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What are the benefits of destination benchmarking?

Many Councils are keen to learn more about the profile of their visitors, where they
come from, how much they spend, the characteristics of their visit, how they choose
where to visit and most importantly, their opinions on various aspects of the
destination.  A common methodology for collecting this data through visitor surveys
has been used by Regional Tourist Boards since 1998 allowing comparative figures
for different types of destination.  Known as ‘Destination Benchmarking’, this national
programme is providing Local Authorities with powerful information about the relative
strengths and weaknesses of towns, cities and resorts from a visitor viewpoint.  Such
data is being used to monitor continuous improvement and set priorities for action.
Participation also provides opportunities for sharing best practice.
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•••• Destination benchmarking provides a customer
focused and competitor related basis on which to
set priorities for action and improve the destination
product

•••• Identification of strengths and weaknesses
•••• Securing additional resources for visitor

management projects
•••• Raising the profile of the visitor management

function within the Council
•••• Influencing product suppliers
•••• Generating positive PR
•••• Identifying best practice and learning from this
•••• Demonstrating achievement through year on year

improvement
enchmarking and Best Value?
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ollowing:
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Friendliness of people
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