
A Presentation 

from 

 

Tourism in Slovakia 

Going for Growth 



Tourism in Slovakia 

Going for Growth 

© The market specialists : 24/01/12          2 

1.  Your Questions Answered? 

 How to prepare an effective strategy? 

 How to achieve regional collaboration? 

 How to create regional tourism products? 

 What works – and doesn’t work? 

 

 Let’s go on holiday!! 
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2. How Tourism Works 

Return and Recommend 

Planning the Visit 

THE CUSTOMER 
EXPERIENCE 

Accommodation 
Found and Booked 

Surpasses Expectations 

Does Not Meet 
Expectations 

Lost and 
Dangerous 

The 
Satisfaction 

Dividend 
Highly 

Competitive 

Decision to 
Come 

Destination 
Appeal 

The satisfaction dividend allows you to 
take out the competition and saves you 
money on marketing costs 
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3. A  Local “DO IT” Organisation 
Continuously 

Improved 
Performance 

Measurement & 
Benchmarking 

Attract More 
Customers 

Increased 
Business 

Identify 

Support 
Needs Other Marketing 

• National T Bd 

• Partnership 

• Digital 

Deliver Support 
Programmes 

Develop Required 
Support Programmes 

The Delivery of Distinctive, 

Authentic Experiences that 

Consistently Exceed Customer 
Expectations 

Engage 
Industry 

Identify Brand 
Values 

Define Attributes Develop & Deliver 
Benefits 

Protect 
Values 

Ongoing  

Destination 

Audits 

(DOTs) 

Database 
Development 

Ongoing Facilitation Support 
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4Local Knowledge and Engagement 

 Landscapes, townscapes and seascapes 

 Heritage and culture 

 Activities 

 The things to see and do 

 

 Local food and crafts 

 Local festivals and fairs 

 Local people 

 The things to experience 

 

 Means to promote and attract 
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6. The Development Roadmap 
1.  Set supply-based  
Growth Target 

2.  Identify repeat, 
referral and non 
discretionary business 
, and which markets 
will deliver the “new 
business” balance 

3.  Research the 
needs of potential 
new customers and 
the competition for 
their business 

4.  Develop the 
products required to 
meet these needs 
and be competitive 

5.  Develop industry 
management and 
staff skills 

6.  Pursue cost 
effective, unifying 
marketing strategies 
that achieve “best 
value” returns 

7.  Independently 
measure the success 
of the marketing 
approach 

8.  Ensure that visitor 
expectations are more 
than met through 
effective destination 
management 

9.  Monitor, evaluate, 
plan and implement at 
every stage of the 
road map 

Source: The market specialists 

2.  Growth will be driven by the 
private sector, with public sector 
support.  Industry engagement 
at destination and sectoral level 
is essential but it needs to be 
enabled if it is to happen. 

3.  Engagement with 
the private sector is 
characterised by 
market failure.  It will 
not happen 
automatically. 

4.  If this market 
failure is addressed it 
will lead to the private 
sector  helping to 
shape public sector 
programmes. 

1.  If one begins with a quantified 
growth target it not only needs to 
be relevant, rational & robust, the 
means of drilling down through it 
& monitoring it also need to be 
relevant, rational & robust. 
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7.  A Market Development Growth Model 

 INCREASED PROFITABILITY & 

INVESTMENT 

GROWTH THROUGH 

NEW BUSINESS 

 MONITORING & EVALUATION CUSTOMER RESEARCH KPI MONITORING 

 MARKET ENGAGEMENT 

(MARKETING) 

PARTNERSHIP PROMOTION 

NATIONAL T Bb OPPORTUNITIES 

DIGITAL MARKETING 

CRM ACTIVITY 

 TARGET SETTING 

In  

IDENTIFIED MARKETS 

 THE CUSTOMER OFFER 

(PRODUCT & SERVICE DEVELOPMENT) 

VALUE 

AUTHENTICITY 

COLLABORATION 

DIFFERENTIATION 

BRAND IDENTIFIER 

BENEFITS PERSONALITY ATTRIBUTES VALUES 

 BRAND DEVELOPMENT 

 CUSTOMER & MARKET INTELLIGENCE 
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8. The Prioritisation Process 

1 2 

4 6 

8 9 

3 

5 

7 

Highest 
Contribution 

Least 
Contribution 

Middle 
Group 

Easiest Most 
Difficult 

Ease of Achievement 

Contribution to 
Sustainable 

Growth 

Middle 



Tourism in Slovakia 

Going for Growth 

© The market specialists : 24/01/12          11 

10. The Sunflower Structure 

The Competition, 

Attitudes and 

Apathy Resource 

Providers 

and Enablers 

Welcoming 

Rays DMOs 

& SDOs Task and 

Finish 

Groups 

DMO Staff 

Stakeholder Staff 

Other 

Groups 
Etc, etc. 

The 

Strategists 

The 

Facilitators 

The Deliverers 

L E A D E R S H IP  
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12.  My “10 Commandments” 

1. Remember that growth is an upward force 

2. The public sector enables: the private sector delivers 

3. Tourism is a collaborative experience that is everyone’s business  

4. Customer satisfaction demands consistent excellence 

5. Consistent excellence requires local delivery structures 

6. The attack brand is usually (but not always) the country 

7. The experience of the country is the experience of its destinations 

8. Destinations can develop excellent slipstream brands 

9. Authenticity, differentiation and value are excellent brand builders 

10. Tourism is everyone’s business 
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The market specialists 

7 Bonnington Avenue 

Lanark ML11 9AL 

david@themarketspecialists.com 

01555 664219 
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