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PRESENTATION OF THIS GUIDING QUESTIONS TOOL 
This GUIDING QUESTIONS TOOL is composed of questions designed to drive the sustainable 
tourism entrepreneur during their journey through the map Business Tailoring 4 Sustainable 
Tourism Development (BT4STD). 

In times of Sustainable Tourism Development (STD), Small and Medium-sized Tourism 
Enterprises (SMTEs) seek ways to tailor their strategies that align with sustainability principles. 
However, implementing such strategies requires a comprehensive understanding of the 
challenges and opportunities in this field. Therefore, GUIDING QUESTIONS is indispensable to 
help businesses take the first steps toward Sustainable Tourism Development Management 
(STDM). This GUIDING QUESTIONS Tool addresses several questions that SMTEs may face in 
pursuing STDs, including reducing environmental impact, engaging with local communities, and 
maintaining economic viability. In addition, a well-designed GUIDING QUESTIONS TOOL can be 
valuable for SMTEs seeking to create sustainable tourism experiences that benefit travelers, local 
communities, and businesses. 

The tourism industry comprises many types of businesses, such as travel agencies, transportation 
companies, accommodations, restaurants, theme parks, and more. However, this questions guide 
focuses on sustainable tourism's core characteristics and needs to support this range of businesses. 

For each business area, 12 GUIDING QUESTIONS WERE DESIGNED to guide the entrepreneur in 
facing sustainable tourism's specific understanding, except for the sustainability session, which 
presents 18 questions. Still, it is unnecessary to answer all the questions. Instead, you could apply 
and reflect on those more aligned or adapted to your business reality, needs, and goals. 

STRUCTURE OF EACH CHAPTER 

1) ANALYSIS LEVEL 

2) TIME-SAVING TOOLS  

THE BUSINESS AREAS AND THEIR RESPECTIVE SUB-DIVISIONS ARE PRESENTED BELOW THE FOLLOWING: 

1) KEY TO SUCCESS 

2) ACCOMPLISHMENTS 

3) PRESENTATION 

4) GUIDING QUESTIONS 



THE ROAD OF OUR JOURNEY 
An introduction to analysis levels is essential to achieve success in Sustainable Tourism 
Development Management (STDM). Among the three optimal analysis levels for Small and 
Medium-sized Tourism Enterprises (SMTEs), it is necessary to understand that each level plays a 
significant role in the overall sustainability of a tourism enterprise. By utilizing these three 
analysis levels, SMTEs can identify opportunities for improvement and make informed decisions 
that align with sustainable practices.  

The three optimal analysis levels can effectively develop and manage the Sustainable Tourism  
Development Management (STDM) for Small and Medium-sized Tourism Enterprises (SMTEs) at 
the destination. These levels are:  

• LANDING AT THE TOURISM DESTINATION: This level involves a clear 
understanding of the tourism market at the destination and identifying 
strengths, weaknesses, opportunities, and threats for Sustainable Tourism 
Development Management. At this level, it is important to identify and 
prioritize the three essential elements of Sustainable Tourism Development 
(environmental, economic, and social-cultural). In addition, we should apply 

this strategic analysis to Tourism Destinations, Travelers, Sustainability, and 
Competitiveness because we are all vital elements connected and inseparable from 
Sustainable Tourism Development Management. 

• EXPLORING THE TOURISM OFFERS: This level involves knowledge 
of the Tourism experience offered to travelers at the destination. It 
encompasses a trip's different aspects, such as the sights, sounds, 
tastes, emotions, activities, and interactions with local people and 
culture. A successful tourism experience creates positive emotions, 
memories, and perceptions that can influence a traveler's decision 
to return or recommend the destination to others. At this level, it 
is essential to identify specific experiences that fit each traveler's 
expectations. For example, promote cultural heritage and engage 
with local communities. 

• DIVING INTO OUR BUSINESS: This level involves managing specific 
business areas to achieve strategic business objectives. At this level, we will 
look inside our business. It is important to identify specific strategies, tactics, 
goals, models, tools, and more that can complete the overview of our Small 
and Medium-sized Tourism Enterprises (SMTEs).  



DISCOVERING BUSINESS TAILORING OPPORTUNITIES FOR SUSTAINABLE TOURISM 

DEVELOPMENT MANAGEMENT (STDM). 

When it comes to analyzing a business, few methods are as effective as "The three optimal 
analysis levels for STDM," which can provide valuable insights into its operations and potential 
for growth. These levels are continuous and circular, meaning the analysis process should be 
ongoing and iterative to consistently uncover new information and ideas. We must introduce 
these analysis levels to our business team to get started and ensure everyone is on board with 
the process.  

Then, breaking down the process into three optimal analysis levels for STDM includes getting to 
know the tourism destination, understanding the traveler experience, and analyzing our business 
practices. By conducting continuous rounds of this analysis, we can connect new ideas and 
information that will help improve our overall strategy.  

Of course, this is not a one-time process; instead, we should conduct continuous rounds of this 
analysis to refine and improve our approach. Each round will bring new insights and discoveries, 
ultimately leading us toward a reference version optimized for success. 

This approach allows us to optimize our operations, enhance the Traveler experience, and drive 
tremendous business success.  

"In the tourism industry, one version of a business model will never be the last, nor definitive." 

 

 

 

 

 

 

  



LANDING AT THE TOURISM DESTINATION 

ANALYSIS LEVEL 

The three optimal analysis levels for STDM could start by sharing a strategic vision of the four 
essential elements for Sustainable Tourism Development (STD). The first level involves assessing 
the analysis of the external factors that impact the business and examining the business's impact 
on the environment and the local community. The four elements are following bellow: 

• Tourism Destination 

• Traveler or Tourist 

• Sustainability 

• Competitiveness 

The relationship between tourism destinations, travelers, sustainability, and competitiveness is 
complex and multifaceted. For tourism destinations to succeed in the long term, they must 
balance the needs and expectations of the traveler with the preservation of natural and cultural 
resources while remaining competitive in a global market. Small and Medium-sized Tourism 
Enterprises (SMTEs) are vital to planning this balance. By embracing sustainable tourism 
practices, providing high-quality products and services, and collaborating with other 
stakeholders, SMTEs can help enhance the overall traveler experience while contributing to the 
destination's social, economic, and environmental well-being. This chapter will explore the 
interplay between these factors and provide some practical strategies for SMTEs to enhance their 
sustainability and competitiveness in the tourism industry. 

TIME-SAVING TOOLS 

We'll complete all sections of this chapter more quickly if we have any of the following handy: 
 The tourism destination market plan and strategic plan. 
 The sustainable development plan of the tourism destination. 
 Our business plan, our business objectives, and our strategic business plan. 
 The tourism destination laws are driving tourism. 
 The tourism destination inventory and other research. 
 The trade travelers and other relevant stakeholders. 
 Tourism destination demand research and an analysis of the traveler demand profile. 
 Research the potential customers who live in the tourism destination. 
 Research the potential customers who live 3 hours away from the tourism destination. 
 2030 Agenda for Sustainable Development 
 Sustainable Development Goals (SDGs). 
 Sustainable Development Goals strategies (SDG). 



 Some sustainable development plan or guide aligned with SDGs. 
 Research about the tourism industry. 
 Another specific analysis applied to our case. 
 All documents could find relevant information. 

What is the essential thing that Small and Medium-sized Tourism Enterprises (SMTEs) need to 
know about each business area?  



TOURISM DESTINATION 
What are the process partners, resource providers, logistics, distribution channels, and 
communication channels at the destination with which we can form alliances to 

explore new markets? 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The tourism industry contributes to local economies and their impact on natural 
resources and ecosystems. This can help travelers make more sustainable and responsible 
travel choices. 

 Operating within the legal framework and respecting the natural environment and local 
communities is essential. 

 The tourism infrastructure, such as transportation, accommodation, and attractions, is 
essential to ensure that the business can provide the best possible service to its 
customers. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the most critical tourism destination characteristics that impacted the business. 

 Identify the market size (offer and demand). 

 Highlight the critical success factors of the destination and the destination's advantages. 

 Find the strengths and weaknesses of the destination. 
PRESENTATION 
We can think about the most relevant tourism destination characteristics directly impacting our 
business, but not limited to: 

• Tourism demand 
• Tourism offering 
• Destination profile 
• Trade  
• Stakeholders 
• Authenticity 
• Sense of Place 
• Branding 
• Urban functions  

• Installed systems (infrastructure) 
• Marketing positioning strategy (price, competitive 

advantage, target market segment, benefits 
offered) 

• Public tourism policies and laws (plans, promotion, 
training), fiscal, environmental, labor, and more 

• Butler's tourism destination life cycle 
• Doxey's irritation index 
• And more 

Each tourism destination is unique and requires a tailored approach to marketing and 
management. This means that businesses must consider the local culture, customs, and 



preferences of the destination, as well as the needs and expectations of their target travelers. 
Additionally, businesses need to understand the tourism infrastructure and competitive landscape 
of the destination, as well as the regulatory environment and any potential risks or challenges. By 
understanding these factors and tailoring their approach accordingly, tourism enterprises can 
effectively market their products and services to travelers, build strong relationships with local 
stakeholders, and contribute to the sustainable development of the destination. 

The destination's characteristics are crucial for success in the tourism industry; understanding 
the features of the destination we're marketing will assist us in creating a compelling narrative 
around it; a systematic comprehensive allows one to develop effective strategies that resonate 
with potential travelers. Additionally, one must be able to identify hidden business opportunities 
and develop unexplored niches. 

In conclusion, tourism destinations can offer authentic and responsible experiences that align 
with travelers' values and preferences by gaining insights into the local culture, environment, and 
community.  

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our Destination? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our destinations. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What infrastructure supports tourism activity (hotels, resorts, restaurants, airports, ports, 
transportation, and more)? Assessing the current state of accommodations, transportation, 
and other amenities will help identify areas for improvement or expansion.  

2. What is the destination tourism demand? What are the different traveler segments that the 
destination aims to target? Understanding the target audience's demographics, interests, and 
preferences will enable the destination to tailor its offerings to match its needs. 

3. What is destination tourism offering? 

4. Which are tourism products attract travelers with common interests (e.g., historic sites, 
trails, parks, beaches, mountains, and more)?  

5. What are the primary attractions and experiences that draw travelers to the destination? 
How can our business leverage these attractions to attract customers? 

6. What are the local culture and customs in the destination, and how can our business 
respect these traditions in its operations and customer interactions? How does the local 



culture and community in the destination impact our business, both in terms of 
opportunities for collaboration and potential challenges? 

7. Are the markets from which the destination aims for the traveler segment to draw 
increasing or declining? 

8. How do the overall reputation and brand of the destination affect the demand for our 
products and services? For example, is the destination well-known and respected for its 
tourism offerings? 

9. How does the destination differentiate itself from its competitors? Establishing a clear, 
unique selling proposition (USP) will help the destination stand out in the competitive 
tourism market. 

10. What is the current and future outlook for tourism in the destination, including trends in 
traveler numbers, spending, and behavior? How can our business prepare for and adapt 
to these trends? 

11. What is the level of government support and investment in tourism development in the 
destination, and how does this impact the availability of resources and opportunities for 
growth? 

12. What are the opportunities for collaboration with other businesses, organizations, or 
government agencies in the destination to enhance the overall traveler experience and 
promote sustainable tourism practices? 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong awareness about their 
tourism destination by asking these questions and working through the answers to developing 
capacities, skills, advantages, partnerships, and more. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between the tourism destinations and your sustainable tourism 
business. 

  



TRAVELER 
All consumers and travelers are different. 
The three large consumer groups: Travelers - Excursionists - Destination Residents. 
Mass Market - Niche Market – Segmented – Diversified - Ideal Persona. 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Our best travelers' common characteristics and learn about their travel motivations, such 
as adventure, relaxation, cultural experiences, personal growth, and more. 

 Learning about travelers' preferences and behaviors, such as their preferred travel style, 
accommodation type, and activities, is critical. 

 Travelers' impact on destinations and local communities includes understanding how 
their travel choices and behaviors can have economic, social, and environmental 
implications. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify target niches extensive enough to provide a solid traveler base. 

 Consider the critical success factors for each traveler segment and the differences 
between traveler segments. 

  Highlight ways to reach our travelers, convert them into travelers, and profitably satisfy 
their needs. 

PRESENTATION 

Small and Medium-sized Tourism Enterprises (SMTEs) need to understand travelers' changing 
safety and economic concerns, as well as their future travel intentions and current travel 
spending. Tourism enterprises should also be aware of the shift in consumers' motivations for 
travel, rather than local travel, and their online travel shopping behavior. In addition, we should 
understand recent changes in travel expectations, attitudes, and behaviors and the sustainability 
of these changes. 

Recognizing that a tourism enterprise operates within a given destination is essential. With this 
understanding, we can distinguish three large groups of initial consumers: travelers, 
excursionists, and the local community. 

From there, it is crucial to segment the market to understand its consumers' similarities better. 
These groups of people have the same goals and pains and thus outline more efficient marketing 
strategies targeting niches extensive enough to provide a solid traveler base. 



In conclusion, SMTEs can tailor their products and services to meet travelers' needs and 
expectations by knowing their motivations, preferences, and values. This, in turn, can enhance 
the travelers' experiences, increase their satisfaction and loyalty, and ultimately drive the 
business's success. Moreover, by catering to responsible travelers who prioritize sustainability 
and social responsibility, SMTEs can contribute to the destination's sustainable development 
while creating positive social and environmental impacts. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our travelers? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation through our travelers. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What travelers and travelers’ segments do we mainly serve? Who are our most important 
travelers? 

2. Who is the recipient traveler of our value-adding services? 

3. What traveler needs are expressed in travel occasions that will be the business's core? 
What are the travelers' pains that we are relieving? 

4. Who are the main types of travelers to the destination, and what are their motivations for 
traveling here? How can our business tailor its products and services to meet its needs and 
preferences? 

5. What can we offer that responds to what the travelers want to experience? Whom are 
we supporting to achieve their objectives? 

6. What are their reasons for traveling? How can the experience be personalized? 

7. What is the range of time and budget that our client spends at our destination? How does 
the traveler's level of spending and budget impact our business revenue and profitability? 

