
TOOLKIT - with Recommended Actions for 
Creating a Sustainable Tourism Destination



The CREST partners care deeply about their destinations 
and want to ensure that future generations will continue 
to enjoy the natural beauty of their surroundings. We have 
learned much through participation in the CREST project 
and want to share those benefits with similar peripheral 
communities.  

This practical Toolkit summarises the key issues to be con-
sidered, identifies the actions that we think are the most im-
portant to include in your own Action Plan, and provides 
examples that may inspire you and other small communi-
ties to become more sustainable visitor destinations.  

The target groups for this report are local community wor-
kers in cooperation with tourist organisations, business as-
sociations and people with influence, from local politicians 
to EU politicians and other policy makers.

If, after going through this Toolkit and with recommended 
actions, just one tool is used or just one action taken, to 
ensure that sustainability is considered during every stage 
of tourism planning, then the CREST Project will have been 
worthwhile.

Good luck!
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1. Descriptions of the CREST Partner Destinations
Representatives from four islands and one coastal 
town in the North Sea region have been working 
together with the two Swedish organisations, the 
Keep Sweden Tidy Foundation and County Admi-
nistrative Board of Västra Götaland on the CREST 
project. The aim of the project has been to develop 
tools to address common tourism related problems, 
and to inspire each other to take advantage of opp-
ortunities. The CREST work has been developed 
from the viewpoint of the destinations, based on 
the principle of local planners working together 
with local residents. While each destination has dif-
ferent priorities, all of them share a number of com-
mon problems, such as the huge influx of visitors 
during a relatively short summer season and the 
consequent seasonal infrastructure overload. All of 
the partners involved are close to, or within, areas 
of natural beauty, which can easily be damaged by 
over use and exploitation.

For a destination to be sustainable, other basic is-
sues have to be dealt with, such as the provision of 
affordable housing for local people, the creation of 
job opportunities all the year round and the encou-
ragement of young people to stay.

LÆSØ www.laesoe.dk

The number of inhabitants in Læsø is approxima-
tely 2,000 but during the summer up to 14,000 
people visit the island. The soul of the island lies in 
its nature and tranquillity. It has no major roads, 
no traffic lights and no trains. Although there are 
often a large number of tourists on the island, it ne-
ver seems crowded thanks to its size.

The island has an abundance of locally produced 
foods and crafts, all of which must reach a required 
quality standard before being awarded the island’s 
“quality brand mark”. Having this brand is extre-
mely important to local producers.



Læsø’s biggest challenge is to ensure that the island 
is able to function all the year round to maintain 
the basic infrastructure of school, roads and natural 
areas.  It is important that the character of Læsø re-
mains the same during the winter when the tourists 
are gone, and that the island is not transformed 
into a ghost town.

Læsø faces challenges such as the lack of job opp-
ortunities and, like many small communities, the 
loss of young people.

HVALER www.hvaler.no

Hvaler boasts the sunniest area of Norway. This, 
together with its long, attractive coastline, has 
made it very popular for summer holidaymakers. 
There are around 4,700 summerhouses and an in-
creasing fleet of leisure boats based in the area. The 
large number of daily visitors also helps to make 
Hvaler one of the largest and most popular tourist 
destinations in the country. There is a permanent 
population of 3,900. Hvaler is connected to the 
mainland by a bridge and a tunnel.

The main challenge for Hvaler is that almost all 
visitors come during short peak seasons. Visitor 
numbers almost tendoubles at weekends and in 
summertime presenting a challenge for both the 
Municipality and the service industries. The Muni-
cipality also has the highest number of nature reser-
ves in Norway.

Hvaler Municipality is working to establish the first 
marine national park in Norway. A community 
living within a naturally sensitive area must always 
take this into consideration when planning for so-
cial infrastructure and open-air activities. The fact 
that Hvaler is a tourist destination also needs to be 
accepted locally.

