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What’s 
new
with
you?



How did you perform this year?

How can you improve?

Results



This performance improvement report is based on your destination’s benchmarking submission.  It evaluates 

your destination’ performance for 70 sustainability criteria, across four different categories from 

Environmental and Social issues to assessing tourism Suppliers and Destination Management. It includes:

Review of your destination’s GDS-Index benchmarking submission1
Comparison and benchmark against averages and peers2
Strengths and weaknesses of your sustainability efforts3
Strategy recommendations based on your submission4
Best Practices selected from other GDS-Index destinations5

Evaluation Methodology



City Environmental 
Performance

• Climate, Energy and 
Emissions

• Circularity and Waste
• Water
• Air Quality
• Transportation
• Biodiversity

City Social 
Performance

• SDGs Alignment 
• Corruption
• Diversity, inclusion, and equity
• Health, Safety, and Wellness
• Accessibility

Supplier 
Performance

• Hotels
• Airport
• Agencies (PCOs & DMCs)
• Restaurants
• Venues
• Academia

Destination 
Management

• Destination Strategy
• Governance and Reporting
• Policy and Certification
• Capacity Building
• Measurement, Impact, and 

Reporting
• Marketing and 

Communications
• Accessibility

70 qualitative and quantitative criteria 

informed and closely-aligned to UN Sustainable Development Goals (UN SDGs) and to the GSTC Destination Criteria.

For more detail visit: www.gds.earth/index

GDS-Index: What do we benchmark?

http://www.gds.earth/index


We've seen a 33% increase 
in average performance in 7 

years and a
44% increase in the Top 10

Recovery from the pandemic 
continues, though now at a 

slower rate compared to 
2021 as travel reopens.

Driving performance is achievable in the short term



GDS-Index 2022: Top 30



GDS-Award 2022 Winners 



Your Scores

Well done on 

doubling your 

score compared 

to the last year. 

You have greatly 

improved your 

score in EN & DM 

categories. 



Comparison against regions

St. Gallen is ahead 
of Eastern 
European regional 
average, however 
needs about 20 
points to reach the 
Western European 
average. 



Performance against destinations near you

Similar to other 
Swiss destinations 
St. Gallen 
performs well in 
EN & SO 
categories, 
however, needs a 
lot of 
improvement in 
SU & DM areas. 



Performance against 2022 average

While EN & SO 

averages are 

reaching the 

GDS-Index 

average some 

work needs to be 

done in SU & DM 

categories. 



Performance against the leaders

Inspiration for 

2023…



Environmental Performance



Social Performance



Supplier Performance



Destination Management Performance



Destination Management Performance



Go to Omni, and navigate to the ’Assessments’ page.1

Open the downloaded excel spreadsheet, and go through the evaluator’s 
comments (column J). Reformat this column, to make it easier to read.3

Click on ‘Actions’, select ‘Download Excel’, and follow the on-screen instructions.2

Omni: Evaluate yourself in more detail

https://omni.gds.earth/


Destination (2020)

Add other destinations to the graph 
by typing their name into this search 
bar. Be aware that scores for 
different years will appear.

You can download your custom 
assessment report from this page.

Remove a destination’s scores from 
the graph by clicking on their name

TIP: You can download graphs by 
right-clicking, and selecting ‘Save 
Image As…’ from the menu.

Assessment Reports

Note: Premium destinations also 
have access to ‘Criteria Insights’, 
which show how you scored for 
each criteria using bar graphs. 

Omni: Performance analysis



Strengths Weaknesses

•No circular economy strategy for the city

• Low rate of hotels, venues and agencies with 3rd-
party certification

• 0% of agencies have a Sustainability Policy

Still to do :

• Policies: Sustainability & Procurement Policy

• 3rd-party sustainable destination/DMO certification

•Measurement & reporting system

• Programmes targeted at hotels and restaurants  to 
create a more circular economy

• Improve communication on the web

Analysis Summary

•Great Biodiversity strategy

• Promotion of Soft Mobility 

•Consultation with local residents about important tourism 
topics

• Resource Efficiency Advisory Program for suppliers

• Event Impact Calculator

•Well done on the new Sustainability Strategy

• Inclusion of various stakeholders in the strategy 
development

• Sharing sustainability strategy on the web



The easiest and fastest way to drive 

improvement is to focus on:

The journey to leadership



What can you do to improve 
sustainability performance and your 

GDS-Index ranking?

