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Coastal & maritime tourism in Europe 

Source: A European Strategy for more Growth and Jobs in Coastal and Maritime Tourism (European Commission, 2015) 	

€183.000 million 
Over 50% of hotel capacity in Europe



Coastal & maritime tourism in Europe 



Key challenges & opportunities for  
Coastal & Maritime Tourism in Europe   

! Average daily expenditure in decline (9%)
! Lack of skills and innovation
! Fragmentation
! Environmental pressures
  

Coastal & maritime tourism in Europe 

Source: A European Strategy for more Growth and Jobs in Coastal and Maritime Tourism (European Commission, 2015) 	



" Drive up daily expenditure at destination by 30%
" Bring in new skills and product innovation
" Break seasonality
" Creates wealth & jobs for coastal communities
" Support environmental conservation & outreach
  

Key challenges & opportunities for  
Coastal & Maritime Tourism in Europe 

Coastal & maritime tourism in Europe 

Nautical tourism has the potential to: 

The case for Nautical Tourism in Europe 



Key challenges & opportunities for  
Coastal & Maritime Tourism in Europe 

Coastal & maritime tourism in Europe 

The case for Nautical Tourism in Europe 

Responsible travel to natural areas that conserves 
the environment, sustains the well-being of the 
local people, and involves interpretation and 
education.” 
The International Ecotourism Society, 2015

Ecotourism: 



Ecotourism: From nautical tourism to marine 
ecotourism in Europe 



Ecotourism: From nautical tourism to marine 
ecotourism in Europe 

Responsible travel to natural areas 
that conserves the environment, 
sustains the well-being of the local 
people, and involves interpretation 
and education.” 

The International Ecotourism Society, 2015



Growing 3 x times as fast as the 
overall tourism industry. 

Source: UNWTO

Ecotourism: 

Sustaining 25% year-on-year growth 
rates. 
Source: UK research specialist – Mintel

Will account for 5% of the global 
travel market by 2024.  
Source: VISIT -The Voluntary Initiative for Sustainability in Tourism



Ecotourism 

US$ 358.5 billion 
=10 x the current revenue of the cruise industry worldwide by 2024

Can nautical tourism become the 
“Renewable Energy” of Europe’s 

Coastal & Maritime Tourism Industry? 





Nautical stations:  
Combining the power of the sea with rivers & 
lakes to win the ecotourism market for coastal 
& inland nautical destinations 



The role of Nautical Stations 

Break  
seasonality 

supporting strategic 
marketing & 

commercialization 

Boost 
innovation, 
quality & 
sustainability 

Promote 
nautical 
tourism 

destinations 

Increase 
expenditure at 
destination 



The role of Nautical Stations 

Promote 
destinations 

Availability of well-structured 
tourism products vs. random 
collection of single activities 



The role of Nautical Stations 

Higher added-value product 
components & services that result in a 

better customer experience 
Quality vs. quantity 

Increase 
expenditure at 
destination 



The role of Nautical Stations 

Break  
seasonality 

supporting strategic 
marketing & 

commercialization 

Attracting new market 
segments requires 
availability of new, 
specialized products, 
adapted to their needs & 
expectations. 



The role of Nautical Stations 

Boost 
innovation, 
quality & 
sustainability 

The benefits of innovation, quality and 
sustainability can only be transferred 

to the customer through products & 
services that effectively improve the 

customer’s experience at destination.  



The role of Nautical Stations 
Nautical stations need to promote the development of 
integrated nautical tourism products to roll-out their 
mission and achieve their full potential as catalyzers of 
sustainable, nautical ecotourism.  



Integrated nautical tourism products	



Workshop Objectives 

1.   Understanding the strategic 
implications of product development. 

2.   Delivering methods and tools to develop 
integrated nautical tourism products.  

3.   Inspire new ideas with examples of 
initiatives that have been developed in 
other nautical tourism destinations. 



INTEGRATED 
TOURISM 
PRODUCTS:  
FOR WHOM?   



Integrated tourism product 

Natural & cultural resources and 
attractions  
Motivate and guide tourism flows. 

