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Foreword 

 

With this sustainability report, we invite you to join us on a journey. After all, people have 

been travelling since time immemorial. Explorers such as Marco Polo introduced us to 

foreign cultures through their travels, researchers such as Charles Darwin contributed their 

findings from their journeys to the world of science, and writers such as Johann Wolfgang 

von Goethe broadened their horizons in warmer climes and went on to write literature of 

world-class stature.  

Today, it is still the combination of a thirst for adventure, the joy of discovery and the hope 

of relaxation that drives us to distant lands – yet respect for the unfamiliar and an awareness 

of natureshould unite us in this endeavour. Then as now. 

At a time when tourism is associated with mass movements and environmental challenges, 

we face the shared task of reviving this tradition of respectful travel in order to live up to 

our great responsibility towards the environment and society. Fortunately, tourism has 

evolved from the exclusive pleasure of a privileged few into a global norm, yet this also 

places a duty on all those working in the tourism sector: we must ensure that our actions not 

only secure economic success, but also preserve natural resources and, where possible, 

regenerate them.  

This is not merely an environmental imperative, but a social necessity. In Rostock & 

Warnemünde, we are determined to pursue this path with unwavering commitment. Our 

report documents not only our successes, but also the challenges that still lie ahead of us as 

a destination. Our learning journey will be similar to that of many other destinations that 

have already set out on this journey before us – and yet quite different.  

The research findings have long been on the table; the insight for change and the knowledge 

for transformation are there. Now, as with any good journey, we must gather the experience 

ourselves.  

To quote Hermann Hesse: “Knowledge can be shared, but wisdom cannot. One can find it, 

one can live it, one can be carried by it, one can perform miracles with it, but one cannot 

speak of it or teach it.”1 

                                                           
1 Cf. Hermann Hesse (1974): Siddhartha, p. 113. 



 

 

1. Management: Strategy and Planning 

1.1 Policy Decision 

 

The tourism strategy for the Hanseatic and University City of Rostock was drawn up on the 

basis of municipal studies and strategies, as well as the results of four major public 

consultation workshops and a series of further consultation meetings, and was discussed 

and refined within a steering group. It addresses sustainability as one of the central themes 

and provides an overview of the dimensions and areas of focus that are to be prioritised. It 

emphasises that the local administration is actively involved in the development of 

sustainable tourism concepts. 

The vision and guidelines for tourism development highlight the need for all stakeholders in 

the urban community to take responsibility in order to ensure sustainable development. The 

joint development of the tourism strategy by all stakeholders represents, for us at 

Tourismuszentrale & Rostock Marketing, a clear commitment by the authorities to our 

sustainability efforts.2 

1.2 Tourism Strategy 

As the Tourism Centre & Rostock Marketing, we published the tourism strategy on our 

website once it had been finalised.5 The strategy provides detailed information on the 

stakeholders’ understanding of sustainability, emphasising the importance of regional 

consumption, respect for culture, energy-saving measures, waste prevention and recycling.  

                                                           
2 Cf. https://rathaus.rostock.de/media/4984/Leitlinien_Langfassung_2025.pdf 

https://rathaus.rostock.de/media/4984/Leitlinien_Langfassung_2025.pdf


The compatibility of economic viability and sustainable offerings is also addressed, with the 

aim of protecting existing resources and making them accessible and enjoyable for future 

generations.  

The SWOT analysis makes it clear that the destination defines itself positively through its 

central location, its diverse tourism offering, the positive trend in tourism demand and 

professional conference facilities. A lack of visibility and target group focus in 

communication, the need to improve infrastructure and experiential offerings, fluctuations 

in seasonal demand and quality shortcomings, on the other hand, are identified as 

weaknesses. The analysis identifies opportunities in adapting to new guest needs, in various 

urban development projects, in strengthening the destination’s own organisational 

structures, and in expanding partnerships within the city and the surrounding area. 

The risks identified include future challenges arising from crisis situations, the adequacy of 

funding for future tourism-related tasks, public acceptance of tourism, and a lack of self-

confidence on the part of the city and its residents, all of which could adversely affect the 

tourism industry.7It is further emphasised that the strategy should be continuously 

reviewed and adapted on the basis of measurable targets to ensure the effectiveness of the 

measures. No timeframe is specified for this. 

 

1.3 Sustainability Council 

With the appointment of the 12-member Sustainability Council, we at Tourismuszentrale & 

Rostock Marketing are institutionalising sustainability within our DMO. Our Council consists 

of qualified and well-connected individuals from environmental organisations, civil society 

and the business sector, and is intended to represent all dimensions of sustainability in an 

appropriate and balanced manner. Members include 

1. Jörg Harmuth: Senior Forestry Officer and Head of the “Rostocker Heide” municipal 

forest 

2. Dr Tom Rückborn: BUND member and renewable energy expert at the WindEnergy 

Network 

3. Nardine Stybel: Managing Director of EUCC, marine biologist and science journalist 

4. Denise Schulze: Chamber of Industry and Commerce (IHK) representative for the 

hospitality and tourism sectors 

5. Andreas Szabó: Member of the Executive Committee of DEHOGA MV, restaurateur 

& Member of the City Parliament (FDP) 

6. Alexander Soyk: Owner of Hotel Ostseeland and board member of the Rostock & 

Warnemünde Tourism Association 

7. Ulrike Bodieschek: Quality and Sustainability Manager at the Mecklenburg-Western 

Pomerania State Tourism Association 

8. Christin Klinger: Managing Director of the Mecklenburg-Western Pomerania Climate 

and Environmental Protection Foundation 

9. Kira Ludwig: Spokesperson for Scientists4Future Rostock, Member of the State 

Parliament (SPD) 

10. Matthias Fromm: Director of Tourism and Managing Director of Rostock Marketing 

11. Ulrike Döring: Head of the Warnemünder Woche department 

12. Jens Hartmann: Sustainability Officer and process facilitator on behalf of the Tourist 

Board 

Our destination’s Sustainability Council was constituted on 21 November 2024 and will meet 

every six months. During the meeting, the members of the Council drew up the first draft of 

a shared understanding of sustainability and provided feedback on the development of our 



mission statement. Our initiative for TourCert certification was very well received and the 

willingness to engage in cross-sector collaboration was emphasised. 

 

1.4 Capacity of the destination management structure 

The DMO represents the districts of Rostock-Stadt, Warnemünde, Diedrichshagen, 

Markgrafenheide and Hohe Düne. The only area that counts as a tourist hotspot with above-

average tourism intensity, owing to cruise tourism and the travel culture that has developed 

over decades in the new Federal States, is Warnemünde. 

 

1.5 Corporate mission statement with a focus on sustainability 

Many colleagues found the entire process of developing the mission statement as part of 

TourCert to be a highly enriching experience and a valuable opportunity for personal 

development. It began with four 1.5-day ‘team workshops’ in January and February 2024, 

during which staff from across departments worked together to solve a collaborative 

challenge and reflected on the company’s strengths, weaknesses and areas for 

development. They were then given an introduction to what a mission statement actually is 

and what it should achieve in order to provide guidance and serve as a source of inspiration.9 

On the following day, awareness of the topic of sustainability was raised through the UN’s 

Sustainable Development Goals and narrative methodology. The team workshops helped to 

dramatically improve cross-departmental understanding and significantly increase the 

willingness to cooperate with one another. As the purpose of developing a mission 

statement and the necessity of sustainable thinking and action in tourism were also 

discussed, many staff members recognised the personal relevance of the topic and threw 

their weight behind the initiative. These steps were important for us in ensuring a high level 

of participation and motivation in both the systemic mission statement development and 

the TourCert process. The fact that around 90% of all colleagues took part in the evaluation 

sessions following the mission statement workshops later underscored the high value of this 

initiative. 

 

The mission statement we have developed is: 

“City – Sea – Heathland. We bring harmony to this triad, guide you through the waters of our 

city and inspire you on your travels. We grow through trusting collaboration and honest 

exchange. Our vision is a vibrant tourism industry with a forward-looking approach – with 

you at its heart. Together, we work for people who have, feel or can develop a connection 

to the Rostock region. We are committed to fulfilling expectations and wishes through 

responsible tourism. With our traditions in mind, we shape Rostock with competence, 

enthusiasm and the courage to embrace the new.” 

Explanatory notes: 

(1) Mission & Role: “City – Sea – Heath. We bring the triad into harmony, guide you through 

the fairways of our city and inspire you on your travels.” 

(a) Our unique selling point: With the “harmonising the triad”, we emphasise the harmonious 

connection between the city, the Baltic Sea and the coastal forest, whilst at the same time 

striving for sustainable standards and high quality in all areas. 

(b) Inspiring enthusiasm: As experienced guides, we aim to stir emotions and inspire people 

by placing nature, culture and people at the heart of everything we do. 



(c) Clear identity: As hosts and networkers, we combine the maritime character of the 

Hanseatic and university city of Rostock with our unique history and natural environment. 

We take a holistic view of ‘city – sea –heath’ to create excellent tourist experiences. 

 

(2) Values: “We grow through trusting cooperation and honest dialogue.” 

(a) Shared growth: We recognise that fostering positive and constructive relationships with 

our partners, as well as amongst ourselves, is the key to driving change in our industry. 

(b) Trust-based cooperation: We know how delicate the gradual building of resilient 

relationships is, but also what challenges we can overcome together once we have 

established them.  

(c) Culture of openness: The cornerstones of our communication are transparency and 

honesty. We aim to encourage active feedback and continuously improve. 

 

(3) Vision: “Our vision is a vibrant tourism sector with a forward-looking approach – and you 

at its heart.” 

(a) Systemic understanding: We strive for responsible and agile tourism in which people and 

nature enrich one another. Our aim is to shape a sustainable and future-proof tourism 

landscape. 

