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1. Objectives of the event

From 28 September until 30 September 2005, the third international meeting in the context of the project “WaterTour - Improvement of competitiveness of SMEs and water tourism regions by innovative strategies and technologies“ took place. 

The meeting included a workshop focussing on regional identity and strategies to enter the European market.

In total, up to 20 participants from the five partner regions attended, the workshop and the study trip. (see attached list of participants)

The official welcome as well as the opening of the event took place at 27 September 2005 during a common dinner. 

2. Third International Meeting

2.1 Opening of the meeting 

The meeting was opened by:

· Mr Zsolt Pálmai, South Transdanubian Regional Development Agency 

· Ms Christin Kellner, International Project co-ordination

They welcomed the guests from the partner regions and the participants from the hosting region. Ms Kellner gave a short overview of the meeting program

2.2 Presentation of the regional case studies  

· “Water tourism at river Drava ”   


presented by  Mr György Borián

· “Promotion of water tourism in the Midland Region ”   presented by  Mr Alan Sherwood

· “Environmental training and water sports ”  
 presented by Mr Lucio do Rosario

· “Water tourism at the river Peene and marketing co-operation Ostseeland” 







presented by Mr Tobias Valentien

·  “Water tourism in Lahti region ”       

presented by Mr Tuomas Vuorio

“Web pages and mobile services in water tourism” presented by Mr Ari Laurila

Please see the presentations attached.

2.3 Identity and Image - Input Presentation Destination Marketing
- Ms Romy Sommer 

Please see attachment “Presentation Destination Marketing animare”

Corporate Identity / Regional Identity 

- Enables regions to differentiate themselves from competitors by creating a distinctive image

Customers have an association of a region. The picture they have in their mind has an influence to their holiday decisions. Associations can be used to inspire customers. 

So it is very important to have a regional identity – to create a new positive identity or to strengthen the existing identity. 

Regions need an identity. To create an identity – a brand - in terms of tourism 

A BRAND is a collection of perceptions in the mind of the consumer. 

“Consumers make buying decisions based on the image of the brand rather than the reality of the product.“  

(Matt Haig, in: The Economist, 2001)

Create destination branding

· choose the unique selling proposition – establishing a relation to the region

· profile the products

· transfer the profile

· concentrate on core competencies

· consider emotional facts

· concentrate on special target groups

· determine appropriate

· communicate your image
web sites, brochures, maps etc.

Ms Sommer has analysed print media of the project partner regions and other tourism organisations. 

2.4 Workshop regional identity
Summary by Ms Romy Sommer

Which pictures do you have in mind when you think of other partner’s countries?

(results from a brainstorming session: named associations with partner’s countries)

Hungary:

· Goulasch (2x)


Puszta (3x)


surprise



· pleasant country


Balaton (2x)


hot summer



· unspoilt environment (2x)
culture (2x)


eco tourism / flora & fauna 

· value for money


1 big city and a lot of countryside

· language ;o)


good food


bath

· Budapest (2x)


heritage & history 

Austria & Hungary

· Danube River (2x)

music / traditional music
Horses


· vegetables & fruits

rural area


thermal water

· “black cat with cat” water



Ireland:

· Whiskey



green meadows


pubs

· Music



rain




bad weather

· Island



green




Shannon

· Nature



need a boat or plane to get there

· Friendly people

Finland:

· lakes & spas


wellness tourism / wellness

ice (3x)

· winter activities, winter sport
music >> Sibelius


technology / Nokia (3x)

· Lapland



sauna (2x)



lakes (4x)

· Santa Claus


Northern light



reindeers

· snow (2x)



clean environment


silence

· pure



peace & quiet



clean nature

· calm



cool day at lake


water

· forest area (2x)  / woods

long distances

Germany:

· highly regulated



financial institutions


· strong




everything is organised



· internationally successful companies

· lots of tourism content


BMW (2x), Porsche, Mercedes (2x)


· Schumacher (2x)



Bayern München



· Bratwurst (2x)



Beer (4x) / beer festival / Okoberfest

· Mr. Schröder & Ms. Merkel

Autobahn & Ausfahrt / motorways


· industry / coal & steel industry

big cities / cities for 

· efficient




architecture cities

· heritage-villages



Berlin (3x)