  Key Issues for Hvaler:
Seasonality

Environmental balance

Accepting the benefits of tourism

  Key Issues for Læsø:
Overcoming seasonality

Local employment opportunities

Population balance

Branding of local products



KOSTER www.kosteroarna.com and www.stromstad.se

Koster consists of two islands, North and South 
Koster, which are the most westerly of the popu-
lated islands in Sweden. Koster is famous for its 
beauty and scenery and most of it is a nature reser-
ve. About 300 habitants live in Koster all the year 
round. During the summer the number of inhabi-
tants increases dramatically with around 90,000 
tourists visiting the area. The islands are car free 
and a large number of people spend their holidays 
“biking and hiking”. 

Koster’s aim is to maintain a vibrant local com-
munity with adequate job opportunities and a full 
range of social, cultural and leisure activities. Oth-
erwise young people will move from the island to 
the mainland. The community is not sustainable 
when schools close and the majority of the popula-
tion consist of summer households.

Work is continuing to develop Sweden’s first ma-
rine national park, Kosterhavet. It is proposed that 
Kosterhavet will be a “living” national park that 
actively supports the local community and rural 
development.

The physical planning of Koster and the town of 
Strömstad is part of a integrated coastal zone ma-
nagement plan, which includes other neighbouring 
municipalities on the Swedish west coast. Please see 
www.tillvaxtbohuslan.se. In addition, University West 
in Trollhättan has developed a course on coastal 
zone management.

  Key Issues for Koster:
Sustaining the host community socially and 
economically

Housing all year around

Sustainable infrastructure with water supply 
and energy

Quality work with guest harbours

Business cooperation



ORKNEY www.visitorkney.com

Orkney is an archipelago of about 70 islands of 
which 17 are inhabited. Approximately 20,000 
people live in Orkney. Every year 160,000 visitors 
arrive of whom around 30,000 are on cruise ships.

Orkney offers a rich heritage based on more than 
8,000 years of human habitation. Neolithic Heart-
land of Orkney has been granted World Heritage 
Status by UNESCO. Orkney’s natural environment 
has many protected sites of national interest. A di-
verse mix of cultural festivals and events are held 
throughout the year. In recent years, the Orkney 
economy has seen growth in tourism, local pro-
duction of high quality food, drink and crafts. 
Orkney’s history, landscape and natural environ-

ment are often the inspiration behind the jewellery, 
arts and crafts.

With 50 years of experience in the energy sector, 
Orkney is now recognised as having some of the 
best resources in Europe for the research, develop-
ment and testing of wind and marine renewable 
technologies, bio-energy and energy efficiency.

One exciting project is the restoration of the Hall 
of Clestrain in Orphir to form a part of a new Ork-
ney Boat Museum. The Hall of Clestrain was the 
birthplace of the famous Arctic explorer John Rae. 
Orkney Boat Museum is being developed as a sus-
tainable visitor attraction.

  Key Issues for Orkney
Managing cruise ship visits

Improving the range of attractions and 
activities

Increasing quality and range of visitor 
accommodation

Finding new tourist seasons



WHITBY www.visitwhitby.com

A historic fishing port, once famous for whaling and 
shipbuilding, Whitby now has an economy heavily 
dependent on its success as a tourist destination. 
Visitor attractions include the cliff-top ruins of 
the12th century Abbey, originally founded in 657 
AD. The town was also the homeport of Captain Ja-
mes Cook and was the inspiration for Bram Stoker’s 
novel Dracula.  

The 26-mile long Heritage Coast has some of the 
highest and most spectacular cliffs in England, rich 
in Jurassic fossils and Whitby jet. The town is sur-
rounded inland by the remote and beautiful North 

York Moors National Park, the largest expanse of 
heather moorland in England and an internationally 
important wildlife habitat.

Whitby lies within two hours drive from city regions 
with populations of many millions, so car traffic and 
congestion are the biggest challenges to sustainabi-
lity, together with the protection of both the lands-
cape and historic built heritage. Whitby town has a 
resident population of 13,700, with a further 12,500 
people living in the surrounding area. The town re-
ceives over 2 million visitor days each year, over a 
relatively long visitor season.

