutions. The pace of life is too fast in urban areas. The life and living here boasts 

of contemporary infrastructure and technology. Urban areas are usually home to man-made 

attractions such as Disneyland, theme parks, museums and galleries. However, there are also 

cities famous for their rich history dating back centuries ago. Usually such places have an old 

town, which attracts numerous tourists. Can you think of any examples? 😊 

 

 Coasts and beaches - this area offers extraordinary beauty of firm land, vegetation, and water 

together. Apart from the above stated features, the coastal areas are high on the list of tourism 

destinations as they also offer exotic sea food and water sports. The coastal areas also provide 

an opportunity to see the marine life either in their natural habitat or in the marine museum. 

Beaches are tempting destinations for relaxation and recreational holidays. According to the 

World Tourism Organization estimates, coastal areas represent one-third of global tourism 

income. 

 

 Islands – they have developed thriving tourism over the last decades and are becoming ever 

more popular. They draw tourist attraction for their breath-taking beauty of land surrounded 

by water, refreshing breezes, and tranquillity. Next to outstanding relaxation, islands offer a 

wide range of water sports like speed-boating, canoeing, snorkelling, and diving.  

 

https://www.youtube.com/watch?v=wY2IYx_pksM
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 Mountainous region - have indisputable tourist potential and they attract tourists of all 

categories. The adventure tourists visit mountains for their remoteness, difficult access, 

unbeaten mountain trails, and 

wilderness. The adventure sport liking 

tourists visit mountains for climbing, 

hiking, skiing, mountain biking, and 

bungee jumping. Some tourists visit 

mountains to see the beauty of rare 

flora and fauna, take fresh unpolluted 

air, and get to know the unique local 

cultures.  

 

 Desert region - for example, Thar (India), Sahara (Morocco), and Namib Desert (Coastal South 

Africa) are famous tourist milieus. This region is popular with tourists for its sand dunes, 

serenity, clean air, flora and fauna, and 

awesome view of night sky. It can propose 

desert sports such as quad biking, air 

balloon rides, and activities such as camel 

trekking and camping. The deserts also offer 

introduction or engagement with unique 

local cultures.  

 

On the other hand, cultural milieus are visited for 

the heritage, historical, archeological or 

educational importance attached to them. Some 

are also widely known for cultural entertainment 

activities such as music or film festivals. For 

example, the Festival d'Avignon or the film festival 

in Cannes.  

Cultural milieus can be divided into the following 

categories: 

 Historical 

 Archeological 

 Educational 

 Adventure  
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According to the Organization for Economic Cooperation and 

Development (OECD), cultural tourism is one of the largest and fastest-

growing global tourism markets. Culture and creative industries are 

increasingly being used to promote destinations and enhance their 

competitiveness and attractiveness. Many locations are now actively 

developing their tangible and intangible cultural assets as a means of 

developing comparative advantages in an increasingly competitive 

tourism marketplace, and to create local distinctiveness in the face of 

globalization. The statistics of the World Tourism Organization show 

that 40% of global travel is for cultural purposes. Undoubtedly, cultural 

tourism has gone from being thought of as a small niche market to 

“firmly established as a mainstream, mass tourism activity”.  
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Check it out 
 

1. Is this statement true or false? 

The lesser-known destinations in Europe do not need any further promotion as they cannot offer 

good quality of tourism products.  

a) True 

b) False 

 

2. Is this statement true or false? 

The coasts and beaches’ milieu brings one-third of global tourism income. 

a) True 

b) False 

 

3. Is this statement true or false? 

Cultural tourism is not among the largest and fastest-growing global tourism markets. 

a) True 

b) False 

 

DIY – Do it yourself 
 

Activity 1: (reflection and practical application of the content of Unit 4) 

What are the tourism destinations of the future? Why will tourists want to visit them? Choose an 

emerging destination of your choice and try to answer the questions below:  

1. To which type/s of milieu the destination belongs to? 

2. What are its geographical features? Are they natural or man-made?  

3. To which of the destination subtypes do you think it comes under and why?  

 

Activity 2: (reflection and practical application of the content of Unit 4) 

Familiarize yourself with the EDEN destinations in your country. You can find a list with all of them 

under this link: https://ec.europa.eu/growth/sectors/tourism/eden/destinations_en.  

 

 

  

https://ec.europa.eu/growth/sectors/tourism/eden/destinations_en
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Unit 5:  Tools for Destination Management 
 

Get ready 
 

Do you know what a tourist destination is? Which do 

you think its main features are? Have you ever thought 

of how a tourist destination is created?  What steps 

should we follow to develop an efficient tourist 

destination?  

 

In this unit, we will learn how to use and set up different 

tools needed for tourist destination management and 

development.  

 

 

Take up 
 

Developing a future vision of the destination. Main 

steps of Destination Development 

A tourist destination can be understood as a space 

located in a specific geographical area with flows of 

tourism that are not due to chance but are based on 

certain spatial and socioeconomic reasons. To be 

considered appropriate for receiving flows of 

tourism, these areas must have, at least, some 

characteristics, such as: 

- Accessibility 

- Attractions for tourists 

- Appropriate tourism infrastructure 

- Political stability and security 

- Acceptance and favourable reception by the population of the destination 

- Relatively affordable cost of living 

- Promotion/marketing plans and strategies, brand concept. 

- Etc. 
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Setting the goals for tourism development 

As we have seen, the fact that a place is nice and attractive or that there exist tourist resources is not 

enough for the development of touristic activities. We need to set a plan with the specific goals we want 

to reach. In addition, these goals need to ensure that tourist development will be sustainable, smart and 

responsible.  

 

 Sustainable: according the UNWTO (World Tourism Organization), it is necessary to consider the 

present and future effects and impact at an economic, social, and environmental level in order 

to meet the needs of visitors, the industrial sector, the environment, and the host communities. 

 Smart: investing in new technologies to improve and simplify management, accessibility, share 

experiences, as well as facilitate the coexistence between the tourist population and the local 

one. 

 Responsible: companies and organizations, as well as 

entities and governments, must be aware of the 

environmental, social and economic impact, and take 

actions aimed at managing and facing their negative 

impact while at the same time contributing with value and 

actions to counteract it: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Image: Unesco and sustainable goals at https://en.unesco.org/sdgs 

 

 

 

 

These goals should focus on: 

https://en.unesco.org/sdgs
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- Organising tourist destination management 

- Setting geographical edges 

- Identifying and studying the target market/tourist 

- Planning the development and implementation of actions to carry out the touristic activity  

- Creating an image/brand of the tourist destination. 

Here you can see a clear example of how these seventeen sustainable goals proposed by the UNESCO 

take shape in the field of tourism  http://www.sustainabletourism2017.com/sustainable-

development-goals-tourism/ 

 

Compiling visitors surveys  

Surveys provide us with relevant information about our 

destination. This data will help us evaluate an offer by showing 

both strengths and weaknesses related to the tourism 

management. Therefore, this feedback becomes the key in 

assessing the policies and decision-making processes. The survey 

must be meaningful and its results must inform about some 

aspects such as: 

- Assessment of the impact in relation to the goals 

- Good understanding and appropriate communication among governments regarding the 

importance of adopting a global and unitary tourism approach at both, local and national levels 

- Evidence related to the cost and effectiveness of the tourism policies and programs developed  

- The view and impact on stakeholders such as entrepreneurs, residents, visitors, local authorities, 

investors, etc. 