Recommendations



Strategy Capacity 
Building

Measurement 
& Reporting

Comm-

unications

Advice is focused on the following 
areas and on short-term actions that 

can generate immediate value

Recommendations



• Better showcase the alignment with UN SDGs
• Develop Sustainability Strategy for the Events Strategy
• Refine the sustainability Action Plan with clearer impact objectives, actions, targets

and indicators
• Make your Action Plan more visual Action Plan
• Create a Sustainability Policy (signed by the most senior Executive support; make it 

available publicly; and define the organisation's vision, commitment and key goals)
• Develop a Sustainable Procurement PolicyPolicy

• Commit to your DMO becoming sustainability certified for your own event and/or 
office operations e.g. ISO 20121Certification

Recommendations: Strategy



Copenhagen: Take a Stand for a Better Shared Future

Challenge:

To ensure positive environmental, social, and economic impacts 
both locally and globally as tourism grows.

Solution:

Wonderful Copenhagen created a new Tourism Strategy. The new 
strategy called “Tourism for Good” addresses sustainable tourism 
from an environmental, a social and an economic perspective, 
and contributes directly to the realisation of the UN's 17 global 
goals (UN SDGs). 

More:

https://www.visitcopenhagen.dk/da/tourismforgood

https://www.visitcopenhagen.dk/da/tourismforgood


Solution:

In a collaborative process, the CBT, co-developed a sustainability strategy for meetings and 
events. It did this with an interlinking and interdisciplinary working group that included tourism, 
meetings industry, and external stakeholders, tourism and meetings industry experts, and public 
consultation.

The strategy with the title "ReGeneration NOW" highlights the initiative's motivations, and
contains a comprehensive action plan with concrete goals based on the Sustainable Development 
Goals (SDGs). This work catapulted Tirol directly into the Top 10 in the 2021 GDS-
Index benchmark ranking at sixth place out of 73 in its 1st year of participation.

Challenge:

In Tirol, a number of initiatives and concepts that encourage locals and visitors alike 
to live, travel, and work sustainably already exist. In 2021 the Convention Bureau 
Tirol (CBT) was ready to take the next step and initiated the development of a 
strategy specifically for business meetings. Its goal is to strategically integrate 
sustainability to set an example for its key alpine tourism areas, infrastructure, and 
way of life.

Tirol: CVB Sustainability Strategy Development

More:

https://www.convention.tirol/en/regeneration-now/

https://www.convention.tirol/en/regeneration-now/


Zurich: Sustainability Strategy

Challenge:

Zurich Tourism, while a leader in the GDS-Index, wanted to step up the impact 
of its sustainability programme, and prepare for a post-pandemic future.

Solution:

It used the Covid crisis of 2020-2021 to bring together key stakeholders via 
various workshops, online surveys, interviews and discussions, to rethink and 
redesign its sustainability strategy.

Impact:

The new vision, goals, targets and action plan provide a roadmap for sustainable and
resilient tourism by 2030, based on the United Nations' Agenda 2030. It clearly articulates 
the role of Zurich Tourism as a destination marketing and management organization.

https://www.zuerich.com/en/about-zt/sustainability

•Contributor: [GUBI] | Date added: [DDMMYY]

https://www.zuerich.com/en/about-zt/sustainability


Belfast: Sustainability Policy
Challenge:

In response to the economic impact of the pandemic, Visit Belfast (VB) launched a 
three-year recovery plan called the ‘Rebuilding City Tourism 2021-24’ strategy, and 
they needed a sustainability policy that outlined their new commitments to 
bringing tourism back in a thoughtful way, how they would oversee management 
and delivery of these commitments, and how their actions aligned with the UN 
SDGs.

