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Projectsummaryoutputsandduration

The general common Latvidfstonian crosborder challenge is resilience of SMEs in tourism to cope
with the market changes and enter new markets, especially in the context of the global pandemic.

The objectives of the project are therefore to develop a joint LatviRstonian nature tourism product
tailored for the UK marketto launch it through aedicated marketing campaigrand toachieve sales

The nature tourism product will be based on individual SME nature tourism products, professionally
packaged and accessible from an innovative specialized nature tourism web platform linking directly
product providers with the marketfree independentravellers,specialized interest groups, and tour
operator companies specialized in Baltic countries. The nature tourism product will include wildlife and
birding holidays, nature photography, soft adventunéing, walking, cycling, boating, and also touring
programs to include elements and values of nature, e.g., botanical, wildlife spotting, wellness/Spa, fooc
and foragingThis concept meets the current demand in the UK market where nature tourism, escape
to nature, rural holidays, outdoors wildlife are -orend words.

Linking the existing product potential, SMEgsklling, training and guidance, and project partner
experience with the UK market expertise and targeted marketing campaign will result in 50 SMEs
achieving sales and contracts to UK as a new market. Innovation-vaiges the first joint and diverse
LatvianrEstonian nature tourism product on a specialized nature tourism web platform.

The new nature tourism product development will bring up the quality of nature tourism products in
Latvia and Estonia to approach Scandinavian levels and potentially think about developing Central Bal
region as a common nature tourism destination for far markets.

Qutput Title

SMEs supported with training and market knowledge to develop nature tourism products and services tailored for the

100,00
UK market, and to be presented on the specialised nature tourism web platform.

Marketing innovation and achievement of sales by SMEs 50,00

Project duration
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Projectpartnership

ALatvianCountry Tourism
Association Llaukucelotajs
(LP)

ANGOESstonianRuralTourism

AEstonianNature Tourism
Association

AlLatvianNature Tourism
Association



Projectmanagement

The lead partner will assume responsibility for overall project management,
coordination and reporting. Each partner will have a project manager or coordinator.

The Project Management Grouf@ persons representing LV partners, and 2 persons
representing EE partners), and the proj&téering groug2+2 person) will be set up

in the staring phase of the project. The project management group will be composed
of the project partner staff to ensure overall project coordination and management,
operational decision taking. The Steering Group will be composed from strategic
stakeholders representing LV and EE proportionally, outside the project partnership.
Latvian Investment and Development Agency and Visit Estonia will be invited to the
Steering Group, as well dsuroperatorsor other travel trade association from both
countries.

3 steering Group meetings will take placel of them in Estonia, and 2 in Latvia. The
first steering group meeting will be organized not later than one month after signing
the contract. The Joint Secretariat will be informed and the contact person will be
invited to participate in the meeting.

Joint implementation of the project will be coordinated by means of partner meetings
and communication6 project partner meetings will take place3 of them in

Estonia, and 3 in Latvia. The meeting programs will include an Esticaiiaan
experience exchange part where partners, together with ca 5 key product providers
(Latvians to Estonia and otherwise) will visit nature tourism producisiien



Projectwork plan

WP 1Nature tourism productdevelopment

Theobjective of this WP is to support SMEs with product and market knowledge to produce the
joint EstonianLatvian nature tourism product for the UK market and run it on a specialized natul
tourism web platform

The communication objective is to reach and involve SMEs in Estonia and Latvia that are poter
interested to develop and sell nature based tourism products to the UK market. They will be
convinced to participate in training and product development according to the product
specification. They will see the marketing opportunities provided by the project with the goal to
reach more exports to the UK market. Publicity rules will be respected, and EU support
acknowledged and promoted

WP2Product marketingand sales forUK

Topromote and market the Estoniaoatvian nature tourism product and the specialised nature

tourism web platform to the UK market leading to marketing innovation and achievement of sal
by SMEs

Theobjective is to communicate project results and outcomes to society at large, and to raise
awareness about the CB programme and benefits.

Thecommunication contents will highlight the results of the marketing activities bringing sales t
SMEs from the UK such as participation in trade fairs, trade missions, and fam trips.

Projectcommunication will be integrated in product marketing activities. Publicity rules will be
respected, and EU support acknowledged and promoted.



