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Course Contents

Introduction: Blue and Red Ocean

What is a business model?

How business models differ from business plans and business-technology designs?
What are aims to draft business models?

What is sustainable tourism?

What are the frames of sustanable tourism business?

What are the heritage sites included in susntainable tourism?

What are sustainable tourism objects and activities?

What outdoor activities are attributed to sustainable tourism?

What are the approaches to drafting business models?

What is a meaning of main components of the business models?

What are the problems in applying business models in sustainable tourism?
What are typical designs of sustainable tourism business models?

How to draft a brand new business model? (procedure step by step)

Plan your own sustainable tourism business model! (a checking list)
Expectations and results with sustainable tourism business models.
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Blue vs. Red Ocean

Blue Ocean and Red Ocean (W. Chan Kim, Rene Mauborgne) - a concept based on avoiding
sharp confrontation in highly competitive market niches and creating (defining) new niches
~ and then developing them through own products and price anchoring

® Red Ocean is a place where all are fighting with the others. It is plenty of blood. Huge efforts
produce low benefits. Red Ocean is an existing reality.

—— Blue Ocean is a place nearly empty with calm waters full of business opportunities and goods
needed by the customers but the key problem is to disocver it. Blue Ocean waters must be
constructed by innovative entrepreneurs. Sometimes Blue Ocean chances are created by
mistakes of the leaders.

Smart approach to defining business - this is a smart approach to competition and assumes
~ that customers are looking for innovative and pioneering products and services. The
innovation is in the business model, not necessarily in the products and services.

Small corrections in products and services can be sufficient to convince custmers.

Example: French Wines vs. New World Wines

France is a world champion in wine production. They developed high and expensive brands. This is associated with
substantial production of low brand, and low quality table wines. They created the palce for medium price and fair qulity
wines from Australia nad New Zealand , Chile and Argentina and South Africa as well. With time the New Word
producers inreased quality and remained in medium price levels. This created high threat to high branded French wines.
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A BUSINESS MODEL

Many definitions - There are many definitions on what the business model is. Some

| management experts see the business model as a logic to make a business, some consider it

as a fundamental business concept or idea used in conducting business. Some experts think
tha the business model is the way how the business earns money. We do not decide which
approach is the best at this stage, but we must admit that that the business model posesses

"~ many faeatures.
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FEATURES OF THE BUSINESS MIODEL

A concept on how to make business — in all cases business models reflect to business idea

A construction — on which the earning money method is applied

A set of success conditions — the right business model should include key elements deciding

| on the business success
il A brief business statement — all business models should be synthetic, short and reading the

business model description or listening to the presentation takes relaitively short time
Relatively low labor and time consumption in comparison to business plans and business and
technology designs, therefore higher efficiency of producing business models in the same
time

| An operational document — the business model includes some elements of strategic thinking
but is a document which tells how the business will be conducted in the operational sense
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DIFFERENCES:

BUSINESS MODELS VS. BUSINESS PLANS VS. BUSINESS-TECHNOLOGY DESIGNS

Business plan is the in-depth description of the business, with especially extended financial
forecasts and a marketing area. The business concept is assumed and not much analysed.
Typically business plans for start ups can count from 15 to 50 pages. Its goal is to proove that a
business is operational.

Business & technology design — is a foundation of the technological business, simltaneously
from the point of the applied technology, business location, production processes, and key
business dimensions, including at least business organization, marketing and finance. It is
used in planning manufacturing start ups. It lists activities or tasks by which the applied
technology will work and proves that business is technologically operational. Besides, in the
business part, the design aims in designing business activities in which the technology will
work in the beneficial way. The size: typcially 40-100 pages

Business model —a document (text or slides presentaion or both) aimed at brief presentation
of the business idea, showing the key activities by which this idea can be achieved, but not
going much into details. It is a business statement and a business proposition, which can be
used for numerous goals. Size from 1/2 page to 5-6 pages or from 1-12 sides up to 30 slides.
The essence of the business model can be included to the business model canvas
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AIMS OF DRAFTING BUSINESS MODELS

