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Over 2.9 million Euros

The aim was to stimulate innovation within leisure
and tourism SME’s.
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Activities

DNA and consumer knowledge as a starting point for innovation

Detection of needs of actual visitors using co-creation
methodology (Service Design)

Business training & coaching program on Innovation and building
an innovation network for SMEs




 DNA studies and
supporting toolkit

« Big Data
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Company name: Hotel Fiction
Country: Netherlands
Benchmark group: Hotels Zeeland [or] Campsites Zeeland

Which nationalities visit my website and
which nationalities actually book at my company?

Welnite Vista 2017 eationaly Guees 2017

e

The two large pie charts above show the website visits based on Google Analytics data (left)
and the nationality of the actual guests (right) for the year 2017. The small pie charts d show
the same ion for the benchmark group of

What is the average length of stay, per season?
How long do guests book ahead, per season?

. Duratian af Sty s, Lean Tine
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APPROACH AND
LEARNINGS

Interreg HE

2Seas Mers Zeeén

PROFIT 1. INTRODUCTION
B et 2. FACEBOOK INSIGHTS
3. GOOGLE ANALYTICS
UNIVERSITY 4. BOOKINGS DATA
OF APPLIED SCIENCES 5. GOOGLE REVIEWS




Findings — Business objectives

Increase attractiveness of the region

Joint promotion; effective promotion

Broaden the season, stimulating visits in low season
Extend length of stay (day visits => overnight stays)
Stimulate repeat visits

Increasing visitors’ activities in the region, cross-selling
Stimulate expenditure

Stimulate direct bookings, less use of intermediaries
Benchmark businesses as well as destinations




Themes

* Product development
* Digital marketing

* Business management
e Collaboration

* Cross-cutting themes: DNA, creativity, Big data



Service design

Detection of needs of actual visitors using co- creation
methodology

Workshops with target consumer groups

Expert Panels for SME’s

Co-creation workshops with consumers and SME’s
Action Plans

Video message to disseminate results
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* Indoor provision

. - - 02.1
Perception and image of SUSTAINABLE
destination INNOVATION

_ METHODOLOGY

» Seasonality VETHODOLOGY FOR SMES IN

THE VISITOR ECONOMY

* Family friendly
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Coaching and Training programme

* |nnovation Think Tank
« Master Classes
e cross border innovation Inspiration Trips

« Customized coaching in the SMEs by
experts

 |nnovation Plan
« Expert Dating
* [International Innovation Award




Lessons Learnt

« Engage with SME’s early on

« Cross — border working, a true example of partnership working
« Strong leadership

« Be prepared to adapt

« Realistic targets

« Sharing conclusions and learning from one another

* Helped build stronger links with SME’s

 Informed other areas of our work



To find out more

* https://www.profittourism.eu/en/

* Closing events, Sept and Oct



https://www.profittourism.eu/en/