(b) Tourism fit for future generations: Even though we cannot see into the future, we want 

to think and act with foresight in order to make ecologically, socially and financially sound 

decisions. The yardstick for our actions must be to recognise and meet today’s needs 

without in any way compromising the future of the next generations. 

(c) Human well-being: People are at the heart of our vision – both guests and hosts or 

residents. We want to create an atmosphere of mutual respect and appreciation in an 

environment that promotes well-being, builds trust and enables genuine human encounters. 

 

(4) Stakeholders: “Together, we work for people who have, feel or can develop a connection 

to the Rostock region.” 

(a) Strong partnership: We combine the strengths of our dedicated staff with those of our 

partners from business and public administration. Together, we are shaping Rostock’s future 

in tourism. 

(b) Focus on connection: Our aim is to appeal to people who already have a connection to 

Rostock, are just discovering it, or have the potential to develop one. 

(c) Creating experiences: From organising the Hanse Sail to guided walks in the Rostock 

Heath – our activities aim to leave a lasting impression and foster a genuine connection to 

the Hanseatic and university city of Rostock. 

 

(5) Needs: “We are committed to fulfilling expectations and wishes through responsible 

tourism” 



(a) Holistic approach: Our approach strives to fulfil both the explicit expectations and the 

implicit wishes of our guests, partners and staff. We understand the high standards 

expected of us and work to exceed them. 

(b) Responsible development: In strategic decision-making processes, we consider the 

impact of our decisions on the environment, society and the economy. We are committed to 

fairness, regionality and environmental responsibility. 

 

1.6 Sustainability Officer  

The Sustainability Officer at the Rostock & Warnemünde Tourist Board is Jens Hartmann, a 

specialist in human resources and organisational development. The communications 

specialist (Rhetoric, MA) also studied “Strategic Sustainability Management” at the 

Eberswalde University for Sustainable Development. As part of the TourCert process, he is 

working as a freelancer for the Rostock & Warnemünde Tourist Board until a permanent 

position can be created for this role. 

 

1.7 Partner businesses  

Within the network of the Tourism Centre & Rostock Marketing, which comprises over 300 

partner businesses, we, as destination managers, have been working ambitiously since April 

2024 to build a dedicated partner network which, in line with our mission statement, 

supports us in developing “vibrant tourism with vision” and to put people at the heart of it. 

The network comprises committed partner businesses from eight sectors, includes 21 

partner businesses (as of 26 November 2024) and is characterised by a very high proportion 

of TourCert Qualified Partner Self-Checks, even though other sustainability efforts have 

already been undertaken and certified. The aim of the new TourCert network is to create a 

platform for exchange and mutual empowerment within our destination, where new 

knowledge and proven solutions can be shared quickly. 

- In this process, the Sustainability Council we have curated plays a strategic role as an 

advisory body, helping us to move swiftly from planning to action. Our TourCert 

partners are: 

Leisure providers:  

- Strandoase Treichel 

- Mecklenburger Kutsch- und Kremserfahrten Axel Peters  

- Virtual Rostock 

- Landschulmuseum Göldenitz 

- Rostocker Personenschifffahrt 

- Stadtpaddeln 

- Zoo Rostock 

- Wanderer Aktivtour 

Culture providers: 

- City Library 

Other: 

- Stadtforstamt Rostock 

Catering:  



- Café Käthe 

- Grüne Kombüse 

- Ripka Catering 

Tourist Info:  

- Tourist Information Rostock and Warnemünde 

Hotels:  

- Hotel Ringelnatz 

- Hotel Ostseeland 

- Gästehaus Rostock 

- Hotel am Schlosspark Güstrow 

- Schloss Vietgest 

- Gutshaus Gottin 

- Gut Gremmelin 

Ship company:  

- Scandlines 

 

The following points stood out during our partner recruitment process: 

• In our region, only a few key tourism stakeholders have obtained sustainability 

certification. As a result, all the partners we recruited – with the exception of Rostock City 

Forest, which is FSC-certified – have completed the relevant TourCert self-assessment. 

• Representatives of larger hotel chains, in particular, often had little scope for manoeuvre 

when it came to making their own decisions, even though they themselves were very keen 

to become part of the local TourCert community. Often, the company management, which 

is predominantly based in other major cities, decided against participation.  

• Small, owner-operated businesses, by contrast, were able to act more quickly and flexibly. 

For many, the main motivation was the prospect of becoming part of the TourCert 

community and thereby discovering effective sustainability solutions for their own business. 

For most businesses, obtaining the logos was of secondary importance. 

 

1.8 Dialogue with stakeholders  

The organisational and cooperative structures in Rostock for the development and 

marketing of the city and its seaside resorts are currently supported mainly by two 

institutions: the Rostock & Warnemünde Tourist Board, which operates as a municipal 

enterprise, and Rostocker Gesellschaft für Tourismus und Marketing mbH, a wholly-owned 

subsidiary of RVV Holding. The Tourism Centre takes on key tasks such as managing the 

seaside resort and spa sector, operating the tourist information centres and organising 

major events such as the Hanse Sail and Warnemünder Woche. Rostock Marketing, on the 

other hand, focuses on establishing and maintaining a tourism network as well as marketing 

the destination as an attractive destination for leisure and business travel. The Rostock 

Convention Bureau is also based within the GmbH; it specialises in the management of event 

venues, incentives in the MICE sector, and the consultancy and brokerage of venues.  

The first and most important level includes not only staff and visitors, but also politicians, 

sponsors and key stakeholders. The second level comprises tour guides, clubs and 



volunteers, event organisers, transport partners, beach operators and the local authority. At 

the third level, we include the general public, tourism networks, business travellers, and the 

flora and fauna – to name but a few. To better understand the relationship between the 

Tourist Information Centre & Rostock Marketing and its stakeholders, a stakeholder matrix 

was used to determine the extent to which we are influenced by the stakeholders and vice 

versa. We learned that a low level of influence from stakeholders combined with a high level 

of influence from the DMO means that we bear a high level of responsibility towards our 

stakeholders, as our decisions can have a significant impact on them. Conversely, we also 

realised that we are systemically tied to stakeholders who hold a position of strength in 

relation to us. The group’s interest in fostering more active relationships with the hospitality 

sector and involving it more closely in our sustainability processes was particularly evident. 

A key pillar of our tourism activities is membership of networks. Among others, we area 

member of: 

• ADFC-Bundesverband e.V. 

• Working Group on Accessible Destinations in Germany (“Leichter Reisen”) 

• Baltic Sail Network 

• Mecklenburg-Western Pomerania Spa Association e.V. 

• Destinet KI-Club e.V. 

• German Tourism Association (Deutscher Tourismusverband e.V.) 

• European Route of Brick Gothic 

• GCB German Convention Bureau e.V. 

• Historic Highlights of Germany e.V. 

• Rostock Chamber of Industry and Commerce (IHK zu Rostock) 

• Maritime Festivals 

• MICE Club 

• MV Cruise Net 

• Cruise Baltic Network 

• Rostock Region Marketing Initiative e.V.  

• DIE HANSE / Hanseatic League of the Modern Era 

• Mecklenburg-Vorpommern Tourism Association e.V.  

• Rostock and Warnemünde Tourism Association e.V. 

• Association of Event Organisers e.V. 

 

1.9 Sustainability Communication  

As a tourism board, we take a very cautious approach to communicating about our 

sustainability activities, as our priority in 2024 was to develop a shared understanding of 

sustainability in tourism. There is a consensus among all colleagues that this internal 

development should be completed before we adopt a more proactive communication 

strategy. We are guided by the realisation that in many communication attempts by other 

companies, “the constant emphasis on sustainability is often inversely proportional to its 

actual presence”11 – and we conclude that we should give priority to a robust internal 

development in matters of sustainability over naive but publicity-effective success stories. 

For us, this process will only be provisionally complete once a robust sustainability strategy 

has been derived from the DMO mission statement and the TourCert workshops for each of 

our departments – one that is specific, measurable, attractive, realistic, time-bound and, 

above all, implementable – before it is regularly reviewed and adapted in the future. Only a 

few selected pieces of information have made their way into our public relations work on 

Meta (Facebook & Instagram) and LinkedIn. We also produced a newsletter for our Our 

sustainability certification partner network, the tourism breakfast with TourCert, partner 



Angela Giraldo, and our in-house mission statement presentation. The TourCert survey on 

visitor information for staff at our tourist information centres has revealed some 

encouraging results that highlight our destination’s strengths: 

• 92% of our staff are familiar with the mission statement – a figure that corresponds 

well with the participation rate in our mission statement development. 

• 77% of our colleagues actively offer (our limited range of) sustainability-related 

services or products. 

• Accessibility is also taken seriously: 85% of respondents can provide information 

onsuitable transport options, whilst 94% were able to provide details on the 

accessibility of accommodation providers. 

• Nevertheless, there are also areas where improvements are needed: 

• Over half of our colleagues, namely 54%, state that they have not received any 

trainingon sustainability topics in the last three years. However, this figure must be 

viewed in context, as raising awareness of sustainability was a central focus of the 

team workshops – but was likely perceived by participants more as team-building 

than as professional development. 

 

1.10 Sustainability Report 

The Sustainability Report of the Rostock & Warnemünde Tourist Board was audited 

internally on 29 November 2024 and externally on 17 December 2024, before we publish it 

on our website on 1 February 2025. 

