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Foreword

[SO (the International Organization for Standardization) is a worldwide federation of national standards
bodies (ISO member bodies). The work of preparing International Standards is normally carried out through
ISO technical committees. Each member body interested in a subject for which a technical committee
has been established has the right to be represented on that committee. International organizations,
governmental and non-governmental, in liaison with ISO, also take part in the work. ISO collaborates closely
with the International Electrotechnical Commission (IEC) on all matters of electrotechnical standardization.

The procedures used to develop this document and those intended for its further maintenance are described
in the ISO/IEC Directives, Part 1. In particular, the different approval criteria needed for the different types
of ISO document should be noted. This document was drafted in accordance with the editorial rules of the
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Introduction

0.1 General

A brand identifies an entity’s goods, services or the entity itself as distinct from what is offered by another
entity. A brand can thus be connected to an entity, a product or service, lines or portfolios of products, a city,
aregion, etc.

The function of tourism city brand is to establish a distinctive identity for the entity and the products or
services. Through brand building, tourist cities can create a distinctive image to attract tourists and
establish emotional resonance with tourists by transmitting brand value propositions. Increasingly, brands
also seek identification with experiences that relate to the tourism city through its products, services or

other oper
level engag

Tourism ci
of tourism|
extend the
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ement with them, which can build brand image in the consciousness of stakeholders’g

Ly brand is not only valuable to its holders, but also to other stakeholders. The.primar

city brand are to increase the total business value of the brand-using entity, redud
sustainable existence of the brand-owning entity. In practice, strong tourism city bra
and add revenue through either increased price or volume premiums;‘aor both, inclug
pyalty. More broadly, it is also the case that brands can reduce co§t$ and create a g
in the minds of stakeholders. A brand thus has an impact on revenue and profitabilj
rand value.

0.2 Touri

m city brand evaluation

Tourism city brand evaluation refers to the evaluation of the ¥alue of tourism city brand. Ta
ation is defined from the perspective of stakeholders, reflecting the value that a brand holds
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y brand evaluation activity determines to what extent the brand contributed to the atti
sm city.

nd reporting process of tourism city brand evaluation are referred to ISO 20671-2.

0.3 Tourism city brand strength
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ngth is the extent to which a‘brand is positive or negative in its potential to affect
stakeholders. This document uses brand strength to reflect the results of tourism
This document also details'possible indicators of each dimension for assessing brand

huous improvement

Brand evaluation is compléx)and multi-dimensional, and the degree of improvement in brand st|
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Brand

evaluation — Tourism city

1 Scope

This document specifies the basic framework, indicators and processes of tourism city brand evaluation.

This document is applicable to brand evaluation of tourism city. It can also serve as a basis for industry

organizati¢ns and third parties to evaluate brand of tourism city.
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the latest ¢

ISO 206714
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31
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city which
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attractiong

3.2

tourism city brand

intangible
other cities
thus bring]

4 Basic

ative references

ng documents are referred to in the text in such a way that some or all of their content
hts of this document. For dated references, only the edition cited applies. For undated
dition of the referenced document (including any amendments) applies.

1:2021, Brand evaluation — Part 1: Principles and fundamentals

s and definitions
poses of this document, the terms and definitions given in ISO 20671-1 and the follow
[ maintain terminology databases for use in standardization at the following addresse

line browsing platform: available at https://f#www.iso.org/obp

ctropedia: available at https://www.eleetropedia.org/

can provide tourism products.and tourist destinations with complete tourism service
cial, economic and envirgfimental aspects, where tourism activities occur, consisting
, resources and infrastrugtures necessary for a tourist experience

hssets related totourism city which are unique tourism resources and attractions that
and can make tourists and stakeholders have unique impressions, associations and e
ng comptehensive benefits in economic, social, cultural, ecological and other aspects

framework for brand evaluation

ronstitutes
references,

ng apply.

S:

5, including
bf services,

differ from
kKperiences,

According to the principles of ISO 20671-1:2021, Clause 4, tourism city brand is evaluated through a set of
quantitative and qualitative indicators.

Based on the characteristics of tourism city, brand evaluation is carried out from the two aspects of brand
building input and brand performance on the premise of data accessibility.

5 Brand evaluation indicators

Brand evaluation of tourism city focuses on eight primary indicators, including tourism resources,
tourism infrastructure, convenience of tourism service, environmental sustainability, security, related
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party evaluation, tourist arrivals and financial performance which are composed of fifty-three secondary

indicators.

The list of indicators for tourism city brand evaluation is provided in Table A.1.

6 Brand evaluation processes

6.1 General

Based on the characteristics of tourism city, brand evaluation is carried out in accordance with the

ISO 20671-

6.2 Dete

1 brand evaluation framework.

rmine evaluation object

The evaluation object shall be identified and defined before brand evaluation.

6.3 Dats

| collection

Brand evaluation data is collected on the principle of authenticity and accuracCy) The data can b

through gq
parties.