8. Who are our ideal travelers, and how do they make buying decisions?  

9. Are the markets from which our business aims travelers to draw increasing or declining?  

10. Are there potential traveler habits changes that might increase or reduce sales? 

11. What other traveler segments could we serve with what we have? What different traveler 
needs could we do with what we have? 

12. Which travelers would we be better off without? What traveler needs should we stop 
serving? 



IDEAL TRAVELER PERSONA 

Here are a few GUIDING QUESTIONS to help us create the ideal traveler persona. However, they 
are not intended to exhaust the topic: 

1. Who are our most dedicated clients of ours? 

2. What is the traveler profile of our travelers? 

3. Where do they originate from? 

4. Where are they coming from (continuing travel)? 

5. What is the geographic area from which travelers will originate? 

6. When do they prefer to travel? How do they prefer to travel? 

7. What types of people and places do they enjoy connecting with? Who is traveling with 
them? 

8. What kind of cuisine do they appreciate? 

9. What stories do our guests share with others about their time with us? 

10. What do they blog about? 

11. What do they post to Trip Advisor or WeTube? 

12. What are they taking pictures of while they are with us? 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong awareness about their 
market target by asking these questions and working through the answers to identify new 
travelers' niches. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between travelers and your sustainable tourism business. 

  



SUSTAINABILITY 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Tourism's environmental impact, including its effects on natural resources, biodiversity, 
climate change, and more. 

 Tourism's social and cultural impact, including its impact on local communities, cultures, 
traditions… 

 Tourism's economic impact includes contributing to local economies, job creation, 
diversities… 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the environmental, economic, and sociocultural impacts that we promoted. 

 Highlight our business benefits for society. 

 Find as we can support the minor community. 

PRESENTATION 

Sustainability is no longer optional but essential for the sustainable tourism industry's long-term 
viability. Travelers are increasingly demanding sustainable tourism practices, and many 
governments are introducing regulations to enforce them. Sustainable tourism can provide 
economic benefits, preserve natural resources and cultural heritage, and improve the quality of 
life for residents. 

Small and Medium-sized Tourism Enterprises (SMTEs) need to assess their environmental, social, 
and economic impacts and take steps to reduce their negative impacts while increasing their 
positive contributions. This can involve implementing green technologies and practices, reducing 
waste and energy consumption, supporting local economies and communities, and preserving 
natural and cultural resources. 

By prioritizing sustainability, tourism enterprises can improve their reputation and traveler 
loyalty and contribute to a more sustainable and equitable world. 

Sustainability adds value to the business when: it optimizes the usage of resources while 
minimizing losses, attracts travelers with a specific interest in sustainable products and services, 
increases the business life cycle, serves as a competitive and comparative differentiator, enriches 
the traveler's experience with the knowledge that we are financing a responsible business, 
among many others. 



As social pressure mounts and more travelers demand sustainable products and services, 
companies that take up the sustainability challenge will reap additional benefits. 

In conclusion, by adopting sustainable practices and strategies, SMTEs can reduce their 
environmental impact, minimize resource use, and enhance their social responsibility. Moreover, 
by aligning their practices with sustainability principles, tourism enterprises can appeal to a 
growing segment of responsible travelers who prioritize sustainable tourism. By doing so, they 
can contribute to the destination's sustainable development while creating economic 
opportunities for themselves and the local community. Ultimately, understanding and prioritizing 
sustainability can help tourism enterprises build a resilient and competitive business model while 
creating positive social and environmental impacts. 

GUIDING QUESTIONS 

• How can the destination promote sustainable and responsible tourism practices? 
Implementing eco-friendly initiatives, supporting local communities, and preserving cultural 
heritage is essential for long-term success in the tourism industry. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

Enviremental questions. 

1. What positive impacts does our business have on the tourism destination? 

2. What are the negative impacts that our business causes on the tourism destination? 

3. What can our business be loading capacity (daily, weekly, monthly, quarterly, half-
yearly...) within the limits of acceptable changes outlined? 

4. What is the origin of our water resource? What are the efficient management measures 
for this resource? What is the sanitary waste treatment system? 

5. What is the energy resource source used directly by the business? What are the efficient 
management measures for this resource? 

6. What are the limits of acceptable changes (LAC) in the environmental context that the 
host community could accept due to the impacts caused by our business? 

Social and cultural questions. 

7. How can our business demonstrate the sociocultural authenticity of the host community? 

8. How will the service and product enhance the receiving community's sense of place (SoP)? 

9. What is the impact on the cultural and architectural value of the destination? 

10. How is our business prepared to promote accessibility for people with special needs, such 
as the visually impaired, deaf, mute, and mobility impaired? 



11. How will our business contribute to intercultural understanding and tolerance in dealing 
with minorities (black people, LGBTQ+ community, women...)? 

12. How will our business contribute to the fight against child sexual exploitation, 
prostitution, and illicit drug use?  

Economic questions. 

13. What are the economic impacts that our business should promote? 

14. Does our distribution network prioritize business and partnerships with other companies 
in the tourism destination or region as much as possible? Are our purchases of inputs, 
services, and supplies prioritized by other companies located in the destination or area as 
much as possible? 

15. What are the most effective methods of our business practice to improve employee 
relationships and provide them with stable, decent jobs? How will our business contribute 
to the fight against poor working conditions in tourism? 

16. What are our best practices in employee-employer relations? 

17. What is the most equitable distribution of jobs? 

18. What is the most significant disparity in pay between men and women? And how can we 
solve it? How will our business distribute jobs equally between men and women? First, 
generate equal income and equality in management positions. 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong awareness about 
sustainable tourism by asking these questions and working through the answers to be aligned 
with sustainable goals. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between Sustainability and your sustainable tourism business. 

 

  



COMPETITIVENESS 
Be aware of our competitive, comparative, and transitional advantages. Plus our 
competitors' advantages. 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The critical success factors like the quality of infrastructure and services, the level of 
innovation and technological advancement, and the effectiveness of marketing and 
branding efforts. 

 The role of policies and regulations in promoting a competitive tourism industry includes 
understanding how government policies can support tourism development. 

 Competitiveness involves recognizing the importance of collaboration and cooperation 
among tourism businesses and destinations, including developing partnerships and 
networks, sharing knowledge and best practices, and working together to promote 
common goals and objectives. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify as can provide a unique and high-quality experience. 

 Consider that we can collaborate with other businesses. 

 Highlight as we can understand market demand. 

 Find as can implement sustainable tourism practices to remain competitive in 
destinations. 

 List the competitors with whom the business will directly compete. 

 Identify the critical threats and opportunities posed by the local environment. 

PRESENTATION 

Tourism can only be sustainable if it is competitive. Otherwise, sustainable businesses and 
destinations will fail. Similarly, tourism can only be competitive if it is sustainable. This condition 
will cause the business's revenue growth and traveler satisfaction to increase. 

Small and Medium-sized Tourism Enterprises (SMTEs) must be informed about their competitive, 
comparative, and transitory advantages. And their advantages in tourism destinations depend 
on various factors. Here are some of the most important things we should know: 

• Traveler satisfaction: SMTEs should aim to provide high-quality traveler service and 
experiences that meet or exceed their travelers' expectations. 



• Unique Selling Proposition (USP): SMTEs must effectively identify and promote their USPs. 
The USP could be anything from a particular location, type of accommodation, or 
experience, to the level of traveler service. 

• Pricing: SMTEs should ensure that their pricing is competitive and profitable. 

• Marketing: SMTEs must have a strong marketing strategy targeting their desired 
audience. This can include online marketing through social media platforms and travel 
review websites. 

• Innovation: Staying ahead of the competition requires continuous innovation. SMTEs 
should constantly seek to improve their products and services, keep up with new trends, 
and offer unique and exciting experiences to their travelers. 

• Partnerships: SMTEs can benefit from partnerships with other local businesses, such as 
restaurants, tour operators, and accommodation providers. These partnerships can help 
create a more comprehensive tourism offering and increase the destination's 
competitiveness. 

Tourism businesses compete and compose internally, at the destination, with other businesses 
and need to understand how they can help their destination compete with other competitor 
tourism destinations. 

Some of the Tourism Competitiveness Critical Success Factors (CSF): 

Social, Environmental, and Economic Sustainability - Tourism products of the tourism destination 
- Updating the constant changes in the traveler's demands -  Tourism destination social capital - 
Processes, services, and the infrastructure adapted to international standards - Inclusion, 
accessibility, and diversity - Tourism destination Infrastructure  - Location as differentiating factor 
- Ability to collect data, generate information and knowledge - Information systems application - 
Efficient processes – trained and qualified human resources. 

Thinking about our general advantages derived from: 

o The business develops (processes, resources, marketing). 

o The product/service delivery (price, quality, added value). 

o The tourism destination. 

o The traveler recognizes the added value. 

Thinking about seasonality: 

o In low season, what can we do to protect ourselves from contingencies? 



o In high season, what can we do to take advantage of the opportunities? 

In conclusion, by understanding and focusing on these critical factors, SMTEs can increase their 
advantages and succeed in a highly competitive industry. Furthermore, SMTEs should prioritize 
sustainable tourism practices, as travelers increasingly need to support environmentally and 
socially responsible businesses. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our competitiveness? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation through our competitiveness. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. Does the proposed product meet a new trend or market need? 

2. Which processes cannot be performed by our competitors? 

3. How do our competitors' prices compare to ours for similar products? Are our prices 
competitive, and do they reflect the services found here? 

4. What do we do better than our competitors? What do they do better than we do? 

5. What distribution channels do we use that our competitors do not? Conversely, what 
distribution channels do they use that we do not? 

6. What marketing strategies do we use to attract new travelers or retain existing ones we 
still need (incl. special promotions, gifts, and more)? Conversely, what marketing 
strategies do our competitors use to attract new travelers or retain existing ones? 

To help us understand the impact of competitiveness on our sustainable tourism business, here 
are some suggested guiding questions about the competitiveness among competing 
destinations. Which we do not intend to exhaust: 

7. What unique attractions and experiences make the destination offer to set itself apart 
from competitors? 

8. How accessible and well-connected is the destination to major transportation hubs, and 
what infrastructure improvements are needed to enhance the visitor experience? 

9. How is the destination proactively managing its resources and environment to ensure 
long-term sustainability and resilience against over-tourism and other potential threats? 



10. What strategies are in place to ensure a diverse and high-quality range of 
accommodations, dining options, and other visitor amenities that cater to different 
traveler preferences and budgets? 

11. How effectively are local stakeholders, including government, businesses, and 
communities, collaborating to promote and develop the destination while ensuring that 
tourism benefits are equitably distributed? 

12. What measures are being taken to continuously monitor and improve visitor satisfaction, 
safety, and overall experience, and how are these insights used to drive destination 
development and marketing efforts? 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong awareness about their 
tourism industry by asking these questions and working through the answers to developing 
capacities, skills, advantages, partnerships, and more. 

In conclusion, in this chapter, tourism destinations, travelers, sustainability, and competitiveness 
play a critical role in sustainable tourism destinations and Small and Medium-sized Tourism 
Enterprises (SMTEs) success. Therefore, understanding the interplay between these entities is 
essential for sustainable growth and tourism development. However, the tourism industry is 
constantly evolving, and businesses must adapt to changing market conditions, traveler 
preferences, and environmental challenges to remain competitive. Therefore, in the next section, 
we will explore the tourism experiences that SMTEs can use to enhance their competitiveness in 
the tourism industry and contribute to the overall success of their destination. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between competitiveness and your sustainable tourism business. 

 

  



EXPLORE THE TOURISM OFFERS 

ANALYSIS LEVEL 

Following the three optimal analysis levels for STDM, we could analyze the tourism experience 
offered by the destination and our business for each tourism segment. The five elements are 
following bellow: 

• Tourism Experience at the Destination 

• Consumer Experience 

• Cluster 

• Innovation 

• Unique Value Offer & Unique Selling Proposition (USP) 

A great travel experience is not just about the destination but also the overall journey. From the 
moment a traveler begins planning their trip to the moment they return home, every aspect of 
the travel experience should be memorable and enjoyable. This is where Small and Medium-sized 
Tourism Enterprises (SMTEs) have a crucial role. By providing high-quality products and services 
that meet the needs and preferences of travelers, SMTEs can help enhance the overall travel 
experience and contribute to the success of the destination. This section will explore ways SMTEs 
can identify and create exceptional traveler travel experiences, from personalized service to 
immersive tourism experiences. 

TIME-SAVING TOOLS 

We'll complete all sections of this chapter more quickly if we have any of the following handy: 

 The tourism destination market plan and strategic plan. 
 Tourism road maps offered by the tourism destination 
 Cluster's marketing plan and strategic plan. 
 Our business plan, our business objectives, and our strategic business plan. 
 The trade travelers and other relevant stakeholders. 
 Tourism road maps offered by the tourism destination 
 The public policies that deal with the cluster. 
 List of cluster members 
 Cluster event calendar. 
 Benchmarking innovation initiatives in the tourism destination. 
 Risk analyses about innovation initiatives. 
 Competitors analysis. 



 Traveler feedback analysis. 
 Value mapping analysis. 
 All documents could be applied to find relevant information. 

What is the most crucial thing that Small and Medium-sized Tourism Enterprises (SMTEs) need 
to know about each one?  



EXPERIENCE AT THE TOURISM DESTINATION 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Learning about these places' culture, customs, traditions, social context, history, 
architecture, customs, and traditions, it´s part of the experience. 

 The factors that contribute to a positive experience for travelers include the quality of 
accommodations, the variety of activities and attractions, and the level of traveler service. 

 The role of destination management organizations in shaping tourism experiences 
includes understanding how destination managers can develop and promote tourism 
products and experiences that reflect their destination's unique characteristics and 
strengths. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the tourism destination's unique, exotic, unexpected, memorable, authentic local 
treasures. 

 Identify competitors or partners to create a holistic tourism experience in the area. 

 Highlight the tourism road maps offered by the tourism destination. 

 Find how it is packaged into a tourism experience through programs, routes, and 
storytelling 

PRESENTATION 

Travelers seek unique and authentic experiences that allow them to immerse themselves in the 
local culture and way of life. SMTEs can provide this experience by offering personalized services, 
showcasing local traditions and cuisine, and connecting travelers with the locals. 

To create a memorable tourism experience, SMTEs must focus on the small details and quality of 
their service and products offering personalized recommendations, providing local information 
and insights, and creating a welcoming and friendly atmosphere. 