· festivals




wall in Berlin

· nice countryside



recycling

· Goethe




busy people

· food 




cars, trains, boats, planes

· rivers Rhine & Danube


Alps

· Bavaria




wine

Portugal:

· Algarve (2x)


beach


small roads in Lisbon

· Lisbon (2x)


Fado (2x)

golf (2x)

· beaches (2x), sun (3x), sand
sailor

· fish / grilled fish / food / wine (5x)




· friendly



boats


ports

· football



national park

little villages

· hot




sea (2x)

forestry

· cultural heritage (2x)

original nature

taste of a big ocean

Hungary / South Transdanubia:

Unique features / value-adding aspects, standing out from other regions:

· unspoilt nature

· ethnic minorities (Greek, Serbia, German, many neighbours)

· historical heritage

· Balaton / Plattensee nearby >> should be considered as trademark of the region

· thermal spas

· cuisine

· Villanyi – Siklar wine route

>> added value: the region where life has a flavour. 
Regional Identity (Regional Behaviour, Design & Communication):

· brochures, tourism offices, (inland & abroad)

· touristic fairs

· Internet / web pages of the concerned organisations

· local / country / regional newspapers

Identity / Self-Perception:

· gate to the south / as an integrator of minorities

· guest friendly people / hospitality

Image from guests:

· a country / a region behind the iron curtain

· people do not speak foreign languages

· very poor accessibility / roads

· the image of Hungary is the common image for all regions of Hungary, there are no big differences

Does a particular tourism profile / brand exist?

· core competencies: unspoilt nature

· target groups: guests of Harkany spa (45+ generation), school groups, summer holiday tourists, bicycle tourists 

· themes: rowing, boat tours on the Drava, horse riding, forest schools, craftsmanship

· emotions transferred: back to the nature

Which role does water-based tourism play within this particular profile? 

· new branch / niche of the regional profile to offer a new, attracting field based on the regional profile

· complementary tourism form

What needs to be done to develop your region into a destination / to communicate a brand?

· development of basic infrastructure / accommodation, boats etc.

· we have to find the brand based on the identity, yet there is no clear brand existing

· interconnect it into the existing tourism packages

Finland / Lahti Region:

Unique features / value-adding aspects, standing out from other regions:

· cottages, villas

· Sibelius Hall & Lahti Symphony Orchestra

· Päijänne clean water & steam boats

· close to Helsinki

· hard to find unique features compared with other ports of Finland

Regional Identity (Regional Behaviour, Design & Communication):

· Sibelius Hall & Orchestra is used quite much, though not central

· Waterways are not used so much

Contradiction between identity / self-perception and image among guests:

· the Lahti region is concentrating on winter sports and events (eg. Sibelius Hall), whereby the tourists think about things that are in common for Finland, not only Lahti

Does a particular tourism profile / brand exist?

· no, but there are some goals existing

· core competencies: meetings, conferences, events

· target groups: companies, organisations

· themes: no clear themes, events to some extent & conferences, winter sports

· emotions transferred: No emotions could be found. It will be difficult to transfer unique emotions 

Which role does water-based tourism play within this particular profile? 

· very weak position, is not used as central theme in the region

· there is some potential in water tourism as added value for the region

What needs to be done to develop your region into a destination / to communicate a brand?

· clear (changed) image

· from our point of view crucial

Germany / Vorpommern:

Unique features / value-adding aspects, standing out from other regions:

· Vorpommern is the opposite of Germany (not rich, not industrialised, not heavily populated) 

· nature, relaxing, holiday without the ugly face of tourism

· beaches and soft activities, swimming

· we are poor & pure

· German Baltic Sea Region, still untouched nature

Regional Identity (Regional Behaviour, Design & Communication):

· Ost/See/Land = Vorpommern

· sub-brands: region 1, region 2, region 3 ...

· sub-activities: 1. swimming, 2. nature & relaxation... etc.

Contradiction between identity / self-perception and image among guests:

· Ostsee >> specific image, connected to the coast

· history, traditional food 

· war 

· East Germany 

· political name: Mecklenburg-Vorpommern >> Vorpommern is part of this bigger region

Does a particular tourism profile / brand exist?

