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INTRODUCTION 
 

The overall objective of the project is to build and promote the ADRION brand name in tourism 

by indulging all five senses. Natural/cultural heritage is a major output of tourism and thus 

its sustainable valorization and effective promotion are embedded in the ADRION 5 SENSES 

logic.  

 

In line with the overall objective, the goal of this activity was for ZADRA NOVA to extract 

benchmarks from the initial assessment of the partners’ regions as well as good practices 

presented in the T1.2.1. Good Practice Guide report. The goal was also to develop a set of 

tools that can be used to measure readiness and performance in destination multisensory 

management/marketing.  

 

The purpose of the tool is to measure the readiness and performance of 

local/regional/national authorities and other stakeholders in terms of initiatives for 

destination management and marketing, but also to identify weaknesses and areas for 

improvement and guide their future steps to be included in the Joint Strategy/Action Plan for 

the ADRION region. This report provides a self-assessment questionnaire and other tools that 

will lead public authorities in their improvement efforts. 

 

To realize the above goal, ZADRA NOVA Agency has provided the following set of tools:  

 

1. Self-assessment questionnaire and indicators to measure improvement  

2. Graph to measure readiness and performance  

3. Spider-web tool to measure capacity  

4. Survey questionnaire that can be used among a broad range of stakeholders 

 

This survey was initially implemented among the 9 partners. The results and analysis is in 

the Annex of this Report.   

https://docs.google.com/forms/d/1gawM8b0tR34nXjjyuEjqHavkjzpgGlwaAgUR1lDVnNc/

edit?usp=sharing_eil&ts=5be1658b   

 

  

https://docs.google.com/forms/d/1gawM8b0tR34nXjjyuEjqHavkjzpgGlwaAgUR1lDVnNc/edit?usp=sharing_eil&ts=5be1658b
https://docs.google.com/forms/d/1gawM8b0tR34nXjjyuEjqHavkjzpgGlwaAgUR1lDVnNc/edit?usp=sharing_eil&ts=5be1658b
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BENCHMARKING TOOLS  
 

In the process of assessing and developing multisensory destination in the Adriatic region as 

part of the ADRION 5 SENSES Project, the first step is to assess the current overall tourist 

destination offering.  

For this, one of the most commonly used indicators systems, the European Tourism Indicator 

System (ETIS)1 is used for assessing present tourism destination offers (products, services, 

management, marketing etc.). The European Commission launched this indicator system in 

2013 with the aim of helping destinations to monitor and measure their sustainable tourism 

performance, by using a common comparable approach.  

The ETIS is a complete management process based on a set of sustainability indicators - it 

contains 43 core indicators and an indicative set of supplementary indicators. An important 

added value of the system is that destinations can choose themselves the most relevant 

indicators they wish to adopt and monitor in order to meet the needs of the destinations, the 

interest of local stakeholders and the specific sustainability issues that the destination faces. 

The basic principle of the indicator system is that destination responsibility, ownership, and 

decision-making is shared. Engaging a group of local stakeholders for joint work on collection 

and reporting information is a powerful way to undertake effective destination management. 

ETIS gathers the baseline information that a destination needs to understand, monitor and 

manage for effective destination management. In this way, it is possible to implement 

comparison over time as well as benchmark between destinations. Not all destinations are 

able to obtain all the data required, but this should not prevent them from starting the process 

of sustainability monitoring.   

However, with a focus on multisensory management and marketing in the context of the 

ADRION 5 SENSES project, an adaptation of ETIS indicators is advisable.  Therefore, a list of 

general and specific criteria that could be used to assess and develop multisensory tourist 

products and eventually brands is hereinafter listed below.  

  

                                            
1 The European Tourism Indicator System - ETIS toolkit for sustainable destination management, March 2016 
http://ec.europa.eu/growth/sectors/tourism/offer/sustainable/indicators_en  

http://ec.europa.eu/growth/sectors/tourism/offer/sustainable/indicators_en
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GENERAL INDICATORS - CRITERIA FOR ASSESSING GENERAL TOURIST OFFERING 

(THE EUROPEAN TOURISM INDICATOR SYSTEM (ETIS)  
 

This section gives a set of general indicators selected from the much broader European 

Tourism Indicator System that could be used in assessing current tourist offering.   

Section A: Destination management 

Criteria 
Indicator 

reference# 
ETIS core indicators 

A.1 Sustainable 
tourism public policy 

 
A.1.1 

Percentage of tourism 
enterprises/establishments in the 
destination using a voluntary 
certification/labelling for environmental 
/quality/sustainability and/or Corporate 
Social Responsibility 

 
A.2 Customer satisfaction 

A.2.1 
Percentage of tourists and same-day visitors 
that are satisfied with their overall 
experience in the destination 

A.2.2 Percentage of repeat/return visitors (within 5 
years) 

 

Section B: Economic value 

Criteria Indicator 
reference# 

ETIS core indicators 

 

 

B.1 Tourism flow 
(volume and value) 
at destination 

B.1.1 Number of tourist nights per month 

B.1.2 Number of same-day visitors per month 

B.1.3 Relative contribution of tourism to the 
destination’s economy (% GDP) 