Solution:

Working with the VB audit committee and board, the organisation created a 
sustainability policy, and had it signed by the Chief Executive, SMT, and executive.

The policy is available across all Visit Belfast websites, including Visitbelfast.com
(leisure site), Visitbelfastpartners.com (B2B, sponsors and government site), 
MeetBelfast.com (CVB site), showing how all aspects of VB's business are united 
behind the commitments stated in the policy.

More:

https://s3a.visitbelfast.com/app/uploads/2021/08/Visit-Belfast-Sustainability-Policy.pdf

https://s3a.visitbelfast.com/app/uploads/2021/08/Visit-Belfast-Sustainability-Policy.pdf


Lyon: Purchasing Responsibly

• Contributor: RJ | Date added: 08.07.22

Challenge:

Integrating an inclusive and productive responsible tourism strategy is a challenge. 
However, ensuring that the whole organisation adheres to the same values, 
principles, and objectives internally is an even greater challenge. It can amplify or 
mute the positive impact of that tourism strategy.

Solution:

In order to ensure that ONLY LYON “walks the talk” the CVB implemented a 
detailed Supplier Procurement Policy, clearly outlining its objectives and 
principles, as well as sustainability indicators to measure when purchasing on 
behalf of the business.

Impact:

Thanks to a detailed policy and training, all employees understand the 
importance of integrating the CVB sustainability values throughout the 
business, as well as being equipped with the information to contribute 
towards the CVB purchasing goals.



• Provide periodic training to new and existing staff on their role and 
responsibilities in implementing your sustainability strategy.

• Enrol staff and senior management into the Certificate Course/ Impact Strategy 
and Measurement Masterclass from GDS-Academy

Team

• Increase certification rates for hotels - aim for >25%.
• Increase certification rates for venues - aim for >25%
• Promote circularity and sustainability as a cost saver

Hotels & Venues
• Promote and incentivise 3rd party sustainability certifications for restaurants and caterers
• Promote circularity and sustainability as a cost saver
• Provide financial incentives to the restaurants to help increase suppliers' sustainability 

performance
Restaurants

• Encourage and support event organisers to create their sustainability policy, share it publicly, 
and have it signed by their executive - aim for 20% of event agencies to implement this

• Provide tools, guides and checklists for sustainable event management and measurement
Agencies

• Start a sustainability group to share news and best practices through meetings 
and communicationsAll suppliers

Recommendations: Capacity Building



Belfast: Create a Supplier Sustainability 
Certification Strategy and Supports

Challenge:

Support suppliers to become more sustainable and sustainability-certified. 

VisitBelfast realised that very few of their suppliers had adopted sustainable 
practices, and even less than 5% were 3rd party sustainability certified.

Solution:

In collaboration with Belfast City Council, GDS-Movement, and Green Tourism, 
VisitBelfast created a strategy offering free certification for the city's tourism 
suppliers. The three-year partnership gives businesses the opportunity to achieve 
the internationally recognised Green Tourism Standard, fully funded by Belfast City 
Council in Year 1. Funding was supplied by the UK government as part of 
its recovery programme. 

Impact: 

The goal is to double certification figures in 2 years. By end of 2022 over 70% of the 
suppliers will be certified.

More:

https://www.green-tourism.com/visitbelfast

https://www.green-tourism.com/visitbelfast


Berlin: Drive circularity in the gastronomy sector

Contributor: NJ | Date added: 08.06.22

Challenge:

Reduce food waste in the gastronomy sector for environmental, economic, 
and social benefit.

Solution:

In a collaborative effort, visitBerlin worked together with Circular Berlin 
to drive "Circularity through Zero Waste Approaches in Hotel 
Gastronomy".

"The project explores the best practices in the hospitality sector focusing 
on the kitchen and the topic of food waste. The objective is to identify 
key drivers for the kitchen’s transformation in the hospitality sector, 
towards a circular economy."

More:

https://circular.berlin/portfolio/circularity-through-zero-waste-approach-
in-the-hotels-gastronomie/

https://circular.berlin/portfolio/circularity-through-zero-waste-approach-in-the-hotels-gastronomie/


Aarhus: Create a ‘How-To’ Guide for Sustainable Meetings

Challenge:

Help event organisers to produce more sustainable events and 
conferences.