 

1.11 Legal Compliance 

The Rostock & Warnemünde Tourist Board complies with all relevant laws concerning health, 

safety, labour and environmental protection. We actively engage with the legal framework 

and integrate new developments into our work processes.12 

 

1.12 Framework Conditions for Location Development 

Our destination has comprehensive planning guidelines and regulations in place, such as the 

resolutions adopted by the Rostock City Council on climate neutrality, which guide the 

direction of our tourism development with the aim of meeting the requirements for 

responsible development 

 

1.13 Improvement Management 

Prompted by the dynamic mission statement process required by TourCert and the desire of 

staff to have, once this process was complete, not only the mission statement but also 

something “very concrete and tangible for their own department to hold in their hands”, the 

management decided at an early stage to enable all departments to undertake an in-house 

strategy development process in autumn 2024. The aim of this was to give every employee 

direct and personal access to the mission statement once again, making it tangible, 

actionable and usable. The focus of the first workshop phase for each department was on 

the open questions of what personal significance each mission statement sentence holds 

for the participant and what influence the sentences have on their respective work tasks. 

From the results, umbrella terms (“needs”) were formed and these were broken down in a 

matrix (“How are we/not?” – “What do we have/not?” – “What do we do/not?” – “Where are 



we/not?”). In the second workshop phase, the matrix questions were rephrased in the future 

tense (“What will we be like?” – “What will we have?” – “What specific actions will we take?” 

– “Where will we be then?”) and precise areas of action were derived from the results.  

Once the measures have been implemented, responsibility for putting the departmental 

strategies into practice lies with the heads of the respective divisions. The results of this 

strategy development are aligned with the mission statement, promising and cover the 

following areas of action: Controlling & Finance: Here, a resolution was made to draw up a 

structural plan for staff development, to identify training needs and to utilise existing tools 

of the city administration for this purpose. In addition, regular newsletters and incentives 

are intended to further invigorate the corporate culture. 

 

Hanse Sail: Here, too, the focus was on professional development, as it was recognised that, 

on the one hand, staff needed to improve their own resilience during seasonal peaks in 

workload and, on the other hand, their foreign language skills. In addition, the technical 

workflow system is to be overhauled to improve communication and transparency within 

the team.  

Seaside Resort & Spa: This department intends to focus on improving its own public image 

as well as that of the tourist information centre. Sustainability criteria are to be developed 

and internal processes improved through feedback.  

Tourist Information: Here, too, sustainability criteria for tourism products and new  

sustainability indicators for tourism are to be developed. Furthermore, communication is to 

be improved through more team time, exchange structures with other departments are to 

be created, and a list of responsibilities is to be defined in order to more clearly delineate 

task profiles. Here, too, there was a desire to expand the range of further training 

opportunities.  

Warnemünder Woche: Two improvement measures were planned. In the first area of action, 

event objectives were to be defined through a comprehensive target group analysis and the 

development of sustainability criteria for events. The second area of action focuses on 

improving cross-departmental structures and digitalisation. The aim here is to develop and 

implement an IT concept that makes work processes more efficient and facilitates access to 

data.  

Marketing: In this department, five areas of action were identified, focusing on clear 

responsibilities, team spirit, communication with partners, responsible tourism and 

generating enthusiasm. Key objectives include improving internal communication 

structures, developing sustainability criteria for tourism offerings and strengthening 

relationships with network partners. 

 

All improvement measures were assessed in terms of their environmental, social and 

economic impact, prioritised according to importance and relevance, and scheduled using a 

rough project plan. Responsibilities were assigned, risks assessed and success indicators 

defined. These results brought many colleagues into close contact once again with the 

company mission statement and increased its acceptance and significance, as concrete 

measures could now be derived from it. The TourCert strategy workshop on 4 November 

2024 supported these findings through a qualitative analysis of the surveys, identified 

significant overlaps and defined the areas for action. 



 

With these findings, our improvement management approach takes a 360° view. On the one 

hand, it takes into account our mission statement and internal strategy development; on the 

other, it is perfectly complemented by the TourCert surveys. These are highly valuable to us 

because they provide qualitative insights into the needs of our colleagues, as well as those 

of other stakeholders.  The two strands of results show significant overlap and clearly 

identify our areas for action. We therefore regard them as complementary and consistent in 

content, which will have a positive impact not only on the motivation of our staff, but also 

on the quality of our future improvements. 

 

2. Management: Sustainable service design   

2.1 Guest satisfaction and feedback  

Guest satisfaction is generally a key criterion in the work of the tourist information centre 

and is particularly evident at the ‘B2C touchpoints’, i.e. the tourist information offices. In 

addition to insights gained from face-to-face conversations with our guests, messages of 

thanks, feedback emails and socialmedia comments, statistical surveys have also been 

conducted in the past:  

• Online guest survey since October 2023, including on the recommendation rate 

following a visit to the tourist information centres  

• Survey on service quality & guest satisfaction as part of the update to the tourism 

strategy (2023)  

More than half of our guests would recommend the Tourist Information Centres. However, 

when considering this figure, it must be borne in mind that the main focus of the survey was 

the extension of the visitor’s tax to the urban area, and therefore negative associations 

cannot be ruled out when assessing the service provision. Feedback and complaint 

management is handled via the Tourist Information Centre’s website, is processed internally 

and is not yet publicly accessible at this time. As a rule, every guest receives a response to 

the feedback they have submitted. The departments responsible for the specific individual 

case – the Building Yard, Seebad & Kurwesen and Tourist Information – are involved in the 

feedback and complaints management process. 

We find our guests’ feedback extremely valuable. We review it and implement it wherever 

possible. Often, these are adjustments where our guests view the destination and what it 

has to offer from a different perspective, thereby helping us to identify our ‘blind spots’. 

 

2.2 Quality Awareness and Innovation  

Between 2014 and 2019, we worked actively to have Rostock certified with the “Quality 

City” seal. In close collaboration with DEHOGA MV, an ambitious programme was launched 

to improve service quality. DEHOGA took charge of training 20 quality coaches and the 

certification of businesses, whilst central coordination was handled by the German Tourism 

Association. As the tourism centre, we offered our partners training courses, workshops and 

consultancy services; however, despite our most intensive efforts and individual one-to-one 

support for partners provided by an external consultant, we fell short of the target minimum 

of 50 certified businesses, as ‘only’ 40 companies could be recruited for the quality 

programme. Even though the ambitious goal of officially designating Rostock as a ‘City of 

Quality’ was not achieved, the initiative nevertheless laid an important foundation for the 

continuous improvement of service quality in the Hanseatic city. Our efforts helped to raise 



awareness of excellent service and strengthen the competitiveness of the local tourism 

industry. As a tourist information centre, we participate in numerous certification initiatives 

in order to continuously optimise our own service with a view to guest satisfaction: 

• SQD Service Quality Germany   

• DTV i-Mark for tourist information centres  

• Blue Flag for bathing water quality and environmental initiatives on the beach  

• QMF Family-Friendly Holidays  

• Travel for All  

 

As part of these certification processes, consideration is being given to introducing a digital 

tool for measuring guest satisfaction at tourist information centres.   

Further activities relating to ‘Quality & Innovation’ also took place in the area of accessibility, 

amongst other things. In close cooperation with the Mecklenburg-Western Pomerania 

Tourism Association (TMV), training programmes were developed and collaboration within 

the “Leichter Reisen” working group was intensified. The aim was to raise awareness within 

the industry of the important issue of accessibility. Specific measures included the collection 

and online presentation of accessible partner offers, as well as the improvement of 

accessible infrastructure, for example through the provision of a hotel kit for hearing 

impairments available for loan at the tourist information centre, and the installation of two 

accessible beach chairs in cooperation with the TMV and “Kommune Inklusiv”. During the 

pandemic, the focus was on maintaining close communication with the industry. Information 

on regulations, guidelines, rules and support measures was provided in a timely manner. In 

addition, the industry was encouraged to seek certification under the ‘Mehr Sicherheit im 

Urlaubsland MV’ scheme to boost guest confidence. In the field of health tourism, regular 

training sessions, workshops and networking events were organised to promote this 

important sector in Rostock. Exchanges with other regions and membership of the Spa 

Association, with a focus on health tourism, underline our commitment in this area. 

Sustainability and environmental management formed another key focus of our activities. 

In addition to workshops, training sessions and meetings on sustainability, a creative and 

sustainable environmental management scheme was initiated and established in the seaside 

resort of Warnemünde under the slogan “No plastic in the fish”. In collaboration with the 

Rostock Environmental Agency and the “Plastic-Free City” initiative, we were able to 

develop and implement various environmental initiatives (e.g. beach ashtrays, Baltic Sea 

ashtrays, biodegradable tableware, Blue Flag, professional beach cleaning using an electric 

vehicl 

 

2.3 Visitor Information  

A survey of our tour guides revealed that only just over a third (36%) feel familiar with the 

principles of sustainable tourism. A further fifth (21%) stated that they were more or less 

well informed, whilst 29% considered themselves not very well prepared. Although only 

21% of the tour guides had taken part in a training course offered by the tourist office, it is 

encouraging to see that just under half had undertaken further training elsewhere. The tour 

guides highlighted several positive aspects of the city that are also relevant from a 

sustainability perspective.   

• The cleanliness of the city and the upkeep of its green spaces are particularly 

appreciated, as these contribute to a positive cityscape.   

https://www.deutschertourismusverband.de/qualitaetssysteme/servicequalitaet-deutschland
https://www.deutschertourismusverband.de/qualitaetssysteme/zertifizierung-touristinformationen
https://www.blaue-flagge.de/
https://qn.tourismus.mv/themen/familie
https://reisen-fuer-alle.de/


• The Blue Flag certification of the beaches, the proximity to national parks and nature 

reserves, as well as the use of renewable energies such as wind power, were also 

positively highlighted.   

• In terms of mobility, the good transport links between Rostock and Warnemünde, as 

well as the extensive tram network designed to reduce car traffic, were praised.   