B.1.4 Daily spending per overnight tourist 

B.1.5 Daily spending per same-day visitors 

B.2 Tourism 
enterprise(s) 
performance 

B.2.1 Average length of stay of tourists (nights) 

B.2.2 Occupancy rate in commercial accommodation 
per month and average for the year 

B.3 Quantity and 
quality of 
employment 

B.3.1 Direct tourism employment as percentage of total 
employment in the destination 

B.3.2 Percentage of jobs in tourism that are seasonal 

B.4 Tourism supply 
chain 

B.4.1 Percentage of locally produced food, drinks, goods 
and services sourced by the destination’s tourism 
enterprises 

 

Section C: Social and cultural impact 

Criteria Indicator 
reference# 

ETIS core indicators 

 C.1.1 Number of tourists/visitors per 100 residents 
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C.1 Community/social 
impact 

C.1.2 Percentage of residents who are satisfied with 
tourism in the destination (per month/season) 

C.1.3 Number of beds available in commercial 
accommodation establishments per 100 residents 

C.1.4 Number of second homes per 100 homes 

C.2 Health and safety C.2.1 Percentage of tourists who register a complaint 
with the police 

 

C.3 Gender equality 

C.3.1 Percentage of men and women employed in the 
tourism sector 

C.3.2 Percentage of tourism enterprises where the 
general manager position is held by a woman 

 

 

 

C.4 
Inclusion/accessibility 

C.4.1 Percentage of rooms in commercial 
accommodation establishments accessible for 
people with disabilities 

C.4.2 Percentage of commercial accommodation 
establishments participating in recognised 
accessibility information schemes 

C.4.3 Percentage of public transport that is accessible 
to people with disabilities and specific access 
requirements 

C.4.4 Percentage of tourist attractions that are 
accessible to people with disabilities and/or 
participating in recognised accessibility 
information schemes 

C.5 Protecting and 
enhancing cultural 
heritage, local 
identity and assets 

C.5.1 Percentage of residents that are satisfied with 
the impacts of tourism on the destination’s 
identity 

C.5.2 Percentage of the destination’s events that are 
focused on traditional/local culture and heritage 
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SPECIFIC SENSE-BASED ASSESSMENT 

 

As previously explained, the European Tourism Indicator System (ETIS) could be used to 

evaluate current state of art of analyzed tourism destination.  However, an additional set of 

indicators should be used and implemented in order to create a holistic, multisensory 

experience. Acting to all five senses is an extremely complex process, so very few products 

can affect all the senses (good examples are mega companies like Apple, Disney, Mercedes-

Bez and others that have turned to sensory marketing and have seen positive results).  

Specific sense-based indicators listed below could be considered as an example of indicators 

that could be tailored for a specific type of destination or for specific destination needs. It 

also means that they could be further enriched with additional indicators in the future, once 

they have been implemented by destinations. 

In creating a holistic, multisensory experience in relation to cultural heritage attractions, 

each destination needs to first ask key questions:  

 How are the cultural heritage attractions perceived by the tourists through their 

sensory experience? 

 What is the role of multisensory experiences in appreciating the cultural heritage 

attractions?  

 

In identifying and creating a (multi)sensory brand and in this process, transferring two-sense 

tourist products to a five-sense brands, one of the most recognized researchers on this topic, 

Lindstrom creates a connection among the existing sensory elements, which needs to be 

initially identified and assessed2. Below are modified questions and indicators adjusted to the 

aims and context of the ADRION 5 SENSES project.  

  

                                            
2 Topić, pg. 26 
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1.1.1. ASSESSMENT OF THE CURRENT TOURIST MULTISENSORY OFFERING 

 

In this section, there is a set of questions with accompanied indicators that can be used to 

asses, monitor and improve a current existing situation related to multisensory tourism in a 

targeted destination. These questions and indicators present a benchmark that can be further 

used to assess the overall changes and improvements (or declinations in the offering) 

happening over time. Each stakeholder can decide on the period for monitoring the situation 

– it can be annually, semi-annually or over a longer period.  

Assessment questions Multiple choices  Examples of indicators 

Which senses are represented 
the most in relation to a 
tourism product/destination? 

 Sight  
 Smell  
 Touch  
 Taste 
 Hearing 

 # products/services 
targeting a specific 
sense  

 # of products/services 

using multiple senses 

 

What emotions do senses at 
this destination evoke?  

 Satisfaction 
 Wellbeing 
 Positive/negative 

feelings 
experienced… 

 Positive/negative 
evaluation of the 
senses  

 Other… 

 # Tourists who are 
returning to the 
destination 

 # of tourists that 
recommend the 
destination on a major 
tourist platform (e.g. 
Trip advisor, 
Booking.com etc.) 

 # of tourists that visit 
destinations with a 
multisensory 
experience more than 
others 

 Other  

In which way do senses impact 
tourist experiences?  