- Potential improvements regarding design and implementation. 

In the following link, you can see an example of a survey that evaluates the items above. Don’t be 

discouraged if it takes you a while to look it through. This real life example is worth studying!  

http://www.mgrt.gov.si/fileadmin/mgrt.gov.si/pageuploads/razpisi/JN/DT/ANG_Vprasalnik_Destinacija

.pdf 

 

Establishing a Destination Management System 

As we have seen, resources themselves are not enough for a place to become a touristic destination. 

For that, it is necessary to take further actions along with the involvement of several stakeholders -public 

and private- of the destination’s local economy.  

Any activity taking place in a tourist destination must be planned and effectively managed if we want to 

create value for the visitor, as for the tourist destination itself. This is possible through the application 

of destination management systems. 

http://www.sustainabletourism2017.com/sustainable-development-goals-tourism/
http://www.sustainabletourism2017.com/sustainable-development-goals-tourism/
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Such systems will allow us to obtain, process, transfer and distribute information, transformed into 

knowledge, through different channels, necessary for the management of marketing, promotion and 

sales of the tourist destination. By following some easy steps, we will be able to build the main structure 

of such system: 

 Marketing plan 

 Content development  

 Tourism and Congress Portal (sample of destination, what it offers, recommended tours, etc.) 

 Applications (share experiences, emotions, etc.) 

 Sales (ticket office, information, tickets, etc.) 

 Booking engine 

 Loyalty system 

 Tourist Help Desk or Call Centre 

 Information Management Services 

 Quality Management system 

In the next video, you can have a global view of how to create a Tourism Destination Management 

System  https://www.youtube.com/watch?v=hvdhIwZPgUM 

  

https://www.youtube.com/watch?v=hvdhIwZPgUM
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Check it out 
 

1. Is this statement true or false? 

Tourism can develop in attractive places or only where there are tourist resources. 

a) True 

b) False 

 

2. Is this statement true or false? 

A survey should inform us, besides other aspects, of the view and impact on the stakeholders as 

entrepreneurs, residents, visitors, local authorities, investors, etc. 

c) True 

d) False 

 

3. Is this statement true or false? 

A tourist destination management system will allow us to access, transform and distribute the 

information we can get, as a way of knowledge, through different channels, which will be necessary for 

the management of marketing, promotion and sales of the tourist destination. 

e) True 

f) False 

 

 

DIY – Do it yourself 
 

Organise your students in groups of four. Taking the following scenario, a tourist resort of natural 

thermal waters, located in a historic spot, in a small village near the mountains, they have to establish the 

goals that are more appropriate for this tourist destination. Each group has to develop their own 

objectives, which should be sustainable, smart, and responsible. Then, each group has to justify their 

decisions in front of the others. Finally, as a group, create a common final list including the most 

significant and appropriate contributions. 
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https://www.nextibs.com/que-es-turismo-sostenible-objetivos-persigue/
http://www.sustainabletourism2017.com/sustainable-development-goals-tourism/
https://en.unesco.org/sdgs
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UNIT 6:  Components of tourism supply: attractions, 

transportation, destination, activities and regulatory 

components 
 

 

Get ready 
 

The tourism supply depends highly on the tourist 

resources, but also on the operating sectors, as well as 

the regulatory components amongst others. It also 

depends on activities, intermediaries and the 

destination itself. In this unit, you will learn what tourism 

supply is and what the components to shape it are.  

 

Take up 
 

The tourism supply involves the goods and services 

located in a certain place, which means it is 

geographically fixed. It must be available to be used or 

consumed by tourists and it is created to meet the 

demand desired by buyers. The tourism supply is 

perishable and visitors need to move from one place 

to another to use it, especially to meet their needs in 

leisure, holiday, spare time, etc. 

The demand is the result of the decision making 

process made by individuals to plan their holidays and it depends on different factors, like economic, 

personal, or cultural factors, for example: incomes, prices, motivations, sociocultural conditions, etc. 

Therefore, tourism supply has different components that shape it up:  

 Attractions 

 Transportation 

 Destination 

 Activities 

 Regulatory components. 
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Attractions 

They are the places the tourists perceive as the 

satisfaction of their leisure-oriented needs. There are 

different kinds of attractions: 

 Natural Attraction: landscapes, caves, mountains, 

forests, rivers, waterfalls, glaciers, etc. 

 Man-Made Attractions: Theme parks, museums, 

churches, temples, buildings, architecture, etc. 

 Cultural Attractions: Historical sites, historical 

monuments, local folk core, local arts and crafts, etc. 

 Special events: Sports, conferences, music concerts, etc. 

 

Transportation 

It is not possible to think of a tourism sector without transportation - different modes of commuting. 

It is the main mean to carry visitors to the tourist destination. They differ in speed, safety, price, and 

convenience: 

 By road: cars, bus, bicycles, etc. 

 By rail: trains, long distance, high speed, intercity, etc. 

 By water: boats, ferries, cruises etc. 

 Air: planes, on fixed schedule, charters. Etc. 

Also, they can be divided in two categories: 

 Independent means of travel: controlled by individual tourists who book them on their own. 

 Mass travel: where tourists travel in organized groups. 

 

Destination 

It is the place the tourists visit and stay. It can be a city, a town, a country, a state, a region, or any area 

that can attract a flow of visitors. A basic infrastructure should be created to boost the tourist activity, 

to meet the basic needs of rest and feed visitors away from home. 

 Accommodation: hotel, motel, lodge, guesthouse, apartments, B&B, etc. 

 Restaurants: speciality restaurants, themed restaurants, branded restaurants, traditional, local 

cuisine, etc. 

 Tourist facilities: pubs, entertainment parks, shopping centres, galleries, stadiums, gyms, 

theatres, etc. 

 

 

Also, infrastructures and superstructures are needed. They include: 
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 Water, cooking gas and electric supply systems, drainage and sewage systems, rest rooms for 

sanitation, airports, transport hubs, parking hubs, gardens, etc. 

 

Activities 

They include activities the tourists are interested to engage in. They cover a wide range of areas from 

“active” holidays, involving activities like canoeing, climbing, horse riding, mountaineering, sky, etc., to 

less physical, yet still activity-focused areas of nature watching, food trails, or local culture and heritage 

trails, healthy activities, etc. We can divide them in 

different categories: 

 Adventure sports: mountain biking, bungee 

jumping, rafting, etc. 

 Leisure: Cultural walks, basking on beaches, 

shopping, etc. 

 Business activities: attending seminars, 

business meetings, promotions, etc. 

 Health activities: attending yoga sessions, 

undergoing naturopathy, meditation, etc. 

 

Regulatory components 

They involve all the authorities and active agents related to the tourist activity that are necessary to 

the tourist activity exists. 

