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Motivation. Nature exploration tourism is motivated by psychological needs of individuals
who can significantly improve the live satisfaction (as say scientists).

WS Feelings. Tourists can be also motivated by such feelings as aestetics, beauty, freshness, life
-S4~ unity and many others positive universal and individual motivations.

The meaning of life. Exploring nature creates for some people the meaning of life.

Interest and relax. Majority of tourisrts are simply interested in nature wonders, in wild life
- and Elantlife and think that nature exploration can enrich them with new positive feelings
and knowledge. Many people feel relaxed when being in nature.

Key element. Nature exploration is one of the three main fields of sustaniable tourism (while
culture tourisms and sport activity tourism are being two others).

Obligations. When exploring nature tourists must behave in the sustainable way: not
harming the environment, using resources in the economic way, respect wild life and plantlife
~as well as locall communities living in the natural areas. Nature tourism is a part of the
sustainable tourism and nature tourism business models must fulfill the rules, limits and
frames for sustainable tourism (see: the main presentation).
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2. Sustainable tourism business models used in nature tourism

and their examples

Assets based model: rental of cottages, rooms, apartments , vacation houses

Farm based model: agrotourism stays and rural activities (horseriding, gardening, etc.)
Professional competence based model: services of guides, sport instructors, pilots, concierge services etc.

Joint selling platform for independent businesses: joint platform selling agrotourism services, regional tourism
platform, e.g. to sell agrotourism services

Inte%rational business model: integration of different services delivered by other suppliers, providing limited
number of services, earning on the margins of costs of outsourced services,

Permit based business model: using monoply connected withy limited numebr of permits to organize tourist
services on protected areas like parks and otehr similar areas,

Augmented business models in tourism: extending the core business by aditional services ans sales associated
with the core business, but generating additional revenue

Destination identity business model: providing services by certified businesses reccomended by parks and other
nature protected areas,

Public — private partnerships in restricted areas (national parks etc.) — cableways, lodges keepers, catering
providers in restricted nature areas,

Association based nature preservation and maintenance business models — rescue mountain services, water
rescue services, maintenace of shelters and camping sites. Services are provided by non for profit associations

11. Tour design and package building for independent tourists model — virtual services in tourist package building,
earnings based on comission of sales

12. Routes based model — assurance of services on tourist trail (overnight stays, catering, guidance etc.)

- &
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3. Types of businesses used in nature exploration

% * Tours operators (nature sightseeing)

* Nature activities providers: guides of: sighseeing, birds watching, lanscape beauty etc.
| + Nature photography and video instructors : nature photographic tours

* Agrotourism operators: rental of rooms and hotel services,

. Nat;:re related sport activities organizeres (like rafting, horse riding, sea and inland waters kayaking
etc.

* Cottages rentals (rooms, vacation apartments)
* Protected areas lodges and camping sites operators (e.g. in National Parks)

* Nature parks and other protected areas administrations (they earm money for entry tickets and paid
park ranger services, fishing and hounting licenses selling etc.),

* Cableways, boats and river ships and other sustainable transportation provides in protected areas

* Editorial services: books editors, photographic and videorecording servces

* Souvenirs producers using local resources and local labor force

* Catering provioders
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4. Elements of sustainable tourism business models in nature

exploration — attribution to nature tourism

1. Value propositions — positive feelings: like nature beauty, aestetics, romantic atmosphere, spectaculr views,

uniqueness, results of nature powers operation, geographic phenomena, earth geological structures, easy
access, affordable costs, closenesss to nature, closeness to animals, rare species, challenging efforts, etc.

2. Customer relations — confidence and fainerss, relations mostly based on Internet and mouth to mouth, phone
calls, transparency and clarity of information, evident and fair rules of operation, brouchures, travel books, e-
commerce sales, mobile applications

3. Market segements — nature lovers, activities funs, sports lovers, young generation, seniors, families, groups of
tourists, etc.

4. Channels - internet, phone calls, selling stands, mobile services, etc.,
5. Key activities — organizing, advising, mentorng, integration of services, sales, customers’ services,

6. Key resources — different types of assests, competences, know-how, familiarity with local services providers,
etc.,

7. Key Partners — transportation means providers, local parks administrations, local helath and rescue services,
guides, accomodations owners, and others,

8. Revenue streams — sales of services, sales of tours, sales of additional services, comissions on external
services, margins on born costs

9. Cost structure - expenditures for tourist services, for transporation, purchase of goods, comissions on own
sales done by others, costs of intermediaries, etc.

dreams J interreg https://southbaltic-tourist.eu

HERITAGE ROUTES South Baltic ELUROPEAN UNION




Innovative product and market creation — product creation and building matket for the innovative
product . In nature tourism there are still many undiscovered nature areas, so that the innovation
activity seems to have numerous opportunities for designing new tourist producs. Besides, even

B! some areas are well known to certain groups of tourists there are still many segments, escpecially
e from other coutries who have a limited knowledge about existng nature properties. Therefore there
| is a high potential to innovate in nature tourism, not only in concepts but also assuring avaialabilty.

i Market gap detection and filling the gap with own offer — there are streams of tourists who follow
= the attractive marketing and travel to distant destinations while similar needs could be satisfied in

i the region. If travel could be shorter and less expensive it can inflence on price and stimulate the
new regional services.