Site related. 

Event related. 

•  Natural. 
•  Man-made. 
•  Customs and 

traditions. 
•  Infrastructure. 

Facilities, services & activities 
Facilitate longer stays and tourism 
activity. 

Accommodation 

Food & drinks. 

Recreation. 

Complementary 
activities. 

Transport. 

•  Fairs & exhibitions. 
•  Congresses & 

conventions. 
•  Festivals & special 

events. 

•  Hotel & SPA. 
•  Hotel Resort. 
•  Hotel Business 

Centre. 
•  Hostel. 
•  B&Bs 
•  Camping. 
•  Thematic hotels. 

•  Restaurants. 
•  Bars & cafés. 
•  Fast food. 
•  Family restaurants. 
•  Banquet salons. 
•  Coffee shops. 

•  Sports. 
•  Concerts & shows. 
•  Entertainment. 

•  Local tours. 
•  Trips & excursions. 

•  Flights. 
•  Trains. 
•  Ferries. 
•  Rental cars. 

Access 
Allow transport to/from/within 
destination. 
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Integrated tourism product 

Attractions  
Motivate and guide tourism flows. 

Site related. 

Event related. 

•  Natural. 
•  Man-made. 
•  Customs and 

traditions. 
•  Infrastructure. 

Facilities 
Facilitate longer stays and tourism 
activity. 

Accommodation 

Food & drinks. 

Recreation. 

Complementary 
activities. 

Transport. 

•  Fairs & exhibitions. 
•  Congresses & 

conventions. 
•  Special events. 

•  Hotel & SPA. 
•  Hotel Resort. 
•  Hotel Business 

Centre. 
•  Hostel. 
•  B&Bs 
•  Camping. 
•  Thematic hotels. 

•  Restaurants. 
•  Bars & cafés. 
•  Fast food. 
•  Family restaurants. 
•  Banquet salons. 
•  Coffee shops. 

•  Sports. 
•  Concerts & shows. 
•  Entertainment. 

•  Local tours. 
•  Trips & excursions. 

•  Flights. 
•  Trains. 
•  Ferries. 
•  Rental cars. 

Access 
Allow transport to/from/within 
destination. 
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Tourism industry 

Tourism attractions 

Auxiliary 
services 

Accommodation 
•  Hotels. 
•  Hostel. 
•  B&Bs 
•  Camping. 

Nautical 
activities 
•  Boat tours. 
•  Wind sports. 
•  Underwater. 
•  ... 

Non-nautical 
activities 
•  Yoga. 
•  Golf. 
•  Trekking. 
•  ... 

Travel agencies at 
destination 

… 

Restaurants 

Convention 
centers 

Pubs, discos 

Shops 

Nature Gastronomy 

Sun & beaches Rives & lakes 

Culture ... 

The value chain of the nautical tourism sector 
Channel 
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Off Line 
•  Generalist 

tourism 
agencies 

•  Specialized 
tourism 
agencies 

•  … 

Off Line 
•  OTAs 
•  Service 

providers 
•  Travel suppliers 
•  Travel content 

sites 
•  Search engines 
•  … 

Motivation & profile 
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Family

Professi
onal

Couples

Senior

Gay

…



The value chain of the nautical tourism sector 
Channel 
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Off Line 
•  Generalist 

tourism 
agencies 

•  Specialized 
tourism 
agencies 

•  … 

Off Line 
•  OTAs 
•  Service 

providers 
•  Travel suppliers 
•  Travel content 

sites 
•  Search engines 
•  … 

Motivation & profile 
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Family

Professi
onal

Sports

Senior

Gay

Couples

Auxiliary 
services 

Tourism industry 

Tourism attractions 

Accommodation 
•  Hotels. 
•  Hostel. 
•  B&Bs 
•  Camping. 

Nautical 
activities 
•  Boat tours. 
•  Wind sports. 
•  Underwater. 
•  ... 

Non-nautical 
activities 
•  Yoga. 
•  Golf. 
•  Trekking. 
•  ... 