Business model is an useful tool for several uses. They include:

It is a concept which allows to build consensus between business partners

It is a tool to attract investors

It is an instrument of the company PR (especially when it attracts attention)

It is an instrument to test many ideas in the short time

It is an easy tool to verify whether corporation board is interested in new undertaking
It is a tool which allows us to confirm that business is operational and can work

It is a tool that shows the internal and external logic of the business

Remember: the business model focuses on the general concept of earning money, on the
mechanism of generating income, while the business plan takes these values as assumed data
and deals with a detailed description of how to implement this mechanism. The labor
intensity of developing a business model in relation to the preparation of a full business plan
is at least 1 to 7. The business plan does not include the technological part, so it is not a
perfect tool.

Business model is a smart tool which may be used for many purposes
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Sustainable Tourism

Sustainable tourism definition

Sustainable tourism is a part of general tourism movement which takes into consideration all
present and future impacts of tourism for natural environment, society, economy, wellbeeing
of local host communities and adresses the needs of visitors (guests) in the sustainable way.
Sustainabale way means: saving energy, economizing on resources, respecting food
(minimalization of waste), respecting local communities, supporting local economies, etc.
Types of sustainanble tourism

Sustainable tourism consits of many types of tourism: nature tourism, cultural rourism,
religion tourism, adventure tourism, sport tourism, leisure tourism, business and conference
tourism, and other types of sustainable tourism.

Sustainable tourism is not: a mass tourism, tourism making high congestion of population,
tourism detriorating conditions for life (of local population), tourism detrioriating local
environament, by making the pollution, shortages of water, creation of non recycleable
waste, generating shortages of affordable housing for local population, generating high
energy consumption and high occupancy of transportation, transportation and
accomodation infrastructure generating polution, noise, cost and other negative impacts,
etc. There are more non-sustaianble tourism evidences which oppose to the concept of
sustainabili
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Frames of Sustainable Tourism
Limits to suataianble tourism
Business, tourist sites and infratructure managers, want to know what are the limits telling that the given business, site,
infrastructure, tourist product and other unit is not sustainable. There are not the legal regulations, but we propose the
following frames of sustanable tourism:

*Travel individually, by families, in small or medium groups, not exceeding the coach capacity (not all seats
occupied) in road transport

*Using public transport if possible and logical

*Aircarft transportation is possible but by airlines which respect environment,

*In transporation means at least half seats occupied

*No transporation means used with high consumption of energy and fules

*The number of visitors not exceeding the capacity of the object or site with some free space (e.g. 5%)
*The visits not concentarted in the limited period of time creating high congestion while the rest of the
year very low use of capacities

*Respect for local culture, religion, local population and and local regulations is assured

*Not using places, products, services, means and other media which discriminate people or detriorate their
life

*Responsible approach to waste, especially respecting local regulations in recycling

*Responsible shopping: purchasing local foods, local products and therefore supporting local communities
*Economizing on resources, especially water and electricty

*Employing local guides, using local gastronmy, using local services

I

l Interreg * > https://southbaltic-tourist.eu
South Baltic EUROPEAN UNION



Sustainable Tourism Sites

(Baltic Sea Region - Agora 2.0 Project Proposition)
Below we present what are sustainable tourist sites

Table. The proposed BSR Heritage Properties

Baltic Sea Region Cultural Heritage Properties C

Baltic Sea Region Natural Heritage Properties N

Source: adaptation of categories of World Heritage Properties and own Agora 2.0 Project findings
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Sustainable Tourism Objects & Activities
(BHR Project Proposition, 2021)

*Hotels, guest houses, hostels, camping sites and other accomodation objects like rural
agrotourism, shared accomodation which where desinged and built for tourism purposes,
with the small or medium size not exceeding the accomodation of 250 guests in the case of
hotels or campings