Imitations of market leaders in own area — doing something similar in general concept, but better,
more comfotrable, more sustainable and somehow different than the leaders. Typically the
differences are not very substantial but the tourist products are differently wrapped up.

Adaptation of models from different markets and transferring them to own market — this
approach requires making the exploration on the different markets and seeking for adaptable BM.
Adaptability analysis to own region and culture must follow the exploration. In many cases
adaptabilty analysis shows that preferences of regional and external market tourists are different,
and the BM requires re-shaping of the original design. In many cases adapation leads to the new
BMs.
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6. Design of marketing in business models: value proposition,

customers segements, customer relationships, channels

Key tips for design of marketing area in BM

1.  Value proposition should be ilustrated by photos, videos or
testimonials or other means

2.  Emotional values play an important role in nature tourism — exploit it!

3.  Sustainability must be somehow proved (evidences are wellcome) —
otherwise

4. Thereis a need to articulate the specific values important for different

segments
5. Relationships should be adjusted to abilities of potential customers
6. Communication methods should be adjusted to used means by
customers
= =
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7. Design of operations in business models: key activities, key

resources, key partners

Key tips in designing BM operations
1.  Key activities reflect really necessary operations and processes
- 2. The shortage of resuorces can be substituted by outsourcing of services

3.  Key parters list should reflect those entities which have the highest impact
on revenue generation and successful operations

4.  Operations should reflect the ability of the marketing area of BM to attract
s customers

BM operations are necessary to generate revenues by offering services

6. Operations are not considered as the most important aspect in generation
of revenue but they are critical for the success of the marketing part or the
BM
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8. Design of finance in business models: revenue streams, cost

structure

Key tips in designing financial part of BM

1. Infinancial part of BM revenue streams are much more important
than costs structure

Gl Revenue streams are defined by their types, but in practice they can
" be estimated service by service, tour by tour etc. by multiplying the
numbers with prices

3. Right assumptions of the number of services sold are critical to
estimate the correct revenues

" 4.  Prices should be justified and reflect the ability of customers to pay
= 5. High prices can be compensated by finacing methods like instalments

plans
" i
N~ ~
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1. Sustainability should be included to all parts of BM

2. Nature as a leading motive of the tour or other services requires credibility
in communication, sales, besides this also evidences.

| 2. Clients are able to suffer certain inconviniences for the awards in
observation of unique nature phenomena. Nature tourism should concentrate
1 on opening this uniqueness.

3. Weather changes risk should be included to the business models and
alternatives in activities should be assured

4, ,?c‘]ll elements of the BM should be supported by thematic competence of the
sta

5. The tourist offer in nature tourism should be real not overestimated.

dreams interrey https://southbaltic-tourist.eu

South Baltic ELROPEAN UNION

11



10. Seeking for good examples

1. See a topic: Top 12 Eco-friendly Travel Companies,

https://pebblemag.com/magazine/travelling/top-10-eco-friendly-travel-companies-in-2017 There

you can find the review of 12 concepts of ecotourism provided by 12 companies in different parts
of the world

2. Best tourist products in Poland were honored in 2018 and the awarded tourist business concepts
can be seen: https://www.pot.gov.pl/en/recommended/best-tourist-products-of-2018-are-here

3. The best responsible and ecotourism websites can be found here: _
https://www.transitionsabroad.com/listings/travel/responsible/ecowebsites.shtml

4. The best ethical travel companies can be found here:

https://www.theguardian.com/travel/2019/jan/26/10-best-ethical-travel-companies-local-
community

= e
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11. Seeking for good examples ..... (2)

5. 20 Best Eco, Sustainable and Green Travel Tour Companies can be found here:
https://www.travelstride.com/tc/eco-sustainable-green-travel-tour-companies

6. 17 examples of Biosphere Friendly tourism products can be found here:
https://www.biospheretourism.com/en/blog/17-sustainable-tourism-examples-for-this-2017/2

7. Case studies of greening tourism as innovation concept can be found here:

www.nordicinnovation.org Green business model innovation in the tourism and experience economy by Petra
Nilsson-Andersen & Jrrn B. Andersen (pdf)

8. If you are interested in certification in eco or %reen tourism you can visit the site:
http://www.greentourism.eu/en/GreenlLabel/IndexPublic

9. If you want to enter the European green and ecotourism market you can use the informative site of the
Centre for Promotion of Imports from Developing Countries in the Netherlands:
https://www.cbi.eu/market-information/tourism/nature-ecotourism/market-entry
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