SMTEs should also collaborate with other businesses and stakeholders in the destination to 
create a holistic tourism experience showcasing the local area's best. This can involve developing 
partnerships with local food producers, artisans, and cultural organizations and offering packages 
that allow travelers to experience multiple aspects of the destination. 



In conclusion, by prioritizing the tourism experience, SMTEs can differentiate themselves from 
larger competitors and build a loyal traveler base to return and recommend their services to 
others. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices within our tourism experience at 
the destination? Implementing eco-friendly initiatives and supporting local communities will 
contribute to small tourism enterprises' long-term success and reputation within the tourism 
experience. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What are the key attractions and experiences that define the destination? Identifying the 
primary features that make the destination unique, exotic, unexpected, or memorable 
will help craft a compelling tourism experience. 

2. What are the traveler experience itineraries (routes) the tourism destination presents? 

3. What experiences do we offer that we know our guests enjoy (e.g., thrill, relaxation, 
adventure, mystery, intimacy, spirituality, knowledge, once-in-a-lifetime)? 

4. What is tourism destination storytelling? Encouraging user-generated content and 
storytelling will help to promote the destination and attract new visitors. 

5. How does the destination motivate and encourage travelers to live the experiences 
offered? 

6. How does the tourism destination involve and engage the traveler in the tourism 
experience? 

7. What makes our community special (e.g., people, places, stories, traditions, activities)? 
Why do people like to live here?  

8. What unique, authentic, and local treasures can be celebrated, showcased, or engaged 
in? Showcasing these elements will contribute to an authentic and immersive tourism 
experience.  

9. Are there any iconic people, places, celebrations, festivals, and events that draw travelers 
regularly? Utilizing these opportunities can help diversify the tourism experience and 
encourage repeat visits. 

10. What types of music, arts, handicraft, gastronomy, dance, cultural groups, writing and 
poetry, and more live in our community? Incorporating local elements will support the 
local economy and add depth and authenticity to the visitor experience. 



11. What types of music, arts, handicraft, gastronomy, dance, cultural groups, writing and 
poetry, and more live in our community? 

12. Could any underutilized buildings, trails, community centers, legion halls, and more be 
exciting places to host a group activity? 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong awareness about the 
experiences at the tourism destination by asking these questions and working through the 
answers to understand the traveler’s motivations to visit us. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between the experience at the tourism destination and your 
sustainable tourism business. 

  



CONSUMER EXPERIENCE 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The factors that contribute to a positive experience for travelers include the quality of 
accommodations, the variety of activities and attractions, and the level of traveler service. 

 The role of personalization in shaping traveler experiences includes understanding how 
travel businesses and destinations can customize and tailor their offerings to match the 
preferences and interests of individual travelers and groups. 

 The emotions and memories associated with travel experiences can influence future 
travel behavior and decision-making and how travel businesses and destinations can 
create experiences that are memorable and emotionally resonant for travelers. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Create an authentic tourist experience for interaction with travelers. 

 Design authentic tourist experiences aligned and connected with the destination's 
experience. 

 Highlight the essential things about the consumer experience. 

PRESENTATION 
The Consumer Experience, or Customer Experience, is crucial for Small and Medium-sized 
Tourism Enterprises (SMTEs) as it refers to a customer's overall experience when engaging with 
the business, from initial research to post-trip interactions. For SMTEs, creating a positive and 
memorable customer experience can help build a strong reputation, foster customer loyalty, and 
increase business through word-of-mouth marketing. 

Here are some aspects to consider when improving customer experience in small tourism 
enterprises:  

• Traveler expectations: SMTEs should understand their travelers' expectations and work 
towards meeting or exceeding them. This involves understanding their preferences, 
needs, and interests. 

• Personalization: SMTEs have the advantage of offering more personalized services than 
larger organizations. Focus on understanding your customers' preferences, needs, and 
expectations to tailor their experiences accordingly. 



• Quality of service: Provide exceptional customer service by being attentive, responsive, 
and empathetic to customer inquiries, complaints, or feedback. This includes both in-
person and digital interactions. 

• Communication: Maintain clear, effective, and timely communication with our travelers 
throughout their journey, including pre-booking, during the trip, and post-trip follow-ups. 
In addition, we are providing all the necessary information and addressing concerns. 

• Digital presence: Invest in a user-friendly website and maintain active social media 
profiles to engage with customers and showcase your offerings. 

• Authenticity: Emphasize local culture, traditions, and stories to create authentic 
experiences that differentiate your business from competitors. 

• Feedback: It is a valuable tool for improving the consumer experience. SMTEs should 
encourage their travelers to provide feedback on their experiences and use this to make 
improvements. 

• Consistency: Consistency is essential for creating a positive traveler experience. SMTEs 
should strive to maintain consistent levels of service and quality across all aspects of their 
business. 

In conclusion, by focusing on these critical elements of consumer experience, Small and Medium-
sized Tourism Enterprises (SMTEs) can create a positive and memorable experience for their 
travelers, increasing traveler loyalty, positive reviews, and business success. 

Small Tourism enterprises could offer an Experience Consumption or a Consumer Experience. 

o While in Experience Consumption, the goal is to experience something; on the other 
hand, in the Consumer Experience, the objective is the consumer's experience during and 
after buying. 

o Experimental travel is about interaction and participation; look for ways to keep guests 
actively involved, not just watching a presentation (show tour). The emphasis here is on 
moving from presentation to engagement. 

o Everyone learns differently, so it's essential to consider different learning styles, potential 
language barriers, or challenges—even accents that require the speaker to speak slowly 
and be understood by all. 

GUIDING QUESTIONS 

• How can we promote sustainability and responsible practices within our business and the 
experiences we offer? Implementing eco-friendly initiatives and supporting local 
communities can help to create a more accountable and appealing customer experience. 



A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What do we do that travelers may be interested in seeing, learning about, or engaging in? 
How are our offers aligned and connected with the tourism experience at the destination? 

2. How can we ensure a seamless and enjoyable end-to-end customer journey, from initial 
research and booking to the actual experience and post-visit engagement? Focusing on 
each touchpoint will help to create a consistently positive customer experience. 

3. At what stage of the traveler's life cycle should our offer be come up with and then 
consumed by the traveler? Describe this framework behind the 5 phases of the google 
traveler journey. 

4. How does the consumer experience we promote help boost the tourism experience at 
the destination? How does our business contribute to the tourism destination's 
development? 

5. How can the product attract new travelers or increase the length of stay given existing 
and potential markets and market trends? 

6. How does our business generate opportunities for travelers to a) participate in cultural 
exchanges or local activities, b) have personal contact with residents, and c) be behind the 
scene so exclusivity? 

7. Will we develop and deliver the program ourselves? If not, who are our collaborating 
partners? Will it be this one experience or several sequenced together?  

8. How will the experience engage the senses? 

9. Can we incorporate an element of surprise or exclusive behind-the-scenes access—
special ways to engage that are not available to the general traveler? 

10. How can we leverage technology and digital platforms to enhance the online and on-site 
customer experience? Integrating technology can help small tourism enterprises 
streamline processes, personalize experiences, and engage customers innovatively. 

11. Will there be time for self-discovery? Conversation? Over-programming could be a better 
idea; people need time to enjoy, reflect, talk, and connect. 

12. What memories do we want our travelers to leave with? 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong awareness about the 
experiences at the tourism destination by asking these questions and working through the 
answers to align our experiences offered with the experience provided by tourism destinations. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between consumer experience and your sustainable tourism 
business.  



CLUSTER 
Cooperation between competitors and partnerships. 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The economic benefits of clustering tourism businesses and activities include creating 
efficiencies and economies of scale, increasing competition and innovation, and economic 
growth. 

 The role of destination branding and marketing in promoting tourism clusters includes 
developing unique tourism offerings and assets to attract travelers and create a strong 
tourism identity. 

 The importance of collaboration and cooperation among tourism businesses and 
stakeholders in developing and sustaining successful clusters includes developing 
partnerships and networks, sharing knowledge and best practices, and working together 
to promote common goals. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify our strengths as part of the cluster. 

 Highlight the cluster advantage. 

 Find better business opportunities. 

PRESENTATION 

"Homogeneous geographical spaces that have their own highly differentiated strategy, with 
sufficient infrastructure (traveler attractions, equipment, services, and traveler organization, and 
more) for the entire area, and that form trade relations between them. In other words, these are 
delimited areas of the territory whose structures and traveler activities enjoy homogeneity for 
the execution of a common and uniform traveler policy" by M. Porter. 

Clusters promote both competition and cooperation - Its advantage is location, so local groups 
of companies in the same area have more power. But on the other hand, also their existence is 
vital for regional development since we increase the capacity for innovation, performance levels, 
knowledge, and experience, as well as the critical mass of SMTEs in the region. 

Small and Medium-sized Tourism Enterprises (SMTEs) can be clustered by similar technology, 
geographic concentration, or products linked by specialist supply chains, training, finance, and 
research facilities. In addition, destination clusters should encourage cooperation among various 



providers across the value chain, including attractions and activities that bring travelers to the 
destination (such as food and drink providers, accommodation providers, retail, transport, and 
inbound tour agencies).  

SMTEs should know that clustering can effectively drive growth and competitiveness in the 
tourism industry. Clustering involves collaborating with other businesses in the tourism sector to 
share resources, knowledge, and expertise. Here are some essential things to keep in mind when 
thinking about clusters: 

• Identify compatible partners: SMTEs should look for partners with similar values and target 
travelers. A cluster with a mix of businesses that offer complementary services or products 
can help create a seamless Traveler experience, benefit all SMTEs involved, and lead to 
repeat business. 

• Have clear goals and expectations: SMTEs should clearly define the goals and expectations 
for the cluster. This includes the cluster's scope, each partner's responsibilities, and the 
desired outcomes. A written agreement should be put in place to outline these details. 

• Communication is key: Open and regular communication is essential for the cluster's 
success. This includes setting up regular meetings, establishing a point of contact for each 
partner, and sharing updates on progress and any changes. 

• Collaborate on projects: Clustering involves collaborating on projects with other 
businesses in the industry. This could include creating joint marketing campaigns, 
organizing events, or offering package deals that include services from multiple SMTEs. 

• Share resources and knowledge: The cluster can share resources, knowledge, and 
expertise to achieve economies of scale and reduce costs. This could include sharing 
marketing materials, staff, equipment, or expertise in a particular area of the tourism 
industry. 

• Seek out opportunities for funding and support: Clusters can leverage funding and 
support from governments, tourism boards, and other organizations to help grow their 
business. 

In conclusion, by following these guidelines, SMTEs can effectively collaborate with other 
businesses in the tourism industry through clusters and drive growth and competitiveness. 

 

 

 

 



GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices within our cluster? Implementing 
eco-friendly initiatives and supporting local communities will contribute to small tourism 
enterprises' long-term success and reputation within our respective clusters. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What are our business's main challenges, and how can clustering help us address them? 

2. What are the strengths and weaknesses of our business, and how can we leverage 
clustering to maximize our strengths and overcome our weaknesses? 

3. How can we benefit from economies of scale by sharing resources and knowledge with 
other businesses in the cluster? 

4. What opportunities for cross-promotion or collaboration exist within the cluster, and how 
can we use them to reach a wider audience and increase sales? 

5. How can we learn from the experience and expertise of other businesses in the cluster 
and apply this knowledge to improve our operations and offerings? 

6. What opportunities exist for joint product development or diversification within the 
cluster, and how can we use them to expand our offerings and increase revenue?  

7. With whom can we join to coopetition in the cluster? 

8. What resources, logistics, and supplies can the cluster mobilize many more than its 
members can't alone? What are the jointly negotiated inputs? 

9. How can we differentiate our offerings within a specific cluster? Identifying unique selling 
points and developing innovative products or services will help small tourism enterprises 
stand out from competitors within the cluster. 

10. What are the data, information, and research shared with cluster members? 

11. What cluster-shared objectives are advocated against local governments, the DMO, and 
the traveler trade? 

12. How can we enhance our brand reputation and credibility by participating in a cluster 
with other high-quality businesses in the tourism industry?  

By answering these questions, Small and Medium-sized Tourism Enterprises (SMTEs) can identify 
the benefits of clustering and take advantage of opportunities to collaborate and grow their 
business in the tourism industry. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between clustering and your sustainable tourism business.  



INOVAÇÃO 
Recreating or doing the same through new paths: products and services –processes –
markets –suppliers – changes in management systems – business models – response 
capacity and rapid adaptation to market changes - track trends – and much more. 

KEY TO SUCCESS 

In this section, we would like to make sure that SMTEs should be aware of the following: 

 The importance of innovation in creating advantages includes technology, products and 
services, and business models to differentiate themselves from competitors and create 
value. 

 The importance of collaboration and partnerships in promoting innovation includes 
developing partnerships with technology providers, research institutions, and other 
tourism businesses to share knowledge, access resources, and foster innovation. 

 How innovation can help promote sustainable practices, reduce tourism's environmental 
footprint, and contribute to local economic and social well-being. 

ACCOMPLISHMENTS 

In this step, we'll: 

 Identify where we are innovating. 

 Highlight How our business is innovating. 

 Find multiple opportunities where and how we can innovate. 

PRESENTATION 

Innovation involves creating new or improving existing products, services, or processes by 
introducing new methods, ideas, or technologies. Innovating can include making small 
incremental changes or radical shifts in how things are done. It is often driven by the desire to 
improve efficiency, effectiveness, or user experience and can lead to increased competitiveness, 
growth, and profitability for businesses. Therefore, innovation is crucial in driving economic 
growth and creating new opportunities in the tourism industry. 

Small and Medium-sized Tourism Enterprises (SMTEs) can identify their innovations by following 
these effective methods or tools: 

• Conducting Market Research: This involves gathering information about the market, 
competitors, and traveler needs. By conducting market research, SMTEs can identify gaps 
in the market, traveler pain points, and unmet needs that can be addressed through 
innovative solutions. 



• Engaging with Travelers: Surveys, feedback forms, or online reviews can help SMTEs 
understand their needs and expectations. This can also provide insights into areas where 
innovation can be introduced to improve the traveler experience. 

• Brainstorming Sessions: Sessions with employees, partners, or stakeholders can generate 
new ideas and innovative solutions. These sessions should encourage creativity, open-
mindedness, and diversity of perspectives. 