 The public sector and Government policies 

 Licensing 

 Civil right authorities 

 NGOs 

 

In this video, you can understand more about tourism supply and demand:   

https://www.youtube.com/watch?v=X9HyXjhOmGI 

 

 

 

 

 

https://www.youtube.com/watch?v=X9HyXjhOmGI
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Check it out 
 

1. Is this statement true or false? 

The tourism supply involves the goods and services not located in a certain place; it means it is not 

important if it is not geographically fixed. 

a) True 

b) False  

 

2. Is this statement true or false? 

Man-Made Attractions are theme parks, museums, churches, temples, buildings, architecture, amongst 

others 

a) True 

b) False 

 

3. Is this statement true or false? 

Activities does not need include activities the tourists are interested to engage in. 

a) True 

b) False  

 

 

DIY – Do it yourself 
 

Activity: Imagine you work in a tourism department of a little village that only have visitors in summer 

because of its beach. The City Council of the village would like to have visitors during all the year. What 

you and your team workers would do? Write a report highlighting the most important points you would 

have to think about it to develop and alternative tourism supply and develop one. (Feel free to use and 

choose your imagination to use the different extra resources the village can have). Also think one 

example how would you use TI to serve your purpose. 
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Guidelines for a practical activity 
 

Planning and development of a guided route 

 

This practical activity can be: 

 done as a project-based activity organised in small groups after completion of Handbook 2 during 

the face-to-face training  

or: 

 distributed step by step within the Handbook 2 Units and intended for self-study/autonomous 

work of learners with a final presentation (Step 7) at the face-to-face training  

 

The activity is carried out as follows:  

Step 1. Identification of the needs 

Identify the needs of the environment where you would like to develop your route: 

 Think about the theme (environmental, cultural, gastronomic…) and possible target group/s of 

your route 

 Check what kind of routes have been already developed  

 

Step 2. Analysis of the existing demands  

 Think about what kind of tourists come to the area where you would like to develop a route 

 Analyse 3 or 4 routes similar to the route you would like to create (same area, same target group, 

same theme) and think about what would distinguish your route from the already existing ones 

 

 

Step 3. Analysis of the legal framework of the country/region  

 Check if there are any restrictions for the development of the route you have in mind  

 Adapt your idea to the current legalisation to avoid problems 

     

Step 4. Analysis of the promotion channels 

 Investigate what channels are the most efficient to spread the product 

locally/nationally/internationally  

 List components of tourism supply in the area where you would like to develop a route: 

attractions, transportation, accommodation, activities, etc. 
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 These components will be in use by different types of tourists. Decide whom you want to reach, 

which would be your ideal target group 

 

Step 5. Define your product line  

Decide on the main characteristics of your route  

 Theme and specific topic of the route 

 The specific location where the route will be set 

 Target group/s 

 

Step 6. Develop your route 

Define your route:  

 objects of tourist interest to visit:  think about the objects you will find during the route and 

which cultural interest they have, investigate their origin and historical value 

 route to follow: for example, if it is a hiking route, you start from the lowest point of the route, 

go up when tourists are full of energy and then go down 

 facts/legends/anecdotes to be included  

 duration of the route, time to start and to finish  

 

Step 7. Fill in this form describing your tourist route and present to your group 

 Introduction: Title and theme of the route 

 Location 

 Short description of the route: max. 2000 characters 

 Short historical review (optional): max. 2000 characters 

 Currency of the country/region 

 Weather 

 Language 

 Time difference 

 Religion 

 Gastronomy 

 Typical gifts 

 Documentation/Visa/ Procedures for entering and leaving the country 

 How to arrive/How to travel 

 Touristic attraction 
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Best practices 
 

BRUSSELS  
 

Réseau Art Nouveau Network 

 

Appearing in the late nineteenth century, the Art Nouveau 

style spread rapidly in Europe through international 

exhibitions, travelling artists, letters and journals. This 

artistic revolution was mainly inspired by natural forms and 

structures. The style is widely characterized by the use of 

flowers and plants’ forms as well as curved lines. Once seen, 

it makes a lasting impression and one is able to recognise it 

easily. Art Nouveau is a truly European movement that 

spread across the continent and beyond. The Scottish 

architect Charles Rennie Mackintosh and the Spanish 

Antoni Gaudí are among its most notable representatives 

while Gaudí’s La Sagrada Familia is probably the most 

famous modernist building.  

 

 

 

 

The Cultural Routes programme of the Council of Europe (CoE) was launched in 1987 with the Declaration 

of Santiago de Compostela. 

The Cultural Routes of CoE are an invitation to travel and to discover the rich and diverse heritage of 

Europe. At least three CoE member states have to participate and work together in a network that 

promotes their common cultural heritage in order to establish a cultural route.  

The certification “Cultural Route of the Council of Europe” is a guarantee of excellence. The network’s 

work goes beyond touristic promotion and adopts a comprehensive approach to the development of 

the participating regions. The activities include implementation of innovative projects such as co-

operation in research and development; enhancement of memory, history and European heritage; 

cultural and educational exchanges for young Europeans; contemporary cultural and artistic practice; 

cultural tourism and sustainable cultural development. 

La Sagrada Familia                                    

Photo: By haveseen / Shutterstock 
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The programme is a model for transnational cultural and tourism management and allows synergies 

between national, regional and local authorities and a wide range of associations and socio-economic 

actors. It brings together, among others, heritage sites, universities, national, regional and local 

authorities and socio-economic actors such as SMEs and tour operators. 

 

 

 

 

 

 

 

 

Réseau Art Nouveau Network 

The Art Nouveau Network offers the tourist numerous activities, 

exhibitions and materials aimed at permitting an understanding and 

appreciation of the rich legacy of this art style. Targeted at both 

children and adults, the activities bring the visitor to realise the 

dimension of Art Nouveau, its relationship with nature, society, ecology 

and technical innovation. There are over 20 cities, which are part of the 

cultural route, with a rich and varied Art Nouveau heritage to explore. 

Since 2017 the Réseau Art Nouveau Network has been taking part in a 

project that aims at the sustainable protection and promotion of Art 

Nouveau heritage in the Danube Region.  

Throughout the Danube region, Art Nouveau is a defining feature of many urban landscapes. Art 

Nouveau movement in this area mainly stemmed from the Viennese Secession, prevalent and influential 

in urban planning and architecture at the end of 19th – beginning 

of 20th century. Secession monuments are generally revered as 

jewels of architecture, craftsmanship and art. Yet, their potential 

for becoming sites of vibrant communal life, as well as tourist 

attractions is often left unexplored and unrealized. Through 

various means the project tried to contribute to tackling all the 

mentioned challenges. For instance, a 52-minute movie about the 

style in the Danube region was made, a World Day of Art Nouveau 

initiated and plans for income generation initiated. However, the 

public sector owns most of the buildings of concern but many of  

The only surviving Tea Room 

designed by Machintosh in 

Glasgow 
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them are private so one needs to cooperate with all stakeholders. There are also plans for expanding 

the network with the region as a whole being labelled “a jewellery box” of Art Nouveau. Thus, even 

smaller, less-known places can explore their potential and offer tourists of all ages unique experiences 

with one of the most remarkable art styles in history.  