Travel agencies at 
destination 

… 

Restaurants 

Convention 
centers 

Pubs, discos 

Shops 

Nature Gastronomy 

Sun & beaches Rives & lakes 

Culture ... 



Factors that define tourists’ needs & expectations 

What motivates 
their trip?	

What are they 
looking for?	

Who are they?  
Who do they travel 

with?	

 

• Meetings 
• Summer holidays 

• Weekend break-away 
• Spring break 

• Wedding 
• … 

• Family 
• Single 
• Couple 
• Gay 
• Senior 
• Sportsman / woman 
• … 

• Sun & beach 
• Nature 
• Culture 
• Gastronomy 
• Underwater 
landscapes 

• Sports 
• … 

Market 
segments 



Strategic segments of nautical tourism: The Spanish Case 



Nautical Stations in Spain: Identifying market segments 

What motivates 
their trip?	

What are they 
looking for?	

Who are they?  
Who do they travel 

with?	

 

• Meetings 
• Summer holidays 

• Weekend break-away 
• Spring break 

• Wedding 
• … 

• Family 
• Single 
• Couple 
• Gay 
• Senior 
• Sportsman / woman 
• … 

• Sun & beach 
• Nature 
• Culture 
• Gastronomy 
• Underwater 
landscapes 

• Sports 
• … 

Market 
segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

Nautical Stations in Spain: Identifying market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

Nautical Stations in Spain: Identifying market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

Consumer behavior:  
80% buy at origin through 
specialized agencies or on-line. 
Goes from one nautical 
destination to the next, as main 
motivation is the practice of 
nautical sports. 

Nautical Stations in Spain: Identifying market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

Consumer behavior:  
70% buys at destination (spontaneous 
purchase). 
Main motivation is sun & beach but 
looks for additional experiences to 
“spice” up their holidays. 

Nautical Stations in Spain: Identifying market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

Consumer behavior:  
Buys at origin. Does not play an active 
role in the booking process, but just 
defines a “concept”. The channel is the 
main prescribing agent (i.e MICE 
companies). 

Nautical Stations in Spain: Identifying market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

22% 

66% 
12% 

Nautical Stations in Spain: Identifying market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

The segments “SPORTY” and “GROUPS” were prioritized after evaluating 
each strategic segment according to (1) the penetration of companies 
serving each segment in all nautical stations, (2) the optimization 
capacity and (3) the potential for increasing sales. 

Nautical Stations in Spain: Prioritizing market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

Nautical Stations in Spain: Prioritizing market segments 



Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	

Strategic actions for 
sustainable growth 

Situation at the time of 
analysis 

High seasonality. 

Sun & beach. 

International tourist. 

Focus on activity. 

Low seasonality. 

Sporties & groups. 

Local tourist. 

Focus on integrated, higher value 
added products & commercialization. 

Nautical Stations in Spain: Resulting conclusions & 
actions from identification of market segments 



Strategic segments of nautical tourism: The Spanish Case 



Some important questions that we need to ask 
ourselves before designing nautical tourism products 

•  What strategic segments are currently present in 
your (future) Nautical Station? 

 

•  What is their specific weight? 
 

•  What strategic segments can best contribute to 
optimize current capacity (increase number of 
customers) without requiring additional 
investments? 

•  What strategic segments can potentially contribute 
to increase sales, taking into consideration the level 
of maturity of each market and its competitive 
situation? 

•  What strategic objectives do you wish to prioritize 
and support through your product? 



Reflection time: Where are you? Where would you like to be? 

High season	 Low season	

Sporties	

Sun & beach (others?)	

Groups & MICE	

What motivates their trip?	
What are they looking for? 
 
Current situation 
Desired situation	

Who are your customers?  
Who do they travel with?	



Let’s group up for this exercise! 

