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Understanding the dimension of
the challenges in terms of sustai-
nable destination management
starts in measuring, but what to
measure?

In this white paper Mabrian, in
collaboration with Phocuswright,
addresses the pillars to build a
long-lasting sustainable destina-
tion management strategy, ba-
sed on data intelligence.

Achieving sustainability in travel destinations
entails a delicate equilibrium between offering
enriching travel experiences and fostering local
development. This balance is not only intricate
to attain but also precarious to maintain once
achieved. Central to the concept of sustaina-
bility is the ability to preserve what makes a
destination unique and appealing while en-
suring long-term profitability for all stakehol-
ders involved.

The heart of the matter of sustainable destination
mManagement lies in establishing and maintaining
this delicate balance. A sustainable destination is
one that not only attracts visitors but also preserves
its essence and cultural integrity.

Overtourism emerges as a clear
symptom of imbalance, highlighting
the urgency of measuring, antici-
pating, and addressing underlying
issues to prevent its detrimental
effects.

Contrary to expectations, the pandemic did not
alleviate the problem of overtourism; instead, it
merely subdued it temporarily. Overtourism cu-
rrently poses a significant threat to the core prin-
ciples of sustainable destination management
and to the future of travel & tourism itself. Its roots
extend beyond the travel industry, encompassing
broader social and economic factors such as low-
cost strategies in products and services differen-
tiation, gentrification, urban planning shortco-
mings, rural neglect, technological disruptions,
and resource scarcity.

Tackling overtourism requires concerted efforts
from both public authorities and businesses. It
demands decisive action to mitigate its adverse
impacts on travel advancement and the future of
tourism. Strategies to combat overtourism must
encompass comprehensive approaches, ranging
from regulatory measures to sustainable tourism
initiatives, community involvement, and innovati-
ve solutions for destination management.



“A successful strategy involves not just formula-
ting good practices but operationalizing them
expediently. Operational barriers continue to be
a hindrance to executing green practices con-
sistently. Travel companies and destinations still
struggle to disseminate information thoroughly,
create green policies that make sense for a va-
riety of destinations, and keep employees moti-
vated and aware of sustainable practices throu-
ghout the organization. Effectively, companies
are grappling with an organizational behaviour
challenge for the practices they put into place,
especially in large corporations. Major areas of
focus include establishing dedicated teams, po-
licy formation, initiative awareness, information
distribution and sharing the ‘why’.
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The starting point to implement any
strategy or decision lies in data inte-
lligence, because sustainable desti-
nation management necessitates a
nuanced understanding of the intri-
cate interplay between travel oppor-
tunities and local development: in
this context, overtourism serves as a
stark reminder of the consequences
of imbalance in destination manage-
ment. By proactively addressing the
underlying causes of overtourism and
adopting data-centric holistic approa-
ches to sustainable tourism, stake-
holders can safeguard the integrity

of destinations while ensuring their
long-term viability and resilience in
the face of evolving travel trends and
challenges.

Sustainability as balance
management

As happens with all aspects related to
sustainable management, the com-
plexity of overtourism requires a
holistic model based on data intelli-
gence. Whereas there is no universal
system to monitor sustainable perfor-
mance in a destination, there are alre-
ady alternatives to objectively assess
crucial key indicators.

Multiple parties are working to address issues of
supplier conduct and to improve traveller ac-
cess to sustainable providers, including DMOs,
OTAs and other intermediaries. Their approaches
include education (connecting the dots between
action and sustainable purpose in much the
way they do for consumers), and incentivization
(promoting or boosting good actors who operate
sustainably).“

Madeline List, senior analyst, Phocuswright



A data-centric sustainability holistic model
plays on both strategic and tactical levels;
which also should be the way to go to address
overtourism.

Strategically, the ultimate goal is to fos-
ter policies aimed at finding the balance
between four areas that interact with each
other: Travellers’ Experience, Residents
Welfare, Environmental Preservation, and
Industry Advancement (profitability).