 

For more information on: 

Réseau Art Nouveau Network 

Bruxelles Urbanisme et Patrimoine 

Mont des Arts 10-13 

BE-1000 Bruxelles 

info@artnouveau-net.eu, tel: +32 2 204 21 28 

Official website: www.artnouveau-net.eu 

Facebook: Réseau Art Nouveau Network 

 

Art Nouveau in the Danube Region 

Official website: http://www.interreg-danube.eu/approved-projects/art-nouveau  

Tel: +40 259 468309    

Email: artnouveaudanube@gmail.com 

 

 

References: 

https://www.coe.int/en/web/cultural-routes/about 

https://www.coe.int/en/web/cultural-routes/reseau-art-nouveau-network 

www.artnouveau-net.eu 

https://mymodernmet.com/antoni-gaudi-architecture/ 

http://www.interreg-danube.eu/approved-projects/art-nouveau 

https://theculturetrip.com/europe/united-kingdom/scotland/articles/an-art-nouveau-architecture-

tour-of-glasgow-scotland/ 

https://www.glasgowmackintosh.com/attraction/mackintosh-at-the-willow 
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BULGARIA 
 

Veliko Tarnovo and the Tsarevets 

Fortress 

 

Tsarevets is a medieval stronghold 

located on a hill with the same name 

in the town of Veliko Tarnovo in 

northern Bulgaria. The town itself is one 

of the oldest towns in the country, as its 

history dates back to more than five 

thousand years ago, which is proven by 

archaeological excavations. The earliest 

evidence of human presence on the hill 

dates from the 2nd millennium BC. It was settled in the 4th century and a Byzantine city, tentatively 

identified with Zikideva, was constructed near the end of the 5th century, on the grounds of which the 

construction of the Bulgarian stronghold was begun in the 12th century. 

The upsurge of Veliko Tarnovo is related to the period of the Second Bulgarian Empire (1185 – 1393). In 

1185 the town was declared a capital of the restored Bulgarian State by the brothers Asen and Petar, 

who declared the end of the Byzantine dominion, which continued for 167 years. 

 

DESCRIPTION 

The most significant monument of culture in Veliko Tarnovo is the medieval fortress Tsarevets, situated 

on the prominent peak, surrounded on three sides by the Yantra river. Excavations show that although 

Tsarevets is surrounded by a fortified wall, it was not a closed fortress, but a real medieval town, in the 

center of which the several structures were rising, including the palace, the church “St. Petka”, multiple 

residential and economic buildings, water reservoirs and battle towers. The Patriarch’s residence was 

on the highest part of Tsarevets, and the Patriarch’s church “The Ascension of Christ” was also in close 

proximity. 
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The whole complex is important 

archeological and tourist destination, 

attracting more than 230 000 visitors 

during 2018 alone. The town of Veliko 

Tarnovo itself is an important cultural 

destination, with well-preserved old town 

and unique architecture from the 

Bulgarian national revival period (18-19 

century). The market street is a kind of an 

ethnographic complex on its own, with 

crafts workshops, souvenir shops and 

galleries. 

The architectural reservation Arbanasi is situated at a distance of only 6 km from Veliko Tarnovo. The 

ancient village had preserved magnificent architectural monuments of the Age of the Bulgarian Revival, 

old churches and beautiful yards filled with flowers and greenery. 

Perhaps the most iconic performance is the Sound and Light Show, which incorporates the whole 

Tsarevets complex, and is an emblematic attraction for Veliko Tarnovo. Dramatic music, multicolor 

lights, lasers and chiming bells are synchronized in a unique way to depict the tumultuous history of 

Bulgaria.  

 

ACCESSIBILITY  

It is worth noting that even if navigation around the town can be challenging (the urban area is sprawling 

over rolling hills and crosses the Yantra river), most of the tourist places, restaurants and hotels are 

accessible for disabled people and the elderly. The urban planning is considering the of the importance 

of tourism for the town, and is trying to include everyone.   

 

MAIN STAKEHOLDERS 

The old city of Veliko Tarnovo, including the Tsarevets fortress, are considered heritage sites of cultural 

and archaeological significance in Bulgaria, and combined they attract almost half a million visitors each 

year. Along with the usual tourist, the fortress and the medieval structures around it attract many 

archaeology and history students, in addition to high school and elementary school field trips, aimed at 

history lessons. 

The “Sound and Light” show on the other hand is visually stunning performance, and many people are 

gathering from the whole country during national holidays, when the show is active.  

The local municipality is trying to improve the accessibility for many of the tourist sites, thus opening 

them to even greater audiences. 
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RESULTS AND IMPACT  

The efforts for improving the quality and accessibility of 

the cultural heritage of Veliko Tarnovo started around the 

70s and practically turned the town from an obscure 

historical location into a major tourist attraction, 

competing with popular seaside resorts and beaches.  

 

 

 

LESSONS LEARNT / AREAS FOR IMPROVEMENT 

There are many issues left unresolved, when it comes to better service. Infrastructure is often criticized 

for not being able to support the needs of all tourist 

groups, and the local government is not doing enough in 

order to renew the adjacent infrastructure, including 

basic necessities like public toilets or drinking fountains.  

Another weak point regarding the tourist destination is 

the lack of information in languages other than Bulgarian. 

This is very apparent problem in Tsarevets, where foreign 

visitors are left to wander around the Bulgarian-only 

signposts, sometimes even being lost.  

 

 

FURTHER INFORMATION 

http://www.bulgariatravel.org/en/Article/Details/15/Veliko%20Tarnovo 

http://www.velikoturnovo.info/en/info/i71/About-Veliko-Tarnovo.html 

https://en.wikipedia.org/wiki/Tsarevets_(fortress) 

https://www.inyourpocket.com/Veliko-Tarnovo 

 

 

 

 

 

http://www.bulgariatravel.org/en/Article/Details/15/Veliko%20Tarnovo#map=6/42.750/25.380
http://www.velikoturnovo.info/en/info/i71/About-Veliko-Tarnovo.html
https://en.wikipedia.org/wiki/Tsarevets_(fortress)
https://www.inyourpocket.com/Veliko-Tarnovo
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DENMARK  
 

ARoS Aarhus Kunstmuseum (modern art, culture) 

 

DESCRIPTION  

This best practice targets 

tourists of all ages, people with 

disabilities, students, and 

elders. The ARoS Aarhus 

Kunstmuseum is an art 

museum in Aarhus, Denmark. 

The museum was established in 

1859 and is the oldest public art 

museum in Denmark outside Copenhagen. On 7 April 2004, ARoS Aarhus Kunstmuseum opened with 

exhibitions in a brand new modern building, 10 storeys tall with a total floor area of 20,700 m² and 

designed by Danish architects Schmidt Hammer Lassen. Today, ARoS is one of the largest art museums 

in Northern Europe with a total of 980,909 visitors in 2017. 

Apart from the large galleries with both permanent and changing exhibitions, the ARoS building features 

an arts shop, a dining café and a restaurant. The architectural vision of the museum was completed in 

2011, with the addition of the circular skywalk Your rainbow panorama by Ólafur Elíasson. The 

installation has helped boost the museum's attendance, making it the second most visited museum in 

Denmark, just behind the well-known Louisiana Museum in Humlebæk. 