• Collaboration: Collaboration with other tourism enterprises, industry experts, or 
academia can provide access to new ideas, technologies, and knowledge that can be 
leveraged to develop innovative solutions. 

• Experimentation: involves testing new ideas or solutions in a controlled environment. This 
can help SMTEs validate their innovations' effectiveness and identify improvement areas. 

• Technology Assessment: This involves identifying and evaluating new technologies that 
can be used to enhance the Traveler experience, improve operational efficiency, or 
reduce costs. 

• Benchmarking: This involves comparing the performance of the small tourism enterprise 
against its competitors or industry best practices. This can help to identify areas where 
innovation can be introduced to improve performance. 

In conclusion, by following these methods or tools, SMTEs can identify their innovations and 
develop effective solutions that can help them stay competitive in a rapidly changing market. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our innovation 
initiatives? Implementing eco-friendly initiatives and supporting local communities will 
contribute to small tourism enterprises' long-term success and reputation through our 
innovations. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What, where, or how are we innovating? 

2. How will the business adapt to the off-season? What can the business become in the off-
season? Examples of the sky resorts that become mountain bike resorts during the 
summer. 

3. How can the business adapt to an exceptional high season? Does the operation have the 
elasticity to adapt to higher demand than anticipated? 

4. What are the latest innovations in tourism enterprises? 



5. How can enterprises use technology to improve their tourism offerings? How can 
enterprises leverage technology to create personalized experiences for travelers? 

6. What are the potential areas for innovation in our products, services, or operations? 
Assessing various business aspects will help identify improvement and innovation 
opportunities. 

7. How can businesses use AI and machine learning to enhance the traveler experience? 
What kind of data analytics can inform tourism enterprise decisions?  

8. How can enterprises use virtual reality and augmented reality to improve their Traveler 
experience? Exploring technology, such as virtual reality, artificial intelligence, or mobile 
applications, can lead to innovative solutions that differentiate the business from 
competitors. 

9. What are the emerging trends and technologies in the tourism industry should be aware 
of? Staying informed about industry developments will help small tourism enterprises to 
adapt and innovate in response to changes in the market. 

10. Are there any government initiatives that promote innovation in tourism enterprises? 

11. How can we foster a culture of innovation within our organization? Encouraging open 
communication, collaboration, and risk-taking will create an environment that supports 
developing and implementing new ideas. 

12. What innovative strategies can be used to increase our business? 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong awareness about 
themselves by asking these questions and working through the answers to get advantages from 
innovation. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between innovation and your sustainable tourism business. 

 

  



DIFFERENCE BETWEEN THE UNIQUE VALUE PROPOSITION (UVP) TO 

UNIQUE SELLING PROPOSITION (USP) 

A Unique Value Proposition (UVP) is a statement that describes the unique benefit or advantage 
that a business offers. It answers, "Why should they choose our business over our competitors?" 

Conversely, a Unique Selling Proposition (USP) is a specific feature or benefit of a product or 
service that sets it apart from competitors and makes it unique. It answers, "What makes our 
product or service different and better than others?" 

While both UVP and USP aim to differentiate a business, product, or service from its competitors, 
a UVP is a broader and more comprehensive statement focusing on the business's overall value. 
At the same time, a USP is more specific and detailed and focuses on a unique feature or benefit 
offered by our service. 

For example, a UVP for a restaurant might be, "We provide high-quality food and excellent service 
in a cozy atmosphere at an affordable price." The USP for the same restaurant might be "We are 
the only restaurant in town that serves authentic Mediterranean cuisine." 

In summary, the UVP is a broader statement that encompasses the overall value of a business. 
At the same time, the USP is a specific feature or benefit that sets it apart from competitors. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between Unique Value Proposition (UVP) and Unique Selling 
Proposition (USP) and your sustainable tourism business. 

UNIQUE VALUE PROPOSITION (UVP) 
Why should our travelers choose our business over our competitors? 
Deliver more value, whether functional (saving time, reducing cost) or emotional 
(reducing anxiety, providing entertainment). 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Understanding how sustainable practices and responsible tourism behavior can 
differentiate a business from competitors and appeal to eco-conscious travelers. 



 The role of the traveler experience in delivering value to these businesses includes 
creating authentic and meaningful experiences for travelers that align with their values 
and expectations. 

 The impact of sustainable tourism in the broader tourism industry includes contributing 
to destinations' and communities' economic, social, and environmental sustainability. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify why our travelers should choose our product or service over our competitors. 

 Highlight travelers' experience in delivering value to these businesses. 

 Find our characteristics’ differentiation. 

PRESENTATION 

A value proposition is a statement that explains what makes a business unique and how it solves 
a traveler's problem or meets their needs better than other options.  

SMTEs must understand their target travelers' needs, preferences, and pain points to create a 
compelling UVP. In addition, we need to identify what sets them apart from their competitors 
and how we can offer their travelers a unique and memorable experience. 

Also, SMTEs must communicate their UVP clearly and effectively to potential travelers through 
marketing and branding efforts. This can include highlighting their unique features, showcasing 
traveler testimonials, and creating engaging content that showcases their offerings. 

By creating a solid UVP and effectively communicating it to travelers, SMTEs can differentiate 
themselves in a competitive market and attract more travelers to their business. 

Small and Medium-sized Tourism Enterprises (SMTEs) can identify their Unique Value Proposition 
(UVP) by following the below effective methods or tools: 

• Traveler analysis: SMTEs should analyze their travelers to understand their needs, 
preferences, and behavior. This analysis can help identify what the travelers value most 
and what we are willing to pay for. By understanding the traveler, SMTEs can create a 
UVP that will resonate with their target market. 

• Competitor analysis: SMTEs should analyze their competitors to understand their 
strengths and weaknesses. This analysis can help identify gaps in the market and 
opportunities to differentiate. In addition, by understanding the competition, SMTEs can 
create a UVP that sets them apart from the competition. 

• SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis: SMTEs analysis to 
identify their unique strengths and weaknesses and opportunities and threats in the 



market. This analysis can help identify areas where SMTEs can add value and differentiate 
themselves from the competition. 

• Traveler feedback: SMTEs should gather traveler feedback to understand what we like 
and dislike about their business and products or services. This feedback can improve the 
UVP and make it more appealing to travelers. 

• Value mapping: SMTEs can use value mapping to identify the different benefits we 
provide our travelers. This can help them identify their unique value proposition and 
communicate it effectively to their travelers. 

Focus on what makes our business genuinely unique and ensure potential travelers understand 
its promise. Then, stand out from the competition by developing an attention-grabbing UVP and 
staying ahead with creative marketing strategies. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our UVP? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our UVP. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What are our value proposition and unfair advantage? This is important because we need 
to find ways to stand out from the crowd and differentiate our approach from all the 
other options available to our travelers. 

2. What solutions are we providing to each traveler segment that offers unique value? 

3. Why should they choose our business over our competitors? 

4. What do our travelers value most? And what are we willing to pay for? 

5. What do we do better than our competitors? 

6. What traveler interests are aligned with what we have to offer? 

7. What problem does our business solve? 

8. What type of value is our business selling to our travelers? 

9. Where is our value compared to the competitor's value? 

10. What do our travelers think about the value we will give them? 

By answering these questions, Small and Medium-sized Tourism Enterprises (SMTEs) can identify 
what makes a product or service unique and how it solves a traveler's problem or meets their 
needs better than other options.  



UNIQUE SELLING PROPOSITION (USP)  
What makes our product or service different and better than others?  
Use traveler feedback to identify and refine USP - Align USP with the overall brand and values 
- Adapt its USP over time to stay relevant and meet changing traveler needs and preferences. 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Understanding how sustainable practices can create a USP for travelers and contribute to 
the business's competitive advantage. 

 Understanding how eco-conscious travelers prioritize sustainability when making travel 
decisions and how the business can appeal to this target audience by offering sustainable 
services. 

 Understanding specific target segments based on their unique needs, preferences, and 
pain points and how they can develop a USP that resonates with these travelers. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify and promote a unique attribute or benefit of a product or service that sets it apart 
from competitors in the market. 

 It aims to help businesses stand out and attract travelers by emphasizing their USP. 

 It helps businesses differentiate themselves and create advantages. 

PRESENTATION 

Unique Selling Proposition (USP) should be based on a deep understanding of the target market's 
needs, preferences, and behaviors. And should be specific, relevant, and meaningful to the 
travelers the business is trying to attract. To develop a strong USP, SMTEs should conduct market 
research, analyze their competitors, and identify gaps and opportunities in the market. 

Moreover, the USP should be unique and differentiated from what other tourism businesses are 
offering in the same market. It should clearly communicate the USP that SMTEs provide to 
travelers and why it is better than what competitors offer. Finally, the USP should be consistent 
across all marketing channels, including websites, social media, brochures, and advertising 
campaigns, to create a strong brand image and recognition in the market. 

Lastly, SMTEs should continuously monitor and evaluate the effectiveness of their USP and make 
necessary adjustments as the market evolves and traveler preferences change over time. A 
strong USP can help SMTEs differentiate themselves from competitors and attract more 
travelers, ultimately leading to increased revenue and profitability. 



Small and Medium-sized Tourism Enterprises (SMTEs) can identify their Unique Selling 
Proposition (USP) by following these effective methods or tools: 

• Conduct market research: To understand their target audience and the competition. This 
will help them identify what makes them stand out from their competitors and what their 
travelers look for in a tourism experience. 

• Analyze traveler feedback: Collecting and analyzing traveler feedback is an effective way 
to understand what travelers value in the tourism experience. This will help SMTEs to 
identify their strengths and unique offerings. 

• SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis: This can help them 
identify their unique selling points and leverage them to stay ahead of the competition. 

• Competitor analysis: Identify what our competitors are doing and how we are positioning 
ourselves. This can help them to differentiate themselves and identify their unique selling 
points. 

• Branding exercise: A branding exercise can help SMTEs identify their unique selling points 
by defining their brand values, personality, and promise. This will help them to create a 
unique identity that sets them apart from their competitors. 

Small and Medium-sized Tourism Enterprises (SMTEs) can use these methods or tools to identify 
their unique selling points and create a strong competitive advantage. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our USP? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our USP. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What makes our product or service different and better than others? 

2. What unique products or services do we offer? 

3. How can we differentiate ourselves from competitors in the industry?  

4. What is the best price offer we present for our travelers? 

5. What specific traveler needs do we fulfill that our competitors cannot? 

6. What particular features or benefits do travelers associate with our business? 

7. How does our business solve traveler pain points? 

8. How does our business cater to our target travelers' specific interests or preferences? 

9. How does our business create memorable experiences for travelers? 



10. What is our business's reputation or brand image, and how does this differentiate us? 

11. How can we communicate our USP to potential travelers? What marketing strategies can 
be used to highlight the USP? 

12. What is our business's fundamental value proposition to travelers? 

By answering these questions, Small and Medium-sized Tourism Enterprises (SMTEs) can identify 
what is unique and differentiated from what other tourism businesses are offering in the same 
market. 

In conclusion, in this chapter, the tourism experience plays a critical role in the sustainable 
tourism industry. Therefore, understanding the interplay between these entities - tourism 
experience at the destination - cluster - traveler experience – innovation - unique value offer & 
unique selling proposition - is essential for sustainable growth and tourism development. 
Therefore, in the next section, we will explore how Small and Medium-sized Tourism Enterprises’ 
characteristics can enhance their competitiveness in the STD and contribute to the overall 
success of their destination. 
  



DIVING INTO OUR BUSINESS 

ANALYSIS LEVEL 

To conclude the first round of the three optimal analysis levels for STDM, we must make an inner 
journey within our business to deepen our understanding of our critical success factors according 
to each area of business knowledge and their respective subdivisions. 

• Production 
o Partners 

o Process 

o Resources 

• Market Intelligence 
o Risks 

o Benchmarking 

o Travel Technology 

• Marketing 
o Banding 

o Traveler Relationship 

o Channels 

• Expected Results 
o Revenue Sources 

o Cost Structure 

o Benefits 

In today's highly competitive tourism industry, Small and Medium-sized Tourism Enterprises 
(SMTEs) must be strategic in their approach to production and marketing to achieve the expected 
results. SMTEs must identify market trends and adapt their products and services to meet 
travelers' evolving needs and preferences to maximize revenue and profitability. Market 
intelligence is critical in this process, providing businesses with valuable insights into traveler 
behavior, market dynamics, and competitive landscape. This chapter will explore some practical 
strategies that SMTEs can use to optimize their production processes, develop effective 
marketing campaigns, leverage market intelligence, and achieve expected results in the dynamic 
and ever-changing sustainable tourism industry. 

To conclude the first round of the three optimal analysis levels for STDM, we must make an inner 
journey within our business to deepen our understanding of our critical success factors according 
to each area of business knowledge and their respective subdivisions. 

TIME-SAVING TOOLS FOR PRODUCTION 

We'll complete all sections of this chapter more quickly if we have any of the following handy: 

 The tourism destination market plan and strategic plan. 
 Tourism road maps offered by the tourism destination 
 Our value proposition description. 
 Our Unique Selling Proposition description. 



 Our business road map. 
 All our macro processes map. 
 Our business road map. 
 All documents could be applied to find relevant information. 

TIME-SAVING TOOLS FOR MARKETING 
We'll complete all sections of this chapter more quickly if we have any of the following handy: 

 The tourism destination market plan and strategic plan. 
 Tourism road maps offered by the tourism destination 
 Tourism destination demand research. 
 An analysis of the traveler demand profile. 
 Research about the traveler's needs. 
 Information about the potential distributors and local sellers. 
 Information about the channels our competitors are using. 
 Historical performance of our current channels. 
 All documents could be applied to find relevant information. 

TIME-SAVING TOOLS FOR TRAVEL INTELLIGENCE 
We'll complete all sections of this chapter more quickly if we have any of the following handy: 

 The tourism destination market plan and strategic plan. 
 The trade travelers and other relevant stakeholders. 
 Tourism road maps offered by the tourism destination 
 Benchmarking innovation initiatives in the tourism destination. 
 Risk analyses about innovation initiatives. 
 All documents could be applied to find relevant information. 

