






THE POSITIVE POWER OF TOURISM





PREVIOUS
VISION 2016-2019

“BY 2020, WE WANT TO DEVELOP TOURISM IN AND 
TO FLANDERS-BRUSSELS IN A SUSTAINABLE WAY 

INTO AN ECONOMIC GROWTH ENGINE, 
TOGETHER WITH THE TOURISM SECTOR.

THIS IS HOW WE WANT TO ACHIEVE MORE RETURNS, 
EMPLOYMENT AND WELL-BEING.”
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3 TYPES OF ‘KNOWLEDGE’ AT FLANDERS

INPUT 
KNOWLEDGE

EFFECT ACTIONS
OUTCOME PROJECTS

Measuring
& reportingAdjusting

learning

FLANDERS
= LEARNING ORGANISATION

FLOURISHING
RESIDENTS

FLOURISHING
VISITORS

FLOURISHING
ENTRERENEURS

FLOURISHING
PLACES

Measuring

ROLE DMO FLANDERS
IMPACT TOURISM

ON

FLOURISHING

DESTINATIONS

BY MEASUREMENT
FRAMEWORK

TOURISM AS MEANS
leads to …



→

Why a travel experience 
is impactful and how can 
we facilitate it?

LARGE SCALE
LISTENING EXERCISE

1.644 stories about impactful travel moments 
(report here)

1 INPUT KNOWLEDGE

https://www.toerismevlaanderen.be/sites/toerismevlaanderen.be/files/assets/publication/Grootschalige%20luisteroefening%20op%20zoek%20naar%20de%20kracht%20van%20reizen_ENG.PDF


FLOURISHING RESIDENTS FLOURISHING VISITORS

FLOURISHING ENTREPRENEURS FLOURISHING PLACE

Residents in the destination 
flourish if tourism contributes to:
• Facilities (cultural/public)
• Strengthening of local culture
• Connection with visitors
• Safety
• Employment
• Living environment

Entrepreneurs are healthy and 
sustainable when accounting for:
• Energy use
• Emissions
• Employment and sector growth
• Corporate social responsibility
• Financial results

Visitors experience a 
flourishing destination by:
• Connection with place
• Choice in supply
• Hospitality
• Service provision and 

information
• Quality of the destination

The sustainability of the destination
is protected by accounting for:
• Spread of tourism (in time and 

space)
• Emissions
• Macro-economic effects
• Contribution of tourism to the 

protection of culture and nature

MEASUREMENT FRAMEWORK ‘FLOURISHING DESTINATIONS’3

FLOURISHING
DESTINATIONS



THE DESTINATION BAROMETER

MEASUREMENT FRAMEWORK ‘FLOURISHING DESTINATIONS’3

https://toerismevlaanderen.be/nl/cijfers/barometers/bestemmingsbarometer


ART CITIES VISITOR STUDY – COMBINING DESTINATIONS

Top combinations in Flanders (volumes)

BRUGGE

GENT

ANTWERPEN

BRUSSEL

MECHELEN

LEUVEN

Met overnachting

Zonder overnachting

119 000

FtF study 2022-2023, 4.736 respondents
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ART CITIES VISITOR STUDY – CROWDING
‘In certain places I think it was to crowded’
% (centrainly) agree)
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FtF study 2022-2023, 4.736 respondents
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ART CITIES VISITOR STUDY – CROWDING VS SATISFACTION
Crowding: % (centrainly) agree) – Satisfaction: score /10

FtF study 2022-2023, 4.736 respondents

321

crowdingstatisfaction



BRUGES
2019: 
ALMOST 10 MILLION VISITORS
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2,5 million 
30 December 

most visitors
(60,000)

regional visits: 

day excursions: 

6 million

1,25 million
passengers
on boats

50% 
stays less

than 3h

(in a 2x2 km2 area with 

only 19,500 inhabitants)

321



67% say the benefits outweigh 
the negative impact 

BRUGES

76% of the residents 

support tourism 

6% 
don’t support

19% 
is neutral

13% 
do not

20% 
is neutral
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http://toerism-vlaanderen.s3-website-eu-west-1.amazonaws.com/


RESIDENT STUDY – 2021-2023
Resident support in the ART CITIES
% ‘agree’ with the statement…
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I support tourism and I want it to remain
important in 'city'

In general the benefits of tourism
outweigh the negative impact in 'city'

'City' should support the promotion of
tourism

ANTWERP 2023 GHENT 2023 LEUVEN 2023 MECHELEN 2023 BRUGES 2023 TOTAL 2023

RESIDENTS ART CITIES

2021

Resident studies 2017-2023, 5000+ repsondents



mailto:vincent.nijs@visitflanders.com


o ‘Lovers en fanatics’ 

o Passionate communities

o Niche groups

o Connecting locals and
visitors with shared 
interests and passions

NEW WAYS OF MARKETING AND PROMOTION