• The wide range of hiking opportunities in the Rostock Heath was also rated highly.   

• This view was also confirmed with regard to the historic architecture of the city 

centre and the art in public spaces.  The tour guides took a somewhat more critical 

view of the following points:  

• Concerns were raised that the high costs of parking and dining could deter visitors.  

• Problems were also identified due to the overcrowding of towns by cruise tourists  

 

2.4 Promotional and informational material  

We regard our communication activities across all media as the showcase for our work in 

promoting tourism in the Rostock region. We therefore attach great importance to 

providing accurate and comprehensive information in all advertising and information 

materials, in which we also actively report on sustainability initiatives and certifications, 

publish editorial articles in publications such as the holiday magazine, and provide specialist 

information materials such as leaflets on swimming regulations or brochures on accessible 

facilities.  Tourism service providers gain access to tourism marketing channels by 

contributing to the voluntary marketing levy of the Rostock Society for Tourism and 

Marketing mbH (in short: ‘Rostock Marketing’). This allows partners to present themselves 

in the various advertising and information materials, amongst other things. A systematic 

review of the sustainability performance of these companies does not take place. However, 

many partners demonstrate a high level of self-motivation towards sustainable practices, 

which contributes to an overall positive impression. With regard to the production of the 

materials themselves, particularly in printing processes, we are already seeking good 

solutions, such as the Blue Angel or C2C certification, the world’s highest eco-printing 

standard. The problem is that using these printers would automatically result in a significant 

lengthening of the supply chain, as there are no local options available. We therefore see 

promising approaches in supporting local and environmentally friendly printing methods 

through commissions, using more sustainable paper types, or making greater use of digital 

formats to reduce the environmental footprint. 

 

2.5 Information on the sites  

We strive to provide all visitors to our destination with appropriate, multilingual information 

materials to help them access the cultural, historical and natural attractions. These materials 

aim to help guests understand the significance and value of the places they visit. In doing so, 

we place great emphasis on presenting the information in an appropriate, comprehensible 

and linguistically easily accessible presentation of the information, in order to meet the 

expectations of both residents and visitors. However, not all brochures and information 

materials are developed in consultation with the tourist office. The decentralised creation 

of content has the advantage, on the one hand, that specific specialist knowledge can be 

incorporated directly. On the other hand, however, this also presents the challenge of 

ensuring uniform quality and a consistent presentation of the city and its attractions. 

Greater coordination and consultation in the production of information materials could help 

to further improve the quality and consistency of visitor information in the future. 

 



2.6 Accessibility  

There are eight certified accessible establishments in Rostock & Warnemünde that actively 

cater to people with disabilities through their services. The issue of accessibility is 

embedded in all the DMO’s communication channels, and facilities and attractions are 

marked accordingly. We also provide comprehensive information on accessible public 

transport. Accessible access points are available in the beach area, including two beach 

chairs that are also accessible to wheelchair users and a beach wheelchair that facilitates 

access to the water. Further beach access points are planned for Warnemünde beach. 

Furthermore, the low-barrier ‘Biodiversity’ discovery trail in the Rostock Heath is available 

to our guests. The two tourist information centres in Rostock city centre and in Warnemünde 

are also accessible to people with disabilities. Nevertheless, we aim to further expand our 

services for this group of guests in cooperation with ‘Reisen für Alle’. According to their 

criteria, there is currently no location or facility in our destination that is 100% accessible for 

all types of disability. Furthermore, it is structurally difficult to meet these high standards, 

as, for example, historic cobblestones will always pose a challenge for wheelchair users, 

despite the town’s efforts to improve accessibility. 

2.7 Sustainable product components   

The DMO promotes a total of 63 offers, none of which have been assessed against 

sustainability criteria because no formal criteria for this have existed to date. This issue has 

already been critically examined and addressed in the departments’ strategic planning 

processes, and was confirmed by the TourCert strategy workshop. The development of 

sustainability criteria for tourism products and events is on the agenda for 2025 at the 

Rostock & Warnemünde Tourist Board and Rostock Marketing.  The TourCert survey on 

sustainable product components reinforces these efforts.  

• Fortunately, 67% of respondents stated that our destination’s tourism offerings are 

regularly evaluated and revised, suggesting a fundamental awareness of the need 

for continuous adaptation. Furthermore, the offerings take local or regional 

products and service providers into account, at least to some extent, which supports 

the local economy. 

• However, the survey also revealed that 89% of staff would like to receive more 

training on sustainability so that they can provide more informed advice on 

sustainability issues.    

• Furthermore, 78% stated that the sustainable added value of the tourism offerings 

is not clearly communicated, suggesting that there is room for improvement in how 

we communicate our sustainability efforts. 

3. Economy: Economic security  

3.1 Economic stability 

 On a positive note, we can highlight the seasonal full employment in the tourism sector. The 

State Statistical Office and the city’s statistics department also conduct statistical surveys 

on visitor arrivals and overnight stays, which provides a sound data basis for economic 

analysis.13 With the development and establishment of a tourism brand in 2025, efforts will 

be made to strengthen local identity and promote regional products. 

From the gross turnover of €671.77 million generated by tourism across the entire region, 

after deduction of VAT and taking into account the first and second levels of turnover, 

including the following levels, the total tourism income amounts to approximately €305.95 

million.14  

 3.1.8. Breakdown of the DMO’s turnover  



The business areas of the Rostock & Warnemünde Tourist Board in 2023 were:  

• Collection of the visitor’s tax: €4.28 million  

• Income from rents and leases: €1.73 million  

• Advertising services: €421,000  

• Car park fees: €628,000 

• Commissions, souvenir sales, admission fees: €712,000  

Rostock Marketing mbH generated the following amounts in 2022:  

• Marketing levy, advertising, trade fairs, events & commissions: €853,000  

• Rostock Convention Bureau: €400,000  

• 3.1.9. Economic development over the last 3 years, illustrated by DMO turnover:  

• 2023: €7.77 million  

• 2022: €6.16 million  

• 2021: €4.55 million 

 

3.2 Seasonality and Economic Stability 

The tourism strategy of the Hanseatic and university city of Rostock demonstrates a clear 

awareness of the challenges and opportunities associated with the seasonal distribution of 

tourism. Thus, demand in Rostock and the seaside resort of Warnemünde is seasonal in 

nature and is heavily concentrated in the summer months of July and August.15 This 

seasonality leads to fluctuations: whilst overnight stays in September are already down by 

20% despite guest arrivals remaining almost unchanged, january records the lowest 

demand, accounting for only around 5% of all annual guest arrivals. It a long-term goal of 

our DMO is to counteract this pronounced seasonality. One promising approach is to 

strengthen and promote Rostock as a year-round MICE destination. This could not only help 

to reduce capacity conflicts with the regular tourism sector but also make the most of the 

diverse opportunities offered by the maritime region outside the peak season. To balance 

out the strong seasonality and relieve pressure on the peak season, target-group-specific 

cultural events should also play a role, particularly in the off-season. In addition to this, the 

concept recommends targeted marketing towards day visitors, aimed at both locals and 

holidaymakers from the Rostock area, coastal towns or inland regions. Particular emphasis 

is placed on promoting day-trip activities between Rostock and the surrounding region 

during the months of the year when demand is lower. 

 

3.3 Satisfaction with the DMO 

The survey on our partners’ satisfaction was postponed until 2025 in consultation with our 

TourCert consultant, Angela Giraldo, as the focus was on recruiting TourCert Qualified 

Partners and we wanted to avoid contacting partners about both matters at the same time. 

This survey will be carried out in 2025. 

 

4. Economy: Local prosperity   

4.1 Regional economic cycles  

In its tourism strategy, the Hanseatic and university city of Rostock has set itself the clear 

objective of promoting regional economic cycles and marketing typical local products. The 

aim is not only to promote these, but also to support cooperation with regional 

stakeholders, associations and institutions in order to assist tourism businesses in sourcing 



these products and in promoting regional cuisine. We see raising awareness within the 

hospitality sector about the use of regional produce as an important step towards 

strengthening the local economy. A key area for action highlighted by the TourCert 

Sustainability Barometer appears to be the low financial participation of the local population 

in tourism’s success and profits. This points to incomplete regional economic cycles, a 

situation exacerbated by the need for improved promotion and support of regional and 

certified products. 

 

4.2 Eco-fair procurement  

As a DMO and a municipal enterprise, we are subject to the procurement guidelines of 

Rostock City Council for contracts with a value of €50,000 or more. As early as 2012, a 

sustainable procurement policy was developed and introduced there, outlining ways in 

which environmental and social considerations can be taken into account when awarding 

public contracts. The fact that developing our own sustainability criteria for procurement is 

a worthwhile endeavour was reflected in TourCert’s Sustainability Barometer as well as by 

staff members in the mission statement and strategy workshops. There was a cross-

departmental consensus that value for money should not always be the decisive criterion 

for important decisions, but rather that the newly acquired knowledge of sustainability 

should be given greater weight.    

 

4.3 Quantity and quality of employment   

There are varying statistics available regarding employment figures. Whilst the Statistical 

Yearbook of the City of Rostock estimates 489,722 full-time employees and 259,323 part-

time workers, the Rostock City Council reports a total employment impact of just under 

15,000 people for the city. As many workers are not employed full-time and/or are only 

employed seasonally, the actual number of people in employment deriving an income from 

tourism is significantly higher. In order to continue successfully attracting well-qualified 

workers, the focus has shifted to the destination’s quality of life and leisure opportunities, 

as these soft location factors make a significant contribution to the attractiveness of the 

business location.25 In our view, the cross-sectoral approach to addressing the shortage of 

skilled workers through regular campaigns, initiatives and networking activities is 

particularly commendable.  