EN Alto Minho	

EN Aveiro	

EN Vagos	
EN Coimbra	

EN Matosinhos	

EN Ilhavo	

EN Faro 

EN Portimao	

EN Alqueva	

EN Baixo Guadiana	EN Vilamoura 

EN Cascais	
EN Avis	

EN Castelo de Bode	

EN Sines	

EN Oeste	



DEVELOPING 
INTEGRATED TOURISM 
PRODUCTS:  
STRATEGIES & TOOLS 



Developing tourism products: Methodology 

1. Analysis (existing offer) 

2. Research (existing demand) 

3. Developing ideas & alternatives 

4. Product concept design 

5. Implementation & review 



Methodology 

1.  Analysis (existing offer) 

#  What resources do we 
have?  
Inventory of resources & 
infrastructures 

#  What is the existing 
nautical offer at 
destination?  
Product map 

#  What is our competitive 
position?  
SWOT analysis 

#  What objectives do we want 
to reach through the 
product? What product 
strategy is the most 
adequate for our 
destination?  
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Activities

Nautical activities

Other, non-nautical activities

•  Yoga
•  Golf
•  Trekking

Museums & attractions

Product map | Existing product offer 

•  Bird watching
•  Climbing
•  …

•  Maritime museums
•  Local history 

museums
•  …

•  Natural monuments
•  Festivals
•  …



Product map | Existing nautical product offer 

Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	



Product map | Existing nautical product offer 

Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	



Product map | Existing nautical product offer 

Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	



Product map | Existing nautical product offer 

Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	



Product map | Existing nautical product offer 

Source:	Mapeo	de	los	segmentos	estratégicos	del	turismo	náutico	en	España.	Cluster	Development	(2014)	



+ STRENGHTS - WEAKNESSES 

SWOT Analysis | Competitive situation of destination 

Internal characteristics of 
destination that have a special 
attractiveness for tourists, 
representing an advantage 
against other destinations.
I.e: In Sesimbra you can dive all year round & 
plenty of diving opportunities for technical divers.

Internal characteristics of 
destination that place it in a 
situation of disadvantage against 
other tourism destinations. 
I.e: In Sesimbra only a few diving centers provide 
re-breathers (equipment) for technical divers. 

+ OPPORTUNITIES - THREATS 

External opportunities that can 
result in tourism growth in terms 
of number of tourists or tourist 
expenditure. 
I.e: Increasing popularity of diving in Europe.

External elements of the tourism 
market that can raise new 
challenges for the destination. 
I.e: Emerging competition from low cost 
destinations.



+ STRENGHTS - WEAKNESSES 

SWOT Analysis | Competitive situation of destination 

+ OPPORTUNITIES - THREATS 



Product strategy | Flagship product vs. multiproduct 

•  Flagship product strategy: 
Focus on most successful product to attract specific 
market segments and build additional, 
complementary offer around it to spread the 
geographical impact of tourism.

•  Multi-product strategy: 
Create a combination of tourism products that 
appeals to different market segments, reducing 
dependency from just a few markets and segments.

 



Product strategy | Flagship product vs. multiproduct 



Product strategy | Flagship product vs. multiproduct 



Product strategy | Flagship product vs. multiproduct 



Product strategy | Flagship product vs. multiproduct 



Product strategy | Flagship product vs. multiproduct 



Product map | Existing nautical product offer 



 
2. Research (demand) 

#  What is the size of the 
market? Who are our target 
customers? 
Market research 

#  What needs and 
expectations do our 
customers have? 
Interviews & focus groups 



Matching current offer with market demand 

Market International National Regional 
Product Package Independent     

Boat charter * *** ** * 

Boat tours ** *** ** * 

Diving *** * *** *** 

Fishing * * * *** 

Multi-activity * * *** ** 

Sailing  ** *** * *** 

Sea kayaking *** *** * * 

Snorkeling * *** *** * 

Surfing & SUP *** * ** *** 

Whale & dolphin watching ** *** ** * 

Wind & kyte surfing * *** * *** 

          

*    Limited potential         

**  Moderate to good potential       

*** High potential         

Example – data not 
representative of market reality 



 
3. Ideas & alternatives 

#  Initial ideas 
Mind map 

#  Selection of best options 
Stakeholder consultation 



Mind map | Developing alternatives 

Product A 

Attributes 

Target customer 

Competition 

Services 

Added value 

Alliances 

Benefits 



Mind map | Developing alternatives 



Methodology 

 
4. Conceptual design 

#  Product definition 
Characteristics/Benefits 
Functional benefits/Experience 
Services & added value 
Identity / naming & claim 

#  Business model 
Canvass model 

#  Negotiation 
Conditions (suppliers) 
Pricing (net & final) 
Distribution channels 



+ An emotional story 

•  Freedom.
•  Animal welfare.
•  The good ol’ times.
•  Rural romanticism.
•  Etc.