 They are more 
willing to come back  

 Write positive 
recommendations 

 Other  
 

 # Tourists who are 
returning to the 
destination 

 # of tourists that 
recommend the 
destination on a major 
tourist platform (e.g. 
Trip advisor, 
Booking.com etc.) 

 # of tourists that visit 
destinations with a 
multisensory 
experience more than 
others  

 Other  

To what extent are senses 
authentic to local heritage?3 

 Destination uses local 
produce  

 # of products using 
local food, music and 
other local ingredients  

                                            
3 Topić, pg 38. 
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 They include local 
community to tell 
stories  

 They employ local 
people as tourist 
guides or on other 
positions 

 Local government 
provides a support to 
local business that 
use locally produced 
food, wine and other 
products… 

 Other  
 

 # of authentic local 
products (souvenirs, 
clothing, replicas of 
jewelry, artefacts 
etc…) 

 # of local 
events/manifestations 
are appealing to all 
senses  

 # of interpretation of 
cultural and natural 
heritage examples 
(digital, storytelling, 
living history…)  

 …other? 

To what extent are senses 
creating a pleasant, positive 
experience among tourists in 
relation to a specific tourist 
product/destination?  

 Very high  
 High  
 Medium  
 Low  
 Very low 

 # of products using 
local food, music and 
other local ingredients  

 # of authentic local 
products (souvenirs, 
clothing, replicas of 
jewelry, artefacts 
etc…) 

 # of local 
events/manifestations 
are appealing to all 
senses  

 # of interpretation of 
cultural and natural 
heritage examples 
(digital, storytelling, 
living history…)  
…other? 

Is there a sensory marketing 
strategic plan for tourism 
products/destination? 

 Yes 
 No 

 # of stakeholders 
involved in a network 
for destination 
marketing based on a 
multisensory 
marketing 

 

  # of tourism products 
/ services offering a 
multisensory tourist 
experience in the 
destination 

What status currently enjoys a 
tourism products/brand? 

 It is well known 
among different 
groups of tourists  

 It is known only 
among specific 
groups of tourists 
(e.g. experts 
etc.) 

 It is somewhat 
known  

 It is not well 
known 

 # of tourism products 
/ services offering a 
multisensory tourist 
experience in the 
destination 
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What makes tourist experience 
in relation to cultural and 
natural heritage in the area 
satisfactory? 

 Authentic, local 
products (food, 
wine, music, 
souvenirs…)  

 Multimedia 
interpretation of 
local cultural and 
natural heritage 
stories, legends… 

 Storytelling (not 
necessarily 
multimedia)  

 Integration with 
local community  

 Other 

 # of products using 
local food, music and 
other local ingredients  

 # of authentic local 
products (souvenirs, 
clothing, replicas of 
jewelry, artefacts 
etc…) 

 # of local 
events/manifestations 
are appealing to all 
senses  

 # of interpretation of 
cultural and natural 
heritage examples 
(digital, storytelling, 
living history…)  

 …other? 

What are the most commonly 
used „elements“ of holistic, 
multisensory tourist products 
in your region 

 Food and wine 
 Music, dance… 
 Intangible 

heritage (e.g. 
lace, traditional 
costumes, dance, 
music, 
instruments, 
food, historical 
weapons...) 

 # of products using 
local food, music and 
other local ingredients  

 # of authentic local 
products (souvenirs, 
clothing, replicas of 
jewelry, artefacts 
etc…) 

 # of local 
events/manifestations 
are appealing to all 
senses  

 # of interpretation of 
cultural and natural 
heritage examples 
(digital, storytelling, 
living history…)  
…other? 

 

 Tangible heritage 
(e.g. castles, 
forts, historical 
bridges...) 

 

 

 Natural 
phenomena (e.g. 
bura – northern 
wind) 

 

  Other  
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1.1.2. Specific sense–related questions and indicators  

 

This section takes the assessment a step further by providing a set of questions and indicators 

that are specific to each sense. Senses are explained in more detail in the T1.2.1. Good 

Practice Guide Report. It is again important to emphasis that these are just examples of 

questions and indicators that could be adjusted to each destination based on their needs and 

preferences.  

 

Senses   

Questions  Multiple choice Examples of indicators 

Sight-related indicators 

What sight-related tools do 
you use?  

 Promotional channels 
and media   

 Sight-visits and tours 
 Digital interpretation 

(mostly focusing on 
the visual digital 
interpretation tools) 
augmented reality, 
3D etc.  

 Photography  
 Historical replicas 
 Sport and culture 

related tours  
 Mobile apps  
 Infrastructural (e.g. 

stage, natural 
environment, 
historical 
monuments…) 

 Interpretation 
centres 

 Multimedia centres 
 Other… 

 # of new products  
 # of media and social 

media coverage  
 # of innovative types of 

interpretation  
 # of tours  
 # of developed mobile 

apps  
 # of improved 

infrastructure 
developments  

 Other  

How recognized is the visual 
identity of your tourist 
product/brand?  

 Highly recognized  
 Recognized  
 Moderately 

recognized  
 Somewhat 

recognized (mostly 
locally/regionally)  

 Not recognized  

 #of sight-related 
products and offering  

What elements of the visual 
identity are used in the 
promotion (logo, promo 
material, visual identity) of 
your tourist product/brand 

 Colour  
 Traditional elements 

(e.g. Croatian 
interlace, water, 
mountains, wheat, 
animals, tools, etc.) 