Although the tourism strategy emphasises the importance of sustainable development, it 

does not list any concrete measures for formalising informal structures. Rather, the 

promotion of a professional and regulated tourism sector is an implicit goal of the overall 

strategy, as great emphasis is placed on quality improvement and professionalisation. This 

focus could indirectly help to reduce informal structures by creating an environment that 

favours legal and regulated business practices. 

 

  



5. Environment: Protection of nature and the landscape   

5.1 Impact on nature and the environment  

As a DMO, we are fully aware of our responsibility for environmental and nature 

conservation in the Rostock region and therefore strive for a constructive and robust 

dialogue between the tourism industry and nature conservation organisations.26 In our 

view, there is also a need to identify tourism activities that pose increased environmental 

risks, so that we can develop nature-based and environmentally friendly offerings. The 

tourism strategy does not (yet) provide detailed information on specific improvement 

measures. We have already been able to implement a number of positive initiatives:  

• A permanent post for environmental management was created in 2015.  

• Thalasso health trails have been developed within the destination.  

• The combination of public transport and the visitor card enables sustainable mobility.  

• The ‘No Plastic in the Fish’ campaign and the introduction of a town-wide  

reusable container scheme for events are helping to reduce plastic waste.  

Many smaller environmental measures have already been implemented, such as   

• collective beach clean-ups,   

• the distribution of pocket ashtrays to reduce cigarette litter  

• the creation of beach biotopes 

• active dune management  

• the installation of sand-trapping fences made of coconut fibre and wood 

• biodegradable tableware 

• deposit bottle schemes, and  

• e-mobility for beach wardens.   

On the other hand, there is still considerable room for improvement:  

• There is a lack of a comprehensive climate strategy and sustainability criteria for 

tenders.  

• There are also still too few systematic approaches to resolving conflicts of use  

between tourism and nature conservation, particularly in sensitive areas such as the beaches 

and the Rostock Heath nature reserve.   

• The use of shore power for cruise ships still has room for improvement.  

• Port expansion for heavy industry and the promotion of the cruise industry are at 

odds with the environmental protection goals of tourism.  

• There is still a lack of systematic assessment of our product components and 

offerings in terms of sustainability.  

• Despite the high motivation of our staff, we have only limited influence over waste 

separation, as we are dependent on both the municipal property management 

services and the city’s waste disposal services. 

 

5.2 Cooperation with nature conservation stakeholders  

By carefully selecting the members of our Sustainability Council, which includes 

representatives from environmental organisations, civil society and the business 

community, we aim to foster mutual understanding and cooperation over the long term, 

which will ideally result in specific projects focused on environmental protection and nature 

conservation.  Cooperation is already in place in the following areas:  



• Office for Environmental and Climate Protection: financial contribution to the 

‘Ostsee-Ascher’  (Baltic Ballot Bins) 

• EUCC: Coastal Clean-up Day, responsible for a large number of litter bins on the 

beach  

• BUND: Creation of natural beach islands protected from trampling; joint protection 

of the Kentish plover on Markgrafenheide Beach by staff from the Tourist 

Information Centre, beach wardens and security staff  

• Parks Department: Establishment of a Natura 2000 site on Diedrichshagen Beach  

• Beach managers, institutions and authorities: Avoiding plastic waste, use of 

biodegradable tableware, seasonal review  

• STALU MM: State Office for the Environment  

• Lower Nature Conservation Authority  

 

5.3 Conservation of biodiversity  

Tourism professionals in our region are showing increasing awareness of the conservation 

of biodiversity in the context of tourism. The Office for Environment and Climate Protection 

and the Office for Urban Greenery play a central role in monitoring and protecting local 

ecosystems. An important aspect is the compensation measures for beach management, 

which aim to minimise the negative impacts of tourism and to protect the remaining 

ecosystem services. The Marine Science Centre in Rostock Warnemünde also makes a 

valuable contribution to the conservation of biodiversity, where visitors are given a unique 

opportunity to experience scientific research on seals and octopods at first hand. Particular 

attention is also being paid to the protection of the Kentish plover, a bird species that is 

regarded as an indicator of intact coastal ecosystems. Specific conservation measures for 

this species include the cordoning off of breeding areas, information boards for visitors, and 

the temporary restriction of access to certain beach areas. Despite these promising 

approaches, we still see room for improvement here, particularly in the systematic recording 

and assessment of the environmental impacts of tourist activities and in the development 

of a comprehensive biodiversity management plan.  

 

5.3.1 Interaction with wildlife  

In the Rostocker Heide destination area, as is customary in other forestry offices, the 

invasive species – raccoons, raccoon dogs and minks – in accordance with the Hunting Act. 

Within the urban area, the City Council’s Animal Affairs Enforcement Service is responsible 

for this. It adheres to the applicable federal and state animal welfare and nature 

conservation laws, which cover all wild animals. As many wild animals are synanthropic, 

conflicts of use regularly arise with residents or allotment holders. Municipal land is also 

regularly damaged by wild boar. Whilst predatory game can still be removed using live traps, 

problems with wild boar will continue to arise, as the Rostock Lower Hunting Authority 

prohibits the use of traps within the urban area. The Wilhelmshöhe car park serves as an 

example of positive interaction with wildlife. Here, the access road to the site was 

constructed as a wildlife passage, allowing all amphibians and small animals to cross the road 

unhindered via an underground tunnel.  

5.4 Regionally characteristic landscape and townscape  

Tourism is understood in our destination as a joint endeavour and is put into practice 

through close cooperation between various stakeholders in order to preserve the regionally 

characteristic landscape and townscape. 



Tourism providers, regional initiatives, local authorities, regional authorities and nature 

conservation organisations are also involved. The aim of all stakeholders is to pool resources 

in order to strengthen the destination’s identity and appearance, as this contributes 

significantly to its image and the quality of the visitor experience. 

 

5.5 Regionally coordinated visitor management  

As a tourist destination that boasts a real visitor magnet in Warnemünde, we are aware that 

systematic visitor management is important to minimise negative impacts on the 

environment and local residents. To this end, we are working on economically viable and 

ecologically sound initiatives that protect existing resources whilst also making them 

accessible. This also applies to the Rostock Heath, which, despite its status as Germany’s 

largest coastal forest, requires special protection. In view of the expected rise in 

temperatures, it will gain in importance in future as a cool retreat in the immediate vicinity 

of the Baltic Sea, but must also be protected through concrete measures such as careful 

visitor management. In urban areas too, visitor management measures are essential to avoid 

conflicts between the various user groups and to take the capacities of cultural and natural 

sites into account appropriately. The ‘Rostock Kompass’ can make an important contribution 

to this as a digital, web-based travel guide, which offers our guests a comprehensive 

overview of tourist information and special offers in Rostock.   

Our tour guides have also expressed a desire in their survey to develop alternative offerings 

such as nature experiences, cycle paths and hiking opportunities to relieve road traffic and 

achieve a more even distribution of visitor flows.   

5.6 Natural Areas and Outdoor Facilities  

The coastal landscape of our destination is maintained and preserved with particular care 

and consideration for the natural environment. A key aspect of this is the dune management 

plan developed by the town and the nature conservation authority. Among other things, this 

regulates the frequency and conditions of beach nourishment to ensure a balance between 

tourist use and nature conservation. With regard to our infrastructure, we also prioritise 

sustainability and environmental compatibility. For example, in managing the car park 

Warnemünde-Mitte takes a nature-based approach: intervention in existing structures is 

kept to a minimum in order to protect animal and plant species and to leave as many areas 

as possible untouched. A particularly striking example of this conservation philosophy is the 

four-kilometre-long stretch of beach from Wilhelmshöhe to the Elmenhorster Bach. This 

area, which forms part of the Natura 2000 network, is left entirely to nature and is not 

managed. Here, one can experience the original coastal landscape in all its beauty. To 

protect the sensitive dune structures in the managed areas of the beaches, environmentally 

friendly sand-trapping fences made of coconut fibres are used. These natural materials not 

only blend in well with the landscape visually, but are also biodegradable and thus help to 

minimise the release of microplastics into the environment. This measure is a small part of a 

broader approach to reducing plastic pollution in the natural environment, designed to 

preserve the ecological integrity of the entire coastal strip.    

5.7 Species Exploitation and Animal Welfare  

On the Baltic Sea coast and in the Rostock region, we consider ourselves fortunate to 

experience the rich biodiversity in its natural habitat. Without cages, without fences and 

certainly not in captivity. In consultation with our environmental partners, we strive to 

establish tourism practices that respect the habitats of our animal neighbours. 

 



6. Environment: Resource Management   

6.1 Areas of Action on Climate Change  

Since the start of the organisational development process (see section 1.5) in January 2024 

and the efforts to raise staff awareness of sustainability, there has been a steady build-up 

of expertise within the organisation. In particular, the mission statement process and its 

evaluation sessions within the teams have contributed to the ongoing professional 

development of our colleagues. In our day-to-day work, the Climate Protection Concept of 

the Hanseatic and University City of Rostock from 2005 serves as a guiding principle, in which 

all municipal options for reducing greenhouse gas emissions, including responsibilities and 

timelines. 

Responsibility for the targets and measures relating to climate protection, climate 

adaptation and the reduction of CO2 emissions lies with the Office for Climate and 

Environmental Protection, the Office for Urban Greenery and the  

State Office for Agriculture and the Environment. These topics are not discussed in any 

depth in the tourism strategy. In order to meet the demands of modern tourism, we believe 

it would be desirable to give greater consideration to the integration of climate protection 

measures in the near future and subsequently to communicate these to residents and 

visitors alike.  