Product concept design | Products vs. Experiences 



Product concept design 

Customer 



Activity 

Seduction 

WOW! effect 

Memorability EXPERIENCE 

POSITIVE EMOTIONAL STATES

WE ARE IN THE BUSINESS OF HAPPINESS ! 

Product concept design | Products vs. Experiences 

Easy to copy Very difficult to copy



Product concept design | Products vs. Experiences 

VERY CONSIDERED
DIFFERENTIATED 

offer

INDIFFERENTIATED 
offer NOT CONSIDERED

Build
PRODUCTS

Provide
SERVICES

DELIVER
EXPERIENCES

+-

Sell
RESOURCES

4

3

2

1

TY
PE

 O
F 

O
FF

ER
 

CO
N

SU
M

ER 
N

EEDS 

PRICE



+ An emotional story 

•  Dive while your 
family slowly 
starts the day.

•  Explore amazing 
natural treasures 
with your family.

•  Enjoy the local 
gastronomy.

•  Learn about local 
maritime 
traditions.

Product concept design | Products vs. Experiences 



© SUBMON 



+ A marine biologist 
Tour Guide 

•  Explore the sea!
•  Learn about 

marine wildlife.
•  Contribute to 

marine research.
•  Be part of the 

adventure!

Product concept design | Products vs. Experiences 







Product concept design 

Customer 

Different markets segments, different target 
customers with different needs & 

expectations! 



Product concept design | Example 
Diving Package for “Sporties” 

SPORTIE. Market Segment A: 
Casual sport divers traveling with 
family.	

General information: 
Mary Smith, 41 years-old. Lives with her 
husband and 2 sons in Cornwall. She’s a 
dentist. 

Interests: 
Fan of healthy living, she is a runner and 
loves to dive, but her family and professional 
live limits her possibilities. She normally 
travels abroad for 1 week during her 
holidays at least once a year with his 
husband (who does not dive) and 6 & 8 year-
old sons.
She likes to dive at least 2-3 times per year 
and normally uses her own equipment.

Internet use: accesses through all possible 
devices, and uses hobby-related apps such 
as Runtastic. Is active on Facebook, Twitter 
and Instagram, where she also shares info 
from her trips.
 
Purchase habits: She buys mostly anything 
online, from consumer goods to trips, 
tickets, electronic supplies, books, etc.  

Buyer persona 

Target market 



Functional 
benefits 

Emotional 
benefits 

Added value Channels 

Diving hours are 
compatible with 
family time.	

Target customer & 
buyer persona 

Sleep in a 
convenient hotel 
near diving center.	

Early breakfast for 
divers + hotel rooms 
have balconies 
equipped to dry diving 
suit.	

No need to bring 
nor rent means 
of transport.	

Removes anxiety 
of getting to key 
locations.	

Hassle free!!	

Great times for 
the whole 
family!!	

Meals made easy while 
allowing free choice + 
including one special 
local specialty lunch.	

Quality time 
with your 
family.	

Includes great 
things to do with 
the family.	

Everyone 
enjoys a 
part of the 
adventure!	
Educational!	Additional 

cultural activity 
to enjoy together.	

Discover natural 
landmarks of 
destination.	

Treat your 
family to the 
adventure of 
exploring a 
unique cave.	

The visit can be by 
boat or by SUP board 
with local Guide who 
is informative about 
the local geological 
conditions and 
wildlife.

Possibility to rent 
quality diving material.

Casual sport divers 
traveling with family.	

Product concept design | Diving & Family Adventure in Portugal 

Product identity 
Product name & tag line.