* Accomodation objects conducting recycling of waste and saving energy and water and
involving tourists in this activity

* Sightseeing sites managers organizing and planning balanced visitors distribution throughout
the day, week, month and year

* Sighseeing of tourism sites in groups not exceeding 40 persons

* Dining rooms with maximum occupation of 95% of occupied seats / otherwise shifts

* Foods in organized group tourism reflecting local agruculture and local supply

* Non tied tours intineraries allowing for free time of tourists

* Fans gathering in concerts and music events with no more than 95% occupied seats (places)
* In the danger of crowding measures to reduce the access introduced

* Equal opportunity rights assured in the limited access areas and objects

* Restrictions imposed for cars in pedestrian intensive areas

* Avoidance of lines to tourist objects assured

* Access to disabled people assured in medium size objects
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Sustainable tourism outdoor activities

Sustainable tourism includes different phisical activities of tourists. We assume that every outdoor activity

can be sustainable under certain conditions:

1) No use of high speed and high noise vehicles in open space (on land, water and air)

2) No use of vehicles with extraordinary high consumption of fules and energy

3) No use of any tourist equipment which changes environment

4) 100% recycling or no waste behavior on camping sites and in nature

5) No intervention of tourist to life of wild animals and local populations which prefer autonomous life or
isolation

6) No photographs of human faces unless visible consent given

7) No recording of poverty, human or animal tragedy and shameful situations of other people

8) No behaviors which provide any harm to environment and people

9) Be fair...

Sustainable tourism outdoor activities examples:
Sightseeing, hiking, climbing, wanderding, camping, cycling, sailing, swiming,
kayaking, wind and kitesurfing, running, jogging, calm motorcycling, calm
motorboating, boating, and many, many others....
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APPROACHES TO DRAFTING BUSINESS MODELS (BM) (1)
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BM as the Business Activity Pattern. The concept of business models arose from the business strategy (K.
Andrews, Corporate strategy 1971,1980). Robert N. Anthony, author of Planning and Control Systems (1965),
maintained that his colleague K. Andrews from Harvard BS, in an unpublished paper, stated that a corporate strategy is:
“the pattern of objectives, purposes or goals and major policies and plans for achieving these goals stated in such a way
as to define what business the company is or is to be in and the kind of company it is or is to be.” (F. Nickols, 2011). This
was the first definition of business strategy which broke ties with the long term business strategic approach and
concentrated on a business as it is or is to be (the pattern, the design). The business strategy is the pattern for business
activities. In 1971 and 1980 K. Andrews defined it on the more complex way but it did not change the meaning. In 1990-
ties when e-business and Internet business boomed, practitioners started to use expressions ,business models”, which
were nearly totally referred to ,what business of the company is” in relation to innovative new businesses. They were
mostly interested how those businesses earn money and in what way.

BM as the Business Range Components List. The following discussion on what business of the company is
or is to be led to differnet listings of the features decribing the business range (,what the company business is”). In 2002
H. Chesbrough, R. S. Rosenbloom (The role of the business model in capturing value from innovation...), after
summarizing post - Andrews discussion, proposed 6 function list of innovative firms business models. The functions of a
business model are to:

- articulate the value proposition, that is, the value created for users by the offering based on the technology;

- identify a market segment, that is, the users to whom the technology is useful and for what purpose;

- define the structure of the value chain within the firm required to create and distribute the offering;

-estimate the cost structure and profit potential of producing the offering(...)

- describe the position of the firm within the value network linking suppliers and customers,

- formulate the competitive strategy by which the innovating firm will gain and hold advantage over rivals.
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Blueprint of the New List of Business Range Components for Practical Design
C Business Model Canvas

haitSND ketolitbiNX2 a

In 2010 two authors: A. Osterwalder and Y. Pigneur in the book Business Model Generation: A Handbook
for Visionaires, Game Changers, and Challengers proposed a new tool for designing new business models
entilted business model canvas.