· yes, but not yet implemented to full extend

· core competencies: Ost/See/Land = Baltic/Sea/Land

· target groups: families & couples from South & West Germany, Switzerland & Austria

· themes: swimming & beaches, nature & relaxation

· emotions transferred: relaxing, natural, dozy, normal, maritime, good value for money

Which role does water-based tourism play within this particular profile? 

· 1. everything is water tourism

· 2. water tourism is part of nature & relaxation

· 3. water tourism is swimming, sailing, 

What needs to be done to develop your region into a destination / to communicate a brand?

· acceptance of developed concept & Corporate Design to be used in marketing of every product pr product line of the sub-regions

Portugal / Lisbon – Setubal - Costa-Azul / Atlantic

Unique features / value-adding aspects, standing out from other regions:

· Atlantic estuaries represent a big geographic picture & natural importance 

· historically: our history begins in the estuaries

· open space

· connection between capital and coast

· good weather, sun & light all year round

· wildlife & bio diversity in a short distance (to capital & Atlantic)

Regional Identity (Regional Behaviour, Design & Communication):

· it is not communicated yet, but the future message to Lisbon visitors should be: Discover Portuguese identity in a 30 minutes distance! / Go to the south and meet the people! / Close but far away

· In order to communicate a co operation with the Lisbon tourism organisation and Costa Azul organisation must be established to sell the hinterland region too.

· The Setubal marketing organisation now sells only the beaches. In future the estuaries should be integrated in the marketing strategy too.

Contradiction between identity / self-perception and image among guests:

· For now the tourists only want sun and beaches. However, this is not the only potential we have. The resources are yet not discovered by the guests of the region. 

Does a particular tourism profile / brand exist?

· core competencies: sun & beach / wilderness, Portuguese & European identity, beginning of discovery of Europe

· target groups: English, German, Spanish & Italian tourists; middle class, families & young people >> aim: to reach Dutch people and keep the Western European target groups; aim to reach scientific guests too (forestry & biology) 

· themes: historical but lively region

· emotions transferred: pleasure, knowledge, freedom, peaceful, friendly, happiness

Which role does water-based tourism play within this particular profile? 

· water is the connecting cement / element

· water tourism is nevertheless not included in the profile yet

What needs to be done to develop your region into a destination / to communicate a brand?

· 1. find & communicate our values

· 2. organise and develop the offers based on these values

· 3. communication, design & information material

· 4. establishment of a network and co-operation structures

Finland / Lahti:

input presentation:

· Lahti = gate to the Finnish Lake District >> is not communicated >> there is a need for a stronger tourism image

· 10% foreign customers in average, but in main season 50% foreign tourists 

· guests in summer time: families

· guests in autumn & spring: companies

· in marketing the lake is used a lot

Portugal / Setubal:

input presentation:

beach & sand = trends in tourism in the Costa Azul region south of Lisbon, however, the region has other natural resources than that: national parks, estuaries … one product is the beach, another one the landscape in the hinterland. 

· approach recommended: connect capital, land and sea >> get attention from people by using the sea / Atlantic coast as main attraction >> attract people to see the hinterland too once the attention for the region has been raised >> transport emotions to let people feel the uniqueness of having all in 1 region: the capital, special landscape of estuaries as connection and the Atlantic coast

Advise from Ireland:

· take your stakeholders on board of discussions by doing a survey. It will be much easier later to find acceptance for the Corporate Identity & design strategy 

Conclusion of the workshop

· the project region have not really a working brand - the customers do not know the regions for the things offered by the used brand 

· it is necessary to find out and to emphasise the unique selling point

· development of the brand in co operation with regional tourism organisations and stakeholders under consideration of the knowledge about the mind customers have about the region

3. Excursion through the Drava Region (29 September 2005)

During an excursion, the participants were introduced to important sights and water tourism related attractions of the hosting region:

· Drava National Park Centre inclusive presentation and a walk through the typical landscape along the river

· Boat trip on the river Drava from Barcs to Drávatamási including a stop at a river island, visiting the nature trail 

· Visiting Drávaiványi, famous church with a painted ceiling

· Lantos Ranch , traditional agricultural farm and 

· Siklós Castle 

· Villány, wine cellar visit

4. Meeting of the project management group

4.1. Evaluation of the workshop and the excursion 

The workshop has shown that the region needs a brand to show the regional identity and to reach the customers. Good web pages in foreign languages are very important to offer the regions on the European market.