Diving & Family 
Adventure in 
Portugal 
The Family Friendly 
Diving Holiday You 
Deserve 

•  Nautical 
station

•  Specialized 
travel 
agencies

•  OTAs
•  …? 

Services 
Main & secondary 

4 dives 
Air & weights included
Insurance included	

6 nights
Half-pension
*** OR ****	

Family trip to 
Benagil Cave
Snorkel Tour	

• Airport transfer
• Diving & excursion 

transfers

• Breakfast & dinner	
• 1 special family 

lunch at Benagil

• Family ticket 
entrance to local 
maritime museum



Functional 
benefits 

Emotional 
benefits 

Added value Channels 

Diving hours are 
compatible with 
family time.	

Target customer & 
buyer persona 

Sleep in a 
convenient hotel 
near diving center.	

Early breakfast for 
divers + hotel rooms 
have balconies 
equipped to dry diving 
suit.	

No need to bring 
nor rent means 
of transport.	

Removes anxiety 
of getting to key 
locations.	

Hassle free!!	

Great times for 
the whole 
family!!	

Meals made easy while 
allowing free choice + 
including one special 
local specialty lunch.	

Quality time 
with your 
family.	

Includes great 
things to do with 
the family.	

Everyone 
enjoys a 
part of the 
adventure!	
Educational!	Additional 

cultural activity 
to enjoy together.	

Discover natural 
landmarks of 
destination.	

Treat your 
family to the 
adventure of 
exploring a 
unique cave.	

The visit can be by 
boat or by SUP board 
with local Guide who 
is informative about 
the local geological 
conditions and 
wildlife.

Possibility to rent 
quality diving material.

Casual sport divers 
traveling with family.	

Product concept design | Diving & Family Adventure in Portugal 

Product identity 
Product name & tag line.

Diving & Family 
Adventure in 
Portugal 
The Family Friendly 
Diving Holiday You 
Deserve 

•  Nautical 
station

•  Specialized 
travel 
agencies

•  OTAs
•  …? 

Services 
Main & secondary 

4 dives 
Air & weights included	

6 nights
Half-pension
*** OR ****	

Family trip to 
Benagil Cave
Snorkel Tour	

• Airport transfer
• Diving & excursion 

transfers

• Breakfast & dinner	
• 1 special family 

lunch at Benagil

• Family ticket 
entrance to local 
maritime museum





Product concept design | Negotiation 



Product concept design | Negotiation 



Product concept design | Negotiation 



Product concept design | Example 
Blue Week at L’Ametlla de Mar 

GROUPS. Market Segment A: 
Schools and student groups.	

General information: 
Jordi Sanchez, 45 years-old. Lives with his 
wife, 1 son and 1 daughter in L’Ametlla de 
Mar (Tarragona). He is an architect and 
owns his own studio. 

Interests: 
Fan of the outdoors and sailing specially, 
which he practices often with his family and 
friends during the weekends at the local 
nautical club. He is the President of the 
Parents Association of the School that his 
children attend. He believes sports are a key 
ingredient of a solid education and he is very 
keen on introducing his children to nautical 
sports. 

Internet use: Although a PC is his main 
working tool, he prefers mobile or tablet for 
personal navigation.
 
Purchase habits: He buys trips and tickets 
for the movies or theater on-line. 

Buyer persona 

Target market 



Functional 
benefits 

Emotional 
benefits 

Added value Channels Target customer & 
buyer persona 

School holidays 
do not disrupt 
professional 
commitments.	

The kids learn to 
live together with 
other boys & 
girls.	

The kids have 
time to play & 
enjoy other 
activities.	

Fun & 
educational!	

Product concept design 

Product identity 
Product name & tag line.

Blue Week in 
l’Ametlla de Mar 
Hoist the sails for 
school break! 

Services 
Main & secondary 

3 nights
Full Board
(OPTIONAL)	

• Welcome activity
• Beach activities & 

games
• Good-bye fiesta

The kids will be 
active while the 
learn practical 
skills.	

The best education 
possible!	