 #of sight-related 
products and offering 

To what extent authentic 
colours, shapes, forms, 
elements of cultural and 

 Excellent  
 Well incorporated  
 Moderately  

 #of sight-related 
products and offering 
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natural heritage 
incorporated into the visual 
identity of the tourism 
product/brand?  

 It could be better  
 Not well at all  
 Not sure 

What kind of promo tools 
are you using? 

 More traditional   #of media tools  
 #of clicks 
 #of views 
 #of readers 
 #of presentations 

 Social medial only 

 A combination of 
traditional and social 
media  

 Visual only 
(multimedia 
presentations…) 

 Other…  

   

Taste-related indicators (sweet, sour, bitter, salty)  

What types of taste-related 
tools is the destination using 

 Degustation’s 

 Promotion at festivals, 

fairs and other events  

 Cooking workshops 

 Other  

# and type of local 
ingredients  
Other… 

Which places are using 
local, authentic food, wine… 

 Restaurants and other 

places 

 Wine bars 

 Airb&b 

 Hotels, hostels… 

 Thematic museums and 

other cultural places 

 Local markets 

 Other  

# of places that are using 
local food and wine 
 

Places that teach local 
culinary methods, customs 

 Local schools, 

universities 

 Local community groups 

(NGOs) 

 Other  

#of places 
#level of quality  
#of tourists that attend 
those workshops  

Places where tourists can 
integrate with locals  

 Fairs, festivals 

 Other types of events 

(name some)  

 Local community 

markets 

#of places  
#type of integration  

Interpretation of food 
customs  

Describe  #of food customs 
#of places that present food 
customs 

Ambiance of the restaurants 
(decor or the atmosphere) 

Describe  #places that create an 
authentic local experience  
#places that create a 
positive experience  
#recommendations on the 
tourist platforms (Trip 
advisor etc.)  
 
 

Touch-related indicators  

What kind of touch related 
aspects of 

 Souvenirs 
 Cultural monuments  

 #of touch-related 
products and offering 
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promoting/branding tourist 
products are you using? 

 Multimedia/touch 
screens  

 Historical replicas 
(ceramics, jewelry, 
weapons, textile…) 

 Other…(which ones) 

To what extent are you 
using aspects of touch 
(tactile) in the process of 
multidimensional 
promoting/branding of the 
product/destination?  
 

 We put a lot of 
emphasis on tactile 
senses (combination 
of multidimensional 
aspects) 

 Only to some extent 
(e.g. souvenirs, 
cultural monuments)  

 

 #of sight-related 
products and offering 

How would you improve 
your tourist product by 
using more tactile sense or 
a combination of visual, 
hearing and tactile?  

 By using multimedia 
tools (touch 
screen...) 

 By combining 
intangible and 
tangible heritage  

 By using experiential 
learning 
methodology (touch-
oriented) in the 
nature or at the 
cultural heritage 
sites  

 By using more 
interactive, touch-
oriented exhibitions  

 Combining with other 
senses (smell, 
visual…) e.g. using 
different colors that 
evoke certain tastes) 

 Other (what kind) 

 # of multisensory 
products 

 # of experiential 
tools 

   

Smell-related indicators  

What kind of smell-related 
elements are you using to 
promote/brand your tourist 
products/brand?  

 Smell enhancers,  
 Food  
 Nature-related 

smells (flowers, 
plants, herbs…) 

 Perfumes  
 Local produce  
 Other (what kind) 

 #of smell-related 
elements and new 
products 

 #new multisensory 
products and offering  

How well are you able to 
use smell to evoke 
memories and attract 
tourists?  

 Very well  
 Well  
 Moderate  
 Not very well  
 Not well at all  

 

What kind of improvements 
do you need to enhance this 
sense?  

 Combine more with 
others (taste, 
sight...) 

 #of sight-related 
products and offering 
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 Use smell enhancers 
(e.g. hidden 
sprays...) 

 Multidimensional 
presentations using 
special effects that 
evoke emotions and 
evoke memories 

 Using smell cards 
that can be used in 
combination with 
certain colours or 
shapes (rub and 
smell type)  

 Other (which kind)  

  

Hearing-related indicators  

What kind of sounds are 
used at the destination 
(sound can be divided into a 
music, voice and sound 
effects)4.  

 Music  
 Local instruments 
 Urban-related sounds 
 Nature sounds  
 Digitally produced 

sounds 
 Music and sounds in 

the promo videos 
 Other types of 

sounds (which ones)  
 

 #of sound-related 
improved offering 

 #of new multisensory 
products/offering 

What kind of emotions is the 
music at the destination 
evoking?  

 Feelings of nostalgia 
and melancholy 

 Feelings of elation 
 feelings of good 

vibrations and energy  
 Party atmosphere  
 Sense of occasion 

and celebration 
 Religious celebration 
 Pride  
 Grandiose  
 Other   

 # of tourism products / 
services offering a 
multisensory tourist 
experience in the 
destination 

What kind of sounds does 
the destination need to be 
improved?  