Business model canvas is a written template of the A4 size (or bigger) with the shape of rectangle divided
into 9 blocks for different components of the business range: 1. Value propositions, 2. Customer relations,
3. Market segements, 4. Channels, 5. Key activities, 6. Key resources, 7. Key Partners, 8. Revenue streams,
9. Cost structure.

Designing tool. They refelct typical business range components but are used as the headlines for business
models designing in different business spheres. The Canvas is a flexible tool, which can be adjusted to
different sectors and business areas.

Broad promotion of BM design. The authors included also many tips how to organize the drafring process
and how to use different visualization techniques to make the drafting process more effective. The book
proved to be a huge success worldwide and the authors made the broadest dissemination of the business
models design activities worldwide. (next slide — the BMC template).
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Designed far. Designed by: Date: version,

The Business Model Canvas

Key Partners @ Key Activities n ﬁ% Customer Relationships ' Customer Segments a
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Source: Business Model Canvas: nine business model building blocks, Osterwalder, Pigneur & al. 2010;
https://en.wikipedia.org/wiki/Business_Model_Canvas
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Minimum Range of the Business Model Components
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Despite the Ostervalder’s BM bluprint is a very friendly tool for designing BM, simple business models do
not require 9 business range components. Below we present the outline for the minimum size of business
model description.

Business model - a summarized description of the way business is performed and how
money are earned, which shows the minimum income potential and key success factors.

Business model description consists of: 1) way of doing business 2) how does business earn
money, 3) minimum income potential, 4) main success factors

Example

Cl F(Boland) — business basing on facilitation of social contacts among people who, during socializing,
consume different items of cafe menu: different types of coffee, cakes, ice creams, sweets. It means that
there is a significant number of small transactions with the average value of 30 PLN per order (usually for
2 persons). The business require the constant stream of clients with waves in some periods of the day and
high rotation of clients. The business model for 20 tables (medium size café) with 6 times clients rotation
per table builds daily income of 3600 PLN and monthly income 108 000 PLN. The success of this business
depends on high rotation of clients within the day, the number of tables and creation of atmosphere
which facilitates socialization.
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MAIN COMPONENTS OF BUSINESS MODELS IN TOURISM

1. Value proposition — tourist offer with price and conditions, utilities provided in the tour,
emotional value added, main message of the tourist product,
2. Customer relations — realtions maintained with clients in the communicating the offer,

1 during sales process, during product delivery and post delivery services,

BALTIC
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""i-f"*:’ff?i? 3. Market segements — groups of tourists (customers) which represent similar features to our
- business and are different from other segements; segments can be divided by products, by

markets, by earned income, by loyalty, demographically and by other criteria,
4. Channels — communication, sales and delivery channels using technical means and human
aid, as well as all media and intermediaries used in those activities,

5. Key activities — the main business processes, including 3-6 key significance areas,
. 6. Key resources — financial and material assets, human professional competences, Business

competences, intellectual property, business petmits, location, business alliances, tourist
products partnerships, priviledged access to resources,

7. Key Partners — Agents, Partner Companies, Suppliers, Contractors, Local Authorities, Public
Administration, etc,

8. Revenue streams — types of main revenue, ranked by thier size, significance, cash flow and
profitablity,

9. Cost structure — main elements of costs with indication on where savings are possible.
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Business model canvas for sustainable tourism: significance and explanantions

Source: Osterwalder / Pigneur, modifications Kulawczuk; Explanantions: red color — extremely important, pink color — very important, brown color — quite important, yellow color — medium important, pale

color less important. This sequence of prepapration 1,2,3...,9, can differ accordingly to local conditions