Tactically, policies and efforts are to be
directed based on actual performance

and data on the economic, environmental,
social and structural dimensions of sustai-
nability, to unveil issues, improve perfor-
mance or track down opportunities hidden
behind the figures.

Establishing such a benchmark is the only
way to weigh in where we are standing
and specially, where we are heading to, by
setting realistic, operational and measurable
goals and by learning from the positive or
unavailing experiences of other destinations.

“In Mabrian’s vision, the economic, environ-
mental, social and structural dimensions of
sustainability translate into insightful indi-
cators, based on the Tourism Sustainability
Indicators’ dashboard, a comprehensive
model that integrates more than 40 diffe-
rent inputs, to create even macro indicators
related to destinations that have been alig-
ned with the United Nations SDGs (Sustai-
nable Development Goals). Overtourism can
be tackled by having a transparent, honest
and data-centric approach of the impact of
tourism on destinations, based on this holis-
tic model, that aims to create a long-stan-
ding balance that benefits the businesses,
locals and visitors alike while preserving the
environment.”

Carlos Cendra, Director of Marketing
and Communications, Mabrian




What and how to measure: Building long-lasting balance to defeat

overtourism

1. Distribution of Tourist Spend: This compa-
rative analysis of spending per visitor and its
distribution, both over time as well as by cate-
gory, reflects what is the share of these inco-
mes that actually stays at the local businesses,
creating a positive impact in the destination’s
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economy as a whole. In addition, a destina-
tion less impacted by overtourism is more
likely to feature a more even distribution of
spending throughout its territory, which is
beneficial for its economy and local welfare
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Consider Buying Local a Form of Sustainable Travel

Figure 3
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2. Carbon Footprint - CO2 emissions: Be-

ing air transportation behind 55% of tourism
sector carbon footprint according to the Travel
Foundation Report), diminish CO2 emis-
sions is a crucial goal for any destination to
reduce the environmental impact of tra-
vel. Based on the International Civil Aviation
Organisation (ICAO) methodology, this index
measures the carbon footprint generated by
travellers reaching a destination by air; adding
other levels of analysis, such as the CO2 emis-

sions over time per source market and per
visitor, and the ratio between travellers’ spen-
ding and emissions generated.

This last indicator becomes significant to me-
asure environmental and overtourism impact,
as it could help to implement strategies to
appeal travellers’ segments and source mar-
kets featuring a better spending / emissions
generated ratio.




3. Concentration of Tourism Offer: Using
geolocation and mentions in given time-pe-
riods, this index calculates the density of hotel
and non-hotel accommodation and affluence

in a destination. Density and human pressu-
re are one of the phenomena that travellers
relate the most with overtourism.

Reasons for Avoiding a Destination in Past 12 Months
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Consider Visiting or Staying in Off-The-Beaten-Path Areas
as a Form of Sustainable Travel

Figure 1
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Recent protests in Canary Islands, limitations

into what extent the asymmetry in this parti-

to visit the old town of Binibeca in Menorca or cular issue are becoming strategic for many

the historical district of Gion in Kyoto, or en- destinations, as highly dense tourist activity

hanced controls and rules for short-term ren- or disordered tourist flows generates imba-

tals in Barcelona, New York, Paris, Amsterdam, lances that threat local economies, availabi-

Berlin, London, Singapore or Sydney, illustrate lity of resources and residents welfare.
USECASE: COSTARICA

Lodging planning, sustainability beyond nature

The Central American destination is renowned by its policies to protect
and actively promote its rich natural resources. This small nation holds
5% of the world’s land-based biodiversity and 3.5% of its marine life;
produces nearly 93% of its electricity from renewable resources and
30% percent of its territory is protected natural land. Costa Rica took
this sustainable philosophy to infrastructure management and plan-
ning to manage the inefficiencies that result from excessive tourist
pressure in specific areas of the country, such as Tamarindo, a coveted
sun & beach destination for travellers around the world. By using data
intelligence, authorities were able to map the accommodation offer
and understand the density levels, an insight that helped in making
decisions related to new project developments, holiday rentals licen-
sing, among others. Thanks to it, in five years, accommodation density
for short-term rentals in Tamarindo decreased over 16%, while increa-
sing 10 points the destination’s Global Satisfaction Index (from 77
points in 2019 to 87 in 2023), as well as the Hotel Satisfaction Index (+8
points, 63 to 71, out of 100 possible).