 Different types of 
music 

 Traditional, local 
music 

 Street performers 
 Daily local sounds 

(vehicles, street 
noises…) 

 Nature sounds 
 Digitally produced 

sounds (which ones)  
 Audio technical 

equipment to listen 
guides, music, 

 # of tourism products / 
services offering a 
multisensory tourist 
experience in the 
destination 

                                            
4 Topić, pg. 39 
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information and 
interpretation 

 Other (which one) 
 

How are tourists invited to 
enjoy more personally in the 
local 
events/festivities/traditions 

 Teaching them a 
local dance (e.g. 
flamenco) 

 Teaching them to 
play local 
instruments  

 Involve them in 
planning and 
organizing 
events/festivals 

 Volunteering  
 Other (how) 
 They are not 

included  

 # of tourism products 
/ services offering a 
multisensory tourist 
experience in the 
destination 

What kind of digital 
interpretation, if any does 
the destination needs?  

 AR (augmented 
reality)  

 3D video mapping  
 Other  

 # of innovative 
tourism products / 
services offering a 
multisensory tourist 
experience in the 
destination 

 

1.1.3. Post-assessment – how to check the model of sensory branding?  

 

Assessment question Multiple choice Examples of indicators 

What is the impact of the 
new, multisensory tourist 
product?  

 Add more ingredients 
(senses)  

 Promote better 
through sensory 
marketing (e.g. 
music/dance in 
promo videos, 
presentations…) 

 Create a more 
authentic experience  

 Offer more classes 
related to cultural 
heritage 

 Other  

# number of visitors,  
# number of repeated visitors 
within 5 years, # number of 
sales of tickets, souvenirs… 

What could be done to 
make the brand achieve its 
optimum potential? 

# of innovative tourism 
products / services offering a 
multisensory tourist 
experience in the destination 
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Assessment based on the readiness and performance  
 

Stakeholders can also use the following chart to assess their readiness and performance for 

implementing multisensory tourism based on the two indicators: readiness and performance. 

Each participant can assess their level of readiness and performance and mark their 

organization on the chart.  

There are two axes in the graph:  

Readiness: (measuring the organization’s competencies) 

“Readiness” is used to measure what is the state of the organization in order to implement 

the project’s objective (i.e. has it ever used sensory marketing in the past?). 

 

Performance: (measuring its performance). 

“Performance” is then used to measure the grade at which initiatives have been taken to 

reach the goal (i.e. the organization has already organized 10 workshops for stakeholders on 

the topic and developed a dedicated webpage). 
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Spider-web analysis  
 

Stakeholders can also assess their level of readiness and capacity by using the spider-web 

analysis. Spider Web Chart, also called radar chart, is a graphical method to represent 

multivariate data in the form of a two-dimensional chart of three or more quantitative 

variables represented on axes starting from the same point. The Spider chart consists of a 

sequence of equi-angular spokes, called radii, with each spoke representing one of the 

variables. 

Spider Charts are useful for seeing which variables are scoring „high or low“ within a dataset, 

making them ideal for displaying performance. 

Having too many variables creates too many axes and can also make the chart hard to read 

and complicated. So, it's good practice to keep Radar Charts simple and limit in the number 

of variables used. 

This assessment used during the Regional Conferences had six categories to explore the 

readiness and actual performances of the destination:  

1. service creation 

2. infrastructure 

3. organization and governance 

4. innovation outcomes 

5. methods and tools 

6. SME innovation  

These categories are assessed based on the following set of grades/user involvement:  

 0, does not exist;  

 1, not defined, there are recommendations but mechanism/set of rules are not yet 

identified;  

 2, defined, there is a recommendation / set of rules;  

 3, there is a mechanism in place / implemented set of rules 

Benefits of Using Spider Web Chart:  

 Make concentrations of strengths and deficiencies visible. 

 Clearly display the important categories. 

 Define full performance in each category. 

 Offer vivid and visual description. 
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Sample questionnaire for online survey 
 

INTRODUCTION 

This online survey is a part of the Activity 2. Identification of Good practices and 

benchmarking of the ADRION 5 Senses project. Results from the survey will help ZADRA NOVA, 

the Task leader to extract benchmarks from the good practices and develop the tool to 

measure readiness and performance in destination management/marketing. Each partner is 

kindly asked to fill in the questionnaire. Upon receiving the results, ZADRA NOVA will process 

and analyze the results in a single report. 

 

I. GENERAL QUESTIONS 

1. Name of the partner  

2. Country  

3. Contact person  

4. Type of your organization:  

a. A regional development agency 

b. A local/regional government  

c. A nonprofit organization (NGO) 

d. Business agency or a company  

e. University/Faculty  

f. Research institute 

g. Cultural institution 

h. Other (please name the type of your organization) 

___________________________ 

II. SITUATION ANALYSIS   

 

1. How familiar are you with the holistic, multi-sensory approach to develop tourist 

products/services through senses and other experiences in your region?  

 We know of organizations/companies/agencies who are applying this 

approach in our region 

 We are ourselves actively involved in developing and promoting tourist 

products/services through all five senses  

 This is a new approach in our region 

 Not sure 
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2. If you know of organizations that are applying this approach, do you know who is 

the most active? (you can choose multiple answers)  

 National governments  

 National Tourism Associations  

 Regional Units / Provinces / Counties  

 Municipalities/Communities  

 Regional development agency 

 Tourism Businesses Associations Experts in tourism, marketing 

 Chambers of Commerce and Industry  

 City Tourism Boards  

 Cultural Entities (Museums, Libraries, Theater/Dance/Music Groups, etc.) 