TIME-SAVING TOOLS FOR EXPECTED RESULTS 
We'll complete all sections of this chapter more quickly if we have any of the following handy: 

 Our marketing plan and strategic plan. 
 The tourism destination market plan and strategic plan. 
 The trade travelers and other relevant stakeholders. 
 Our Pricing strategies. 
 Our financial flow. 
 Our full budget. 
 All documents could be applied to find relevant information. 

What is the most crucial thing that Small and Medium-sized Tourism Enterprises (SMTEs) need 
to know about each one?  



PRODUCTION 
 

Production is a business area that involves the creation of goods or services. It encompasses 
various activities, including design, manufacturing, distribution, and traveler service. The 
production aims to create products or services that meet the needs and wants of travelers while 
generating profit for the business.  

Here production is a business area that is subdivided into another three business areas: 

• Partnerships  

• Processes 

• Resources 

 

In production, businesses must consider several key factors to ensure success, including, but not 
limited to: 

• Quality: Producing high-quality products or services is essential for traveler satisfaction 
and loyalty. Quality can be achieved through effective design, manufacturing processes, 
and quality control measures. 

• Efficiency: Maximizing efficiency in production processes is essential for reducing costs 
and increasing profitability. This can be achieved through process optimization, 
automation, and effective supply chain management. 

• Innovation: Businesses must continually innovate to stay competitive in the marketplace. 
This can involve the development of new products, processes, or technologies that 
improve production efficiency or meet evolving traveler needs. 

Production is a critical business area crucial to generating revenue and ensuring traveler 
satisfaction. By focusing on quality, efficiency, innovation, sustainability, traveler service, and 
more, businesses can succeed in the production arena and thrive in the marketplace. 

Let´s see each one. 

  



PARTNERSHIPS 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The benefits of collaboration and cooperation among tourism businesses and 
stakeholders include creating synergies and efficiencies, enhancing competitiveness and 
innovation, and generating shared value for all parties involved. 

 The role of destination management in promoting partnerships includes facilitating and 
encouraging partnerships to create a more integrated and sustainable tourism product. 

 Understanding how tourism businesses and destinations can develop sustainable 
practices and promote responsible tourism behavior through partnerships. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify which partners are essential to creating and delivering traveler value. 

 Highlight which partnerships are critical to making our business work. 

 Find where we can share our work and deliver it to the traveler: 

o Our Unique Value Proposition (UVP) 

o Our Unique Selling Proposition (USP) 

PRESENTATION 

Partnerships refer to strategic collaborations with other businesses or organizations that create 
mutual benefits, enhance service offerings, and improve customer experiences in the tourism 
sector. Partnerships open the windows for SMTEs to access new markets, increase visibility, and 
create innovative solutions to sustainability challenges. As a result, partnerships can be a 
powerful tool to help grow their business and expand their reach.  

Here are some important things to keep in mind when considering partnerships: 

• Identify compatible partners: SMTEs should look for partners with similar values and 
target travelers. A partnership with a company that offers complementary services or 
products can help create a seamless Traveler experience, benefit both businesses, and 
lead to repeat business. 

• Have clear goals and expectations: This includes the partnership's scope, each partner's 
responsibilities, and the desired outcomes.  

• Communication is key: This includes setting up regular meetings, establishing a point of 
contact for each partner, and sharing updates on progress and any changes. 



• Be flexible: SMTEs should be willing to adapt to changes and be flexible when necessary. 
This includes being open to new ideas and approaches and adjusting the partnership as 
needed. 

• Measure success: This can be done by tracking metrics such as traveler feedback, sales 
growth, and return on investment. This will help identify areas where the partnership 
works well and where improvements can be made. 

In conclusion, SMTEs can leverage their resources, expertise, and networks to create more 
significant and lasting impacts by building strategic partnerships with other businesses, 
organizations, and stakeholders. Moreover, SMTEs can create shared value and contribute to the 
destination's sustainable development by collaborating with local communities, governments, 
and NGOs, to build a resilient and sustainable business model while generating positive social, 
environmental, and economic impacts. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our partnerships? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our partnerships. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. Which partners help us deliver our Unique Value Proposition (UVP)to the traveler? 

2. Which partners help us deliver our Unique Selling Proposition (USP) to the traveler?  

3. Identify local firms that might be used to form alliances with the business. 

4. What social responsibility criteria will we adopt when selecting our business supply chain 
partners? 

5. Who are our partners who create value for travelers also? What value can we offer 
potential partners, and what can they offer us? 

6. What resources will we contribute to the partnership (time, money, personnel, marketing 
support)? 

7. How is the partner that generates business advantage - traveler engagement – revenue 
streams? 

8. What partnerships help us achieve our business goals? 

9. What are the strengths and weaknesses of our business, and how can a partnership help 
us address them? 

10. What types of businesses or organizations would make good partners for our company? 



11. What complementary services or products do potential partners offer that could enhance 
our business offerings? 

12. What are the specific objectives of the partnership, and how will we measure success? 

Small and Medium-sized Tourism Enterprises (SMTEs) can build strong and mutually beneficial 
partnerships in the tourism industry by asking these questions and working through the answers 
with potential partners. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between partnerships and your sustainable tourism business. 
  



PROCESSES 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The various processes involved in delivering tourism products and services, including 
booking, check-in, and traveler service processes, can affect travelers' perception of the 
business. 

 The most critical process efficiency and effectiveness in delivering high-quality tourism 
products and services improve the quality of their offerings to enhance the Traveler 
experience. 

 The role of technology in improving tourism processes includes automating and 
optimizing processes, reducing costs, and improving the speed and quality of traveler 
service.  

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify which processes are essential to creating and delivering traveler value. 

 Highlight which processes are critical to making our business work. 

 Find our critical processes and most efficient processes to get: 

o Our Unique Value Proposition (UVP) 

o Our Unique Selling Proposition (USP) 

PRESENTATION 

Sustainable tourism enterprises focus on integrating responsible practices that minimize their 
environmental impact, foster socio-cultural preservation, and contribute positively to the local 
economy. Business processes for sustainable tourism enterprises encompass a range of 
strategies and practices aimed at achieving long-term viability while protecting the ecological and 
cultural integrity of the destinations they serve. By prioritizing sustainability in their operations, 
these enterprises contribute to the well-being of the destination and its inhabitants and attract 
environmentally and socially conscious travelers who value responsible tourism practices. 

Here are some important things to keep in mind when thinking about processes: 

• Streamline processes: SMTEs should look for ways to streamline their processes and 
eliminate inefficiencies. This includes automating tasks, reducing paperwork, and creating 
standardized procedures for routine tasks. 

• Focus on the traveler: This means designing traveler-focused processes and creating a 
positive experience for travelers. This includes streamlining booking and check-in 



processes, providing clear and timely communication, and offering personalized 
recommendations and experiences. 

• Train staff: SMTEs should invest in training and developing their team to ensure we have 
the skills and knowledge needed to provide excellent service to travelers. This includes 
training in traveler service, safety and security, and local knowledge and expertise. 

• Monitor and evaluate processes: SMTEs should regularly monitor and evaluate their 
processes to ensure we are effective and efficient. This includes gathering traveler 
feedback, tracking metrics such as booking and occupancy rates, and making necessary 
adjustments. 

• Use technology: Technology can be a valuable tool for SMTEs to streamline processes and 
enhance traveler service. This includes using online booking systems, mobile apps, and 
social media to connect with travelers and manage operations. 

In conclusion, by focusing on these aspects of their processes, SMTEs can improve their 
efficiency, enhance the Traveler experience, and ultimately grow their business in the 
competitive tourism industry. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our processes? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our processes. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What processes or activities do travelers perceive and recognize as added value for them? 

2. What are the processes that generate business advantage? 

3. What are the processes that generate traveler engagement? 

4. What are the processes that guarantee the effectiveness of our sales? 

5. What social responsibility criteria will we adopt when selecting our business supply chain 
partners? 

6. What are the processes that help us achieve strategic objectives? 

7. What are the processes that generate revenue? 

8. What are the critical processes in our business, and how are we currently performing? Do 
we understand our critical processes for creating and delivering traveler value? 

9. How do we currently handle traveler inquiries, bookings, and payments, and how can we 
make these processes more efficient and user-friendly? 



10. Which processes are the most time-consuming or resource-intensive? How can we 
streamline them? 

11. How can we use technology to automate or improve our processes?  

12. How can we ensure our staff has the skills and knowledge to provide excellent traveler 
service? 

By asking these questions and taking a structured approach to process management, SMTEs can 
improve their efficiency, reduce costs, and provide better traveler service. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between processes and your sustainable tourism business. 
  



RESOURCES 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The importance of resource management in promoting sustainable tourism includes 
managing resources to contribute to the long-term sustainability of destinations and 
communities. 

 Attracting and retaining skilled and motivated employees, providing training and 
development opportunities, and creating a positive workplace culture to enhance the 
quality of their offerings and the Traveler experience. 

 The role of financial resources in supporting tourism development includes securing 
funding and investment, managing finances effectively, and creating sustainable business 
models. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify which resources are essential to creating and delivering traveler value. 

 Highlight which resources are critical to making our business work. 

 Find our critical resources and most efficient processes to get: 

o Our Unique Value Proposition (UVP) 

o Our Unique Selling Proposition (USP) 

PRESENTATION 

Business resources are the tangible and intangible assets that facilitate the integration of 
responsible practices into their day-to-day operations. These resources help SMTEs to effectively 
manage their environmental, social, and economic impacts, leading to more sustainable and 
successful business outcomes. In addition, by leveraging the resources, SMTEs can enhance their 
commitment to responsible tourism, attract eco-conscious travelers, and contribute to the 
overall well-being of their destinations. 

Tangible operational resources for SMTEs are physical assets that directly contribute to 
implementing sustainable practices, while intangible resources are non-physical assets that 
support or enable sustainable operations. Here are some examples of both tangible and 
intangible operational resources: 

 



Tangible resources: 

1. Energy-efficient equipment: Solar panels, LED lighting, energy-efficient appliances, and 
heating/cooling systems. 

2. Waste management systems: Recycling bins, composting facilities, and wastewater 
treatment plants. 

3. Eco-friendly supplies: Biodegradable cleaning products, reusable or recyclable packaging, 
and locally-sourced food. 

4. Green transportation: Electric or hybrid vehicles, bicycles, or shuttle services for guests. 

5. Water conservation tools: Rainwater harvesting systems, low-flow fixtures, and water-
efficient irrigation systems. 

Intangible resources: 

1. Staff training programs: Workshops and training sessions that educate employees about 
sustainable practices, waste reduction, energy conservation, and other eco-friendly 
initiatives. 

2. Sustainability management systems: Software tools that help monitor, track, and report 
on environmental performance and resource consumption. 

3. Partnerships: Collaborations with local suppliers, communities, NGOs, and other 
stakeholders to share knowledge and resources for sustainable operations. 

4. Certifications and guidelines: Industry-recognized certifications (e.g., Green Globe, 
EarthCheck, LEED) and guidelines that set sustainability standards and best practices. 

5. Corporate culture and values: A solid commitment to sustainability embedded in the 
business's vision, mission, and values, promoting a sense of responsibility among 
employees and stakeholders. 

SMTEs should prioritize efficient resource management and invest in tangible and intangible 
assets supporting eco-friendly practices and fostering positive socio-economic outcomes in local 
communities. Here are some important things to keep in mind when thinking about resources: 

• Identify essential resources: SMTEs should identify critical resources needed to operate 
their business, such as staff, equipment, inventory, and marketing materials. 

• Allocate resources effectively: SMTEs should allocate them effectively to ensure we are 
used efficiently and generate the greatest return on investment. This includes prioritizing 
spending on high-impact areas, such as marketing or staff training. 



• Maximize staff resources: Staff is a valuable resource for SMTEs. SMTEs should ensure 
that we use their staff resources effectively by hiring the right people, providing them 
with training and development opportunities, and creating a positive work environment 
that encourages staff to perform at their best. 

• Monitor and manage inventory: SMTEs should monitor their inventory levels and manage 
their supplies effectively to ensure we have enough resources to meet demand, but not 
so much that we are wasting money on excess inventory. 

• Use technology: Technology can be a valuable resource for SMTEs, allowing them to 
automate tasks, streamline processes, and improve efficiency. This includes using online 
booking systems, mobile apps, and social media to connect with travelers and manage 
operations. 

• Seek funding: SMTEs should explore funding options, such as grants or loans, to help them 
acquire the necessary resources to grow their business. 

In conclusion, by effectively managing their resources, SMTEs can operate more efficiently, 
provide better traveler service, and ultimately grow their business in the competitive tourism 
industry. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our resources? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our resources. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What resources generate business advantage - traveler engagement – revenue streams? 

2. What resources does the traveler perceive and recognize as added value for them? 

3. What are the resources that guarantee the effectiveness of our sales? 

4. What are the resources that help us achieve strategic objectives? 

5. What social responsibility criteria will we adopt when selecting our business supply chain 
partners? 

6. What are the essential resources of our business, and how are we currently performing? 
Do we understand our critical resources for creating and delivering value to our travelers? 
What are our essential resources, and how do we currently allocate them? 

7. What is the quality of the resources available? 

8. How can we use technology to automate tasks and improve efficiency? 



9. What kind of training is considered necessary for our business? 

10. How can we create a positive work environment that motivates and engages our staff? 

11. What staffing levels do we need to operate our business effectively, and how can we 
attract and retain the right people? 

12. How can we reduce resource consumption and waste to minimize environmental impact? 

By asking these questions and taking a strategic approach to resource management, SMTEs can 
operate more efficiently, provide better traveler service, and ultimately grow their business in 
the competitive tourism industry. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between resources and your sustainable tourism business. 
  



MARKETING 

Marketing is a critical business area for Small and Medium-sized Tourism Enterprises (SMTEs) as 
it helps them to promote their products and services to potential travelers and build brand 
awareness. In addition, effective marketing can help SMTEs to attract new travelers, retain 
existing travelers, and increase revenue. 

Here marketing is a business area that is subdivided into another three business areas: 

• Brand Identity 

• Traveler Relationship 

• Channels 

 

 

 

 

Effective marketing requires a clear understanding of SMTE's target market, needs and 
preferences, and the competitive landscape. By developing a comprehensive marketing strategy 
leveraging channels, relationships, traveler service, and tactics, SMTEs can effectively promote 
their business and drive growth. 