4 days of nautical 
activities  
(option between multi-
activity or focus activity) 

No need to worry 
about logistics.	

The kids are 
always safe and 
supervised.	

•  Nautical 
clubs

•  Schools
•  …? 

• Daily transfers 
to activities.

• Specialized 
personnel.

The kids are 
always safe and 
supervised.	

Activities revolve 
around learning 
about local 
environment and 
culture.	

All rooms are 4-
bedded to 
encourage 
socialization.	



Functional 
benefits 

Emotional 
benefits 

Added value Channels Target customer & 
buyer persona 

Product concept design 

Product identity 
Product name & tag line.

Services 
Main & secondary 

#  How do we combine all the resources 
available at destination to deliver a great 
experience to our target market? 

#  What key ingredients need to be added to 
convey clear functional & emotional 
benefits to our target market?  

#  What other “added value” components can 
make the experience unique? 

#  How do we work together to ensure similar 
service & quality levels regardless of which 
operator delivers each component? 



Sunset on the Deck

Sailing Weekend Break Away



Marmitako Tour



Become a Skipper





#  All products are commercialized by the municipality’s 
Tourism Office and can be found on-line. 

#  Activities are sometimes connected to one single 
operator (if very specialized), sometimes to several 
different ones (all companies that can deliver the 
service).  

#  Companies organize themselves and take shifts to 
service customers to guarantee availability. 

#  When delivering their activities to customers, all 
companies use a shared dress-code. 

#  The municipality provides quality assurance. 



Product concept design | Negotiation 

Services 
Main & secondary 

NAUTICAL STATION 

Including 
commercialization!



Product concept design | Business model 



Agreed and aligned service level across the product cycle 

#  Accesibility: Difference service dimensions are available: different options for quality, categories, etc.

#  Cortesy: Great customer service along the whole consumption process (pre-during-post experiene).

#  Communication: Easiness with which customer can be in touch with service provider at all times.

#  Credibility: Reliability and honesty of service provider. 

#  Safety: Absence (perceived or real) of risks or dangers.

#  Knowledge of customer: Increases empathy and availability to respond to customer expectations.

#  Fiability: The service is correctly delivered.

Factors that define quality in a tourism product 

#  Personalization: Flexibility to adapt to customer needs & expectations.

#  Diligence: Reduction of waiting times is highly appreciated.

#  Disposition: Clear willingness to support customer and respond to his/her needs and expectations. 

ATTRACTION CONSIDERATION BOOKING EXPERIENCE RETENTION PRESCRIPTION 

The traveler’s path to purchase 



 
4. Implementation & 

commercialization 

#  Product test 

#  Market launch 

#  Test & feedback 



Hands-on! 

The best way of 
predicting the future 
is inventing it. 
 
Alan Key  



Hands-on! 

High season	 Low season	

Sporties	

Sun & beach	

Groups & MICE	



Hands-on! 

1.   Develop 2 different nautical tourism products, 
each for a different market segment. 

2.   For each product: 

1.   Develop a profile for your “buyer persona”. 

2.   Lay-out its main components (target 
customer, benefits, attributes, added value, 
services, competition & alliances). 

3.   Hang your result on the wall and choose a 
spoke person to present your products and 
the reasons behind each proposal.  



Product X 

Attributes 

Target customer 

Competition 

Services 

Added value 

Alliances 

Benefits 

Hands-on! 



Workshop Objectives 

1.   Understanding the strategic 
implications of product development. 

2.   Delivering ideas, tools and methods to 
develop integrated nautical tourism 
products.  

3.   Inspire existing and future nautical 
stations to develop new integrated 
nautical tourism products by providing 
examples of successful initiatives 
carried out in other nautical 
destinations. 



OBRIGADA!  

Julia Vera Prieto
+34 646 512 514

Julia.vera@travelecoology.com
@juliaveraprieto | @Travelecoology

www.travelecoology.com



Developing integrated 
nautical tourism 
products:  
Strategies & Tools 

WORKSHOP 
Julia Vera Prieto
Lisbon, October 2nd 2018