The Keep Sweden Tidy Foundation  
www.keepswedentidy.org has been working with the 
communication strategy of CREST. The organisation 
is a creator of public opinion that focuses on envi-
ronment protection, promotes recycling and combats 
litter through public awareness campaigns, awards 
and environmental education. The Foundation stri-
ves to influence people’s attitudes and behaviour in 
order to encourage a sustainable environmental de-
velopment. 

The County Administrative Board of  
Västra Götaland www.o.lst.se has been the Lead 
Partner of CREST. The board represents the Natio-
nal Government in Västra Götaland County and 
stands for good governance, the diversity, sustainabi-
lity and a holistic approach. The County Administra-
tive Board of Västra Götaland is one of Sweden´s 21 
county administrations and is responsible for central 
government administration in its various fields of 
activity. 

  Key Issues for Whitby:
Accessibility and transport

Sustaining the local community socially and 
economically

Achieving a balance between environmental, 
social and economic needs



Three basic principles

1. A sustainable tourism destination is a caring 
destination, where the resident population are the 
hosts, and the tourist is treated as a guest, rather 
than a customer.

2. A sustainable tourism destination is managed 
with the aim of preserving and developing the local 
culture, environment and economy. Planning is for 
the long, rather than the short, term to enable suc-
cessive generations to enjoy and experience its sense 
of place and distinctiveness.

3. A sustainable tourism destination requires know-
ledge of its history, traditions and values. A high le-
vel of awareness and good communication between 
the local population and other stakeholders in the 
area is required. Co-operation and understanding 
is the very basis of sustainability, and the result 
should be good value for all involved.

When is good, good enough?
There is no specific point when a destination can 
declare that it is totally sustainable, as objectives are 
forever changing and as it is always possible to im-
prove. It is necessary however to measure progress 
towards achieving sustainability. Research has been 
undertaken, for example, to develop measures to cal-
culate the number of tourists that an area can sustain 
comfortably: the “carrying capacity”. There are also 
existing quality criteria for factors associated with 
tourism, such as local food products and accommo-
dation, which may need to be adapted to fit specific 
local conditions.

2. What Makes a Tourism Destination Sustainable?



Range of definitions
In developing the criteria for their 
own destination, the CREST partners 
considered the following definitions of 
sustainable tourism: 

The 12 Aims for sustainable tourism 
(UNWTO and UNEP, 2005) www.unwto.org

1. Economic viability 
2. Local prosperity  
3. Employment quality  
4. Social equity 
5. Visitor fulfilment 
6. Local control
7. Community well-being
8. Cultural richness
9. Physical integrity
10. Biological diversity
11. Resource efficiency
12. Environmental purity

The 8 key challenges for sustainability 
(Tourism Sustainability Group, European 
Commission, 2007) www.europa.eu

1. Reducing the seasonality of demand
2. Addressing the impact of tourism 
transport
3. Improving the quality of tourism jobs
4. Maintaining and enhancing com-
munity prosperity and quality of life, in 
the face of change
5. Minimising resource use and pro-
duction of waste
6. Conserving and giving value to natu-
ral and cultural heritage
7. Making holidays available to all

8. Using tourism as a tool in global 
sustainable development

The 6 basic principles (Nature’s Best, 
Swedish Ecotourism Society, 2002) 
www.naturensbasta.se

1. Respect the limitations of the desti-
nation – minimise the negative impacts 
on local nature and culture
2. Support the local economy
3. Make all the operator’s activities 
environmentally sustainable
4. Contribute actively to nature and 
cultural conservation
5. Promote knowledge and respect, 
and the joy of discovery
6. Quality and safety all the way

Based on our local knowledge, the 
partners in the CREST Project were 
asked to identify the key components 
that contribute to sustainability in 
their destinations. We identified a list 
of 18:

