Bicycle Tourism in the South Baltic Region — a business model
for sustainable tourism
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Universalism of bicycle tourism

Traveling by bike is distinguished from other forms of
active recreation by its universal character. It can be
carried out by people of all ages, with various skill
levels. Children, adults, seniors, couples, families and
groups of friends travel by bike. It is also a great choice
for solo travelers. Moreover, the bicycle is an alternative
means of local communication on the way to the place
of work or school, therefore the issue of cycling is
discussed in every development strategy of local
government units.
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Cyclists motivation

“* relaxation;

“* being active;

“* improving the condition or health;

“» seeing interesting and beautiful places;
“* being outdoors;

“* nature protection;

“* spending time with others;

“» cheaper means of transport.
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South Baltic Region — perfect for a bike

The South Baltic Region is very well developed in terms of
bicycle infrastructure. Along the Baltic Sea, there are several
international Eurovelo cycling routes - EV9, EV10, EV13.
EuroVelo is a project of the European Cyclists' Federation
which aims to develop high-quality cycling routes across the
... continent. The coast line is attractive to tourists due to the
3 diversity of nature and terrain. The Eurovelo trails lead through
... areas rich in natural beauty and tourist attractions. For
. @8 example, the Polish part of EV10 crosses the Lighthouse Trail in
N %.sa many places and allows to visit both larger cities such as
A - Gdansk and small port towns. Local governments also take
care to create new bicycle paths to make their region even

.. more attractive.
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Cycling is very popular these days - take advantage of it!

How to develop a perfect business model?

» 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.
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WHAT A BUSINESS
MODEL IS?

¥

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

BUSINESS MODEL

WHY DO YOU NEED HOW CAN YOU BUILD
A BUSINESS MODEL? A BUSINESS MODEL?

¥ ¥

A properly created business model
allows you to organize all activities that can use the canvas on which all the

will lead to success and the elements of your marketing strategy
achievement of your business goals. will be based.

To build a good business model, you
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» Who is our client?

» What should be the customer segmentation
Customer segments criteria?

» To whom we will offer our product/a specific value?
» Who will pay for our services?

3o

The service of organizing a bicycle trip can actually be directed to everyone. You don't
need advanced skills to ride a bike. Customers of the bicycle business can be seniors,
families with children, even several years old (for whom special trailers or seats are
provided) or even couples, singles and groups of friends. You can ride a bike alone or
organize a trip for several people.
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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?

VVYVYVY

The relationship with the customer usually begins with the booking
online or by phone. It is important to provide the customer with all the
necessary information and inform him about any additional costs or
possibilities of changing/extending the offer, e.g. increasing the standard
of accommodation, adding food or the possibility of renting equipment.
Customers pay special attention to the attitude of the leader, pilot or
guide, his attitude and the general atmosphere during the entire trip.
They appreciate the kindness and professionalism and, above all, the
knowledge of the guide.
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» What value do we generate for our clients?
» What will they pay for?

Value proposition > What is crucial for them?

» What customer problems do we solve?

» What products and services will we offer?

Tourist coming to the South Baltic region expects beautiful landscapes, thanks to
which his trip will be unforgettable. He decides to use this type of service because
of the convenience offered by the enterprise. He does not have to worry about
organization and planning, he only goes to the place of departure and wants to
experience an interesting cycling adventure. The aspect of taking care of the
details of the trip is therefore very important. The route on offer should be
interesting and provide beautiful views.
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» Where can we meet our clients?

» What channels will we use to contact the client?

Distribution channels > What are the costs of distribution channels?

» Can we improve our website to be more customer
friendly?

Make your company visible on the Internet. This is the main sales
channel. Potential customers can also be found thanks to social media,
e.g. on Facebook or Instagram.An additional distribution channel for
offices offering bicycle trips are accommodation. It is in hotels that

tourists often expect information on how to spend time in a given e —

location and where to find companies providing specific types of
services. Travel agencies very often also take part in various types of
tourism fairs, which gather large numbers of potential future customers.
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» 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?

