
Wind- and KiteSurfing in the South Baltic Region – 
a business model for sustainable tourism 

Source: https://southbaltic.eu/eligible-area  



Kite- and Windsurfing in 
the South Baltic Region 

Surfing hotspots in 5 countries: Germany 
(Rugen-Kite, Warnemunde, Lubmin), 
Denmark (Zealand and Bornholm 
Islands), Sweden (Malmo Bay and Oland 
Island), Lithuania (Palanga Beach and 
Curonian Lagoon) and Poland (Gdansk 
Bay, Łeba and Dąbki Beaches). The 
route is complemented with biking trails 
(in Rugen, Bornholm Skane, Oland, 
Palanga and Hel Peninsula) and nature 
sightseeing: national parks and reserves 
(dunes, lagoons, rivers, lakes and 
wildlife). 

 



Kite- and Windsurfing in 
the South Baltic Region 

The coasts of the region are mostly sandy 
along the southern shoreline and skerry 
along the northern line (Scandinavian 
Peninsula), although there are also longer or 
shorter stretches of sandy coasts here. There 
are also cliffs on the south coast, of which 
the most famous chalk cliffs on the island of 
Rügen (Germany) and Mons (Denmark). 
Most of the coasts of the region are 
characterized by a gentle descent to the sea 
and shallow depths in the immediate vicinity 
of the coasts. Much of the southern coast is 
shoal, which is very conducive to kite and 
windsurfing education. 



 Start by recognizing: what a business model canvas is? 

 Come up with the name of your tourism product; 

 Don’t forget to create an interesting advertising slogan! 

 A properly developed marketing plan will be the basis of your    
operation; 

 A well-made cost calculation will allow you to provide funding for 
your business. 

Kite- and Windsurfing! – How to develop a perfect 
business model? 



Business model 

WHAT A BUSINESS 
MODEL IS? 

WHY DO YOU NEED  
A BUSINESS MODEL? 

HOW CAN YOU BUILD  
A BUSINESS MODEL? 

Synthetic description of what business 
model  is, specifying the minimum 
income potential, key success factors 
and technique of execution (technical 
and economic elements). 

A properly created  business model 
allows you to organize all activities that 
will lead to success and the 
achievement of your business goals. 

To build a good business model, you 
can use the canvas on which all the 
elements of your marketing strategy 
will be based. 



Business Model Canvas 

Business Model Canvas by Alex Osterwalder  



Business Model 
Canvas 

Customers 
- Who is our client? 

- What should be the customer segmentation criteria? 

- To whom we will offer our product/a specific value? 

- Who will pay for our services? 

 

Active person, young and older. Lovers of active recreation. Customers 
are people addicted to sports and physical activity. Due to the risk of 
weather (no wind), other optional activities (e.g. bicycles, climbing, 
canoes) should be prepared  



Business Model 
Canvas 

Customer relationships  
- What do our clients expect?  

- What elements of the relationship are the most 

    important   to them?  

- Do they expect additional support from us? 

- How can we monitor customer satisfaction with our 

products delivered to them? 

 
The main challenge is dependence on weather (especially wind). The 
solution may be the organization of trips in the form of last minute.  
Experienced customers have their own equipment. Beginners may be 
afraid of investing funds, so it is necessary to be able to provide for 
them equipment. Contact with customers bases generally on using the 
interrnet channels.  



Business Model 
Canvas 

Value proposition 
 

- What value do we generate for our clients? 

-  What will they pay for?  

- What is crucial for them?  

- What customer problems do we solve? 

-  What products and services will we offer? 

 

Customers are willing to pay for fast and safe transport and to provide 
comprehensive service (including optional activities in the situation of a 
lack of wind). Another option may be to provide evening attractions (e.g. 
concerts, pub trips). For beginners, providing proven instructors can be 
an important element.  



Business Model 
Canvas 

 Channels 
   
-   Where can we meet our clients?  
- What channels will we use to contact the client? 
- What are the costs of distribution channels? 
- Can we improve our website to be more customer 

friendly? 

 

The main channel for informing customers about the tourist offers 
are websites and social media. It is important that the information is 
complete and up-to-date, and the website must be customer-
friendly to encourage direct contact and use of the service. 
Cooperation with influencers may be a way to attract participants.  
This cooperation may not only concern promotion, but also 
participation in the trip. 



Business Model 
Canvas 

Key activities  
 
 - What actions do we need to take to deliver our value 
   proposition to our clients?  
- What innovations can we introduce to the product to make it 
   more  attractive to the customer? 
- What actions must be taken for the selected distribution 
    channels to be effective? 

It is important to identify what activities are key to creating and 
delivering our value proposition to customers. The key activity is to 
provide accompanying attractions and prepare "emergency" 
attractions (in case of no wind) in each location. For beginners, it is 
important to provide equipment for rent and friendly instructors. 
Another important issue is planning a good transport organization. 



Business Model 
Canvas 

Key resources  
  
-  What key resources do we need to offer our value 
    proposition?  
- What resources do we already have? 
- What resources do we need to obtain to reach the client 

and establish relationships with him? 

Key resources are several elements: access to good weather forecasts, 
efficient means of transport, friendly instructors and a wide selection of 
equipment for beginners. Persons maintaining contact with potential 
clients should be kind and, above all, experienced in the field of kite- 
and windsurfing on the proposed routes. 



Business Model 
Canvas 

 Partners 
  
- Who are our key partners? 
-   What external companies or organizations do we need to 
     operate? 
-  How can we establish contacts with new partners? 
-  What key resources and activities are our partners implementing? 