 

ACCESSIBILITY 

 Entrance with assistance dog 

 Guided tours from Monday to Saturday 

 Free handicap parking at ARoS Allé at the entrance. An elevator leads up to the entrance from 

the parking lot, and elevators are available between floors. Handicap toilets are also available 

near ART Café and at level 3 near the auditorium. Wheelchairs and strollers can be borrowed 

during your visit at ARoS.  

 It is possible to borrow baby carriers at the Information by submitting ID. 
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 Museum included in AarhusCARD, which offers free admission to more than 20 museums, 

attractions and activities in and around Aarhus. 

 Free Wireless Internet access 

 Emergency museum plan for people with disabilities 

 Floor homogenous and non-slip 

 Signs to help walking into the 

Museum 

 Benches to sit 

 Elevators 

 A large selection of food and drinks 

in the ART Café and ARoS FOOD 

HALL. 

 

MAIN STAKEHOLDERS  

 Municipalities in Jutland/Denmark: disseminating of activities and providing funds for 

improvements 

 Privates companies: promoting the destination and ARoS Aarhus Kunstmuseum particularly. 

 

RESULTS AND IMPACT 

The complex infrastructure of the museum provides access to a wide range of tourists, giving them the 

opportunity to enjoy the facilities of the museum. Ensuring equal treatment is beneficial for other 

categories of tourism or tourism-related services, contributing to the development of the area and its 

placement in the top of the destinations to be visited. 

  

LESSONS LEARNT/AREAS FOR IMPROVEMENT  

A holistic architectural vision has the power to change the destiny of a tourist destination. It is important 

to think about everybody and create loyalty to the tourist destination.  

 

FURTHER INFORMATION  

Web page: www.en.aros.dk   

Email: info@aros.dk  

  

https://en.aros.dk/visit-aros/
https://en.aros.dk/visit-aros/
http://www.almeriacultura.com/
mailto:info@aros.dk
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GREECE 
 

Sifnos Trails 

 

DESCRIPTION  

Sifnos Trails is a project of the Municipality of Sifnos 

(a Greek island in the Cyclades island group) that 

started in 2015. Targeting tourists from other parts 

of Greece or abroad, the Municipality of Sifnos 

decided to improve the hiking trails network of the 

island, in collaboration with the group “Paths of 

Greece”. The old way-marks have been removed and 

new ones have been placed, thus improving the way-

marking of the network. Sifnos now has more than 

100km of professionally designed trails, one of the 

largest trail networks of the Aegean and one of the 

most updated paths in Europe. The trails can be enjoyed by experienced hikers and amateurs who want 

to explore the natural beauty of the island. The project did not focus particularly on an age group, but 

the trails can be used by people of all ages Throughtout the project, an app was developed, “Sifnos 

Trails”, working as a digital field guide for the trail network. The app offers offline maps and detailed 

descriptions of the paths, an interactive list of points of interest and photos for each one of the 19 

routes. Additionally, the app provides active7live navigation to the hiker when on the field. 

MAIN STAKEHOLDERS  

- The project is being managed and funded by the Municipality of Sifnos in collaboration with the 

group "Paths of Greece".  

- The hiking trails of Sifnos have been way-marked by “Paths of Greece” in 2015. The group also, 

collected and compiled all app elements, text, photos, and cartography.  

- The development of the app was done by the company AnaDigit.  

- The creation of the application was funded by Aegean Speed Lines.  
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RESULTS AND IMPACT 

The goal of the project is to help the visitors 

explore the natural and cultural beauties of the 

island in a pleasant way. The hikers have all the 

necessary information (duration, direction, 

connection to other paths, bus stop location etc.) 

to enjoy their hiking even if they have no relevant 

experience. Sifnos now has one of the most updated path networks all over Europe attracting hundreds 

of tourists all year long and thus boosting the island’s economy. 

 

LESSONS LEARNT/AREAS FOR IMPROVEMENT  

Sifnos trails is a highly successful project that has promoted the island outside the boarders and has 

showcased the hidden natural beauty of the island. Possible challenges that could have been faced 

throughout the implementation of the project are difficulties in ensuring enough funding as well as the 

difficulties in mapping remote and sometimes inaccessible paths. 

The municipality is still expanding the trails and further work can be done in creating more paths. 

Additionally, the project could focus more in informing the Greek tourists about the trails and promoting 

hiking as a fun way to exercise but also to explore new destinations.  

FURTHER INFORMATION  

For more information you can visit the links below: 

Sifnos Trails project website, PathsofGreece website & the Sifnos Trails app on Google play  or you can 

send a message through the project’s online form 

 

Sources: 

Image 1: https://sifnostrails.com   

Image 2: https://upload.wikimedia.org/wikipedia/commons/1/17/Apollonia_on_Sifnos.jpg  

  

https://sifnostrails.com/project/
https://www.pathsofgreece.gr/en/team/
https://play.google.com/store/apps/details?id=anadigit.adventures.sifnos
https://sifnostrails.com/contact/
https://sifnostrails.com/
https://upload.wikimedia.org/wikipedia/commons/1/17/Apollonia_on_Sifnos.jpg
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ITALY 
 

Invasioni Digitali (Digital Invasions) 

A journey where history, architecture, gastronomy, nature, landscapes and anything, that can be 

interesting to other travellers is advertised and posted on 

social by you! 

This is possible thanks to a project that started in 2013 in 

Italy and it is spreading also throughout Europe. 

 

DESCRIPTION: 

Digital invasions is a project born in 2013, a real cultural 

movement whose objective is to give maximum 

dissemination to the knowledge of cultural, naturalistic and eno-gastronomic Italian tour through social 

networks. Today internet and the new media give people the chance to become the promoters of their 

own territory. It is a vision of an open culture, with 

tools, messages and initiatives that adopt a 

“bottom up” approach. A vision in which the first 

custodians of the landscape and cultural heritage 

are people and communities. Digitals invasions are 

events in which participants become promoters of 

the territory and share their story through social 

network. An invasion can promote a cultural asset, 

an itinerary, a museum, an exhibition, or simply 

delicious food or wine! 

 

Anyone can become a part of the project and organize an invasion in an interesting part of the country. 

In organizing an invasion, you will become the host of the day and you will take around your city all the 

people that will physically participate! You can become promoter of your city creating an invasion in 

particular sites, museums or restaurants giving the participant a taste of a true Italian experience. 

Everything is organized through social media and will also be 

advertised with posts, pictures and selfies directly from the 

Colosseum or piazza San Marco. Less famous cities or areas 

will have the chance to show their beauties thanks to their 

inhabitants who are willing to share their knowledge of the 

area.  
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MAIN STAKEHOLDERS  

Fabrizio Todisco is the creator of this initiative, web marketing and hotel tourism consultant, working on 

a local project to promote archaeological and artistic heritage of its territory, has realized that in Italy 

the culture is not properly valued. After contacting some friends scattered throughout Italy he 

understood that he was not alone and thanks also to the help of many volunteers, who every day 

animate and work in the network, has started this small, great project, which has been very successful. 

One of the main objective was to send a message to the institutions to try to overcome that conservative 

logic that still sees the experience of visiting a museum, a cultural site, as something passive.  

