Necessary attributes of Destination
For a destination to develop and sustain itself, PGI works on five elements that are critical. These are generally known as the 5 A’s of tourism and have proven to be a very useful model in helping newcomers to the tourism industry understand its complexity and appreciate it beyond individual sites and see it as an ecosystem.
Where does this concept from? It was developed in 1997 by Sharron Dickman and is used by several tourism destinations around the world (e.g. West Tourism Australia among others).
The 5 A’s of Tourism synthesise everything that must be considered when developing a tourism development strategy for a particular tourism destination (either emerging or consolidated). Assessing and carefully considering the needs of tourists is at the heart of PGI’s sustainable tourism planning methodological approach.
1. Access
Globally, air transport dominates the movement of international tourists. Roads and private motor vehicles also serve as significant forms of access. A healthy ground touring sector, either day or extended bus/coach tours, and rail, is also required to serve the needs of tourists who prefer not to transport themselves.
2. Attractions
A tourist attraction is a place of interest that tourists visit, typically for its inherent or exhibited cultural value, historical significance, natural or built beauty, or amusement opportunities.
Some examples include historical places, monuments, zoos, museums and art galleries, botanical gardens, buildings and structures (e.g., castles, libraries, former prisons, skyscrapers, bridges), national parks and forests, theme parks and carnivals, ethnic enclave communities, historic trains and cultural events. Many tourist attractions are also landmarks.
3. Activities
Attractions are generally supported by activities. Activities are the things that tourists do, active or passive, and include a very broad range – from shopping and dining to various sports (individual and or team), country pursuits (hunting, fishing, and equestrian), or specialist interest activities like art, photography, cookery, etc.
Attractions are often supported by a range of activities. For example, a beach attraction may have wind surfing, body surfing and surf boarding activities, while a treetop walk attraction may have numerous trails through the surrounding forest area for fauna and bird watching and botany activities.
4. Accommodation
All destinations need accommodation nearby otherwise tourists will have nowhere to sleep. In recent years the market has seen a proliferation of accommodation types from basic camping facilities to resorts. Successful accommodation development, more than ever before, depends on building the right type of facility to suit the needs of profitable market segments.
5. Amenities
Amenities are the services that are required to meet the needs of tourists while they are away from home. They include public toilets, signage, retail shopping, restaurants and cafes, tourist centres, telecommunications and emergency services.
Because many amenities are government services delivered by local, regional and national agencies, a high degree of co-operation is needed, particularly where tourist services may be seen to be competing with the needs of local residents.
The 5 A’s of Tourism listed above cover everything that is required to develop a successful destination.