Let´s see each one. 

  



BRANDING 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The role of branding in creating a unique identity for a tourism business or destination 
includes helping businesses and destinations differentiate themselves from competitors, 
attract travelers, and build brand loyalty. 

 Maintaining consistent branding across different platforms and touchpoints, such as 
advertising, websites, and social media, to create a cohesive and memorable brand 
identity for travelers. 

 The impact of branding on the Traveler experience includes contributing to a positive 
Traveler experience and leveraging their brand identity to create unique traveler 
experiences. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify connections between our brand with the destination brand and the experiences 
offered. 

 Highlight our brand values and characteristics. 

 Find connections between our brand with our target. 

PRESENTATION 

Branding for Small and Medium-sized Tourism Enterprises (SMTEs) involves creating a unique 
and cohesive identity that reflects the business's commitment to responsible and eco-friendly 
practices. It plays a vital role in differentiating these businesses from competitors, appealing to 
environmentally-conscious travelers, and communicating the organization's values and goals. 
Effective branding encompasses elements such as visual design, messaging, and storytelling, 
conveying the business's operations' sustainable ethos and positive impact. A strong brand also 
focuses on building credibility and trust through transparent reporting of sustainability 
achievements, obtaining industry-recognized certifications, and fostering meaningful 
partnerships with local communities and stakeholders. Ultimately, branding for SMTEs helps to 
attract like-minded customers, enhance the company's reputation, and contribute to a more 
responsible and resilient tourism industry.  

Here are some of the most important things that Small and Medium-sized Tourism Enterprises 
(SMTEs) need to know about brand identity: 



• Consistency is critical: SMTEs must maintain consistency in their branding and marketing 
efforts. This means using consistent messaging, imagery, and tone of voice across all 
marketing channels, such as social media, websites, and promotional materials. 

• Brand identity should reflect the business's values and personality: SMTEs should ensure 
that their brand identity reflects their unique values and personality. This can help 
distinguish the business from competitors and attract travelers who share similar values. 

• Brand identity can impact traveler loyalty: A strong brand identity can help build traveler 
loyalty and increase repeat business. Therefore, SMTEs should ensure that their branding 
and marketing efforts are aimed at building long-term traveler relationships. 

• Brand identity can impact employee engagement: A strong brand identity can also impact 
employee engagement and satisfaction. When employees feel proud to work for a business 
with a strong brand identity, they are more likely to provide high-quality service and act as 
brand ambassadors. 

• Brand identity should evolve over time: SMTEs should be willing to develop their brand 
identity over time as their business grows and changes. This may involve updating 
messaging, imagery, or other elements of their branding and marketing efforts. 

In summary, SMTEs need to understand the importance of brand identity in building a successful 
tourism business. By maintaining consistency in their branding and marketing efforts, reflecting 
their unique values and personality, building traveler loyalty and employee engagement, and 
being willing to evolve over time, SMTEs can create a strong brand identity that helps them stand 
out in a competitive market. 

BRAND WASHING 

Sustainable brand washing, also known as greenwashing, makes misleading or false claims about 
the environmental friendliness or sustainability of a company's products or services. This 
deceptive marketing tactic can be harmful to both consumers and the environment. Here are 
some of the worst practices associated with sustainable brand washing: 

1. Vague or ambiguous claims: Using unclear terminology or undefined labels, such as "eco-
friendly" or "natural," without providing concrete information about how the product or 
service is environmentally sustainable. 

2. Irrelevant or misleading information: Highlighting a minor, insignificant eco-friendly 
aspect of a product or service while ignoring the company's overall environmental impact 
or other unsustainable practices. 



3. Hidden trade-offs: Focusing on one area of sustainability while neglecting other important 
aspects, such as promoting a product's recyclability but failing to address the energy and 
resources consumed during production. 

4. Overstating environmental benefits: Exaggerating the positive environmental impact of a 
product or service, creating a false impression of its sustainability. 

5. False certifications or endorsements: Using fabricated or unverified certifications, seals, 
or endorsements to give the appearance of third-party approval or validation of a 
product's sustainability claims. 

6. Omission of important information: Deliberately leaving out essential details that would 
provide a more accurate representation of a product's or service's environmental impact. 

7. Misleading imagery: Using visuals or designs that suggest environmental friendliness, 
such as pictures of nature, green-colored packaging, or earthy symbols, without any 
substantiated claims to support these associations. 

8. Green by association: Associating a brand with environmentally friendly organizations, 
events, or initiatives to create the impression that the brand is also sustainable. 

9. Tokenism: Implementing a small, insignificant change or initiative to appear 
environmentally responsible while ignoring larger, more impactful areas where 
improvements could be made. 

10. False or unproven technology: Using untested or dubious technologies to solve 
environmental problems without sufficient evidence to support their effectiveness. 

Sustainable brand washing not only undermines consumer trust but also detracts from the efforts 
of genuinely sustainable businesses. Therefore, it is essential for consumers and regulators to 
remain vigilant and scrutinize green claims to hold companies accountable for their 
environmental impact. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our branding? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our brand. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What sustainable values, principles, and personality traits do we want our brand to 
convey? 

2. How can we communicate our commitment to sustainability through our branding 
efforts? 



3. What messaging and imagery should we use to convey our sustainable brand identity? 

4. What makes our business unique regarding sustainability, and how can we incorporate 
that into our brand identity? 

5. How can we tailor our branding and marketing efforts to appeal to eco-conscious 
travelers? 

6. How can we ensure consistent, sustainable branding and marketing efforts across all 
channels, such as social media, websites, and promotional materials? 

7. What is our sustainable word-of-mouth marketing? 

8. How can our sustainable brand identity build traveler loyalty and employee engagement? 

9. How can we collaborate with other sustainable businesses and organizations to amplify 
our brand identity and impact? 

10. What sustainable tourism certifications or accreditations can we pursue to enhance our 
brand identity and credibility? 

11. How can we engage in ongoing sustainability efforts and initiatives to maintain and 
strengthen our brand identity over time? 

12. How can we measure and communicate the sustainable impact of our business to 
travelers and stakeholders? 

By answering these questions, SMTEs can create a brand identity that reflects their commitment 
to sustainability, appeals to eco-conscious travelers, reflects their unique values and personality, 
and helps build traveler loyalty and employee engagement. It's crucial for businesses to regularly 
evaluate their sustainable brand identity and make adjustments as needed to stay true to their 
values and remain competitive in a constantly evolving sustainable tourism industry. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between branding and your sustainable tourism business. 

 

  



TRAVELER RELATIONSHIPS 
Due to the nature of the tourism business, it is necessary to identify which traveler 
segments are the target of long-term and short-term relationships. 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Building and maintaining relationships with travelers include creating personalized 
experiences, providing exceptional traveler service, and communicating effectively with 
travelers to build trust, loyalty, and advocacy. 

 Using technology, such as traveler relationship management (CRM) systems, social media, 
and mobile apps, gathers data, personalizes experiences, and communicates in real-time. 

 The impact of traveler relationships on business performance includes increased traveler 
retention, higher levels of traveler satisfaction and loyalty, and improved financial 
performance. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Clarify the type of relationship it wants to establish with each traveler segment. 

 Identify which traveler segments we will target for a long-term relationship strategy. And 
which traveler segments we will target for a short-term relationship strategy. 

 Highlight our traveler needs and expectations. 

PRESENTATION 
Some traveler relationship types are Transactional - Long-term - Personal assistance - Dedicated 
personal assistance - Self-service - Automated services – Communities - Co-creation - Switching 
costs – Collective. 

Traveler relationships are interactions between our business, current travelers, and potential and 
former travelers. This includes personal interactions, communications, user interactions with 
products and services, and environments. We need to understand our traveler's needs, wants, 
and expectations and provide exceptional service and experiences that exceed their 
expectations.  

Here are some key points to keep in mind about traveler relationships: 

• Listen to our travelers: Actively listen to them and seek feedback on their experiences 
with our business. This will help us identify areas to improve and provide better traveler 
service. 



• Personalize our interactions: Treat each traveler individually and personalize our 
interactions with them. So addressing them by name, remembering their preferences, 
and tailoring our recommendations and offerings to their interests. 

• Build trust: Trust is the foundation of any strong relationship, so it's essential to be honest, 
transparent, and reliable in our interactions with travelers.  

• Focus on the overall traveler experience: Make sure that every aspect of our business, 
from the booking process, is designed to provide our travelers with a seamless and 
enjoyable experience. 

• Stay in touch: Keep in touch include sending them personalized offers and promotions, 
sharing news and updates about our business, and inviting them to provide feedback and 
reviews. 

In conclusion, by focusing on these critical areas, SMTEs can build solid and lasting relationships 
with our travelers and create a loyal traveler base to help us grow and succeed.  

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our traveler 
relationships? Implementing eco-friendly initiatives and supporting local communities will 
contribute to small tourism enterprises' long-term success and reputation within our 
relationships. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. Is our proposal for interaction with the traveler transactional or relationship-based (our 
business model suggests a substantial, long-term, transactional, short-term, or hybrid 
relationship strategy)? 

2. How can we gather and analyze customer feedback to continually improve our customer 
experience offer? Feedback mechanisms like surveys and reviews will help identify 
improvement areas and inform future decision-making. 

3. What steps can we take to ensure that every interaction with a traveler is personalized? 

4. What steps can we take to ensure that travelers have a positive and seamless experience 
from the moment we book to the moment we depart? 

5. How can we create a sense of trust and transparency with travelers so that we feel 
confident in booking with my business? 

6. How can we proactively anticipate the needs of travelers and provide them with relevant 
information and recommendations? 



7. What tools and technologies can we use to streamline the booking process and make it 
as easy and convenient as possible for travelers? 

8. How can we create a sense of community among travelers who have booked with my 
business and foster a sense of loyalty and advocacy? 

9. Who and how influences our travelers (influencers, opinion leaders, stakeholders, users)? 
How can we better know our travelers? 

10. What type of relationship creates the most value for our travelers? 

11. How do our travelers want to be found and served? 

12. What relationships do our competitors have with their travelers? Is that the same 
relationship we have with our travelers? Is that the best type of relationship to have? 

SMTEs can build strong awareness about traveler relationships by asking these questions and 
working through the answers to know what, how, and where the travelers want to be reached. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between traveler relationships and your sustainable tourism 
business. 
  



CHANNEL 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Identifying and prioritizing relevant channels, such as online travel agencies, social media, 
and travel agents, to reach their desired traveler segments and maximize their reach and 
impact. 

 The role of technology in channel management includes using technology, such as 
channel management software and data analytics, to optimize their channel strategy, 
measure channel performance, and make data-driven decisions to improve their reach 
and impact. 

 The impact of channel strategy on business performance includes increasing sales, 
attracting new travelers, and building brand awareness. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the most effective channels for reaching and engaging with potential travelers. 

 Highlight insights into channels most effectively reaching and engaging with their target 
audience. 

 Optimize marketing efforts finding advantages in the marketing. 

PRESENTATION 

Channel is the network that connects businesses and their travelers. Channel networks usually 
consist only of a company's first-tier suppliers and travelers. Our business sells directly to 
consumers through a direct distribution channel, usually through its website or retail store. If our 
business uses an indirect distribution channel, we use an intermediary to bring their product or 
service to the traveler. For choosing a distribution channel, consider our audience, sales goals, 
and product (different products require different approaches).   

Here are some key points to keep in mind: 

• Know our audience: Understanding our target audience is critical to choosing the proper 
channels. Consider factors like age, interests, location, and behavior to determine which 
channels we will most likely use. 

• Be strategic: Don't try to be everywhere at once. Instead, focus on a few key channels 
most likely to reach our target audience and use them effectively. 



• Be consistent: Consistency is essential for building brand awareness and credibility. Make 
sure our messaging and branding are consistent across all channels. 

• Be responsive: Travelers expect quick responses and personalized interactions. Make sure 
we have systems in place to respond promptly to traveler inquiries and feedback across 
all channels. 

• Monitor and analyze: Keep track of our channels and monitor their effectiveness. Use 
data and analytics to make informed decisions about which channels to focus on and 
where to allocate resources. 

In conclusion, by focusing on these critical areas, SMTEs can choose the right channels and use 
them effectively to reach and engage with potential travelers, build brand awareness and 
credibility, and ultimately drive business growth. 

The length of the channel of distribution depends on the number of intermediaries. 

• A short distribution channel could be: Company > VAR > Traveler 

• A long distribution channel could be: Company > Distributor > Wholesaler > Retailer > 
Traveler 

Commons types of channels: 

• Distribution & Sales Channels  

Retail - Partners Selling to retailers - Direct Marketing - Agents/Brokers - Value Added Reseller - 
Sales Outsourcing - Automated Retail - E-commerce - Resellers - White Label - Franchising - 
Wholesale - Import & Export, and more  

• Communication channels 

Online meetings - Conversations call – Presential events - Publications - Radio & podcasts - Video 
- Social Media & Digital Communities – Loyalty programs - Email marketing – Website - Search 
engine optimization (SEO) - Content marketing and more 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our channels? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our channels. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. Who is our target audience? What channels will they most likely use to research and book 
travel? 



2. What distribution channels do we use to serve our travelers' segment? What 
characteristics do our channels have? 

3. What channels are most effective at reaching our target audience, and how can we 
leverage them to build brand awareness and drive bookings? 

4. What communication channels can we use to stay in touch with travelers and provide 
them with ongoing updates and information? What characteristics do our channels have? 

5. How can we optimize our website for search engines and ensure it's easily accessible and 
navigable for potential travelers? 

6. What social media platforms should we use to reach our target audience, and how can 
we create engaging content that will resonate with them? 

7. How can we leverage email marketing to build relationships with potential travelers and 
encourage repeat bookings? 

8. Are there any niche channels or platforms that are specific to our business or target 
audience that we should consider using? 

9. What is our budget for marketing, and what channels can we afford to invest in? 

10. What channels are our competitors using, and how can we differentiate our business by 
using different or more effective channels? 

11. What kind of partnerships or collaborations can we form with other businesses or 
influencers to reach a wider audience and build brand awareness? 

12. How can we use data and analytics to monitor the effectiveness of our channels and make 
informed decisions about where to allocate resources? 