The excursion gave an impression of the region and the existing problems like unsufficient infrastructure and nature protection regulation. 

4.2. Component 4: common manual
· in each region the case studies are ready to publish 

· big total volume of the 5 studies, ca. 300 pages

· different ways to publish possible

· as a print product (easy for users but big volume )

· as CD in the structure of a handbook
(good to handle and distribute and easy for users, not expensive)

· as summarised version 

· as download in the internet

· the partners decided to produce a CD of the study collection in English to distribute in Europe

· also a summarised version will be offered in the project languages 

· also the partners can publish their complete study in the own region in the national language

· each partner sends a summary of the own study of approximately three pages by 20 October 2005 at latest to the international project co-ordination

· each partner can translate these abstractions within his budget

· the abstractions should explain the most important facts and give contacts to get more information about the matter

· general distribution as a part of the Newsletter, in English and in the national languages

· the next newsletter will be published with the layout made for the water tour conference in Ireland – the layout is available for different uses – please see also point 4.5

· it can also be used to publish the case studies by each partner – it will be sent by Ireland

The case studies including the summaries will be sent to the JTS office in Rostock too.

Within component 4 investments are planned for the year 2006.

The partners should define concrete ideas for this budget line by June 2006 (next international meeting) at latest. 

4.3.
Component 5:  Tools and methods to market the regions 

· Finland is developing the common web portal, paid by all partners (this belongs to component 2)

· The portal is the entry to the national pages and portals of each partner region 

· These national pages will be developed as market tools under consideration of the European market

· The partners should note that the first amount should be paid by December 2005 at latest

· At the moment it is not possible to implement mobile phone solutions to offer tourism information etc., 

· The system presented by the Finnish is financed by private stakeholders and municipalities and users

· Who will pay the cost for maintaining the web pages 

· These mobile tools need high tech nets and devices not existing in all regions

· Portugal is interested using this tools in future

· It is imaginable to test a model tools may be in co-operation with Portugal

· Layout: the Irish Layout should be used as mentioned above 

4.4. Component 2:  Common web pages and newsletter

· the partner contribution for the common web pages is 937,50euros / Hungary 796,88euros

· Finland sends agreements about the payment to each partner

· Each partner should send the information needed for the national parts within the common portal 

· Reima will explain which format have to be used

· The Finish partners have to clear if the calculation presented is including VAT, because it is important to respect the budget

Please use the EU-logo and the known sentence for each document or pages published.

The exhibition system planned in component 2 should meet the needs of the partners.

Newsletter

· the newsletter will include a summary of the case studies as mentioned above

· Ms Kellner will ask for the information needed

· The newsletter will be published in the new conference layout

4.5. General financial matters

· please try to use the budget as planned

· especially the budget line “administrations costs” is not used enough

· costs for travel and accommodation can also be used for excursions in the partner regions 

to bring the stakeholders together and to maintain the co-operation

· the content of the following web pages has to be provided by the regions

· the budget lines can be exceeded by 10 %

It is possible to rededicate 20% of the total budget on the base of an formal application to the JTS office in Rostock
4.6. Next meeting and conference

- 13- 16 June 2006 Lahti/ Finland

- 14 June 2006:
conference 

– 3 or 4 different workshops planned 

- which themes are interesting for the regional stakeholders

- partners collect topics and give the information to Ms Kellner

- excursion: if the partners want to see special things they send their wishes to Ms Kellner

· e.g.: visit a successful company 

· the international meetings should have a new structure to give the regional participants better  opportunities to contact each other during the meeting ( all participants should stay during the whole meeting days) 

· Finland has to give the maximum number of participants in relation to the budget

· approximately 8 participants per region

· places does not used by one partner can be used by another partner

· experts for workshops and discussions are paid by each region (1 expert per region)  as already known

· the participants should arrive in Lahti at 3 pm if possible

· the partners send a list of participants in the beginning of 2006

Project co-ordination  WaterTour
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