 

RESULTS AND IMPACT:  

The impact of the project was, and still is, huge. Many operators working in tourism sector (restaurants, 

hotels, museums, exhibitions etc.) have benefited from the initiatives as many people have been 

attracted to different areas of Italy. The invasions are now organized also abroad in order to spread the 

culture and the importance of learning all over  Europe. Moreover, people have the chance to meet and 

become friends with other fellow Italians or 

Europeans, strengthening the bond among 

citizens. 

 

AREAS FOR IMPROVEMENT  

Italian Institutions should embrace this new way 

of making tourism and advertise it more in order 

to attract as many invaders as possible and 

launch a new way of digital tourism. 

 

FURTHER INFORMATION  

 Website: https://www.invasionidigitali.it/en/ 

 Contact: https://www.invasionidigitali.it/en/contact-us/ 

  

https://www.invasionidigitali.it/en/
https://www.invasionidigitali.it/en/contact-us/
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Mona Lisa: Beyond the Glass 

 

Mona Lisa: Beyond the Glass is a virtual reality experience that 

brings to life the story of the Mona Lisa, the iconic masterpiece by 

artist Leonardo da Vinci (1452-1519). It is the first VR experience 

presented by the Louvre and is on display in the museum’s seminal 

retrospective exhibition, Leonardo da Vinci, which commemorates 

the 500th anniversary of da Vinci’s death. 

 

 

 

DESCRIPTION  

Seeing the Mona Lisa at the Louvre can be a disappointing experience, the painting is sealed behind 

bulletproof glass, the viewer must stand 3 meters away with a sea of outstretched arms and camera 

phones blocking lines of sight. The museum’s Leonardo da Vinci exhibition this October will change all 

that, offering the chance to get within touching distance of the masterpiece in an empty gallery. An 

extended version of the VR experience is available for download through VIVEPORT and other online 

platforms, for audiences across the globe. Seen by more than 20,000 people per day, the Mona Lisa is 

kept in a protective casing due to its fragility. Through VR, the Louvre is now able to feature this world’s 

best-known painting in its retrospective of da Vinci’s work, while offering visitors a chance to experience 

the iconic image as never before.  

Incorporating new scientific research, Mona Lisa: Beyond the Glass reveals details invisible to the naked 

eye, as well as providing insight into the techniques da Vinci used, and the identity of his model. 
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The extended version of Mona Lisa: Beyond the 

Glass transports viewers from their homes into 

the Louvre, entering the museum through its 

famous Pyramid before traveling through the 

Grand Gallery. The experience also features 

additional works by da Vinci, providing greater 

insight into the celebrated artist’s most famous 

paintings. 

Every brushstroke will be clear, and a voiceover 

will explain Da Vinci’s methods with reference 

to the latest scientific research. The exhibit will 

incorporate them into the techniques that da Vinci used to paint his masterpiece, along with further 

information on the identity of the subject, the Italian noblewoman Lisa del Giocondo. 

Entitled Mona Lisa: Beyond The Glass, it is the Louvre’s first VR experience and is being billed as “an 

intimate look at a painting which has been the subject of fascination and intrigue for generations”. There 

is still no announcement on whether the Salvator Mundi will be included in the show as it is not 

preserved in the museum.  

 

MAIN STAKEHOLDERS  

The project is a result of the collaboration between HTC vive arts, Emissive (experts in virtual reality 

systems) in close collaboration with the curatorial team at Louvre.  

 

RESULTS AND IMPACT 

Everyone from around the world will have the possibility to enjoy the masterpiece of Leonardo da Vinci. 

The impact can be huge as art and culture can be shared without any limits. 

 

AREAS FOR IMPROVEMENT  

The main obstacle is that is necessary to own a Virtual Reality pair of glasses, without them it would be 

impossible to experience the  

 

FURTHER INFORMATION  

 Webpage: https://www.louvre.fr/en/expositions/leonardo-da-vinci 

 

 

https://www.louvre.fr/en/expositions/leonardo-da-vinci
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POLAND 
 

Polin Museum of the History of Polish Jews  

 

DESCRIPTION:  

POLIN Museum is a modern cultural institution in 

Warsaw, Poland, which presents a 1000-year history of 

Polish Jews. It is also a place for meetings and 

conversations for all of those eager to learn more about 

the past and present Jewish culture, to confront the 

stereotypes, and to face the perils of today’s world such 

as xenophobia and nationalistic prejudices. By 

promoting openness, tolerance, and truth, POLIN 

Museum contributes to the mutual understanding and 

respect amongst Poles and Jews. In 2016, POLIN 

Museum won the title of the European Museum of the 

Year Award (EMYA 2016). 

 

ACCESSIBILITY 

 Educational exhibition – Museum on Wheels - travels over Poland 

 Internet educational platforms and related mobile applications in both specialised and popular 

media  

 Addressed to all through tactile graphics, audio-descriptions, translations: there are guides for 

persons with hearing or vision impairments and prepared tablets with a navigation pathway 

presented in the Polish Sign Language. 

 Entrance with assistance dog 

 Accessible to persons with motor disabilities: borrowing a wheelchair if needed; accessible flat 

access roads, adapted entrances, route and toilets with room enough to maneuverer with 

wheelchair; front desk that allows lateral approach with wheelchair 

 Guided tours from Monday to Saturday 

 Emergency museum plan for people with disabilities 

 Signs to help walking into the House 

 Benches to sit 

 Elevators 
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MAIN STAKEHOLDERS  

 The City of Warsaw: dissemination and funding 

 The Ministry of Culture and national Heritage: dissemination and funding  

 The Council of the Jewish Historical Institute: counselling, research, dissemination 

 The Museum Council, a collective body, bringing together various parties and institutions 

involved in the Museum’s establishment process: management, dissemination. 

 

RESULTS AND IMPACT 

Improvements help and allow tourists enjoy a high quality and inclusive visitor experience. It means that 

the museum can welcome higher number of visitors, which increases its popularity as a tourist attraction 

and eventually income generation 

 

LESSONS LEARNT 

Infrastructure can be a strong tool for the development, progress and economic growth for touristic and 

non-touristic cities. Increasing of positive awareness and behaviour in the society, when it comes to 

elders and other group of people. 

 

FURTHER INFORMATION  

Web page: www.polin.pl   

Email: polin@polin.pl  

 

 

 

 

 

 

  

http://www.polin.pl/
mailto:polin@polin.pl
mailto:polin@polin.pl
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ROMANIA 
 

The BUKOVINA Museum  

 

DESCRIPTION 

 

This best practice targets tourists of all ages, people with disabilities students and elders. It is based in 

Romania, North-East Region, Suceava. Built at the beginning of the 20th century, the building, a historic 

monument, preserves its architecture almost unchanged. The interior underwent numerous changes in 

the course of time, especially since it became the headquarters of the History Museum. The new 

permanent exhibition of the History Museum is based on the local history, reflected in the multiple 

archaeological discoveries made in the course of time, but also in the multiple events, which had as 

central evolution place, the present territory of Suceava county.  

The multiple exhibited heritage objects are explained within their historical context with the help of the 

touchscreens which exist in the entire exhibition, completing the knowledge of the visitors eager to find 

new information. 

  

Although the basis of the permanent exhibition is the local history, this cannot be understood outside 

Romanian history and general European background. 