The 18 CREST sustainability compo-
nents 2006-2008) www.crestproject.com

1. Local economy
2. Nature and biodiversity
3. Environmental protection
4. Transport
5. Heritage and culture
6. Balance in planning
7. Visitor management
8. Housing



9. External and internal investors
10. Affordable living for locals
11. Food supply
12. Dialogue
13. Service and quality
14. Authentic experience
15. Health - locals and tourists
16. Respect limits
17. Fiscal regime
18. Universal access

The topics for creating a sustainable tourism desti-
nation are grouped into five core sets of topics, set 
out in sections 3-7 and identified as: Economy, So-
cial, Environment, Quality and Transport. Examp-
les are used to give practical illustrations of how 
the processes are being addressed by the partners.

Process for creating a sustainable tourism 
destination
An essential starting point for any destination 
wishing to work towards sustainability is the pre-
paration of a clear organisational and planning 
framework. Identifying what actions need to be 
taken, when they need to be taken and who should 
take them will be a starting mechanism for turning 
vision, aims and objectives into actions.

1. Set up a management structure: Partnership and 
Cooperation

2. Identify who needs to take the responsibility for 
implementing of the actions and consider who will 
deliver the whole process.

3. Decide what components are essential to make 
aims, challenges and guidelines into the creation of 
a sustainable tourism destination.

4. Follow up what actions will be possible to take 
within the destination and with which tools.

Codes of Conduct
Guests providing feedback on their experience can 
be a valuable source of information about aspects 
of their visit. By acting on this information the de-
stination can make changes and improvements to 
the benefit of future visitors. As stated earlier, this 
knowledge collection is made easier if a visitor is 
treated as a guest and local citizens see themselves 
as hosts.

There are a number of examples of “Codes of 
Conduct”, some of which are relevant to providers 
and some to guests. These cover for example re-
gulations, local customs, environmental issues, as 
well as nature reserves and other protected areas. 
Information regarding “Codes of Conduct” should 
be freely and widely available at all destinations. 
Information should also be available to encourage 
guests to take an active part, consciously or un-
consciously, in sustainable tourism.



3. Economy

The vision for a sustainable economy
A vibrant local economy that has a minimal impact on the environment, and to 
which visitors make a positive contribution.

A stable economy, which is not over dependent on tourism support, and at the same 
time, supports a diversified traditional and innovative range of local businesses.

A local business economy that provides added value to the visitor experience.

Recommended actions
Identify factors that are authentic and unique to your destination 
and which it is possible to develop.

Refine the resources available to you or, in some circumstances, 
innovate or resurrect a lost tradition.

Encourage accommodation and service providers to display and  
inform visitors about local arts and crafts.

GOOD EXAMPLE: The production of 
salt and wool, LÆSØ

The island was famous for its salt 
production from the middle Ages 
until 1652. There are specific geo-
logical conditions on Læsø, which 
result in extremely salty ground 
water. In 1652 the production 
of salt ended due to the lack of 
wood required to fire the large 
boilers. At the end of the1980´s 
the production of Læsø Salt was 
re-established with an innovative 
young peoples employment pro-
gramme and this is an excellent 
example of good practice in tou-
rism becoming a genuine, authen-
tic and important part in Læsø 
economy.

Wool production has also been 
increased and developed and now 
there is a demand from mainland 
Denmark as well as from abroad 
for high quality cushions. The bu-
siness employs six people and all 
the wool used comes from local 
sheep that are also essential for 
controlling the vegetation.



Recommended actions
Encourage businesses to cooperate and to have the 
confidence to recommend other local enterprises.

Create joint packages and develop networking.