6. Key partners

Providers of hotel and

5. Key activities

Determine operational activities and
catering services, pilots, responsible persons Establish
guides, instructors, procedures for carrying out actions
transport companies,
operators of tourist
attractions and others -
find out what they can
offer you and at what
prices. Negotiate prices

and terms

7. Resources

Determine what you have at your
disposal in terms of staff and travel
organizers, what are your financial
possibilities

8. Structure of costs
Make a calculation per trip. Estimate the number of trips per year
Calculate the cost for 1 participant

Vv
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3. Relations with

customers

Think how to organize relations
during initial offer communication,
during slaes process, during delivery
of touris products and post delivery.
Turn attention what customers like in
your services and try to expose it, be
careful for criticism, make necessary
corrections and and build positive and
long lasting relations

4. Channels
Determine possible communication,
sales and distribution channels,
commission rates, channel costs,
choose a small number of well-
targeted channels

https://southbaltic-tourist.eu

2. Segemnts
Think if you need
dividing your
customers into
segments. You may
use different
promotion to differnet
segements, you can
sell them different
producs or in the
different ways.
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PROBLEMS IN APPLYING BUSINESS MODELS IN SUSTAINABLE TOURISM

1. Some entites are not interersted in profits: NGO and local authorities

2. Sities operators (museums, parks etc.) collect incomes from selling tickets

3. Some objects operators (like Salt Mine in Wieliczka) rent rooms for commercial
purposes

4. Majority of guides, tour pilots, sport instructors etc. are self employed entrepreneus —
should they prepare written business models?

5. In some areas of sustainable tourism the majority of customers are youth and low
income people (like retired persons). How to shape business models towards low
income people?

6. How to overcome the problem of too high price of sustainable tourism products?

7. Weather can destroy adventure sports tourists. How to prevent BM from losses?
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TYPICAL DESIGNS OF SUSTAINABLE TOURISM BUSINESS MODELS

Asset based model

Farm based model

Fishery based model

Car based business (Indonesia, Malaysia, Ukraine)

Professional competence based model

Joint selling platform for independent businesses (regional, national)

World selling platforms

Integrational business model

Permit based business model

10. Augmented business models in tourism

11. Destination identity business model

12. Public — private partnerships in restricted areas (national parks etc.)

13. Association based historical preservation business models (historical railways, events, meetings )
14. Multi-agents tourist commonwealth for infrastructure maintenance — Routes of St. James
15. Sharing accomodation model

16. Tour design and package building for independent tourists model

17. Routes based model

18. Events based model

19. Religion pilgrimage business model

20. Sub-contracting tourist services to tour organizers

\ r BALTIC G : : :
dream Interreg ok https://southbaltic-tourist.eu
ATAGE ROUTE South Baltic EUROPEAN UNION

fo Lo = o il = By e e

19



TYPICAL DESIGNS 1

Assets based model

Assets based model — using possessed material, finacial and human assets to start up the
sustainable tourism business. Examples: Rural Cottage Rental, Village Guesthouse, City
Boutique Hotel, Camping Site organized on own field, Horse riding summer camp, etc. First,
one must have attractive assets for sustainable tourism and the second there must be a
clear idea how to commercialize those assets into assets based businssenses. The paying
model is for time and range of services.

Farm based model

Farm based model — using farm facilities, buildings, repourposed stables and other former
farm amimals buldings as well as grain storages, farmland, including fields, meadows,
planations, gardens etc. for recreation, including overnighting and participation in numerous
rural activities and attractions. The paying model is for time and range of services.

Fishery based model
Fishery based model — using former fishing ships, motor boats and other fishery equipment
to organize recreational angling. The paying model is per excurssion or per time.

* % %
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TYPICAL DESIGNS 2

Car based business (Indonesia, Malaysia, Ukraine)

Business offering excursions for small groups of people: personal car and a driver who conducts basic
guidance for tourists. It is very useful when the use of public transportation is impossible or difficult.
The model is: half day or full day excurssion for a set up fee.