 Natural resource management organizations (e.g. national and nature parks, 

visitor centers, interpretation centers etc.) 

 Academic/Research Institutes,  

 Tourism and Agricultural Cooperatives and Networks 

 Professional Associations 

 Tourism SMEs  

 Other (please be specific) _____________________________ 

 Not sure  

 

3. What would you say are the strengths of your region when it comes to developing 

and promoting tourist products through all five senses and other experiences? 

(you can choose multiple answers)  

 Tourist products are very well developed and branded  

 The region is well known by its products/services based on senses and 

experiences (provide links to some best experiences)  

 The region is capitalizing on its strategic position  

 Tourist products/services based on senses are well promoted  

 The region really understands what „sensory marketing“ is and is capitalizing 

on it 

 Other (please specify) _______________ 

 Not sure  

 

4. What would you say are the weaknesses? (you can choose multiple answers)  

  Lack of understanding of the importance of creating a holistic, 

multisensory experience 

 Lack of understanding on how to create a holistic, multisensory experience  
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 Lack of understanding and capacity on how to approach different types of 

tourist with a wholesome experience  

 Lack of coordination among key stakeholders  

 Lack of local community involvement in creating an experience (e.g. in 

storytelling…)  

 Other (please specify) ________________________ 

 Not sure  

 

5. What would you say are the opportunities in your region when it comes to 

developing and promoting holistic, multisensory tourist products/services? (you 

can choose multiple answers)  

 The region is well adverse in applying to EU funds and can reach out to 

funding sources  

 Key stakeholders have reached out to new markets in Europe and broader  

 Key stakeholders have knowledge of how to develop integrated, multisensory 

products and services 

 Key stakeholders are well adverse in following global trends in tourism  

 Key stakeholders are utilizing local community experience to create holistic, 

multisensory experience 

 Other (please specify) _______________________ 

 Not sure  

 

6. How would you rank tourist products and services in your region in creating 

holistic, multisensory experience?  

 High  

 Medium  

 Low  

 Not sure  

 

7. What are, according to your opinion the greatest challenges in developing 

holistic, multisensory tourist products/services?  

 no strategy 

 no capacity and knowledge 

 no vision  

 no cooperation among the key stakeholders (tourist agencies, service 

providers, tourist association, local businesses etc) 

 other (please specify)_________________________ 

 not sure  
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8. What are the most commonly used „elements“ of holistic, multisensory tourist 

products/services in your region 

 Food 

 Wine 

 Music 

 Intangible heritage (e.g. lace, traditional dance, traditional food, traditional type 

of music…) 

 Tangible heritage  

 Biking/hiking trails 

 Natural phenomena (e.g. bura/northern wind)  

 Storytelling  

 Digital interpretation 

 Other (please specify)___________________________  

 

9. What kind of experience do those products want to awake?  

 Authentic local experience  

 Customized approach  

 Personal relationships  

 Memorabilia 

 Other (please specify) _____________________ 

 Not sure  

 

10. In which areas of tourism do you see most of the holistic, multisensory examples 

in your region? 

 Cultural tourism 

 Outdoor/Adventure tourism 

 Gastro-eno tourism 

 Cyclotourism  

 A combination (please explain what types of tourism are integrated into the 5 

sense tourism product/service) _______________________________________ 

 Other types of tourism (please name which ones)________________________  

 

11. Please provide links to good examples  

 

12. What do you think is needed to fully develop a holistic, multisensory tourist 

products/services (select three priority choices)?  

 More cooperation  
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 Vision  

 Capacity (knowledge, human resources, financial resources) 

 Understanding how to develop holistic products/services 

 Other (please be specific)____________________________ 

 Not sure  

 

III. CAPACITY BUILDING 

13. How would you assess a level of capacity of key stakeholders to develop more 

innovative and integrated tourism products/services in your region? 

 High 

 Medium  

 Low  

 Not sure  

 

14. What do you think is needed in terms of raising capacity of key stakeholders to 

develop and promote holistic, multisensory tourism products/services? 

 Additional education in developing cultural and integrated tourism 

products/services  

 Training in better marketing and promotion  

 Training in how to use local resources  

 Training in how to improve cooperation among stakeholders  

 Training in management 

 Training in EU funding 

 Other (please be specific) __________________________ 

 Not sure  

 

15. How would you assess the level of capacity of key stakeholders to promote and 

create visibility of the tourism products and services in your region?  

 High  

 Medium  

 Low  

 Not sure  

 

16. Who is in your opinion the most equipped to develop or coordinate the 

development of holistic, multisensory products/services?  

 National governments  

 National Tourism Associations  

 Regional Units / Provinces / Counties  
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 Municipalities/Communities  

 Regional development agency 

 Tourism Businesses Associations Experts in tourism, marketing 

 Chambers of Commerce and Industry  

 City Tourism Boards  

 Cultural Entities (Museums, Libraries, Theater/Dance/Music Groups, etc.) 

 Natural resource management organizations (e.g. national and nature parks, 

visitor centers, interpretation centers etc.) 