Solution:

To achieve this goal, VisitAarhus created "The Green Conference 
and Events Handbook", a “How-to” guide for sustainable 
meetings. Each section are directly related to the UN Sustainable 
Development Goals (UN SDGs).

More:

https://www.visitaarhus.dk/sites/visitaarhusconvention.com/files/
2019-10/The-Green-Conference-and-Event-Handbook.pdf

https://www.visitaarhus.dk/sites/visitaarhusconvention.com/files/2019-10/The-Green-Conference-and-Event-Handbook.pdf


Belfast: Changing the Menu. For Good. 

• Contributor: [KS] | Date added: [08-09-2022]

Challenge:

Raise funds and awareness around food banks and food security.

Like elsewhere in the UK and Ireland, demand for food banks is growing in 
Belfast, in the last 5 years, the need for food banks has increased by 128%

Solution:

The sustainable tourism-focused “Changing the Menu. For Good” project 
enlists venues, caterers, and event organisers to directly raise funds for local 
food banks, which fulfil their clients' nees without government funding 
support. Event organisers can choose between 4 headline options: donating 
the financial equivalent of a fourth course, donating a proportion of catering 
costs incurred during an event, rounding up delegate or catering fees, or 
donating directly.

Impact:

The pilot project launched in Sept 2022, but the initiative is already supported by a group of founding 
partners in the event industry; Hastings Hotels, Titanic Belfast, Hospitality Belfast/Yellow Door, Food NI, 
Conference Partners International, Crowne Plaza Belfast, Event-ful and Queen’s University Belfast.

The initiative was well-received, exceeding its fundraising expectations, allowing it to update its targets to 
achieve even more.

More:

https://meetbelfast.com/plan-your-event/sustainability-2/changing-the-menu-for-good

https://meetbelfast.com/plan-your-event/sustainability-2/changing-the-menu-for-good


• Implement a system to measure and monitor the 
environmental, economic, and social impact and performance 
of tourism and events

Measurement

• Communicate progress on the indicators and targets of your 
sustainable destination strategy using a visual dashboard

• Communicate progress on the indicators and targets of your 
sustainable destination strategy through your annual DMO or 
sustainability report

Reporting

Recommendations: Measurement & Reporting



Building a strategy

IMPACT
OBJECTIVE

ACTIONS INDICATORS TARGETS DATA 
COLLECTOR

PERIODICITY RESULT 
2022

RESULTS 
ANALYSIS 
2022

CORRECTIVE 
MEASURES 
2022

INTERNATIONAL 
FRAMEWORK –
GDS Index
criteria, SDG 
Target, etc

What will you
change?

1.What will
you do? 

1.What will you
measure?

1. How much
do you want
to see?

Who will
collect the 
data?

How often will
it need to be 
collected?

What
happened
?

How did
the results
perform
against the 
target?

What can we do 
to perform
better next
time?

1. 1.

2. 2. 2.

3. 3. 3.

OBJECTIVE SETTING
DATA 
COLLECTION RESULTS



Sydney: Report on the sustainability journey and 
performance

Challenge:

Produce a progress report to better evaluate a 
destination's sustainability performance.

Solution: 

To communicate its strategy and positive impacts, Sydney created a 
comprehensive progress report.

More:

https://www.datocms-assets.com/11161/1622162966-sdp-2020-
progress-reportfinalweb.pdf

https://www.datocms-assets.com/11161/1622162966-sdp-2020-progress-reportfinalweb.pdf


Valencia: leadership in measurement
Challenge: 

Measure a destination's tourism footprints.

Solution:

Valencia is the first city to calculate and certify its tourism's carbon 
footprint. It also calculates and verifies its direct and indirect water
footprints, and uses the data from these to set goals to reduce the sector's 
overall impacts.