GOOD EXAMPLE: Abbey House Youth Hostel, WHITBY

Abbey House is a Grade 1 listed landmark buil-
ding. Restored with the aid of EU funding, it is a 
good example of adapting a historic building to 
provide high-class but affordable accommodation 
for groups, families and individuals. Abbey House 
aims to be at the heart of a supportive community 
and works with other local businesses and groups 
to be energy efficient, to champion re-use and recy-
cling and to offer locally sourced and ecologically 
sound food. There is also ongoing promotion of 
guided walks, music festivals and steam train rides. 
Abbey House Youth Hostel is an established educa-
tional resource hosting national and international 
school and university parties who come to study 
the local environment and culture.

GOOD EXAMPLE: Jewellery design, ORKNEY

The jewellery business in Orkney is based on the 
designer’s passion for Orkney’s environment. De-
signed handicraft reflects the nature, sea, sky and 
landscape colours. Orkney’s history and folklore 
are also a rich source of inspiration. Several desig-
ners have control over the whole chain from raw 
material to local sales and export. The combination 
of local products and well-managed marketing is an 
important base for the Orkney economy.

Recommended actions
Develop local control of the production and retail 
chain.

Encourage display of signs giving information 
about products that are locally produced so that 
the consumer has a chance to choose.



4. Social Issues
The vision for a social sustainability

Local people engaged in the administrative and management process 
at the local, regional and national levels.

Positive dialogue between local citizens and visitors.

GOOD EXAMPLE: Slow food guesthouse, HVALER

Sandbrekke Gjestegård is a member of Regional 
Culinary Heritage in Østfold. Local traditions and 
refining of local products is the base of the activi-
ties. Sandbrekke has egg production and its own 
herb garden. Mainly the menu consists of fresh fish, 
seasonal fruit and vegetables from local producers. 
The food is prepared according to Norwegian tra-
ditions.

The organised excursions focus on 
local nature and culture.

It is important to consider health 
aspects in social life, both for locals 
and visitors. Activities such as Pil-
grim walks, slow food and relaxing 
in a wood heated bath are compo-
nents to promote good health. 

Recommended Actions
Develop an inventory of networking associations 
and relevant forums.

Support those local businesses that demonstrate 
sound sustainable credentials.

Provide support for small-scale businesses that wish 
to develop a sustainable strategy.



Recommended Action 
Improve local democracy and  
communication.

GOOD EXAMPLE: Development of  
dialogue by Kosternämnden, KOSTER

The Local Board of Koster looks 
after the interests of local people. 
It is elected every four years at the 
same time as national, regional and 
local elections are held in Sweden. 
The main aim currently is to repre-
sent local community interests in 
the planning process for the Marine 
National Park Kosterhavet. Opi-
nions are strong in the islands on 
issues which are dealt with in wor-
king groups on subjects like hiking 
trails, energy supply, harbour deve-
lopment and beach cleaning. This 
dialogue is one of the main working 
tools of the Local Board of Koster.

GOOD EXAMPLE: Whitby Beacon Town Forum,  
a volunteer organisation, WHITBY

In the Whitby area, volunteers help to run and 
maintain parks, museums, art galleries and histo-
ric buildings, or work as National Park wardens, 
leading guided walks, maintaining hiking trails and 
wildlife habitats. Others pick litter from beaches 
and maintain floral displays. With membership 
drawn from such groups, Whitby Beacon Town 
Forum is composed of local residents who are 
working unpaid to develop a sustainable tourism 
strategy for the Whitby area. They have now for-
med a Social Enterprise company to implement the 
CREST action plan. All profits from the company 
will be used to finance further sustainable tourism 
actions to benefit the local community.

Recommended Action 
Encourage the active support of the local commu-
nity to develop and implement sustainable tourism.

(Note: In the United Kingdom, unpaid volunteer 
groups are an essential part of the social fabric. Vo-
lunteers can be found in social welfare, arts and the 
environment, using their time and skills to benefit 
their local communities.)



5. Environmental and Nature Values 

The vision for a sustainable use of the environment
The needs of nature are balanced and biodiversity is conserved and celebrated.

Visitors are aware of their impact on the environment and aim for a carbon 
neutral impact.

A positive environmental impact is the driving force behind decisions.