The key will be to develop a detailed route, taking into account the main attractions,
difficulty level, daily number of kilometers to cover and planning accommodation. Then,
contracting services - primarily with hotels, equipment rentals and transport
companies. Variance management will also be important. In case of bad weather
conditions, cycling becomes impossible, so it is worth having additional attractions.
Staff recruitment has a significant impact on the functioning of the company. An
incompetent person will expose the company to bad reviews and a lack of customers.
Additional activities may include creating a simple booking system on the website or
ensuring the transport of bicycles to any place and picking them up after the
completion of the service.
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» What key resources do we need to offer our value
proposition?

Key resources » What resources do we already have?

» What resources do we need to obtain to reach the client
and establish relationships with him?

The most important resource is a well-planned route through which the
company will lead the tourist. It must be thoughtful and varied to meet
the expectations of the expedition participant. The human factor will
also be an important resource - customer service personnel, who should
have adequate knowledge of the available bicycle routes and attractions
as well as additional services. The relationship with the guide or tour
leader will be of key importance. It is worth ensuring that the guide
shows not only extensive experience, but also understanding, patience
and friendliness.
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» 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?

Hotels and guesthouses are the key partners. Cooperate with local
companies providing rental services. It often happens that the client prefers
to rent a bike for the duration of the trip. Additionally, as part of the
expedition program, companies provide various attractions, e.g. lighthouse
entrances, ship transport or the organization of a bonfire. Therefore,
contact with places that provide such services also becomes important. At
the same time, most companies provide luggage transport and bicycle
service. Carriers and people who repair bicycles will be important partner.
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» What costs does our business model generate?
» Could any kind of costs be reduced?

Cost structure » What financial outlays are generated by key resources,
key activities and partners?

The main costs are the development of a route interesting for the
recipient, taking into account all tips and information, establishing
cooperation with guides or pilots, hiring a driver for the time of
departure, paying fuel costs, insurance and customer service issues
both during the booking process and the duration of the trip. The
cost of the trip should be converted per person, taking into account
the planned margin. It is worth taking care of promotion on the
Internet and at events gathering tourists. An attractive website
effectively encourages customers to use the service and suggests
professionalism.
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» 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?

Revenue structure

The main stream of revenues will be the margin obtained by being an
intermediary between accommodation, restaurants, guides and the
client. The valuation of the transfer of organizational responsibility from
the client to the enterprise is very fluid and dependent on the given
company. The organizer not only offers mediation, but also looks after
the client during the trip and tries to meet his individual
expectations.An additional source of income may be the sale of bicycles
or parts for them, running a rental service, organizing guided walking
tours or even integration events.
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Catchy slogan and main thought - nothing attracts more than creating the impression

of community with the client - bicycle enthusiasts, active people or those who prefer a
sustainable way of traveling. Present your product and its value in an original and
attractive way.

,Comfort on two

LIrips designed to protect wheels”

the environment and
help local people.”

,Out of passion for
traveling, discovering
the world by bike.”

,Join us and let's watch

the world together from

the saddle!”
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Common mistakes

» lack of customer support while travelling;

** too little information provided to the client;

** an unattractive description of the excursion program;

+» establishing cooperation with enterprises of dubious
quality in the hotel industry or restaurants;

*» lack of originality;

“» employing a guide with low interpersonal skills.
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Main success factors

“» creating routes that are original and perfectly organized
for active tourists, so that the customer does not have to
worry about any aspect of the trip. Thematic expeditions
are currently very valuable, and at the same time they are
aimed at presenting the traditions and culture of the
places through which the journey takes place;

«» flexibility and adaptation of travel conditions to customer
expectations. They very often have individual needs, e.g.
providing a specific type of room, equipment or diet;

“» committed, competent and helpful staff, especially guides

and pilots.
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Start your adventure with

bicycle and Baltic Sea!
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