 Academic/Research Institutes,  

 Tourism and Agricultural Cooperatives and Networks 

 Professional Associations 

 Tourism SMEs  

 Other (please be specific) _____________________________ 

 Not sure  

 

IV. NETWORKING AND COOPERATION   

17. How would you assess a level of cooperation among the key stakeholders in tourism 

and related fields (cultural and natural heritage) in your region?  

 High  

 Medium  

 Low  

 Not sure  

 

18. Where do you see the highest level of cooperation? (select the most appropriate 

answer) 

 At the local level  

 At the regional level  

 At the national level 

 At the transnational level  

 At all levels equally  

 Not sure  

 

19. What do you think is needed to build greater cooperation at the transnational level 

– i.e. build a transnational network 

 Higher level of awareness about the benefits of that network  

 Capacity building of key stakeholders  

 Clear vision and a strategy for the network  

 Effective management strategy and action plan  
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 Sustainability of the network (funding, management, human resources)  

 Unified goal of the potential network members  

 All of the above  

 Other (specify) _____________________ 

 Not sure  

 

20. In your opinion, what are the expected benefits of the transnational network?  

 Exchange of good practice  

 Easier visibility and promotion at the transnational markets 

 Possibility of creating a unique, joint brand  

 Improved cooperation among partners  

 Established greater links to potential customers/buyers 

 Other (please specify) ________________________ 

 Not sure  

 

V. MARKETING APPROACH   

21. How are you or key tourism stakeholders currently promoting holistic, 

multisensory tourism products/services?  

 Through a tourist board/association  

 Through traditional media  

 Through social media (name the most common ones)  

 Other ____________________ 

 Not sure  

 

22. How familiar are you with the „sensory marketing“ approach?  

 Very familiar  

 Somewhat familiar  

 Not very familiar  

 Never heard of it 

 Not sure  

 

23. How would you describe the most common approach in developing holistic, 

multisensory tourist products/services in your region?  

 „It just happens“  

 Strategic planning with key stakeholders 

 Other (please be specific) _________________________ 

 Not sure 
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24. What would be in your opinion the most effective approach to developing holistic, 

multisensory tourism products/services?  

 Connect stakeholders from different sectors to co-create innovative tourism 

products  

 Involve an expert who will help in developing more improved products/services  

 Facilitate the process among key stakeholders 

 Educate key local stakeholders in „sensory marketing“ and other related skills 

(interpretation, digital interpretation, storytelling…) 

 Involve and mobilize local community (co-create)  

 Create a more strategic marketing approach  

 All of the above  

 Other (please specify) _______________________________ 

 Not sure  
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CONCLUSION  
 

 

As mentioned in the introduction, the purpose of the tool is to measure the readiness and 

performance of local/regional/national authorities and other stakeholders in terms of 

initiatives for destination management and marketing, but also to identify weaknesses and 

areas for improvement and guide their future steps to be included in the Joint Strategy/Action 

Plan for the ADRION region. This report provides a self-assessment questionnaire and other 

tools that will lead public authorities in their improvement efforts. 

 

The above set of tools and indicators is by no means an exhaustive list. Since the area of 

multisensory tourism and marketing is rather new and not yet explored, especially in the 

ADRION region, this is an initial set that could be further tested and upgraded by each partner 

and stakeholders in their own regions and destinations.  

 

  



ADRION 5 SENSES Activity T1.2. Identification of Good practices & Benchmarking 

 

ZADRA NOVA   Page 30 of 44 

 

ANNEX  

ANALYSIS OF THE RESULTS  
 

For the purposes of the Benchmark Analysis, ZADRA NOVA has developed an online survey that 

have served the Agency in generating initial assessment about a level of multisensory tourism 

in the partner regions, main challenges, needs and objectives for the development of a 

transnational network.  

 

A total of 9 partners have filled in the questionnaire for their respected regions. ZADRA NOVA 

has processed and analyses the results.  

Link:  

https://docs.google.com/forms/d/1gawM8b0tR34nXjjyuEjqHavkjzpgGlwaAgUR1lDVnNc/edit?

usp=sharing_eil&ts=5be1658b 

 

Following the analysis of the results.  

  

https://docs.google.com/forms/d/1gawM8b0tR34nXjjyuEjqHavkjzpgGlwaAgUR1lDVnNc/edit?usp=sharing_eil&ts=5be1658b
https://docs.google.com/forms/d/1gawM8b0tR34nXjjyuEjqHavkjzpgGlwaAgUR1lDVnNc/edit?usp=sharing_eil&ts=5be1658b
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General Questions 
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From responses, 55.6% of respondents belong to a regional development agency, while 11.1% 

belong to a local/regional government; 11.1% belong to the National tourism organization, 

NGOs and County development agency. 
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SITUATION ANALYSIS 
 

 

66.7% respondents answered that this is a new approach in their region, while 22.2% know of 

organisations/companies/agencies who are applying this approach in their region. 11.1% is not 

sure. 

 

 

 

To the question related to the most active organisations that are familiar and are applying 

the multisensory approach; 44.4% repondents answered that tourism SMEs are most active in 
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this area, followed by cultural entities, chambers of commerce and industry and academic 

institutes. 