Recommended Actions 
Identify the need for conservation of the local  
natural heritage.

Make an inventory and plan of how the local  
heritage can be preserved for the future.

GOOD EXAMPLE: Seaweed Houses, LÆSØ  
A particular feature of Læsø is its half-timbered 
houses thatched with seaweed. They are relics of a 
unique cultural heritage, although today there are 
only 22 left. The construction is of wood salvaged 
from ships that ran aground near Læsø. In the Mu-
seum Yard visitors have the chance to see one of 
these authentic Læsø homes in its original state.

The seaweed houses give a local identity to the 
surrounding environment, and create a bridge bet-
ween the past and the future. They are important 
examples of how local heritage is maintained by a 
community.

Recommended Actions
Secure the effective management, maintenance and 
restoration of the natural environment.

Develop cooperation among all parties concerned.

GOOD EXAMPLE: Marine National Park and  
Archipelago Service, HVALER 
The Archipelago Service undertakes environmental 
work along the coastline of Hvaler. Their aims are 
also to promote good communication and ensure 
the quality of comfort and visitor experience. The 
archipelago service has two boats and carries out 
beach cleaning in the spring, collecting approxima-
tely 80 tons of litter each year.

Trees and bushes have replaced the original open 
pastoral landscape. In order to restore to the ori-
ginal habitat, the Archipelago Service keeps sheep 
on many of the islands, as well as clears shrubbery 
manually. This work is in line with the work plans 
for the future Hvaler Marine National Park, as well 
as beneficial to the development and maintenance 
of its bird reserves.



Recommended Actions
Participate when work to designate new nature re-
serves and national parks is under way.

Cooperate with planners to ensure the development 
of sustainable activities within areas which have 
high natural values.

GOOD EXAMPLE: Marine National Park and Local  
Fisheries, KOSTER 

Sweden’s first marine national park is under way 
and will be inaugurated in September 2009. The 
marine environment around the Koster islands is in-
fluenced by the Atlantic and it includes habitats and 
species found nowhere else in Swedish waters. This 
area, Kosterhavet, is also a valuable recreational 
resource, being one of Sweden’s most visited tourist 
destinations, as well as being an important inshore 
fishery. Protecting and maintaining the natural and 
economic wealth of Kosterhavet is a challenge to 
the planners of this new National Park.

Kosterhavet supports sustainable fishing for the 
northern prawn and the label “Njord” has been de-
veloped. It is crucial for the future that both com-
mercial fishing and recreational activities recognise 
the environmentally sensitive area that the Marine 
National Park represents.

Recommended Actions
Undertake an inventory of renewable energy.

Investigate if solar panel, wind or wave power can 
replace traditional heating.

Hold seminars and discussions on themes like rene-
wable energy, waste recycling and ecological agri-
culture.

GOOD EXAMPLE: Gardens of Koster and Eco camping 
KOSTER

The northern island of Koster is host to the only 
camping site in the Koster archipelago. It focuses 
on ecology and sustainability. For example lights 
and fans are powered by solar energy. Water waste 
is limited by the use of foot pedals to pump water. 
Hot water must be heated on gas or wood stove. 
The toilets are biological, so called earth closets. 
The eco-camping is in great demand; it has 11,000 
guest nights each season.

On the southern island of Koster the “Gardens of 
Koster” works with permaculture, bike tours and 
outdoor teaching. In the garden the focus is eco-
logy, inspiration and the offer of bio-produce. Eve-
rything grown here is ecological, and in the café lo-
cally produced dishes and drinks are available. The 
food is adaptable to the season; hence the menu in 
May is different from that of September.



 6. Quality

The vision for a high quality destination
Heritage, culture and a sense of place are woven into the visitor’s experience 
and form an integral part of destination marketing.

Quality tourism enhances rather than detracts from the essential nature of  
the destination.

Visitors, residents and their respective needs are recognised and a realistic  
carrying capacity is established with visitors welcome all year round.