6.4 Dats

In the pro|
consistenc
estimates 4
declared al

6.5 Imp
Brand eval
The brand
identif
identif}
disclog
disclog
identif

disclod

vernment, tourism service providers, associations, transportation’ or other qualifig

| sourcing

cess of the evaluation, all the input data and assumptions should be checked for
y, accuracy and validity at the evaluation date. If,data is lacking, the evaluator sh

nd documented in the process of the evaluation:

lementation of brand evaluation

juation for tourism city is carried éut’according to verified evaluation data.

evaluator should:

y the relevance of indicaters, monitor and measure the indicators;

y which indicators afe walid and which are not;

e the rationale forthe selection of/exclusion of measurable indicators;
e the calculation of any specific formula used to calculate an indicator;
y the nature and frequency of monitoring indicators;

ethe assumptions in case an indicator is prohibitive to measure;

e obtained
d external

relevance,
ould make

ind assumptions for individual categories in ex¢eptional cases. These estimates should be clearly

consid
consid

The entity

describe the context in which the evaluation is carried out;

er the tourism cities risk reduction;
er the involvement of the local people.

should retain appropriate documented information as evidence of the results.

6.6 Brand evaluation results

The results of the tourism city brand evaluation exercise can be referred to as a point-in-time representation
based on applying appropriate and relevant indicators. In addition, the results of the tourism city brand

© IS0 2025 - All rights reserved
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evaluation can also identify the potential of the brand, which helps to continuously enhance the strength of
the tourism city brand.
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Annex A
(informative)

Indicators of tourism city brand evaluation

Consistent with ISO 20671-1, and with reference to the Evaluation Index of the Development of World
Tourism Cities and European Tourism Indicators System Toolkit [L2], the indicators are developed and
shown in Table A.1.

Table A.1 — Indicators of tourism city brand evaluation

around the destination

Primpry indicators Secondary indicators
1. Number of natural scenic spots, World Heritage sites apd\nature regerves
2.  Number of cultural tourism facilities (such as museums, cinemas)
\ 3.  Number of internationally influential festivals
Tourjism resources

4. Number of international conferences and exhibitions

5. Number of sports tourism facilities @nd sports events organized by
international sports organizations

6. Number (or relative number) of ratites, highways, flights and high-speed rail
stations

7. Airport, train, and port passenger transport volume

o 8. Health and hygiene: Numilser  of medical staff per capita, number|of hospital
Touris infrastructure e

beds per capita in cities

9. Tourism accommodation: Proportion of high star-level hotels

10. Leisure and entertainment: Number of internationally renowned theme parks
and city intellectual property (such as city mascot, city theme song,etc.)

11. Convenience-of tourist service centres/tourist consultation stationg

12. Clear display level of signboard in internationally recognized langupge

13. Conwenience of service facilities (such as strollers, wheelchairs, etc.) for special
grolps

14, 4G/5G network coverage

Convenienge of tourism servicet¢h5. Number of tourism related apps and websites

16. Number or proportion of online travel booking

17. Mobile payment coverage

18. Credit card payment coverage

19. Percentage of visitors using local/soft mobility/public transport senjvices to get

© IS0 2025 - All rights reserved
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Table A.1 (continued)

Primary indicators

Secondary indicators

20. Urban green space area, greening rate

21. Compliance of fine particulate matter (PM2.5) in the city

22. Energy consumption and carbon emission intensity per unit of urban GDP

23. Percentage of tourism enterprises actively taking steps to source local,
sustainable, and fair trade goods and services

24. Percentage of tourism enterprises sourcing a minimum of 25 % of food and
drink from local/regional producers

25. Percentage of tourism enterprises involved in climate change mitigation
schemes_ such as (‘()L offset  low energy systems_ etc and "qdaptation"
responses and actions

. s 26. Percentage of tourism accommodation and attraction infrastructure located in
Environmiental sustainability “ »
vulnerable zones

27. Percentage of tourism enterprises separating different types of wadte

28. Fresh water consumption per tourist night compared to general|population
water consumption per person night

29. Percentage of tourism enterprises using recycled water

30. Energy consumption per tourist night compared to general populafion energy
consumption per person night

31. Percentage of local enterprises inthe tourism sector actively |supporting
protection, conservation, and management of local biodiversity and|landscapes

32. The destination has policies&inr place that require tourism entprprises to
minimize light and noise pollution

33. Number of mass casualty incidents

Security 34. Crime rate per 10 000people

35. Number of tourism safety incidents and fatalities

36. Percentage of complaints per 10 000 tourists, negative public opinion of the
city (such asimedia exposure, etc.)

37. Rankingyrating results of authoritative travel platforms

38. City ‘activity on mainstream social media, international trave| agencies/
platforms ranking rate

39. \Urban tourism search index of mainstream platforms (such as Gopgle, Baidu,

Related|party evaluation Yahoo, etc.)

40. Number of certified sustainable tourism destinations

41. Percentage of residents satisfied with their involvement and their jnfluence in
the planning and development of tourism

42. Percentage of men and women employed in the tourism sector

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

44—Numberof domesticand-internationalarrivals

. ) 45. Annual growth rate of domestic and international arrivals
Tourist arrivals -
46. Number of overnight travelers
47. Percentage of repeat/return visitors (within five years)

© IS0 2025 - All rights reserved
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