Deliverables

Projectactivities
Activity 1.1
Matching the nature and tourist service potential with the UK market needs

Thepartners willreview the nature tourism products on the markeh Latvia and
Estonia Together with nature experts the project team will define the unused
potential. UK tourism market experts will be contracted to give recommendations for
product development. Nature tourismroduct categories will belefined wildiite and

birding holidays, nature photography, soft adventure: hiking, walking, cycling, boating, and also touring programs telaciades and

values of nature, e.g., botanical, wildlife spotting, wellness/Spa, food and fo)agNI]th input from experts,

matching the product potential and UK market demaRdoduct outlineg a

template structure with examples for product description will be created.
https://docs.google.com/document/d/1Vegate9haSKRwRGsBeOHg6 MIOtK1tell8
B5ThRG9g/edit

Deadline

Destinationdescriptions will be producedwith input from nature experts, to present Estonia
and Latvia as an excellent joint nature tourism destination. It will cover nature values, unique
selling points, rules and regulations concerning nature and outdoor activities, practical
information fortravellers, etc The destination description will be adapted for use in the
EstonianLatvian nature tourism web platform (result of Activity 1.8), social networks, product
brochure, and other marketing mearseadline:

Add deliverables to your activity - see programme rules
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Estonia-Latvia nature tourism destination description



Activity 1.2
Training support to SMES for product development and improveme

Online market introduction event once a year withlK market expertto channel handsn
info to SMEs. 1st project year: general overview and recommendations. 2nd and 3rd year:
including feedback on the product and marketing activities.

Onssite visits to SME$o inspect their nature tourism products and services . The challenges
found and the most common mistakes will be summarized for training needs, updated as
necessary.

Productdevelopment guidelines for SMBagith a checklist for seldssessment will be
produced. The contents will cover the required preconditions for nature tourism development,
specific requirements by product categories, service aspects, customer profiles, etc.

10training events (5 in EST, 5 in LAUDich include a seminar and a practical outdoor part
guided by nature tourism professionals.

Keyproduct providers will participate in thexperience exchangpart of the project meetings
visiting nature tourism products on site (LV to EE and vice versa).

Deliverables

Add deliverables to your activity - see programme rules
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D% vent programmes, on-line p eriod 5, month 25 - 30

Y g -5 sits u le with photo illustrations and explanations, highlighting the most common Delivery perio
D.1.2.2 mistal nd challenges, suggesting improvements. Latvian, Estonian languages. Updates Period 5, month 25 - 30

Nature tourism product guidelines. The guidelines will be produced in Latvian, Estonian and English languages, designed, and
vaila

vailable on-line and printable. Period 3, month 13- 18

D123

days event programs, participant lists (ca 25 participants per training event estimated),

D124 presentations. Period 6, month 31 - 36



Activity 13
Best practice study trip for SMESature tourism product providers

Theproject team will organize study trip for Estonian and Latvian nature tourism
product providers (ca 10 SMEs per country) and partner representatives (ca 5 partners per
country) to Finland and/or Swedenvhere nature tourism products are far more advanced.

Theaim is to approximate the product levels for possible cooperation as a single
nature tourism destination in future. The programme will include visits to successful nature
tourism product providers. They will be asked to share their experiences in developing and
running nature tourism products. The study visit is aimed to inspire Estonian and Latvian SMEs 1
adapt the best practices in their products. Learning from best experience, they will avoid mistake
and save time in building excellent quality nature tourism products. The study trip will be guided
by nature tourism professionals to draw attention to important product issues while visiting, and
to initiate discussions and opinion exchange among group members.

Deliverable title Descriotion
Best practice study trip Study trip program, participant list (ca 30 pers. group). Delivery period
D.1.3.1 Period 3, month 13- 18



D.1.41

Activity 14
Nature tourism product development

SMEswill design their products and services according to the product outline. The
project team is responsible for firening the descriptions.

Productvariety may includ@rograms/packages/tours/nature experiences/single
tourism servicesetc. Product descriptions will be created in national languages and translated in
English. High quality photo and short video material will be obtained for marketing purposes
featuring nature image and product experiences-{Breels vertical 1830 for representation of
the product in social networks and on the specialized web platform). All nature tourism products
developed under this activity will be included in thduct web platform for marketing and
sales

The product development process will be continuously open to ensure equal opportunities for all
interested- new participants can join and receive knowledge support (product development
guideline with the checklist, product description template;lore training event materials).