Professional competence based model

Self — employed persons performing roles of guides, actors, craftsmen, drivers, tourist pilots, tourist
products sales representatives, tour managers, entertainment officers, and other self-employed
persons with special qualifications. The paying model is for time.

Joint selling platform for independent businesses (regional, national)

Joint selling platform for independent businsses — e-commerce business based on collection of
numerous offers in one place to create the wide choice for customers and sell the tourist offers to
final cusomers. The paying model is a commision on sales.
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TYPICAL DESIGNS 3

World selling platform

World selling platform is a multi language selling platform of accomodation services, excurssions,
tours, travels etc., which manage to reach a significant audience of customers like: booking.com,
novasol, villas international etc. Still there is not such a platform oriented on sustaiable tourism only.
Paying model — a comission on sales.

Integrational business model

Business based on integration of services delivered by other suppliers and performing the role of
product designer and organizer. Many tours are organized in this way. Profit is made on margins on
costs.

Permit based business model

In certain places there is a restricted access to the highly attractive teritory or area. However some
tour organizers can take part in the public procurement to receive the permit (licence) to conduct
business in those restricted areas. The profit is made on monopoly fees on tours. Those monopoly
fees must also cover the licencing costs.
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TYPICAL DESIGNS 4

Augmented business models in tourism

Augemnted model in tourism is based on extending the range of services offered to the tourists out
of the core business. Example: Wind surfing services firm offerring courses and summer camps may
extend its services to the rental of equipment, beach bar, intermediary in fixing overnigt stays plus
own equipment shop stationary and on-line plus repair workshop. The extentions will build additional
streams of income resulting in significant increase of profits.

Destination identity business model

Destination identity business model is the general message of the destination units services provided
to the tourists, agreed by the most of destination stakeholders, providing concrete facilities to the
tourist like summer card, quality brand, free services etc. on the bases of the emotional value offered
by the destination identity.

Public ¢ private partnerships in restricted areas (national parks etc.)

Public-private partnerships in the restricted areas can base on creation of accomodation and feeding
facilities (like lodges in US NP., or shetlers in other parks) on the area of e.g. national parks by private
entities which will share profits with the restricted area operator.

* ¥ %
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TYPICAL DESIGNS 5

Association based historical preservation business models (historical railways, events, meetings )
In many areas public railways resign from conducting business when it is commercially non beneficial
and there are no other funds to keep the services. In many cases public railways are ready to transfer
the line and historical transport means to non for profit organizations interested in preserving
~ historical technical heriatage. In many countries such associations offer relaxing excurssions for the

| tourists. The business model is based on volunteers’ work, grants to the associations and collections
e from the tickets. Typically this business is zero profit.

: Multi-agents tourist commonwealth for infrastructure maintenance

# There are numerous historical routes for sightseeing or pilgimage packed in the concept of routes like
Ways of St. James, or sighteeing trails like Red Brick Ghotic Castles, etc., which base on the
information and technical infrastructure like paved trails, resting points, information boards, etc. Their
maintenatce is assured through the contribultion of local govenrmnets, tourist objects operators,
support of local parishes and religion organizations. To keep the infrastructure in order frequent
meeings are organized and resposibilities are shared. The main benafactors are tourists and service
firms which can earn money of the tourist movement.

Sharing accomodation model

Sharing accomodation model is based on rental of room (s) separate apartment adjunct to the main
residence of the owner that earns money for rentals. It must be admitted that it is not the commecial
renting for short stays in big numbers what always rise criticism, like in Barcelona.
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TYPICAL DESIGNS 6

Concierge model

Concierge model helps individual tourists, small groups or families organize trips and tours
individually. It can be a virtual concierge when a firm organizes accomodation, travels and sighseeings
on-line and tourists execute them individually and personal concierge when the rourist meet
personally with the concierge and establish the tour or excurssion plan. In comparison to the group
excurssion or ,,all inclusive hollidays” this model bases on the respecting single or small groups
independency. Payment method: comission on the sold services.