Impact:

Report: https://goteborgco.se/uploads/2021/03/GbgCo_Arsredovisning_Hallbarh
etsredovisning_2020_EN.pdf

Video: https://www.youtube.com/watch?v=pC0gdawQIW8&ab_channel=Fundac
i%C3%B3VisitVal%C3%A8ncia

https://goteborgco.se/uploads/2021/03/GbgCo_Arsredovisning_Hallbarhetsredovisning_2020_EN.pdf
https://www.youtube.com/watch?v=pC0gdawQIW8&ab_channel=Fundaci%C3%B3VisitVal%C3%A8ncia


Gothenburg: Reporting with the UN SDG framework

Challenge:

Measure and report the DMO's progress made towards achieving 
its strategy objectives.

Solution:

The Göteborg & Co annual report has a comprehensive section on 
sustainable development. The section highlights priorities, 
issues, strategy and objectives, stakeholder dialogue activities, 
and progress, against the UN Sustainable Development Goals the 
organisation has prioritised.

Impact:

A dashboard of key metrics and a summary of the report's results.

Read the full report.

https://goteborgco.se/utveckling/kunskap-statistik/ddp/uppfoljning-av-hallbarhetsmal/
https://goteborgco.se/uploads/2022/03/2021_ENG_GoteborgCo_Arsredovisning_Hallbarhetsredovisning.pdf


• Create a sustainability narrative of St. Gallen and share it via different channelsStorytelling

• Improve how you communicate sustainability on your website by sharing 
sustainability guides/manuals for suppliers/clients/visitors

• Improve how you communicate sustainability on your website by sharing 
sustainability information about key suppliers

Website

• Include sustainability into your RFPs and Sales presentations
• Look for engagement opportunities for partnersSales

Recommendations: Communication



Berlin: Showcase and Promote 
Sustainable Accommodation Providers

Challenge:

Encourage more accommodation providers to take steps towards becoming 
more sustainable and sustainabiliyt-certified.

Solution

VisitBerlin created a dedicated page that lists sustainable accommodation 
providers and eco-hotels in the German capital. By sharing fun facts and 
key sustainability information, it goes beyond simply sharing if these 
listings are certified to informing and entertaining the visitor.

More:

https://www.visitberlin.de/en/eco-hotels-sustainable-accomodation-berlin

https://www.visitberlin.de/en/eco-hotels-sustainable-accomodation-berlin


Aarhus: Communicating Sustainability in Hotels

Challenge:

Encourage more hotels to take steps towards becoming more sustainable.

Solution:

The Visit Aarhus website showcases certified accommodation solutions, informing 
visitors and encouraging other hotels to invest in their certification process.

It lists Green Key-certified and Nordic Swan Ecolabel-bearing venues.

More:

https://www.visitaarhus.com/aarhus-region/focus-sustainability/focus-
sustainability

https://www.youtube.com/watch?v=0WjUYUbVpzc&ab_channel=Visitaarhus

https://www.visitaarhus.com/aarhus-region/focus-sustainability/focus-sustainability
https://www.youtube.com/watch?v=0WjUYUbVpzc&ab_channel=Visitaarhus


Iceland: Express the Visitor Experience

View the story

Challenge:

Create compelling destination messaging that expresses its values, 
practices, and that parallels the unique and attractive aspects of the 
visitor experience.

Solution:

As humour and authenticity are integral to effective storytelling, Iceland 
has invested in both and is much admired for its powerful marketing 
campaigns. With the "Looks Like You Need Iceland" campaign, it created 
a “Joyscroll” showcasing unique Iceland visitor experiences in a candid, 
light-hearted, and compelling way. The viewer connects to the spirit of 
the place, its people, and learn sways to respect both before travelling 
there.