 

6.1.1 Adaptation to climate change  

As already mentioned in section 6.1, no concrete strategies for adapting to climate change 

have yet been developed regarding the location, design, development and management of 

tourism facilities, although there is a certain awareness of environmental issues within the 

administration. Sustainability has so far been treated as a cross-cutting issue within the 

destination, without developing specific adaptation strategies. The lack of a specific climate 

adaptation strategy is, in our view, a potential gap that needs to be closed swiftly, given the 

significant impact of climate change on local tourism.3 

6.2 Environmentally friendly mobility concepts  

The development of the city’s ‘Future Mobility Plan’, in which the Tourist Information Centre 

was also involved, shows that environmentally friendly mobility concepts are an important 

part of transport planning, even though tourist mobility is not explicitly mentioned. A 

particular focus of the plan is on promoting active mobility, particularly walking and cycling, 

as well as innovative mobility solutions such as multimodal, electric and sharing schemes. 

This holistic approach aims to improve mobility and also benefits our visitors, as the 

development is geared towards creating a “city of short distances” and a general reduction 

in traffic emissions. However, the “Mobility Plan for the Future” does not specify any 

measurable targets either. 

  

6.3 Environmentally friendly journeys to and from Rostock  

The figures provided by the Mecklenburg-Vorpommern Tourism Association on our guests’ 

journeys to and from Rostock show a clear dominance of private transport. According to 

these figures, almost 9 out of 10 people choose the car as their means of transport to the 

Baltic Sea, which highlights the location’s heavy reliance on car traffic. In second place, albeit 

some way behind, is rail at 12.1%, which shows that a not insignificant proportion of people 

                                                           
3 Cf. https://rathaus.rostock.de/de/umwelt_gesellschaft/klimaschutzleitstelle/klimaschutzkonzept_und_masterplan/251073 

https://rathaus.rostock.de/de/umwelt_gesellschaft/klimaschutzleitstelle/klimaschutzkonzept_und_masterplan/251073


do use environmentally friendly modes of transport. Rail usage could potentially be 

increased through improved connections or targeted advertising campaigns. With 0.7% of 

arrivals, buses play only a very minor role, which points to a limited range of long-distance 

bus services or a low level of appeal for this travel option. Air travel, at 0.2%, is the least 

common means of travel to Rostock, which can be attributed to our geographical location 

and the limited flight connections available. Arrivals and departures by ferry or cruise ship 

were not statistically recorded. Multiple responses were permitted in the survey, which is 

why the total exceeded 100 per cent. 

 

6.4 Environmentally friendly local transport  

Advice on transport plays an important role at our tourist information centres. Although 

there are no formal guidelines, staff draw visitors’ attention to both the limited availability 

of parking spaces and the relatively high costs in the destination, thereby encouraging 

guests to find out about alternative forms of transport. A particular bonus for our visitors is 

the ‘Guest Card’, which not only offers discounts on attractions and tourist activities, but 

also free use of public transport for overnight guests.33 This option is received extremely 

positively by most visitors and contributes significantly to reducing car traffic. In addition, 

many benefit from the Deutschlandticket, which allows flexible use of public transport 

throughout Germany. Whilst we, as employees of the destination, actively provide 

information on environmentally friendly mobility, there are currently no explicit measures 

in place to encourage tourism service providers to also inform their guests accordingly.   

 

6.5 Climate and environmental protection in businesses  

The Rostock Convention Bureau, a division of Rostock Marketing, plans to create an option 

for CO2 offsetting in the MICE sector. The project aims to offer companies holding meetings 

in our region the option of supporting a regional CO2 reduction initiative through a 

donation, rather than relying on less transparent and/or internationally operating providers. 

Furthermore, there are several noteworthy initiatives in our destination with which we 

cooperate directly or which indirectly contribute to sustainable tourism development.   

• For instance, the ‘Smart City’ administrative project supports the digital 

modernisation of our region and contributes to resource conservation and CO2 

reduction.   

• ‘Fairtrade City Rostock’ has launched the ‘Rostock Nachhaltig’ shopping guide to 

encourage more sustainable consumption, which brings together existing offerings 

and keeps food, clothing and transport resources within the circular economy or 

makes them available for multiple uses.   

• Particular mention, however, must be made of the Tourism Centre’s cooperation 

partner, the “Plastic-Free City” initiative, which not only carries out a plastic inventory 

and implements improvement measures in businesses, but also offers environmental 

education for all age groups.   

These projects are not managed by us as a DMO, nor are they specifically aimed at tourism 

businesses; however, in our view, they nevertheless contribute to an environment that 

promotes sustainability and environmental protection. We see this as a sound basis for 

developing more targeted measures for the tourism sector in the future.      



  

6.6 Water consumption and water risk  

Our DMO’s water consumption amounts to 8,902.43 cubic metres per year and is spread 

across various locations, facilities and events, which equates to water consumption per 

employee of 149.87 litres per year. This figure is relatively low compared to the average daily 

privatein Germany of around 121 litres.34 The uneven distribution of water consumption is 

due to fluctuations in seasonal operations; nevertheless, water use at the main sites in 

particular still offers opportunities for targeted optimisation and should be examined by us 

for potential savings and water-saving technologies (such as flow restrictors, more efficient 

toilet flushing systems, etc.).  On the Baltic coast, water scarcity is generally not yet an acute 

problem. Nevertheless, it is important to keep an eye on consumption, as climate change 

may lead to changes here too. Awareness-raising measures could help our colleagues to use 

water even more consciously.  

 

6.7 Water Quality  

In Rostock, water quality is monitored by several institutions, with the Lower Water 

Authority playing a central role as it is responsible for water protection and issues the 

necessary orders for the protection and maintenance of urban water bodies, including 

groundwater. A particular focus of its work lies in the drinking water protection zones along 

the Warnow. As Rostock’s main water supplier, Nordwasser GmbH ensures that drinking 

water meets the strict requirements of the Drinking Water Ordinance. It carries out regular 

analyses and commissions independent laboratories to monitor all relevant parameters. 4 

These analyses include both chemical and microbiological tests to ensure that the water is 

free from harmful substances. The results are published regularly on the website, where 

detailed analyses and reports on water quality can also be found.5 

6.8 Wastewater  

Our destination has clear and strictly enforced guidelines for the installation, maintenance 

and inspection of drains from septic tanks and wastewater treatment systems. The Warnow 

Water and Wastewater Association is responsible for wastewater disposal and ensures that 

all wastewater generated is properly collected, treated and discharged into water bodies. 

This includes domestic, commercial and industrial wastewater. Wastewater treatment takes 

place at a central treatment plant, which is subject to strict standards and is designed to 

protect the environment and the public. 

 

6.9 Light and noise pollution  

The guidelines for light and noise pollution are primarily drawn up by the municipal 

colleagues at the Office for Environmental and Climate Protection. They are responsible for 

monitoring and regulating emissions, including light emissions, to ensure that the lighting 

of public spaces is both safe and environmentally friendly. The guidelines on light emissions 

are based on the Light Emissions Guideline of the State Committee for Immission Control, 

which provides time-of-day-specific reference values and measurement recommendations 

for assessing the appropriateness of lighting. These guidelines aim to avoid unnecessary 

light impacts on the environment and residents and to promote lighting that is tailored to 

needs and energy-efficient lighting. As there are clear regulations and laws on protection 

against noise pollution, the Federal Immission Control Act is also authoritative for Rostock 

                                                           
4 Cf. https://www.co2online.de/energie-sparen/wasser-sparen/wasserverbrauch/durchschnittlicher-wasserverbrauch/ 
5 Cf. https://www.nordwasser.de/trinkwasser/wissenswertes/wasserqualitaet 

https://www.co2online.de/energie-sparen/wasser-sparen/wasserverbrauch/durchschnittlicher-wasserverbrauch/
https://www.nordwasser.de/trinkwasser/wissenswertes/wasserqualitaet


in order to minimise negative impacts on the population, as well as on wildlife. In addition 

to this, there is the ‘Technical Guidelines for Protection against Noise’, an administrative 

regulation containing detailed provisions on noise abatement. Specifically for Rostock, an 

Environmental Quality Objectives Concept was adopted in 2005, which also includes aspects 

of noise protection. As part of this framework, a noise action plan was developed, which is 

now in its third phase for the destination’s conurbation. The noise action plan does not 

address event-related noise.6789 

 

6.10 Energy efficiency 

As a DMO with 56 full-time and 12 part-time positions, our electricity consumption per 

employee stands at 3.33 kWh per year, which amounts to a total consumption of 226.44 kWh 

for all employees combined. With an average emission factor of 0.4 kg CO2 per kWh, our 

electricity consumption generates approximately 90.58 kg CO2. In addition, each colleague 

consumes an average of 2.35 kWh of heating energy per year. This adds up to a total 

consumption of 159.8 kWh for the entire company. With an emission factor of 0.25 kg CO2 

per kWh, the heating energy consumption results in CO2 emissions of around 39.95 kg. 

Another important aspect is business travel. In the 2023 working year, colleagues travelled 

a total of 9,520 km by train. With an emission factor of 0.041 kg CO2 per kilometre, this 

resulted in approximately 390.32 kg of CO2. In addition, 6,371 km are driven by car each year, 

which, with an emission factor of 0.18 kg CO2 per kilometre, leads to a further 1,149.78 kg 

of CO2. In total, CO2 emissions from electricity consumption, heating and business travel 

amount to approximately 1,670.63 kg per year, or 1.67 tonnes of CO2. To make our energy 

consumption even more efficient, a monitoring system for management would be 

important. Regular energy audits could also help to identify further potential savings and 

document progress transparently. 