Routes based model

It bases on organizing group excurssions for tourists based on the etablished trail, route or pathway.
Typically it is focusedon one theme (like castles, romatic veiws, national musieums etc.). This is an
integratory business model based on the routes. Earning method margin on costs.

Events based model

Events based model is based on organizing trips to the place of events or for the events only. It is
often associated with music, historical parades or plays, role playing games etc. In many cases it is
focused on the groups. It includes organization of travel and accomodation if necessary. Earning
method: savings on group entrance, margin on costs.

ﬂ r BALTIC G : : :
d reams Interreg ok https://southbaltic-tourist.eu
ATAGE RC South Baltic EUROPEAN UNION

25



TYPICAL DESIGNS 7

Religion pilgrimage business model

Religion pilgrimage can be aimed at attracting the highest numbers of pilgrims who are exercising
their religion. The business model is aimed at enlarging the religion beliefs, however each religion is
aimed also at extending the charirable generousity of believers. Besides, the pilgrims also cover the
subsistence costs from their own resources so it supports the functioning the operation of services for
pilgrims. Religion pilgrimage business models produces numerous benefits for the enagaed units and
pilgrims services.

Sub-contracting tourist services to tour organizers

Subcontracting tourist services to main tours organizers can takie the form of overtaking some part of

tour value chains like: guiding and sightseeing services, or catering, or events organizations, or

L] animation services and others. The success of this business bases on the high competence and access
" to the adequate staff.
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Drafting a brand new business model for sustaiable tourism unit
Questions and tasks

Do you really need a business model to be prepared? Decision

For what reasons can you use the drafted business model? Clear Reasons

In what dimesnions your business model will be sustainable? Assurance of susntainability
The main or leading motive, customers do not remember everything. Drafting a leading motive
Decision on what should be the range of the BM: Decision on the selected components
Seeking for sources to draft BM components. What are the information sources

Building a supporting team

Visualization of the drafted componets

Assessment concerning proposed BM components

10 Correction and improvement

11. Drafting the final version of the BM

12. Presentation of the BM and collection of reviews

fo Lo ol s By b e
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Checklist for Drafting a BM for Sustainable Tourism

Checklist item in drafting a business model for sustainable tourism, please mark with X

Yes, Yes, partly

No

If, yes partly or no, please provide comments

1. Do you really need a business model to be prepared? Decision

2. Do you have clear reasons for what can you use the drafted business model?

3. Have you assured sustainability dimensions in your BM?

4. Have you formed a leading motive for your customers value?

5. Have you decided on what should be the range of components of your BM?

6. Have you found adequate information sources to draft necessary components?

7. Do you have a support team that will advise you on the BM?

8. Have you visualized the drafted components?

9. Were the proposed BM components assessed? (by your supporting team or a person)

10. Was the correction and improvement done?

11. Was the final version of the BM drafted?

12. Is your BM final version ready for presentation?

13. Have you collected remarks, comments and criticism during the presentation?

14. Have you corrected your BM after the presentation?

-
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EXPECTATIONS AND RESULTS OF SUSTAINABLE TOURISM BUSINESS MODELS

BALTIC

ams

TES

ARemember: you can have goals and expectations concerning your business model.
The most of businesses are closed not because of bankrupcy, but because the
business model results did not meet the entreperneurs expectations.

Alf you plan your BM in the very pessimistic manner, you can reduce your
opportunities for the future. When you will achieve the low level goals you will be
unhappy.

Alf you plan your BM in the optimistic way, you may have some goals not fulfilled
totally but generally you will achieve the most of them.

Alf you plan your BM in the realistic way (something between pesimistic and
optimistic), there will be the high chance that nearly all goals will be achieved and
some with visible surplus.

AOptimism and Realism pay, Pesimism always make losses to your expectations
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Good luck!
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