More:

Web: https://joyscroll.lookslikeyouneediceland.com/

https://blog.diveba.se/video-photography/video/story-behind-viral-seahorse-photo/
https://joyscroll.lookslikeyouneediceland.com/


1 Better showcase the alignment with UN SDGs in your Sustainability Strategy

2 Refine the sustainability Action Plan with clearer impact objectives, actions, targets and indicators &
make it more visual

3 Commit to your DMO becoming sustainability certified for your own event and/or office operations

4 Implement a system to measure and monitor the environmental, economic, and social impact and 
performance of tourism and events

5 Create a supplier strategy around capacity building, certification, and promotion

6 Provide tools, guides and checklists for sustainable event management and measurement

7 Create a Sustainability Narrative and integrate it into your value proposition 

Key Opportunities



Don’t forget to share your results and best practices



Our purpose and services



Founding Members and Industry Partners

Our mission is to empower

destinations with the mindsets, skill 

sets, and toolsets to create regenerative

places to visit, meet, and live in.

Our Purpose



Past Clients: Fáilte Ireland; 
Wonderful Copenhagen; 
Meet Geneva; TCEB

Strategy Development

• Co-create strategies, 
narratives, and 
roadmaps 

• Develop and manage 
a sustainable and 
regenerative visitor 
economy

Market Research Stakeholder 
Engagement

Capacity Building Measurement and 
Reporting

• Analyse trends 
and researche
new opportunities

• Discover fresh 
insights to guide 
decision making and 
drive transformation

• Train and develop
you team through the 
GDS-Academy for 
improved strategy 
implementation

• Share new mind-
sets, skillsets and 
toolsets to create a 
regenerative future

• Measure and track 
your impact and 
performance for 
improved reporting

• Communicate your 
sustainability 
performance to 
external stakeholders 
and politicians

• Convene your stake-
holders to co-create 
for maximum impact

• Foster innovation 
and local initiatives 
for sustainability

Past Clients: Fáilte Ireland; 
IMEX; Meet4Impact; Group 
NAO; Lausanne-Montreux

Past Clients: Tourisme
Montreal; Meet Geneva; 
Lausanne-Montreux

Past Clients: visitBrussels; 
Delice Network; Visit 
Flanders; Visit Monaco

Past Clients: Gothenburg; 
Goyang CVB

Need more help? We can support you:



90+ Destinations 
Globally

The Leading Movement of Destination Management 
Organisations Committed to Sustainability and Regeneration

29 Countries



https://www.gds.earth/reports/

https://www.gds.earth/reports/






GDS-ICCA-CityDNA Certificate 
in REGENERATIVE 
DESTINATION MANAGEMENT

A 4-month in-depth programme for mid- to 
senior-level NTO and DMO professionals.
Designed to build competency in crafting and 
implementing destination sustainability and 
stewardship strategies.

Duration: 28 hrs learning
+ 40 hrs of assignments

Format: Online
Modules: 11

Courses are available as open-enrolment and for ad-hoc custom delivery in your 
destination or a group of destinations
www.gds.earth/academy

IMPACT STRATEGY 
& MEASUREMENT

Designed for destination 
management organisations who 
need to develop  a robust event 
legacy and impact strategy, and
implement measurement processes 
to monitor performance.

4 Modules + optional 
Module 5

STORYTELLING 
FOR REGENERATION

Designed for marketing and 
communications' professionals to 
build skills and capacity in 
storytelling that has purpose, and
can help deliver results in a DMOs 
sustainability strategy.

4 Modules

REGENERATIVE 
EVENT MANAGEMENT

Designed for event professionals
who want to rethink, 
reimagine, and redefine how their 
events are produced and the 
impact they manifest for their 
stakeholders.

4 Modules 

GDS-Academy Portfolio

Designed & delivered in partnership with 

Formats: online, 
hybrid or in-person

Formats: online, 
hybrid or in-person

Formats: online, 
hybrid or in-person

Start date for open-enrolment: 
15 February 2023

Start date for open-enrolment: 
02 March 2023

Contact academy@gds.earth for pricing and course 
delivery options. 

mailto:academy@gds.earth


Email: info@gds.earth

Web: www.gds.earth

LinkedIn: bit.ly/GDSM_LinkedIn

Twitter: bit.ly/gdstwitter

Join a dynamic community of 
changemakers

THANK YOU

https://www.canva.com/link?target=https://bit.ly/GDSM_LinkedIn&design=DAFCdy9nzVE&accessRole=owner&linkSource=comment