Deliverable title Description
Nature tourism products Nature tourism product descriptions in English, and visuals (10-15 reels vertical 15-30" and Delivery period
photos). The first set of products will be ready by the end of the 2nd project period to start Period 5, month 25 - 30



Activity 15
Visual identity and web design for presentation of the nature touris
product

Partners will involve professional services to develgoial identity of the Estonian
Latvian nature tourism productecognition and produce thproduct stylebookto
include all relevant technical information regarding, e.g., colour schemes, sizes,
various application possibilitiesveb design, printing, etc. The stylebook will be made
available to nature tourism product and service providers for use in their individual
marketing initiatives and product visualisation. Partners will use the stylebook as a
reference for their communication activities.

The visual identity stylebook will be used in integration of the Esteh&wian nature
tourism product into the nature tourism web platform. Design documents will be
created and stylesheets developed enabling the product contents to be filled in the
system.

Deliverable title Description
Visual identity of the nature tourism product Visual identity stylebook in English.

Delivery period
D.1.5.1 Period 2, month 7-12



Activity 16
EstonianLatvian nature tourism product promo materials

A Aproduct brochurewill be produced as a handy demo material for use at business meetings,
sales calls, travel markets, public events, etc. It will contain representative examples of all
product categories (birding, mushrooming, outdoor activities, etc.), and will promote the
specialised web platform. The product brochure will be updated yearly according to market
feedback and product improvements.

A Professional qualitpromo videofor online use and at promotional events will be produced
featuring nature values and product experiences.

A Productpromo materialsfor distribution will be produced in partner consultation with the
UK market experts. Examplgmsters, postcards, small souvenir gifts, lunch boxes, cleaning
wipes for camerasetc. Promo materials will be used in travel trade events, sales calls, and
as small prizes for, e.q., filling in product questionnaires, giving feedback on product
experiences and similar.

Promo materials will support project communication activities.

Deliverable title Description
Product brochure 3 annual editions. On-line and print versions in English. Ca 6000 copies a year. Delivery period
6.1 Period 5, month 25 - 30

Deliverable title Description
Promo video Promao video clip ca 3-5 min Delivery period
Period 4, month 19- 24

Deliverable title Description
Set of promo materials Print materials and small business gifts carrying nature tourism product visual identity for Delivery pericd
6.3 distribution in the sales and marketing events/channels. Will be supplemented according to the Period 4, month 19 - 24

project needs.
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Activity 17
National dissemination events

Projectpartners will disseminate the project information to their members in their
yearly national dissemination events

Targetaudience: nature tourism product providers, nature guides, active tourism
companies, small tourism businesses, food and accommodation service providers, tourism
organisations, and other potential providers of nature tourism products and accompanying
services. The aim is to address SMEs, giving them an opportunity to join the Edtatvieam
nature tourism product, and to generate new Iinitiatives ammbperationfor development of
nature based tourism products.

Thenational dissemination events will also reach bodies that influence development
of nature tourism, such as nature protection organisations, agricultural organisations,
municipalities, NGOs, state agencies and others involved in management of nature resources. T
aim is to support the existing dialogue between tourism and other sectors in Estonia and Latvia t
support nature tourism development.

Deliverable tit Description

12 national dissemination events Event programmes, project presentations, participant lists (ca 20 (NAT partners) - 80 (tourism

Delivery period
partners)participants per country per event).

Period 6, month 31 - 36



Activity 18
Nature tourism web platform

Thespecialised web platfornwill serve as a key channel to expose the product online and
achieve sales in the UK market. It will offer flexibility to test the product on the market and make
improvements. The platform will connect product and service providers with clients (individual
travellers and travel companies) and will have the following functionality:

databaseof nature tourism product and service providers for designing tailored packages and
tours;

registersclient requests and provides information to product providers;
verifiesthat requests are processed by product providers and/or operators;

optionaladditional services to product providers (invoice generation, correspondence, booking
requests, etc.);

productprovider interface to configure platform functions;
feedbackof the processed requests to supply statistics on bookings and sales by SMEs.

The platform will be synchronised with external web sites, ensuring automatically updated
product information.

Deliverable title Description

Specialised nature tourism web platform. Web platform structure and functionality will be defined in the 1st project period. Base platform Delivery period

D.1.8.1 running live in the 2nd period. Full platform functionality implemented and continuously improved Period 6, month 31 - 36
by the end of the 5th period and finalized for sustainability in the 6th period.