The permanent exhibition of the History Museum is displayed chronologically, in 27 halls, from the 

oldest archaeological discoveries, dating from Lower Paleolithic until the Revolution of 1989.  

 

 

ACCESSIBILITY 

 Accessibility for people with special needs: ramps, elevators 

 Website available in several languages: Romanian, English, German, Italian 

 Accessible online information  
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MAIN STAKEHOLDERS  

 Suceava County Council 

 

RESULTS AND IMPACT 

The complex infrastructure of the museum provides access to a wide range of tourists, Romanian and 

foreigners, giving them the opportunity to enjoy the facilities of the museum. Beside the permanent 

exhibition, the museum hosts many other activities and events, such as temporary exhibitions, 

symposia, concerts, competitions.  

  

Virtual Tour of Bukovina Museum: https://www.youtube.com/watch?v=tFn5C_nctCs 

 

 

LESSONS LEARNT/AREAS FOR IMPROVEMENT  

Taking into account Bukovina is a cultural destination, the Bukovina Museum is a good starting point to 

discover and learn about local history and culture. The restoration and rehabilitation of the museum 

offered the opportunity to exhibit in a modern way the artifacts and to attract more and more visitors. 

Being located in the center of the city, near to a pedestrian area, the museum does not have a proper 

parking area and this fact affects the groups of visitors arriving by bus.  

 

 
 

 

FURTHER INFORMATION  

Web page: https://muzeulbucovinei.ro/en/ 

Email: contact@muzeeulbucovinei.ro 

https://www.facebook.com/muzeulbucovinei/ 

https://www.instagram.com/muzeulbucovineioficial/ 

 

 

 

 

 

https://www.youtube.com/watch?v=tFn5C_nctCs
https://muzeulbucovinei.ro/en/
mailto:contact@muzeeulbucovinei.ro
https://www.facebook.com/muzeulbucovinei/
https://www.instagram.com/muzeulbucovineioficial/
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The Palace of Culture Iasi  

 

DESCRIPTION 

This best practice targets tourists of all ages, new groups and communities, elders and students. The 

Palace of Culture in Iasi is an emblematic building, built between 1906 and 1925, in the perimeter of the 

former Moldavian medieval court, on the site of the former reigning palace. The edifice originally served 

as the Administrative and Justice Palace. In 1955, the building's destination was changed into a cultural 

one, becoming the host of some cultural institutions in Iaşi.  

 

 

 

 

 

 

 

 

 

 

 

 

Today, the Palace of Culture is the headquarters of the Moldavian National Museum Complex, which 

includes the Museum of History of Moldova (1916), the Ethnographic Museum of Moldova (1943), the 

Art Museum (1860), the Ştefan Procopiu Museum of Science and Technology (1955) , as well as the 

Conservation and Restoration of Cultural Heritage Center (1975). 

 

ACCESSIBILITY: 

 Various educational and holistic exhibitions: Cucuteni: an Inquisition in the Universe of a Great 

Prehistoric Civilization, OLFACTIVE Exhibition: Spices, resins, perfumes and fragrances. From 

Antiquity to the Modern Age, RetroTechnique, Masters of Romanian painting, Mechanical music 

instruments etc.  

 Internet educational platforms and related mobile applications: presentations in Google Arts & 

Culture platform and Phone audio guide service Hero.dot 

 Accessible to persons with motor disabilities: accessible flat access roads, elevators, adapted 

entrances, route and toilets with special rooms; 

 Guided tours from Monday to Friday 

 Cultural and scientific events 

 Signs to help walking into the Palace 

 Benches to sit 

 

 

MAIN STAKEHOLDERS  
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 The City of Iasi: dissemination and funding 

 Ministry of Culture and National Identity: dissemination and funding  

 The County Council of Iasi: counselling, research, dissemination 

 National Network of Museums in Romania, a collective body, bringing together various parties 

and institutions involved in the Museum’s establishment process: management, dissemination. 

 

RESULTS AND IMPACT 

Restoration and enhancement of both architecture and the history of the place and space provide the 

ideal combination to attract tourists to this destination. Due to continuous promotion on various paths 

(including taking advantage of digitization), the number of tourists is on the rise, as is the popularity of 

space. 

 

 

LESSONS LEARNT 

A space that gathers under its dome history, art, science, and technology is an attraction with huge 

potential, which has to be put to good use with the help of as many promotional means as possible. 

 

 

FURTHER INFORMATION  

Web page: www.palatulculturii.ro  

Email: contact@palatulculturii.ro  

 

  

http://www.palatulculturii.ro/
mailto:contact@palatulculturii.ro
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SLOVENIA 
 

Postojna Cave Park – Wonderworld does exist! 

 

DESCRIPTION  

This best practice targets tourists of all ages, people with disabilities students and elders. It is based in 

Slovenia. The Postojna Cave Park is a magical corner of the Karst world, ideally located at the junction of 

roads leading to Croatia, Italy, Hungary and Austria, a mere 46 km from Slovenia's 

capital, Ljubljana.  Postojna Cave is the only karst cave with a railway, which was built more than 140 

years ago. The unique tourist train take visitors to the underground network of karst corridors, galleries 

and halls. Postojna Cave is a horizontal cave, which made it possible to set up the first documented 

railway in an underground cave (official opening being June 16 in 1872). 

 

 

 

 

During an hour-and-a-half-long guided tour, 

tourists can learn about all of the most 

important karst features: the largest, 16-

metre-high stalagmite known as the 

Skyscraper, the crystal white symbol of 

Postojna Cave – the Brilliant, the oldest 

underground post office in the world and the 

most famous underground animal – the 

Proteus or the human fish.  
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ACCESSIBILITY 

 Open year-round, including on Sundays 

and public holidays; from May to 

October, tours are available every hour 

and in the off-season three or four 

times a day. 

 The path through the cave has a non-

slip concrete surface and is easily accessible. 

 As there are no stairs, it is suitable for visitors with mobility impairments. 

 Visitors without their own means of transport can store their suitcases, backpacks, helmets and 

other travel gear in the lockers. 

 Each Postojna Cave tour is accompanied by tour guides, who provide visitors with tour 

commentary in Slovenian, Italian, English or German. 

 Visitors can also use audio guides available in no fewer than 17 languages. 

 

MAIN STAKEHOLDERS  

Postojnska jama d.d. – private company 

Slovenian local and national authorities  

 

RESULTS AND IMPACT 

In April 2019, Postojna Cave registered an 

outstanding milestone by receiving the 39 

millionth visitor. 

 The first visitor of the cave was the Austrian 

heir to the throne Ferdinand I on 17 August 

1819. This visit was also used to introduce 

guest books at the cave and the tradition of counting visitors to Slovenia’s premiere tourist attraction 

has not been interrupted since. In the first year it received 104 visitors, with the number rising to almost 

a million a year in the present. 
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LESSONS LEARNT/AREAS FOR IMPROVEMENT  

This is a best practice example of how to create a specific infrastructure for visitors and how to promote 

a natural tourism attraction, in order to make it very accessible to the general public and how to set 

specific visitation rules in order to preserve and protect the fragile cave ecosystem. 