o MABRIAN

COSTARICASCASE:

Accommodation density
management

Pain point: manage the inefficiencies of an excess of tourist
pressure in specific areas

* Objective: map the accommodation offer density along the

country to better manage the new projects and investments as
well as the Holiday Rentals offering

* Approach: identify and analyse all accommodation facilities in
the country, including hotels and holiday rentals to create a

density heat map and measure specific indicators.

Satisfaction Indices in Accommodation density

Tamarindo

Global Accommodation H. Rentals/km2 Hotels/km2

N 2019 m2023
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4. Perception of Tourism Sustainability:
This index identifies, filters, tags and analyses
sentiment over spontaneous online mentions
to any aspect related to sustainability in the
destination, so the more interactions with
positive sentiment related to the destination’s

sustainability are identified, the higher the
index’s value will be. For this, a wide range of
concepts are taken into account as part of the
sustainability of the destination: environmen-
tal respect, cleanliness, clean mobility, local
culture protection, locals’ welfare, etc.




Consider Cultural Measures as Sustainable Travel

Figure 1
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Perception of travellers is extremely rele-
vant for policy making, either to evaluate its
effectiveness, relevancy, and actual impact
among source markets and key segments,
to plan the use of local resources, or to rethink

messaging, campaigns, and engagement

strategies for visitors and potential visitors, es-
pecially considering how harmful overtourism
is for destinations’ reputation and perception.

5. Motivational Diversification: The more
destinations depend on a few activities or
attractions, the more likely they will depend
on certain travellers’ segments, which limits
potential growth, narrows source markets,
and tends to bear denser tourism areas and
a stronger seasonal demand, which is likely
to result in overtourism. This index weighs the
variety of drivers attracting visitors to a desti-
nation, correlating them to accommodation
types and length of stay.

6. Dependence on Origins: The lower depen-
dence on specific origin markets (particularly
long-haul ones), the more sustainable a desti-
nation is, as this reduces the transport carbon
footprint. Dependency on certain source
markets also could be an accelerating factor
for overtourism in specific areas or during
specific moments of the year, creating the
sensation of a too high human pressure for
the locals in some periods.

This dependence also reduces the possibility
of developing new tourism products to diversi-

fy the demand in markets, locations and time
of the year. The index combines air capacity,
accommodation demand categorized per dis-
tance and source markets, and narrows down
how travellers are distributed throughout the
geography of the destination.

7. Seasonality: Many destinations have been
working for many years to beat seasonality
and ensure a constant flow of travellers throu-
ghout the year, a challenging task if motiva-
tional diversification is low and dependence of
origins is high.

Beating seasonality has positive implications
in many of the indexes above mentioned, and
also contributes positively to reducing over-
tourism. Less seasonality improves the quali-
ty of life of locals by creating better working
conditions, a more stable and well-distributed
economy, and by reducing pressure on local
services and resources. This index not only
focuses on analysing air and accommodation
demand on a certain timeframe, but also
spending and cost of stays.



Conclusion

Overcoming overtourism would be only pos-
sible by addressing all the dimensions of this
phenomena, and looking beyond it, laying the
foundations for an industry that attains sustai-
nability, while keeping profitable.

Profitability is and will be, in the end, is the
test of time for the travel industry future. Sus-
tainability and profitability are two sides of the
same coin, minted on a data-centric, measu-
rable and goal-oriented methodology that
enables policies for a more evenly distributed,
fair and symmetric growth, endurable in time.
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