Recommended Actions 
Develop a strategy to ensure a good supply of  
skilled guides to be the “story tellers” for the area.

Identify quality criteria for the authorization of  
official guides for the destination.

GOOD EXAMPLE: Storytelling, LÆSØ

Læsø is a good example of how experienced sto-
rytellers can make history come alive. The citizens 
in Læsø have recognised that high quality guiding 
and good storytelling are important to their visi-
tors. Telling a tale about salt production in a way 
that is interesting to every age group is a challenge. 

With body language, different 
tones of voice and right level of 
details the storyteller can deliver 
an experience for life to the visitor. 
Another example is making infor-
mation about nature accessible and 
interesting to different groups. This 
might be the one important compo-
nent that encourages them to make 
repeat visits and recommend the 
destination to others.



Recommended Actions 
Encourage clear marks such as 
“Made locally” or “Regional pro-
duce”. 

Encourage the owners and em-
ployers of different facilities to 
support and point out local pro-
ducts.

GOOD EXAMPLE: Local food  
production, ORKNEY

Farming shapes Orkney’s domestic 
landscape and there is an abun-
dance of locally produced food 
available. Although it is mostly 
commercially produced these days 
it is based on long established lo-
cal traditions. Orkney products 
will be found is the majority of 
restaurants and shops. In many of 
the restaurants it is a matter of course to write 
“Orkney cheese”, instead of only “cheese” on 
the menu.

Considerations of food miles are recommen-
ded. Trucking, shipping and flying in food from 
around the world takes a toll on the environme-
nt and sometimes can impact on public health. 
By focusing on local and natural produce, we 
can help to curb the worst of global warming 
and air pollution, avoid toxic pesticides, sup-
port local farmers and enjoy fresh, tasty food.

Recommended Actions 
Ensure that quality measurement criteria are in 
place.

Make the important gateways and arrival points to 
an island or a coastal community attractive.

GOOD EXAMPLE: Blue Flag, HVALER 

The Blue Flag Campaign is internationally run 
by the Foundation for Environmental Education, 
an independent non-profit organization. The co-
ordinator in Sweden is the Keep Sweden Tidy Foun-
dation. The Blue Flag is a symbol of high environ-
mental standards, and of good hygiene and safety 
facilities at beaches and marinas. Blue Flag was 
founded in 1985 and can now be found in more 
than 35 countries. Work is currently under way in 
the harbours of Hvaler, Norway.



7. Sustainable Transport

The vision for a sustainable transport
A destination where alternative and eco friendly forms of transport  
are encouraged.

Transport issues of both goods and people are considered at all stages 
of the destination planning process.

GOOD EXAMPLE: Encouraging alternatives to the car, 
WHITBY

Most visitors arrive by road to Whitby, making 
traffic and congestion the biggest issues for the 
area. Yet two historic railway lines offer alterna-
tive means of access. One line has been restored by 
a Heritage Railway group of volunteers and now 
carries some 320,000 passengers a year across the 
North York Moors National Park. The other line, 
which links to the national network, has only four 

trains a day but is a much ap-
preciated train route in England, 
famous for its beautiful scenery. A 
more frequent train service would 
allow many more visitors to leave 
their cars at home, relax and en-
joy the views, so making the jour-
ney to the destination a valued 
part of the visitor experience.

Recommended Actions
Encourage visitors to use alternative forms of trans-
port by making the journey to the destination an 
added value to the visitor experience.

Revive earlier modes of transport while utilising 
modern technology to ensure that they are environ-
mentally friendly.



Recommended Actions
Implement a Visitor/Destination 
Management Plan.

Encourage environmentally friendly 
fuel when developing ferry trans-
ports.

Integrate land transport in a sustai-
nable management.