By answering these questions, Small and Medium-sized Tourism Enterprises (SMTEs) can identify 
the most effective channels for their business and develop a comprehensive strategy for reaching 
and engaging with potential travelers. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between the channel and your sustainable tourism business. 
  



TRAVEL INTELLIGENCE 

Small and Medium-sized Tourism Enterprises (SMTEs) need to understand that travel intelligence 
refers to the process of collecting and analyzing data to gain insights into travel patterns, traveler 
behavior, and market trends. By using travel intelligence, SMTEs can make more informed 
business decisions, improve traveler satisfaction, and increase their competitiveness in the 
market. 

Here Travel Intelligence business area is subdivided into another three business areas: 

 

• Risks 

• Benchmarking 

• Travel Technology 

 

Here are some key things SMTEs should keep in mind about travel intelligence: 

• Collecting data: SMTEs should focus on collecting data from various sources, such as 
traveler feedback, social media, online reviews, and booking systems. This data can be 
used to understand traveler preferences, behaviors, and expectations. 

• Analyzing data: SMTEs need to use tools and techniques to analyze the data we collect. 
This can include data visualization, predictive analytics, and machine learning. By 
analyzing data SMTEs can identify trends and patterns that can inform business decisions. 

• Understanding traveler needs: By analyzing data, SMTEs can better understand traveler 
needs and preferences. This can help us tailor their products and services to meet those 
needs and provide a better Traveler experience. 

• Staying up-to-date: SMTEs should keep abreast of changes in the market and industry 
trends. We can quickly identify opportunities and respond to challenges by staying up-to-
date with travel intelligence. 

Overall, SMTEs should view travel intelligence as a critical tool to help us make informed business 
decisions and improve their competitiveness in the market. 

Let´s see each one. 

  



BENCHMARKING 
What is the market leader doing that we can do too? 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Understanding how benchmarking can identify best practices and areas for improvement 
and measure and compare business performance against industry standards and 
competitors.  

 The importance of data analysis in benchmarking includes collecting and analyzing data 
on key performance indicators to identify areas for improvement and measure their 
performance against industry benchmarks. 

 The role of collaboration and knowledge-sharing in benchmarking includes collaborating 
with industry partners and stakeholders, such as trade associations and destination 
marketing organizations, to share best practices, insights, and data and to promote 
adopting industry standards and best practices. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the best practices of business our competitors are doing. 

 Highlight the approaches we can improve.  

 Find gaps between market leaders and us. 

PRESENTATION 

Benchmarking is a process of comparing their performance with that of their competitors or 
other businesses in the tourism industry. By benchmarking our performance, SMTEs can identify 
improvement areas, set performance targets, and track progress over time. 

Here are some key things SMTEs should keep in mind about benchmarking: 

• Identify relevant benchmarks: SMTEs should identify benchmarks pertinent to our 
business and industry. This could include financial benchmarks, such as revenue per 
available room (RevPAR), or operational benchmarks, such as traveler satisfaction ratings. 

• Collect and analyze data: SMTEs should collect data on our performance and that of our 
competitors. This data can then be analyzed to identify areas where we are 
underperforming or where we have a competitive advantage. 



• Set targets: Once SMTEs have identified areas for improvement, we should set targets for 
performance based on the benchmarking data. These targets should be realistic, 
achievable, and challenging enough to drive improvement. 

• Monitor progress: SMTEs should monitor our progress over time to check if we meet our 
performance targets and identify areas for improvement. 

Overall, benchmarking is a valuable tool for SMTEs to improve their performance and stay 
competitive in the market. By comparing our performance with our competitors and identifying 
areas for improvement, SMTEs can make strategic decisions that will drive growth and success. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our benchmarks? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our benchmarks. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What are our sustainability practices comparable to our competitors?  

2. What are the different business model types that market leaders practice? 

3. What is the strategic advantage of market leaders we can also get? 

4. What are the differentiations of market leaders compared to our business (product or 
service)? 

5. What processes are practiced by market leaders that we can also practice (purchase - 
production - communication - promotion - sale - traveler service, and more)? 

6. What are leading organizations performing better than ours? 

7. What financial benchmarks, a set of key performance indicators (KPIs), are used to 
measure financial performance in our industry, and how does our business compare to 
them? 

8. How competitive are our travel technology, customer relationship technology, and 
general management technology comparable to our competitors? 

9. How competitive are we: a) average daily rate; b) travelers' average length of stay; c) 
traveler satisfaction ratings; d) online presence and social media engagement; e) 
marketing and advertising expenses; f) industry's average employee turnover rate; g) 
energy consumption; h) occupancy rates; comparable to our competitors? 

10. Where should we focus on improvement activities? 

11. What is our plan for continuous benchmarking? 



These questions can help Small and Medium-sized Tourism Enterprises (SMTEs) identify 
improvement areas and set performance targets based on benchmarking data. Therefore, 
collecting and analyzing data regularly ensures the business stays competitive and meets traveler 
needs. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between benchmarking and your sustainable tourism business. 
  



RISKS 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Understanding how different risks can disrupt operations, affect traveler demand, and 
impact business performance. 

 Developing risk management strategies, such as crisis management plans, insurance 
coverage, and contingency planning, to minimize the impact of risks and ensure business 
continuity. 

 The role of collaboration and knowledge-sharing in risk management includes 
collaborating with industry partners and stakeholders to develop more effective risk 
management strategies. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the most critical threats and opportunities our business is under 

 Address these risks to be responded to. 

PRESENTATION 

Risks are an inherent part of operating a business in the tourism industry. There are serious risks 
that SMTEs may face, such as economic, environmental, operational, legal, and reputational risks. 
These risks can impact the business's financial performance, traveler satisfaction, and overall 
success. 

Here are some things SMTEs should keep in mind about risks: 

• Identify and assess risks: SMTEs should identify and evaluate the risks we may face. This 
can include conducting a risk assessment to identify potential hazards and vulnerabilities 
and assess each risk's likelihood and potential impact. 

• Develop a risk management plan: SMTEs should develop a risk management plan once 
risks have been identified and assessed. This plan should outline the strategies and tactics 
that will be used to mitigate or manage each risk. 

• Communicate with stakeholders: SMTEs should communicate with stakeholders, such as 
employees, travelers, and suppliers, about the risks that they may face and the measures 
being taken to manage those risks. This can help to build trust and confidence in the 
business. 



• Monitor and review: SMTEs should monitor and review our risk management plan 
regularly to ensure it is effective and up-to-date. We should also be prepared to adapt 
our plan as necessary to respond to changing circumstances. 

Overall, SMTEs should view risk management as a critical component of our business operations. 
By identifying, assessing, and managing risks effectively, SMTEs can reduce the likelihood and 
impact of adverse events and ensure the long-term success of their business. 

All of these risk categories and examples could impact our business, which does not intend to 
exhaust: 

o Business model threats include reliance on a single product or traveler segment. 
o Economic threats, such as exchange or interest rate changes. 
o Competitive threats, such as new entrants or changing traveler preferences. 
o Operational threats, such as equipment failure or supply chain disruptions. 
o Partnership threats, such as profit sharing or decision-making. 
o Revenue stream threats include overdependence on a single revenue stream or 

seasonality. 
o Reputational threats, such as negative reviews or social media backlash. 
o Human resource threats, such as turnover or a shortage of skilled labor. 
o Legal threats, such as changes in regulations or lawsuits. 
o Security threats, such as theft or cyber-attacks. 
o Environmental threats, such as natural disasters or climate change. 
o Health and safety threats, such as accidents or disease outbreaks. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our risk 
management? Implementing eco-friendly initiatives and supporting local communities will 
contribute to small tourism enterprises' long-term success and reputation within our risk 
management. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What type of risk analysis (qualitative and quantitative) will we operate? 

2. What are the opportunities our business can leverage? 

3. How will we identify and respond to our risks? 

4. Who is our risk manager? 

5. What impacts could there be on resources as a result of product development?  



6. What are the potential risks and challenges facing our business in the destination, such as 
changes in travel patterns, natural disasters, political instability, and health and safety 
concerns? 

7. Can we create switching costs once a traveler works with us? 

8. What are the most critical threats we are exposed to? How can we be mitigated? 

9. What are the most significant opportunities we are exposed to? 

10. What would we do if we lost our most significant competitive advantage? 

11. What are potential bottlenecks? 

12. What would our business look like if we handed over a part of our value-creation process to 
the supplier? 

These questions can help SMTEs identify and assess the risks we may face and develop a risk 
management plan to mitigate or manage those risks. Therefore, it is essential to regularly review 
and update the risk management plan to ensure that it remains effective and up-to-date. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between risks and your sustainable tourism business. 
  



TRAVEL TECHNOLOGY 
How are we making travel easier using technology, mainly through travel apps, online 
travel platforms, blogs, and industry 4.0? 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Understand how technology can enhance the traveler experience by enabling online 
booking, mobile check-in, and personalized recommendations based on traveler data. 

 The role of data and analytics in leveraging technology to drive business performance 
includes collecting and analyzing traveler preferences, behavior, and demographics data 
to identify trends, make data-driven decisions, and develop targeted marketing and 
promotional campaigns. 

 The importance of staying up-to-date with emerging technologies and how they can 
adapt their business models and strategies to capitalize on these technologies and create 
new value for travelers. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the better technology that fits our necessities. 

 Highlight which technology enhances the Traveler experience. 

 Find better technology to engage with travelers before, during, and after their trip. 

PRESENTATION 

Travel technology refers to the use of technology to support and enhance the travel experience, 
from booking and planning to in-destination activities and post-trip feedback. By leveraging travel 
technology, SMTEs can improve efficiency, traveler satisfaction, and overall business 
performance. 

Here are some key things SMTEs should keep in mind about travel technology: 

• Online presence: SMTEs should have a strong online presence, including a user-friendly 
website, social media accounts, and online booking systems. This can help to attract and 
retain travelers and make it easy for them to book and plan their travel. 

• Mobile optimization: With the increasing use of mobile devices, SMTEs should ensure that 
our online presence is optimized for mobile devices. This can include mobile-responsive 
websites, mobile apps, and mobile-friendly booking systems. 



• Data management: SMTEs should effectively manage traveler data, including personal 
information and booking history. This can help to improve traveler service and provide 
personalized experiences. 

• Traveler engagement: Travel technology can help SMTEs to engage with travelers before, 
during, and after their trip. This can include providing real-time information, personalized 
recommendations, and post-trip feedback surveys. 

• Emerging technologies: SMTEs should stay up-to-date with emerging travel technologies, 
such as artificial intelligence, virtual reality, and blockchain. These technologies have the 
potential to revolutionize the travel experience and provide new opportunities for 
business growth. 

Travel technology is a critical component of SMTEs' operations. By leveraging travel technology, 
SMTEs can improve traveler satisfaction, increase efficiency, and stay competitive in the market. 

INDUSTRY 4.0 

Cloud Computing, Big data analytics, machine learning, artificial intelligence, the internet of 
things, sensors, cybersecurity, blockchain, cognitive computing, RFID technologies, 3D printing, 
additive manufacturing, augmented reality, automation and robotics, horizontal and vertical 
integration, digital twins, and more. 

Industry 4.0, the Fourth Industrial Revolution, significantly impacts the tourism market. Industry 
4.0 refers to integrating advanced technologies into various sectors, including tourism. By 
embracing Industry 4.0, SMTEs can improve our operations, enhance the traveler experience, 
and stay competitive in the market. 

Here are some key things SMTEs should keep in mind about the impacts of Industry 4.0 on the 
tourism market: 

• Personalization: Industry 4.0 technologies can help SMTEs provide personalized traveler 
experiences based on their preferences, behaviors, and past interactions with the 
business. This can enhance traveler satisfaction and loyalty. 

• Efficiency: Industry 4.0 technologies can help SMTEs improve efficiency and reduce costs 
through automation, robotics, and data analytics. 

• Sustainability: Industry 4.0 technologies can help SMTEs promote sustainability and 
reduce environmental impact through intelligent energy systems, waste management, 
and sustainable transport. 

• Competition: Industry 4.0 technologies are rapidly changing the tourism market, and 
SMTEs need to stay up-to-date with emerging technologies to remain competitive and 
meet traveler expectations. 



• Workforce: Industry 4.0 technologies are transforming the nature of work in the tourism 
industry. SMTEs must adapt their workforce and skills to ensure we have the talent and 
expertise to succeed in a digital age. 

Overall, SMTEs should view Industry 4.0 as an opportunity to improve our operations, enhance 
the Traveler experience, and stay competitive in the market. By embracing advanced 
technologies, we can position ourselves for success in a rapidly changing industry. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our travel 
technologies? Implementing eco-friendly initiatives and supporting local communities will 
contribute to small tourism enterprises' long-term success and reputation within our travel 
technologies. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What specific business challenges are we trying to address with travel technology? 

2. What technology tools have we used to deliver our unique value proposition for each 
tourism segment (there is a range from simple IT systems to industry 4.0)? Which 
available technologies contribute to delivering our value proposition to the traveler? 

3. What are travel technologies commonly used in our industry? What types of available 
technologies add more value to the traveler? 

4. What is the track record and reputation of the travel technology provider? What are the 
user reviews and feedback for travel technology? 

5. How is our website designed to help us get differentiation? 

6. What and how are we selling through a mobile device? 

7. What are the costs associated with implementing and maintaining travel technology? 

8. What is the technical expertise required to implement and use travel technology 
effectively? What are the compatibility requirements for travel technology with our 
existing systems and software? 

9. What is the traveler support and training level the travel technology provider provides? 

10. What are the security and privacy considerations associated with using travel technology? 

11. What is the level of customization and flexibility offered by travel technology? 



These questions can help SMTEs to evaluate the suitability of different travel technologies for 
their business. It is crucial to consider costs, compatibility, and traveler support when choosing a 
travel technology solution and to thoroughly test it before implementing it. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between travel technology and your sustainable tourism business. 
  



EXPECTED RESULTS 

Business result is a critical area of focus for any business, referring to its financial and operational 
performance and success in achieving its strategic goals and objectives. Therefore, effective 
management of business results is essential for Small and Medium-sized Tourism Enterprises 
(SMTEs) to remain competitive and profitable in a rapidly changing market. 