 

6.11 Waste   

We currently receive invoices from our suppliers which, due to their format, are sometimes 

confusing and do not always provide us with clear information about the quantities of waste 

or the fill levels of the containers. This makes it considerably more difficult to record the 

separation of the various types of waste. We currently have a wide variety of waste types, 

including broken concrete, electronic waste, mixed construction and demolition waste, and 

various types of residual waste. To meet TourCert’s requirements, we have divided this 

waste into the three main categories of residual waste, paper and plastic. The identification 

of waste sources and their allocation to specific events was also not always clear. As part of 

our waste assessment, we arrived at the following results:  

• In the paper category, a total of 103 collections resulted in the disposal of 12,360 

litres.  

• For the yellow bin, there were 13 collections with a total volume of 1,040 litres.  

• Residual waste could not be reported separately and was therefore classified as 

plastic.  

                                                           
6 Cf.  https://www.wwav.de/  
7 Cf. https://rathaus.rostock.de/de/service/aemter/amt_fuer_umwelt_und_klimaschutz/immissions_und_klimaschutz_ 
umweltplanung/immissionsschutz/licht_und_strahlung/lichtimmission/251138 
8 Cf. https://rathaus.rostock.de/de/service/aemter/amt_fuer_umwelt_und_klimaschutz/immissions_und_klimaschutz_ 
umweltplanung/immissionsschutz/laermschutz/veranstaltungslaerm/251125 39 
9 Cf. https://ksd.rostock.de/bi/vo020?12--anlagenHeaderPanel-attachmentsList-0-attachment 
link&VOLFDNR=1026737&refresh=false 

https://www.wwav.de/
https://rathaus.rostock.de/de/service/aemter/amt_fuer_umwelt_und_klimaschutz/immissions_und_klimaschutz_%20umweltplanung/immissionsschutz/licht_und_strahlung/lichtimmission/251138
https://rathaus.rostock.de/de/service/aemter/amt_fuer_umwelt_und_klimaschutz/immissions_und_klimaschutz_%20umweltplanung/immissionsschutz/licht_und_strahlung/lichtimmission/251138
https://rathaus.rostock.de/de/service/aemter/amt_fuer_umwelt_und_klimaschutz/immissions_und_klimaschutz_%20umweltplanung/immissionsschutz/laermschutz/veranstaltungslaerm/251125%2039
https://rathaus.rostock.de/de/service/aemter/amt_fuer_umwelt_und_klimaschutz/immissions_und_klimaschutz_%20umweltplanung/immissionsschutz/laermschutz/veranstaltungslaerm/251125%2039
https://ksd.rostock.de/bi/vo020?12--anlagenHeaderPanel-attachmentsList-0-attachment%20link&VOLFDNR=1026737&refresh=false
https://ksd.rostock.de/bi/vo020?12--anlagenHeaderPanel-attachmentsList-0-attachment%20link&VOLFDNR=1026737&refresh=false


This regrettable necessity complicates a precise analysis of the actual waste volumes and 

types and also leads to an inaccurate assessment of waste generation. To challenges more 

quickly in future, it is necessary to develop a systematic waste monitoring system. This 

should include clear documentation of waste volumes and types, as well as a recycling 

system that effectively separates waste by type. The introduction of standardised bins with 

clear labelling for each type of waste could facilitate separation and increase efficiency. 

 

6.12 Paper    

Our employees’ paper consumption shows a clear preference for the use of environmentally 

friendly paper. Of the total of 75 reams of A4 paper that we used in 2023, 60 reams (80%) 

were made from recycled paper. The remaining 15 reams (20%) came from FSC/PEFC-

certified sources. Fortunately, we were able to completely avoid the use of non-certified 

virgin fibre paper.  The analysis of our catalogue consumption revealed interesting insights 

into our printing practices and their environmental impact. In total, we produced catalogues 

in 2023 with a combined weight of 17,040.31 kg. The categorisation into recycled, FSC/PEFC 

and virgin fibre catalogues showed that we still have considerable potential to increase our 

share of more environmentally friendly paper types. Another important aspect is the 

overproduction of catalogues, which accounts for 500 kg or 2.93% of total production. This 

points to opportunities for optimisation in our demand planning. We use an average of 0.02 

kg of catalogue material per guest arrival, which indicates relatively efficient use. However, 

the carbon footprint of our catalogue production is particularly striking. The printing process 

generates 29.7 tonnes of CO2 emissions, which have not yet been offset. There is an urgent 

need for action here to reduce our environmental impact. In particular, we should increase 

the proportion of recycled and certified paper, reduce overproduction and introduce 

measures for CO2 offsetting. These steps would not only improve our environmental 

performance, but could also lead to cost savings. 

 

6.13 Environmentally friendly employee behaviour    

Although there has been no formal training on this topic to date, our employees 

demonstrate a basic awareness of environmentally friendly behaviour in their day-to-day 

work. In the area of business travel and fleet management, we place great emphasis on 

maintaining a small fleet (five vehicles, including one hybrid and one electric car), as well as 

on optimal utilisation and the formation of car pools. For business travel, the train is the 

preferred mode of transport  

– air travel, on the other hand, was completely avoided in 2023. Company bicycles are also 

used very frequently for urban travel. Due to the nature of its work, the maintenance depot 

has six work vehicles (including one electric vehicle) as well as three tractors, which are used, 

among other things, to collect rubbish bins along a 15 km stretch of beach. When it comes 

to waste prevention and separation, we place great emphasis on reducing paper use and 

avoiding single-use products. However, waste separation proves difficult in practice and is 

not uniformly regulated. One example of this is our site in the Hafenhaus, which for a long 

time lobbied the landlord for a yellow bin to improve waste separation, but had to do away 

with it again due to lack of space. As a result, a large proportion of the waste ends up in the 

black residual waste bin once more. When it comes to saving energy, staff are encouraged 

to switch off lights and appliances when not in use. In future, lighting is to be switched across 

the board from old switch-controlled lights to energy-efficient LED bulbs, although there 

are as yet no uniform standards for all sites. Regarding indoor climate, attention is already 

being paid to adjusting the heating according to need, which is also supported by the city’s 



energy-saving targets. Furthermore, the concept “Our Green Office – 5 Ways to an 

Environmentally Fair Workplace” provides for the use of more green plants to improve air 

quality in the offices. With regard to the use of office supplies, there are also guidelines from 

the city administration, particularly for the purchase of environmentally friendly paper. In 

the long term, we aim to use environmentally friendly and recycled materials or to minimise 

paper consumption in our day-to-day work as much as possible. To promote healthy eating, 

fruit baskets are provided for all departments on a quarterly basis. For lunch orders, we now 

use reusable tableware, thereby effectively reducing single-use packaging. To promote 

environmentally friendly mobility among our staff, we encourage them to use public 

transport, bicycles or carpooling for commuting and business travel, and support them 

through options such as the Jobticket or bike leasing.  

 

7. Social Affairs: Culture and Identity   

7.1 Protection and Preservation of Cultural Heritage   

In Rostock, responsibility for the protection and preservation of cultural heritage lies with 

the Office for Culture, Monument Conservation and Museums, a department of the city 

administration. This office bears primary responsibility for the protection and maintenance 

of the city’s cultural heritage sites, adopting a holistic approach. The office’s work is divided 

into two key areas: the conservation of architectural monuments and the conservation of 

archaeological sites. This involves not only the mere preservation of buildings and 

archaeological sites, but also their scientific research and meaningful use. The aim is to 

preserve monuments as living testimonies to history and tradition whilst making them 

accessible for the present and the future.40 An Arts Advisory Board additionally supports 

the administration on matters relating to art in public spaces, thereby contributing to the 

development and preservation of cultural heritage. Although we as a DMO are not directly 

responsible for heritage conservation, closer cooperation with the Office for Culture, 

Heritage Conservation and Museums could be beneficial in order to present and 

communicate Rostock’s historical treasures even more effectively to tourists.  Our city 

guides play an important role in communicating our cultural heritage to visitors. Their 

training is organised, amongst others, by the Rostock City Guides Association, is based on 

the guidelines of the ‘Federal Association of Tourist Guides in Germany’ and ensures a high 

standard of expertise. Our city guides acquire in-depth knowledge of Rostock’s history, 

culture and sights and learn to present the city’s significant cultural heritage in a 

knowledgeable and vivid manner. The six-month training programme comprises both 

theoretical and practical elements and is supervised by experienced city guides who pass on 

their knowledge to their new colleagues. 

Upon successful completion and passing a practical examination, participants receive a 

certificate that is valid nationwide. 

7.2 Cultural Artefacts  

In Rostock, the Office for Culture, Heritage Conservation and Museums operates in 

accordance with the provisions of the Monuments Protection Act of the State of 

Mecklenburg-Western Pomerania and the national regulations on the protection of cultural 

assets. These laws govern the handling of historical and archaeological finds, including their 

sale and trade, as well as their exhibition and transfer.    



 

7.3 Intellectual Property  

The Hanseatic and university city of Rostock has established various mechanisms and 

institutions that contribute to the protection and preservation of the intellectual property 

rights of communities and individuals, which is also of some significance for the tourism 

sector. A key player in this area is the Rostock Chamber of Industry and Commerce (IHK), 

which offers regular consultation days on the topic of "patents, trademarks and other 

industrial property rights". These consultations are available not only to businesses but also 

to individuals who wish to protect their innovative ideas and brands. This is particularly 

relevant for tourism providers who develop unique products or services.  

 

7.4 Cultural Identity  

The Tourism Concept 2023 places particular emphasis on the importance and promotion of 

cultural identity. The city views culture not merely as an attraction, but as a living heritage 

that should be actively incorporated into tourism development. The strategy defines 

“Culture & History” as one of the main profiling themes and explicitly highlights Hanseatic 

culture, the university tradition and the local cultural scene as key areas of focus. This 

approach demonstrates a clear commitment to bringing the distinctive features of 

intangible cultural heritage to the fore. A key objective is to bring the city’s diversity, with 

its various neighbourhoods and landscapes, to life. This is not just about sights, but about 

authentic experiences that involve local communities and bring their stories and traditions 

to life.   