GOOD EXAMPLE: Receiving cruise 
liners, ORKNEY

The biggest challenge in Orkney as to sustainable 
tourism is the visit of cruise ships that may trans-
port as many as 5,000 visitors to the island in 
one day. All of the visitors may want to see all the 
historic sites in the same day.  This is a challenge, 
concerning mainly transport within Orkney. De-
stination management requires co-operation and 
co-ordination, and the work brings all those invol-
ved together to agree a co-ordinated approach. It 
is a question of identifying what information each 
participant requires and who is responsible for each 
action. Each visitor must be made to feel welcome 
and local people must appreciate the advantages 
that the visits bring to the islands.



8. Project CREST and follow up
How will the CREST project result be  
disseminated?
The CREST Toolkit and recommend actions will 
be available in digital form to local, regional and 
national stakeholders in the North Sea Region. The 
target groups for this report are local community 
workers in cooperation tourist organisations, bu-
siness associations and people with influence, from 
local politicians to EU politicians and other policy 
makers.

How can the results of the CREST project 
be measured?
The CREST project has been an inspiring piece of 
work carried out over a two-year period. Research 
and desktop studies, together with study visits to 
areas of good practice in tourism have resulted in 
the creation of this CREST Toolkit and recommen-
ded actions. There has been an exchange of know-
ledge in a transnational context, with the main 
focus on the North Sea Region. How to develop 
ideas to create new jobs, and how to involve local 
people in planning their communities have been key 
discussion points.

CREST Partners have co-operated to find ways 
to meet challenges, and the project has opened 
up opportunities to define and deal with issues of 
sustainability for those involved in tourism. Parti-
cipants have observed at first hand the importance 
of respecting and understanding local history, tradi-
tions, culture, economics and the environment.

If, after going through this Toolkit, just one tool is 
used, or one action is taken to include sustainability 
at all stages of tourism planning, then the CREST 
project work will have been worthwhile.

What is the cost of implementing the 
CREST Toolkit?
Every destination is unique, and the countries 
around the North Sea have different fiscal regimes. 
Starting new activities is often a question of invest-
ment. A combination of people with enthusiasm 
and passion, business people and money can make 
extraordinary changes to sustainability in our desti-
nations. This project has been about host commu-
nities benefiting economically, ecologically and soci-
ally from tourism and supporting a good quality of 
life for future generations.

What happens next with the results of 
CREST?

Result of the work needs to be seen at the destination.
Put in to practice – contact with governments etc.
Work out where we are, and identify where to go – me-
asure the work required.
Inventory of resources at one’s destination.
Academic credibility.
Practical experience.
Bottom-up approach.
Pledge for stakeholders to agree.
Guide pools for practice as hosts for each destination.
Good cooperation locally is essential – needs to be a 
good local flow.
Develop activities with the aim to keep guests at the de-
stination for a longer time.
Good dialogue with the local authority is important.
Recycling should be made easy.
Encourage shortening the distance between consumer and 
producer.
Infrastructure needs to be developed.
Quality branding for products and activitiesImplement lo-
cal projects.

Ideas on new projects are under development.
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www.crestproject.com

www.cat.org.uk

www.carbontrust.co.uk

www.visitnordjylland.dk

www.ecotourism.org

www.gdrc.org

www.id21.org

www.cstn.org.uk

www.ec3global.com

www.countrysideaccess.gov.uk

www.naturvardsverket.se

www.eco-label.com

www.naturensbasta.se

www.visitscotland.com

www.tourismtrade.org.uk

www.green-business.co.uk

Useful web addresses

CREST Partners wish all local community workers, tourist 
organisations, business associations, local politicians, EU 
politicians and other policy makers GOOD LUCK with 
creating sustainable tourism destinations.

We hope that something in the CREST Toolkit was fruitful 
for you on the way!

We also thank everybody that has supported and worked 
with CREST during 2006-2008.

www.crestproject.com is available until 2010. 

Please go and have a look!



Project CREST, a network of seven partner organisations including five 
tourismdestinations situated around the North Sea, developed this Tool-
kit with recommended actions. The project was part-financed by the 
North Sea Region and the EU Interreg IIIB programme 2006-2008.