 

FURTHER INFORMATION  

Web page: https://www.postojnska-jama.eu/en/ 

Email: info@postojnska-jama.eu  

Facebook https://www.facebook.com/PostojnaCave/ 

Instagram https://www.instagram.com/postojnacave/?hl=en 

 

  

https://www.postojnska-jama.eu/en/
mailto:info@postojnska-jama.eu
https://www.facebook.com/PostojnaCave/
https://www.instagram.com/postojnacave/?hl=en
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SPAIN 
 

Casa del Cine de Almería  

 

DESCRIPTION  

The Casa del Cine de Almería (Almeria House of 

Cinema) looks back through the 

cinematographic past of the Province of 

Almeria and preserves historical memory. Once 

owned by the Balmes family, it was bought by 

the local council to be converted into the Film 

Museum, given that the province had a great 

connection with the world of film during the 

60s and 70s. With the House of Cinema, 

Almeria has recovered a symbolic place and 

gained a new cultural space and more visits. In 

Almeria, the tourists came for leisure holiday and for cultural visits. Most of them prefer to combine 

their seaside holidays with visits to a number of cultural sites in the area. This combination makes the 

area particularly interesting for elder people or people with disabilities who can find suitable 

accommodation and accessible cultural attractions. 

 

ACCESSIBILITY 

 Entrance with assistance dog 

 Guided tours from Monday to Saturday 

 Accessible flat access roads, adapted 

entrances, route and toilets with room 

enough to maneuverer with wheelchair; 

borrowing a wheelchair if needed; front 

desk that allows lateral approach with 

wheelchair 

 Emergency museum plan for people 

with disabilities 

 Signs to help walking into the House 

 Benches to sit 

 Elevators 

 Floor homogenous and non-slip 

 

MAIN STAKEHOLDERS  

 Municipalities in Almeria/Andalusia: disseminating of activities and providing funds for 

improvements 

 Privates companies: promoting the destination and Casa del Cine particularly. 
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RESULTS AND IMPACT 

Improvements help elders and people with disabilities to visit it and increase the attendance and the 

good infrastructure in the city makes it accessible for recreation and cultural tourism. Additionally, the 

travellers staying in the heart of Almeria City or travelling to the outskirts to places such as Aguadulce, 

Roquetas de Mar, Aguamarga or San Jose can get their wheelchair adapted taxi booked. These services 

help make this city and its museums and monuments available to everyone. These innovations for these 

groups of people make it a popular place for this type of tourists and generate more revenue from 

additional costs such as souvenirs, transport services, museum tickets, hotel accommodation, small local 

restaurants have a higher attendance, especially in the summer season. 

 

LESSONS LEARNT 

• The image of the destination depends on the general infrastructure 

• Detailed information on the internet about facilities helps customers to choose holiday and places to 

visit 

• Government policy helps to introduce improvements 

 

FURTHER INFORMATION  

Web page: www.almeriacultura.com  

Email: casadelcine@aytoalmería.es 

 

 

 

 
 

http://www.almeriacultura.com/
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UNITED KINGDOM  
 

Beamish, the living museum of 

the North 

 

DESCRIPTION 

This best practice targets locals and 

tourists of all ages. Te Beamish 

museum is an open-air museum that 

aims at telling the story of the 

everyday life in North East England 

during the 1820s, 1900s & 1940s. The museum is set in 300 acres of beautiful Durham countryside. The 

visitor can discover the urban and rural life of these decades experiencing collections set in an authentic 

context and interpreted by costumed staff. It is a hands-on experience as the visitor has the chance to 

see, touch, listen, and smell the history of the North East region.  

 

ACCESSIBILITY 

Many parts and buildings of the museum are accessible. However, as some parts of the route are uneven 

and some buildings and exhibits have stepped access, people with disabilities may need assistance. 

Therefore, the museum has taken the below measures to support visitors who need assistance: 

- Free entrance for carers/companions of 

people with disabilities 

- Wheelchair hire 

- Motorised scooters 

- Accessible bus 

- Assistance dogs 

- Accessible parking 

- Accessible toilets 

- Accessible changing facilities 

- Induction Loop Systems 

- Photo Files which can be viewed by 

visitors unable to access an exhibit  

 

MAIN STAKEHOLDERS  

- Local authorities: provided funding for the development of the museum 

- Volunteers: are improving the visitor experience 

- Arts Council England: provided funding 

- Heritage Lottery Fund: provided funding 

- North East Cultural Partnership: dissemination and counselling 

- Association of Independent Museums: dissemination and counselling 

- North East Local Economic Partnership: counselling, funding, dissemination 
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RESULTS AND IMPACT 

The Beamish museum is one of the main 

attractions of the area and is contributing to 

the promotion of North East as well as to the 

development of the local economy. Apart from 

the thousands of tourists visiting the museum, 

it has created almost 100 new job positions and 

many opportunities for apprentices.   

 

 

 

LESSONS LEARNT/AREAS FOR IMPROVEMENT  

One of the possible main challenges would have been securing funding, since it is a huge museum that 

would have needed large financial resources to be developed. The Durham County Council provided the 

initial funding and support for the genesis of the museum.  

Additionally, the museum contains a large number of exhibits from the everyday life of the previous 

century that was not easy to find and collect. The founder of the museum, Frank Atkinson, adopted a 

strategy of "unselective collecting" — "you offer it to us and we will collect it”. This way, they collected 

a large amount of donations, from small items to locomotives that soon filled a 19th-century French 

chateau-style building. 

 

FURTHER INFORMATION  

You can find out more on the museum’s website: www.beamish.org.uk 

 

Sources: 

Image 1: https://commons.wikimedia.org/wiki/File:Beamish_Museum_street_scene.jpg  

Image 2: 

https://commons.wikimedia.org/wiki/Beamish_Museum#/media/File:Town,_Beamish_Museum,_5_September

_2013_(2).jpg  

 
 

 

http://www.beamish.org.uk/
https://commons.wikimedia.org/wiki/File:Beamish_Museum_street_scene.jpg
https://commons.wikimedia.org/wiki/Beamish_Museum#/media/File:Town,_Beamish_Museum,_5_September_2013_(2).jpg
https://commons.wikimedia.org/wiki/Beamish_Museum#/media/File:Town,_Beamish_Museum,_5_September_2013_(2).jpg
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Solutions to the exercises 
 

Unit 1 Attractions and tourism destinations. Types of tourism and types of travellers 

Question 1: False 

Question 2: True 

Question 3: False 

UNIT 2: Tourism Management: motivational factors. Tourists’ behaviour. Plog’s model. Other concepts 

regarding tourists’ behaviour. 

Question 1: True 

Question 2: True 

Question 3: False 

UNIT 3: Destination Awareness. Destination Appeal. The Five A’s. 

Question 1: True 

Question 2: True 

Question 3: False 

UNIT 4:  Destination Management: Milieus. Types of Tourist Destination 

Question 1: False 

Question 2: True 

Question 3: False 

UNIT 5: Tools for Destination Management 

Question 1: False 

Question 2: True 

Question 3: True 

UNIT 6: Components of tourism supply: attractions, transportation, destination, activities and regulatory 

components 

Question 1: False 

Question 2: True 

Question 3:  False 



 