 

 

 

About strengths of their region when it comes to developing and promoting tourist products 

through all five senses and other experiences 33.3% responded that tourist products are very 

well developed and branded and 33.3% responded that their region is well known by its 5 sense 

products/services. 
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88.8% responded that the weaknesses are a lack of coordination among key stakeholders and 

44.4% that it is a lack of local community involvement in creating an experience (e.g. in 

storytelling…) 

 

As for the opportunities in their region when it comes to developing and promoting holistic, 

multisensory tourist products/services, 55.6% responded that key stakeholders have reached 

out to new markets in Europe and broader and 33.3% that the region is well adverse in applying 

to EU funds and other funding sources. 

 

 

Ranking the tourist products and services in their region when creating holistic, multisensory 

experience, 55.6% responded with low rank and 44.4% responded with medium. 
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To the question about the greatest challenges in developing holistic, multisensory tourist 

products/services, 60% answered that there is no cooperation among key stakeholders (tourist 

agencies, service providers, tourist associations, local businesses etc), 20% responded that 

there stakeholders lack capacity and knowledge and 10% responded that there is a lack of 

both strategy and a vision. 

 

 

About  most commonly used „elements“ of holistic, multisensory tourist products/services in 

their region, 54.5% answered that it is food and wine, 27.3% it is intangible heritage (e.g. 

lace, traditional costumes, dance, music, instruments, food, historical weapons...) and 9.1% 

responded that it is both tangible heritage and natural resources. 
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61.5% responded that those products want to awake authentic local experience, while 15.4% 

responded that they awake personal relationships and memorabilia. 

 

 

 

To the question in which areas of tourism respondents see most of the holistic, multisensory 

examples in their region, 33.3% responded that it is in outdoor/adventure tourism. Also 33.3% 

think that it is in the area of gastro-eno tourism while 11.1% are for cyclo-tourism, cultural 

tourism and eco-tourism with rural offer. 

 

 

11. Please provide links to good examples of holistic tourist 

products/services in your region6 responses 
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https://www.youtube.com/watch?v=D6SaTZXemIE, https://www.youtube.com/watch?v=I51VljIR7RM, 

http://www.justout.rs/en, https://oplenackaberba.com/festival-grozdja-i-vina/  

www.visitpraca.com 

https://www.maskovicahan.hr/hr http://feral-tours.com/excursions/croatia/story-of-island-pag 

http://www.northernexposure.me/365/seoski-turizam/lubnice/seosko-domacinstvo-kuca-kljajica/ 

https://www.visitferrara.eu/it/attivita 

https://komanilakeferry.com/en/ 

 

 

 

To what is needed to fully develop holistic, multisensory tourist products/services in their 

region (select three priority choices), 66.7% responded that what is needed is more 

cooperation, 55.6% responded that there is a need for more capacity building (knowledge, 

human resources, financial resources) and 44.4% it is to better understand how to develop 

holistic products/services (tools). 
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CAPACITY BUILDING 
 

 

66.7% responded with medium, and 33.3% with low capacity level of key stakeholders in 

developing more innovative and integrated tourism products/services in their region. 

 

To the question on what do they think it is needed in terms of raising capacity of key 

stakeholders to develop and promote holistic, multisensory tourism products/services, 33.3% 

responded that there is a need for additional education in developing cultural and integrated 

tourism products/services, also 33.3%  think that there is a need for more training in better 

marketing and promotion and 22.2% training in management. 
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66.7% would assess medium capacity level of key stakeholders in promoting and creating 

visibility of tourism products/services in your region, while 33.3% responded with low. 

 

 

33.3% responded that it is tourism Businesses Associations, Experts in tourism and marketing. 

22.2% answered that National governments are the most equipped to develop or coordinate 

this process. 
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NETWORKING AND COOPERATION   
 

 

88.9% responded with medium to the question on assessing a level of cooperation among the 

key stakeholders in tourism and related fields (cultural and natural heritage) in their region. 

11.1% responded with low. 

 

 

For the highest level of cooperation they see, 77.8% responded it is at the local level, 22.2% 

is not sure. 
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23.5% responded both for clear vision and a strategy for the network and capacity building of 

key stakeholders. 23.5% also responded for an effective management strategy and action plan. 

 

 

 

In their opinion, the expected benefits of the transnational network, 33.3% responded it is a 

possibility of creating a unique, joint brand. 22.2% responded it is an exchange of good 

practices and 22.2% an improved cooperation among partners. 
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MARKETING APPROACH   
 

 

33.3% responded they or key tourism stakeholders are currently promoting holistic, 

multisensory tourism products/services through social media, 33.3% also responded it is 

through traditional media and through tourist boards. 

 

 

 

44.4% responded they are somewhat familiar with the „sensory marketing“ approach, 44.4% 

also responded they are not very familiar. 
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44.4% responded that strategic planning with key stakeholders is the most common approach 

in developing holistic, multisensory tourist products/services in their region. 22.2% responded 

with 'it just happens' and 22.2% also that they are not sure. 

 

About what would be the most effective approach to developing holistic, multisensory tourism 

products/services in their opinion, 33.3% responded that it is to connect stakeholders from 

different sectors to co-create innovative tourism products. Also 33.3% responded it is all of 

the above.  
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