 

7.5 Access to natural and cultural sites  

Our destination has set itself the goal of ensuring a balance between the needs of our guests 

and those of the residents. We are therefore working to ensure that tourism improves the 

quality of life for everyone and does not impair it. There are no areas in Rostock and the 

surrounding area that are exclusively for tourists. To the best of our knowledge, all natural 

and cultural sites are just as accessible to the local population as they are to our guests. 

Areas requiring special protection, such as the Natura 2000 beach, do have specific 

restrictions – but these apply to all user groups.  

 

  



8. Social Affairs: Public Welfare and Quality of Life   

8.1 Human Rights   

In the Hanseatic and university city of Rostock, various institutions and authorities are 

responsible for ensuring respect for human rights and protection against exploitation. 

Responsibility lies primarily with the city administration, particularly within the Public Order 

Office, the Office for Integration and the Department of Social Affairs. These bodies are 

responsible for monitoring the legal framework and ensuring that international human 

rights standards are upheld. The administration has laws and procedures in place aimed at 

preventing human trafficking, modern slavery as well as discrimination and harassment. 

These regulations are publicly available and are regularly communicated to inform both 

residents and tourists of their rights. In addition, organisations such as the German Hotel 

and Restaurant Association (DEHOGA) are actively involved in training businesses on ethical 

standards and the protection of vulnerable groups. These initiatives help to create a safe 

and respectful environment for all visitors and residents.  

 

8.2 Risk Management  

Ensuring the safety and health of guests is a central concern of our daily work and is 

supported by a comprehensive crisis and risk management system. The relevant authorities 

play a crucial role in this: the Public Order Office is responsible for security risks in 

cooperation with the police, whilst the Public Health Authority is responsible for infection 

control and in the event of responsible for epidemics. The city has developed a civil 

protection plan that sets out the measures to be taken in the event of a disaster.41 Prior to 

every major event, safety meetings are held, at which we sit down with representatives from 

the city council, the Federal Police, the Waterway Police, the State Police, the fire service, 

the ambulance service, the Federal Relief Agency (THW) and the German Red Cross (DRK). 

These security meetings serve to assess the risks of the event in advance and subsequently 

evaluate them jointly. The existing system for monitoring and responding to safety and 

health risks is enshrined in the civil protection plan. This plan is regularly updated and 

improved to meet changing conditions. Although the plan is not actively communicated, it 

is published online and freely accessible to the public.   

 

8.3 Quality of employment and family-friendly working conditions  

Since 2022, our company has had a working group consisting of ten employees who regularly 

participate in the city’s workplace health management meetings. The measures initiated and 

implemented include, amongst others, participation in the ‘Stadtradeln’ cycle challenge, 

entry of two teams in the ‘Firmenlauf’ company run, and the provision of fruit baskets on a 

quarterly basis. We have also collaborated with Barmer to provide our colleagues with 

informative tools such as the sleep barometer and the stress type assessment. Furthermore, 

height-adjustable desks, yoga classes and a water filtration system are now standard for all 

staff members. Further training for our staff, who must coordinate their requests with the 

relevant department heads, is supported and guaranteed by a municipal training 

programme; however, health-promoting measures can be utilised without prior registration. 

Our work planning is based on legal frameworks such as the Working Hours Act, the Staff 

Representation Act and the collective agreement for the public sector. This enables flexible 

working hours, which are regulated by an in-house service agreement. All staff members can 

individually adjust their daily working hours within a set flexitime framework. Particular 

consideration is given to the personal needs of staff in areas with public access, especially if 



they are caring for children under the age of 18. Part-time arrangements are also available 

to accommodate our colleagues following parental leave or when caring for relatives  

Flexible break times and a holiday policy that takes into account the needs of employees 

with children further contribute to a family-friendly environment. The balance between 

work and family life is actively discussed within the company, even if it is not always a fixed 

part of staff appraisals or work meetings. Our staff have the opportunity to express their 

needs in meetings with their line managers in order to find solutions to any work-life balance 

issues.  

 

8.4 Local population’s acceptance of tourism  

The Rostock region has seen an increase in overnight and day visitors for years, which, due 

to seasonal variations, can lead to peaks in visitor numbers and consequently to conflicts. 

These developments can undermine the local population’s acceptance of tourism and lead 

to declining satisfaction. 

To counteract this, the tourism concept has placed a clear focus in Action Area IV on quality, 

guest service and internal marketing.  

A key objective here is to strengthen tourism awareness and acceptance among locals, as 

well as to engage them as ambassadors for Rostock. During the development of the 

strategy, both the internal perspective of experts and residents, as well as the external 

perspective of visitors, were taken into account. One campaign in which we see great 

potential to increase acceptance of tourism is the ‘Ankern im Heimathafen’ initiative. Here, 

all Rostock residents are offered exclusive hotel deals at special rates during a specific 

period. The aim is to discover their own city from a new perspective, explore hidden gems 

and find relaxation right on their doorstep.   

Many of our sponsors come from the local community and, as representatives of the local 

business sector, have been heavily involved in supporting events and initiatives for many 

years.   

The European Centre for Coastal Research (EUCC), just like the Plastic-Free City initiative, 

offers environmental education programmes in collaboration with us.   

These diverse partnerships create a system that enables businesses, visitors and the public 

to actively participate in community and sustainability initiatives. We thereby also 

encourage our tourism service providers to contribute to voluntary work and civic 

engagement. This not only promotes social cohesion but also contributes to improving the 

tourism offering and increasing the acceptance of tourism among the local population.  

8.5 Volunteerism Volunteerism and Civic Engagement   

Volunteerism and civic engagement play a central role in our collaboration as a DMO with 

various local organizations. For example, we work closely with the Warnemünder Segel-Club 

e.V., the Gemeinnütziger Verein für Warnemünde, the Leuchtturm-Verein, and the Hanse 

Sail Verein, among others, to preserve and boldly carry on the special traditions at our events 

in Rostock and Warnemünde. These partnerships have existed for decades, giving the events 

a distinctive maritime character and strengthening the city’s identity. 

Other partnerships include: 

• Kubus e.V. successfully advises the Hanse Sail office on the development and 

implementation of 



• its own sustainability initiatives and continuously contributes to the improvement of 

the Hanse Sail. 

These diverse partnerships create a system that enables businesses, visitors, and the public 

to actively participate in community and sustainability initiatives. We thereby also 

encourage our tourism service providers to contribute to volunteer work and civic 

engagement. This not only promotes social cohesion but also contributes to improving the 

tourism offering and increasing acceptance of tourism among the local population. 

 

8.6 Working conditions at the DMO   

As a DMO, we offer all employees family-friendly working conditions and attractive 

employment opportunities that go beyond the legal requirements. Our current 56 

permanent staff and 12 freelance or seasonal employees are paid wages in accordance with 

the collective agreement for the public sector. Working conditions are designed to promote 

the work-life balance. Flexible working time models and numerous benefits, such as 

remuneration in accordance with the collective agreement, a company pension scheme and 

further training opportunities, contribute to staff satisfaction. Furthermore, the DMO 

attaches great importance to a healthy working environment and supports the health of its 

employees through various workplace health promotion programmes.  

 

8.7 Employee satisfaction at the DMO   

Our colleagues generally view working conditions positively and are largely satisfied with 

the framework conditions of their work. The survey response rate of 69.64% indicates a high 

level of interest among employees in their working environment. The survey figures can be 

interpreted as follows:  

• The leadership culture index stands at 63%, indicating that our colleagues perceive 

leadership and management as largely positive, though they also see room for 

improvement.   

• The strategy index was rated at 62%, suggesting that our strategic assessment is 

perceived as clear, but that there is still scope for optimisation here too.  

• The cooperation culture received the highest rating at 70%, indicating good 

collaboration among staff.  

• Particularly noteworthy is the motivation index, which, at 74%, indicates a high level 

of intrinsic motivation. This figure reflects the high level of identification and 

commitment our colleagues have towards their tasks.  

• However, there is also room for improvement, such as in the area of environmental 

protection within the company.  

 

Here, satisfaction was rated lowest at 45%, indicating a clear need for action.  

• Employees’ own environmental behaviour was rated at 67%, reflecting their own 

awareness of environmental issues. Here, our colleagues would like to see more 

support and initiative from the company. Overall, we achieved an employee 

satisfaction rating of 65.66%, which reflects the positive general mood within the 

company, but also highlights the specific measures needed to improve working 

conditions and promote individual environmental behaviour.   

 



8.8 Tolerance and Inclusion 

As a municipal enterprise of the City of Rostock, our very structure means we are subject to 

the city’s guidelines on ensuring equal opportunities in education, training and employment. 

These are represented and enforced, for example, by the Office for Equality and the Social 

Welfare Office. They aim to develop guidelines and measures that create a safe working 

environment and living wages for all staff. 

 

 8.9 Sustainability Training  

The TourCert process is our DMO’s first strategic engagement with the topic of 

sustainability. We embarked on the process in a truly thorough and ‘greenfield’ manner, 

raising staff awareness, facilitating dialogue and helping them recognise its personal 

relevance. This has led to a high level of motivation, which has carried us through both the 

mission statement and the TourCert process. However, the TourCert surveys also revealed 

that there is a significant need for sustainability-related further training for our service 

providers, tour guides and staff alike. Much will also change in the coming months and years 

through our day-to-day work, as we develop, for example, sustainability criteria and 

indicators for tourism products in working groups. Our aim as a destination is not merely to 

explain sustainability on a theoretical level, but to make it tangible and experiential, 

applicable and practical, without overwhelming people 


