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Professional destination management is the coordinated planning, marketing and care of a place that
visitors travel to, carried out by a destination organisation working with businesses, public bodies and
residents. This 1-week foundation course is for staff new to destination organisations and their tourism
partners, and each delegate prepares a destination brief for a case destination. The subject is taught by
Blackbird Training Centre.

Introduction

The course rests on three references. Leiper's tourism system model describes tourism as a flow between
generating regions, transit routes and destination regions. The GSTC Destination Criteria, published by the
Global Sustainable Tourism Council, set minimum practices for sustainable destination management.
Butler's Tourism Area Life Cycle describes how destinations move through exploration, growth, stagnation
and renewal. The level is foundation: no earlier tourism management experience is assumed. Teaching uses
case studies of a coastal resort, a heritage city and a business events destination.

Course Objectives

• Distinguish destination management from destination marketing, and define the functions a
destination organisation performs.

• Compare governance models for destination organisations, and select the one that fits a given
destination.

• Apply the GSTC Destination Criteria to identify sustainability gaps at a case destination.
• Interpret carrying capacity and resident attitude signals to decide on visitor management measures.
• Justify a brand positioning statement for leisure and business visitor segments.

Target Audience

• New staff in destination organisations who must decide which destination function their role
supports.

• Visitor centre and visitor services officers who must judge which information and services visitors
need at each stage.

• Marketing assistants and content creators in tourism who must choose which stories and channels
suit a destination.

• Staff of hotels, attractions and tour operators who must decide how to work with the destination
organisation.

• Local authority officers newly given tourism duties who must judge how tourism affects residents.



Course Outline

Day 1: Destination Organisations and the Tourism System

• Destination Management vs Destination Marketing: Stewardship Compared With Promotion
• Leiper's Tourism System: Generating Region, Transit Route and Destination Region
• Destination Organisation Functions: Research, Marketing, Visitor Services and Partnerships
• Governance Models: Public Agency, Public-Private Partnership and Membership Association
• Value of Destination Management: Visitor Spending, Local Jobs and Community Benefit

Day 2: Destination Branding and Marketing Basics

• Brand Identity vs Brand Image: What a Destination Projects and Visitors Perceive
• Positioning Statement: Target Visitor, Point of Difference and Value Proposition
• Leisure vs Business Travellers: Selling Holidays Compared With Meetings and Events
• Digital Channels and Storytelling: Website, Social Media and Visitor-Generated Content
• Marketing Indicators: Reach, Engagement, Enquiries and Visitor Conversion Measures

Day 3: Sustainable Tourism and Visitor Management

• GSTC Destination Criteria: Management, Socio-Economic, Cultural and Environmental Sections
• Economic Benefit vs Social and Environmental Cost: Weighing Tourism Impacts
• Carrying Capacity: Physical, Ecological and Social Limits at Busy Sites
• Visitor Management Tools: Timed Entry, Zoning, Pricing and Dispersal of Visitors
• Butler Tourism Area Life Cycle: Recognising Growth, Stagnation and Renewal Stages

Day 4: Stakeholders and Community Relations

• Power vs Interest Grid: Mapping Hotels, Attractions, Public Bodies and Residents
• Public, Private and Community Partnerships: Roles, Agreements and Shared Funding
• Community Engagement: Resident Consultation and Inclusive Tourism Development
• Doxey Irritation Index: Tracking Resident Attitudes as Visitor Numbers Rise
• Conflict and Consensus: Resolving Competing Priorities Among Destination Partners

Day 5: Visitor Experience, Resilience and the Destination Brief in Practice

• Visitor Experience Design: Building Experiences From Mapped Destination Strengths
• Tourism Trends and Technology: Booking Platforms, Visitor Data and Smart Destination Tools
• Product Development vs Product Promotion: Creating Experience Concepts Before Marketing Them
• Crisis Management and Resilience: Preparing for Disruption to Visitor Demand
• Destination Brief: Profile, Stakeholder Map, Positioning and Visitor Management Note



Skills You Will Gain

• Tourism system analysis
• Destination governance models
• Destination positioning
• Visitor segmentation
• Sustainability gap assessment
• Visitor management techniques
• Stakeholder mapping
• Visitor experience design

Why Attend This Course

• From seeing tourism as promotion alone to understanding the planning, care and partnership work
behind a destination.

• From marketing to every visitor alike to separating leisure and business segments with different
messages.

• From treating crowding as unavoidable to selecting zoning, timed entry and dispersal measures.
• From general ideas about a destination to a destination brief with a profile, stakeholder map,

positioning and visitor management note.

Conclusion

Put simply, destination management is the shared work of keeping a place attractive to visitors and liveable
for residents. The course makes three distinctions clear: management against marketing, brand identity
against brand image, and economic benefit against social and environmental cost. It suits newcomers to
destination organisations and tourism partners who need a sound foundation before moving towards
senior destination leadership roles.

Course FAQs

What is professional destination management?

It is the coordinated planning, marketing and care of a destination by a destination organisation in
partnership with businesses, public bodies and residents, aimed at visitor satisfaction, local benefit and
long-term sustainability.

What is the difference between destination management and destination
marketing?

Destination marketing attracts visitors through branding, campaigns and sales. Destination management is
broader: it also covers planning, visitor services, sustainability, stakeholder partnerships and crisis
preparation. Marketing is one function within destination management.



Which frameworks does the professional destination management fundamentals
course follow?

It follows Leiper's tourism system model, the GSTC Destination Criteria for sustainable destination
management, and Butler's Tourism Area Life Cycle for understanding how a destination develops over time.

Is the professional destination management fundamentals course right for a visitor
centre officer?

Yes. A visitor centre officer learns how the destination organisation is structured, how visitor services
connect to marketing and visitor management, and how to support visitors at each stage of their trip.

What does a delegate produce in the professional destination management
fundamentals course?

Each delegate produces a destination brief for a case destination, containing a destination profile, a
stakeholder map, a brand positioning statement and a short visitor management note.