Providers of hotel, equipment rentals, pilots, guides, instructors, 
transport companies, entertainment operators and others - find 
out what they can offer you and at what prices.  
Very important are providers of "emergency" services in the 
absence of wind. It is important to verify the hours and dates of 
their operation. 



Business Model 
Canvas 

Cost structure  
  
- What costs does our business model generate? 
- Could any kind of costs be reduced? 
- What financial outlays are generated by key resources, key 

activities and partners? 

Cost calculations should be made for one trip as well 
converting costs per participant. In the long run, you can estimate 
your business costs by taking into account the number of planned 
trips and the number of potential customers. Operating expenses 
also include many other items, such as local taxes and fees, 
equipment purchase and maintenance costs, employee salaries, 
fees for using distribution channels, and more. 



Business Model 
Canvas 

Revenue structure  
  
-   What types of revenue can be achieved? 
- What elements of the price our product consist of?  
- What are customers willing to pay for?  
- What elements of the price could be increased/decreased? 
- Which elements of our product will be free and which will be 

paid? 

The comparison of revenues from one trip with the costs incurred is the 
basis for an offer addressed to potential customers. In the long run, revenue 
calculation should be based on the price level of your services as well as the 
planned number of trips and the estimated number of participants.  
When making such a calculation, you should take into account the income 
from the past tourist season, weather forecast, planned attractions for 
tourists in the local region, as well as attractive product innovations that may 
increase customer interest in the products offered. 



Source: 
https://pomorskie.travel/pl/-
/snowkiting-w-krynicy-
morskiej  

Winter opportunities  

It is possible to implement the 
program at least partially in winter. 
Snowkitting (surfing on snow/ice)  
has been developing for several 
years. It is aimed rather at more 
advanced users. 
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Kite- and 
Windsurfing 
in the South 
Baltic Region 
– a business 
model for 
sustainable 
tourism 
includes: 

 Product name 

 Advertising slogan 

Marketing Action Plan 

 Costing 



Product name 
The name of the tourist product must be clear and synthetically describe 
the most important features of the tourist service offered. The name of the 
product should also contain information to which group of potential buyers 
the product is intended for. 
 

„Kite surfing and sports exploration” 

„Windsurfing Sweden" 

„Your first steps at kitesurfing" 

„ Snowkitting for you" 



Advertising 
slogan 

The advertising slogan must be very attractive to encourage potential 
customers to buy the tourism product. The content of the slogan should 
include the most important values that the customer will receive by 
purchasing our product. The advertising slogan should be targeted at a 
specific group of potential buyers. 

„GOOD TIME, EMOTIONS, NEW EXPERIENCE, NEW 
FRIENDS” 

„Discover kite-surfing in Sweden and Germany” 

„Three countries – one word: Emotions”  



Marketing Action Plan (simplified) 

Marketing mix (4P) 

Product Price Place 
 

Promotion 

Assortment 
Quality 
Pattern 
Features 
Mark 
Package 
Service 
Warranty 

List price 
Discounts 
Relief 
Payment period 
Credit terms 

Channels 
Territorial range 
The offered assortment 
Location 
Wrestling 
Transport 

Advertisement 
Sales promotion 
Sales staff 
Public relations 
Direct marketing 



Marketing Action Plan 

- Positioning a new tourist product 

Positioning a new product - determining the place that a given product / 
service is to occupy in the consumer's mind from the point of view of the 
features or attributes of competing products. 

 Positioning strategies: positioning by product features, positioning by 
benefits, positioning by use/usage, positioning by the person of the 
user, positioning by competition, positioning by price and quality. 



Marketing Action Plan 

- Unique Selling Proposition 

  A Unique Selling Proposition is an action consisting in an attempt to 

     distinguish your offer from others, indicating its uniqueness. 

 A Unique Selling Proposition may be a commitment that lasts several 
sentences to customers, containing a specific promise. It contains key 
benefits obtained by the client, it can also be an important element of 
promotional activities  



Marketing Action Plan 

- Promotion 

It defines activities in the field of: 
 

Budget for promotional activities: 

The purposes and tasks of your own website 
  Places of presence in social media 
  Use of influencers and celebrities 
  Advertising on the Internet 
  Recommendation 
  Working through formal and informal groups 
  Fairs and exhibitions 
  Video channels (youtube, vimeo, etc.) 
  Other means of influence 

……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
…………………………………………………………………………………… 



Marketing Action Plan 

- Pricing strategy 

  In  the process of implementing the pricing strategy, the long-term 
goals of the business activity should be taken into account. This 
strategy should be based on the assumption of obtaining an 
appropriate profit from the invested funds and striving to achieve a 
strong competitive position among other entities offering similar 
tourist services on the lokal market. 



Main success 
factors in the 
wind  and kite 
surfing  
business 

• Providing emergency attractions 

• Well-organized business activities; 

• Creating and maintaining positive 
relationship with customers; 

• Visibility in social media and creation of an 
attractive  and friendly website; 

• Create a friendly and fun environment 
 



  Avoid such 
  mistakes in 
  your kite- and 
windsurfing  
  business 
  activity 

• Poor condition of equipment; 
• Lack of punctuality and reliability in dealing 

with clients; 

• To high  prices  in relation to the scope and  
quality of services; 

• Lack of kindness and understanding of 
customer needs; 

• The product offer does not include 
alternative or complementary ways of 
spending time by tourists; 

• Lack of attention to the quality and content 
of the website. 
 
 
 
 

 

 

 



Good Luck & Feel the Wind! 