Here results in the business area is subdivided into another three business areas: 

 

• Revenue Sources 

• Cost Structure 

• Benefits 

 

To achieve positive business results, SMTEs must implement effective strategies and tactics 
across various business areas, such as marketing, operations, traveler service, and financial 
management. This requires a deep understanding of industry trends, traveler needs, market 
dynamics, and a commitment to continuous improvement and innovation. 

Overall, effective management of business results is critical for SMTEs to thrive in the tourism 
industry. By focusing on strategies and tactics that drive positive business results, SMTEs can 
ensure their long-term success and competitiveness in the market. 

Let´s see each one. 

  



REVENUE STREAMS 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 Businesses and destinations can generate different revenue streams, such as direct sales, 
commissions, advertising, and partnerships. 

 The importance of diversifying revenue streams to reduce risk and enhance business 
performance includes developing multiple revenue streams by offering new products and 
services, expanding into new markets, and developing strategic partnerships. 

 The role of pricing and revenue management in optimizing revenue streams includes 
using pricing strategies, such as dynamic pricing and yield management, to maximize 
revenue and profitability. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify our business model to get revenue. 

 Highlight our most vital income. 

 Find different sources and mechanisms of revenue generation. 

PRESENTATION 

Revenue streams are a critical component of their business model, referring to the sources of 
income that a business generates, such as hotel room bookings, tour packages, or food and 
beverage sales. Therefore, effective management of revenue streams is essential for SMTEs to 
remain profitable and sustainable in the long term. 

Here are some key things SMTEs should keep in mind about revenue streams: 

• Diversification: SMTEs should diversify their revenue streams by offering a range of 
products and services catering to different traveler segments and needs. This can help to 
reduce reliance on a single revenue source and increase overall revenue. 

• Pricing strategies: SMTEs should implement effective pricing strategies based on market 
demand, competition, and costs. This can help to optimize revenue and profitability while 
remaining competitive in the market. 

• Traveler segmentation: SMTEs should segment their traveler base based on factors such 
as demographics, behavior, and preferences. This can help identify traveler needs and 
tailor products and services to meet those needs, increasing revenue and traveler 
satisfaction. 



• Upselling and cross-selling: SMTEs should use upselling and cross-selling techniques to 
encourage travelers to purchase additional products and services. This can help to 
increase revenue per traveler and overall revenue. 

• Partnerships and collaborations: SMTEs should consider partnering with other businesses 
or organizations to create new revenue streams or expand existing ones. This can help to 
reach new travelers, offer new products and services, and increase revenue. 

Overall, effective management of revenue streams is critical for SMTEs to remain profitable and 
sustainable. By diversifying revenue sources, implementing effective pricing strategies, and 
tailoring products and services to traveler needs, SMTEs can increase revenue, improve traveler 
satisfaction, and stay competitive in the market. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our revenue 
streams? Implementing eco-friendly initiatives and supporting local communities will 
contribute to small tourism enterprises' long-term success and reputation within our revenue 
streams. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. How do we generate revenue, and are there opportunities to diversify our revenue 
streams? 

2. What are the primary sources of revenue for our business? What will we charge for our 
value? 

3. What are our most popular products and services, and what are their profit margins? 

4. How many products and services will we sell with our revenue model? 

5. What are the different traveler segments we cater to? What products and services do they 
require? 

6. What is our pricing strategy? How do we determine the prices for our products or 
services, and how do they compare to competitors in the market? 

7. Are there any emerging trends or technologies that we can leverage to create new 
revenue streams? 

8. What are the partnership and collaboration opportunities to develop new revenue 
streams? 

9. Are there any untapped markets that we can target to generate additional revenue? 

10. What are the 20% of revenue streams account for 80% of total business earnings? 

11. What value is each traveler segment genuinely willing to pay? 



12. How does our business generate income? How else could we generate revenue with what 
we have? How effectively do employees generate revenue? 

These questions can help SMTEs to identify their current and potential revenue streams and 
develop strategies to optimize revenue and profitability. It is essential to regularly review and 
adapt revenue streams to changing market conditions and traveler needs to stay competitive and 
sustainable. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between revenue streams and your sustainable tourism business. 
  



COST STRUCTURE 
Our business could be cost-oriented or value-oriented. 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The different types of costs that businesses and destinations can incur, such as fixed, 
variable, and operational, and understand how these costs can impact business 
performance and profitability. 

 The importance of cost management in optimizing business performance and profitability 
includes managing costs effectively by reducing waste, improving efficiency, and 
streamlining operations to enhance competitiveness and profitability. 

 The role of technology in cost management includes using technology to optimize cost 
structure, identify inefficiencies and areas for improvement, and make data-driven 
decisions. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify the highest costs inherent in our business. 

 Highlight our fixed and variable costs. 

 Find economies of scale we can leverage to reduce our costs. 

PRESENTATION 

Cost structure refers to the various costs and expenses incurred to operate, produce and deliver 
products and services to travelers. Therefore, effective cost structure management is essential 
for Small and Medium-sized Tourism Enterprises (SMTEs) to remain competitive, profitable, and 
sustainable. Here are some key things SMTEs should keep in mind about cost structure: 

• Identify and classify costs: SMTEs should classify their costs into fixed, variable, and semi-
variable categories. Fixed costs remain constant regardless of the level of production or 
sales, such as rent or insurance. Variable costs, such as raw materials or labor, vary with 
production or sales levels. Finally, semi-variable costs have fixed and variable 
components, such as utilities or salaries. 

• Manage costs effectively: SMTEs should optimize resource use, reduce waste and 
inefficiencies, and negotiate better prices with suppliers. This can help to improve 
profitability and competitiveness. 



• Evaluate and prioritize costs: SMTEs should prioritize their costs by identifying those 
critical to their business operations and those that can be reduced or eliminated. This can 
help to allocate resources effectively and optimize profitability. 

• Break-Even Analysis: SMTEs need to perform a break-even analysis to determine the level 
of sales they need to generate to cover their fixed and variable costs. This analysis can 
help them set realistic goals and make informed pricing and marketing strategy decisions. 

• Monitor and review cost structure: SMTEs should monitor and review their cost structure 
regularly to identify trends, inefficiencies, and opportunities for improvement. This can 
help to make informed decisions and optimize profitability. 

Overall, effective cost structure management is critical for SMTEs to remain competitive, 
profitable, and sustainable in the long term. SMTEs can optimize their business operations and 
achieve their strategic goals by identifying and classifying costs, managing them effectively, 
evaluating and prioritizing them, and monitoring and reviewing cost structure regularly. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our cost structure? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our cost structure. 

A suggestion of guiding questions that are not intended to exhaust the topic: 

1. What are the 20% costs that account for 80% of our total expenses? 

2. Which processes and resources have the most significant impact on our business cost? 

3. What are our critical costs of sale? How do they impact our overall cost structure? 

4. What are our fixed costs, such as rent, utilities, salaries, and others?  

5. What are the most important costs inherent in our business? Which Key Resources are 
most expensive? Which Key Activities are most expensive? 

6. What Key Activities may require high costs for the business? How do our Key Activities 
generate costs? Do these same Key Activities correspond to the Unique Value 
Propositions chosen? 

7. What are our variable costs, such as supplies, commissions, fuel, and others? 

8. What type of cost impacts our overall cost structure? 

9. What is our cost of goods sold (COGS) for each service we provide, such as food and 
beverage, transportation, or guide fees? How do these costs impact our profitability? 

10. What economies of scale can we leverage to reduce costs and improve profitability? How 
can we take advantage of these economies of scale? 



11. What is our break-even point? How can we use this to set pricing and marketing 
strategies? 

12. Are we overlooking other costs like marketing or website development? How can we 
account for these costs in our overall cost structure? 

By answering these questions, SMTEs can better understand their cost structure, which can help 
them make more informed decisions about their pricing, marketing, and investment strategies. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between cost structure and your sustainable tourism business. 
  



BENEFITS 

KEY TO SUCCESS 
In this section, we would like to make sure that SMTEs should be aware of the following: 

 The importance of identifying and promoting the benefits of tourism, such as economic 
growth, job creation, cultural exchange, and community development. 

 The role of sustainable tourism in maximizing the benefits of tourism is adopting 
sustainable practices to enhance the long-term benefits of tourism and create value for 
all stakeholders. 

 The importance of measuring and reporting on the benefits of tourism is to collect and 
analyze data on the economic, social, and environmental impacts of tourism and use this 
information to demonstrate the value of tourism to stakeholders and promote the 
industry's STD. 

ACCOMPLISHMENTS 
In this step, we'll: 

 Identify which positively impacts our business cause on tourism destination. 

 Highlight the long-term impacts.  

 Find benefits that can be added to our brand identity and traveler relationships. 

PRESENTATION 

Typically "Benefits" refers to the advantages or positive outcomes a business can gain from its 
operations or activities. Which can vary depending on the specific type of business and the 
market it operates in. SMTEs that prioritize sustainability can generate a wide range of 
sustainable benefits. Here are some expected sustainable benefits that SMTEs can generate: 

• Environmental conservation and protection: SMTEs can contribute to environmental 
conservation and protection by implementing sustainable practices, such as reducing 
waste and energy use, conserving water, and protecting natural habitats and wildlife. 

• Social and cultural preservation: SMTEs can contribute to social and cultural protection 
by promoting local traditions and customs, supporting local artisans and craftspeople, and 
engaging in community development initiatives. 

• Positive impact on local economies and communities: SMTEs can positively impact local 
economies and communities by supporting local suppliers and businesses, providing jobs 
and training opportunities, and promoting sustainable tourism practices. 



• Increased resilience and risk management: SMTEs can increase their resilience and ability 
to manage risks by implementing sustainable practices, such as reducing dependence on 
non-renewable resources, diversifying their product offerings, and engaging in disaster 
preparedness and response planning. 

• Cost savings and efficiency improvements: SMTEs can achieve cost savings and improve 
efficiency by implementing sustainable practices, such as reducing energy and water use, 
optimizing transportation and logistics, and reducing waste and inefficiencies. 

• Developing new skills and knowledge: SMTEs can develop new skills and knowledge by 
engaging in training and professional development opportunities, collaborating with 
other businesses and organizations, and staying up-to-date with industry trends and best 
practices. 

• Access to new markets and travelers: SMTEs can access new markets and travelers by 
offering sustainable tourism experiences and products, attracting eco-conscious 
travelers, and partnering with other sustainable businesses and organizations. Also, by 
expanding their services, targeting new traveler segments, and building partnerships with 
other businesses and organizations. 

• Improved traveler satisfaction and loyalty: SMTEs can improve traveler satisfaction and 
loyalty by offering sustainable tourism experiences and products, engaging in sustainable 
practices, and communicating sustainability initiatives to travelers. 

• Increased brand recognition and reputation: SMTEs can build brand recognition and 
reputation by providing high-quality services, engaging in marketing and advertising, and 
building relationships with travelers and partners. 

• Benefits can be a source of competitive advantage: SMTEs should recognize that the 
benefits they receive can be a source of competitive advantage. By emphasizing their 
benefits over competitors, SMTEs can differentiate themselves in the market and attract 
more travelers. 

In summary, SMTEs prioritizing sustainability can generate many sustainable business benefits, 
contributing to their long-term success and sustainability. Furthermore, by understanding these 
benefits and working to achieve them, SMTEs can positively impact the environment, society, 
and industry. 

GUIDING QUESTIONS 

• How can we promote responsible and sustainable practices throughout our benefits? 
Implementing eco-friendly initiatives and supporting local communities will contribute to 
small tourism enterprises' long-term success and reputation within our benefits. 



A suggestion of guiding questions that are not intended to exhaust the topic: 

1. How do our operations impact the environment, and what sustainable practices can we 
implement to reduce our environmental footprint? 

2. How can we contribute to the communities' social and cultural preservation? 

3. How can we communicate our sustainability initiatives to travelers and improve their 
satisfaction? 

4. What new markets and traveler segments can we attract by offering sustainable tourism 
experiences and products? 

5. What are the measurable improvements generated from our business outcomes? 

6. How can we support local economies and communities through sustainable tourism 
practices, such as supporting local suppliers and businesses and providing jobs and 
training opportunities? 

7. What does the business generate sustainable benefits (social, economic, and 
environmental)? 

8. What is the improvement in business financial performance (financial impact) that results 
directly or indirectly from achieving one or more benefits? 

9. What is the 'disbenefit' (something resulting from the business outcomes that make a 
situation disadvantageous or unfavorable)? 

10. What risks do we face as a sustainable tourism enterprise, and how can we increase our 
resilience and ability to manage these risks through sustainable practices? 

11. What cost savings and efficiency improvements can we achieve by implementing 
sustainable practices, such as reducing energy and water use, optimizing logistics, and 
reducing waste? 

12. How can we measure and track the sustainable benefits we generate from our operations, 
and how can we use this information to improve our sustainability practices? 

By answering these questions, Small and Medium-sized Tourism Enterprises (SMTEs) can better 
understand their sustainable benefits, which can help them make more informed decisions about 
their sustainability practices and improve their overall sustainability performance. 

Visit the blog SUSTAINABLE TOURISM DEVELOPMENT MANAGEMENT TOOLS at the stdm.tools 
webpage to explore insightful posts and get additional guiding questions designed to help you 
understand the relationship between benefits and your sustainable tourism business. 



In conclusion, SMTEs must understand the interconnections between marketing, production, 
market intelligence, and expected results to thrive in a competitive and rapidly changing tourism 
industry. By aligning their marketing strategies with their production capabilities, businesses can 
ensure they deliver on their promises and meet their travelers' expectations. Moreover, by using 
market intelligence to inform their decision-making, businesses can identify emerging trends, 
opportunities, and challenges and adapt their strategies accordingly. Doing so can increase their 
competitiveness, create innovative solutions, and contribute to the destination's STD. 
Understanding the interconnections between marketing, production, market intelligence, and 
expected results can help small businesses build a resilient and sustainable business model while 
creating positive social, environmental, and economic impacts. 

Now that we are arriving at the end of the journey, answering the questions in this e-book is 
essential for understanding the role of Small and Medium-sized Tourism Enterprises (SMTEs) in 
the tourism industry. By answering these questions, business owners, managers, and the whole 
team can gain insights into their business model, sustainability practices, and potential for growth 
and innovation. Moreover, these GUIDING QUESTIONS can help businesses identify their 
strengths, weaknesses, opportunities, and threats and develop strategies to address them. 
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