Examplesf Nature tourism webplatforms

Nordic Travel(AU)- https:// nordictravel.com.au/tours/balticgoland/traveto-balticspoland
TheNatural TravelCompanyUK)- https://www.thenaturaltravelcollection.com/#ho
BalticNature Travel(LV)- https://www.balticnaturetravel.com/adventurgours/winter-tours/
Veltra(JP) https://www.veltra.com/en/

Nature Tour EstoniéEE) https:// naturetoursestonia.com https://natourest.ee/
BBCQWildlife (UK)- https://www.discoverwildlife.com

Outdooractive- https://www.outdooractive.com/eri

UKcompanies

Touroperators-

https:// www.ramblersholidays.co.uk

www.explore.co.uk

Birdwatching-

http :// www.birdwatchingtrips.co.uk/bireblog
https://www.birdwatching.co.uk/https:/AMvww.naturalist.co.uk

Dreams. Adventures. Travel.
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Activity 19
Project communication to SME target audience

Thiscommunication activity is targeted at SMEs. Project communication will be
implemented by all partners, the lead partner being responsible for the coordination. The project
team will produce @ommunication planwith a view of equal opportunities to receive project
information.

Thelead partner will be responsible for th@oject web page to make the project
news, results and outcomes publicly availabdering and after the project.

All partners will ensure basiaformation about the project in their web sites and to
link with common platform Partners will also use social networks to reach SMEs. All partners
will do PR activities to achieve media coverapeess releases, articles, interviews in printed
and online media, radio and T\Partners will disseminate project information in their member
networks through their web sites, news and other established means of communication. All
communication activities will be implemented according to CB programme communication
guidelineghttps:// centralbaltic.eu/forapplicants/keydocuments.

Project communication plan The plan will put up in the first period to be monitored, evaluated and updated in each partner Delivery perio
1 meeting. The partners will set communication tasks for every next period between meetings and Period 5, month 25- 30
will specify the communication contents

Project info in partner web page sections The lead partner will set up the web page with sections in 1st period. The lead partner wil Delivery perio
regularly update information about project activities. Partners will create a section in their Period 1, month 1-6
websites for project communication and linking common web platform.


https://centralbaltic.eu/for-applicants/key-documents
https://centralbaltic.eu/for-applicants/key-documents
https://centralbaltic.eu/for-applicants/key-documents
https://centralbaltic.eu/for-applicants/key-documents
https://centralbaltic.eu/for-applicants/key-documents
https://centralbaltic.eu/for-applicants/key-documents
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Activity 2.1

EstonianrLatvian nature tourism product presentation at specialise

1l

travel trade events

Theproduct will be presented ttJK travel tradeat presumably6 trade eventssuch as
trade missions, travel workshops, and similar addressing UK tour operators/travel
trade/interest groups and media

Thismay include events such as the Nordic Marketplace, one of the important B2B
workshops in the Nordic and Baltic tourism calendar and taking place in Nordic/Baltic destinatior
countries. Most of event participation will be organised in cooperation with EE and LV national
tourism boards, embassies, UK market experts and other stakeholders sAatBakic etc. The
intended schedule is twice a year as will be set in the marketing plan, updated each project year

in project meetings and with input from UK market experts. Specific events and dates will be
coordinated during the project.

Thisactivity will establish regular contacts with the UK travel trade specialised in

nature based tourism products and will enable participation in regular travel trade events after
project lifetime.

Deeliverable title Description
Product presentation at travel trade events 6 event programmes, phioso, participant lists (ca 15-40 participants per event), presentation file. Delivery period
Period 6, month 31 - 36



NORDIC MARKETPLACE 2023 B2B workshop

https:// www.nordictourismcollective.com/nordicmarketplace2023

LCis attending the NORDIC MARKETPLACE 2023 B2B workshop on February 21st.

Now recognised as one of the most important B2B workshops in the Nordic and Baltic tourism calendar, the Nordic Marketplace 2023 will tzke

place in Copenhagen on Tuesday 21st February 2023. The Nordic Marketplace is committed to bringing those key suppliers from across the whole
Nordic and Baltic region together with leading buyers including European and global tour operators, agents, wholesalers, OTA's as well as DMC's,

all looking for products in the region.


https://www.nordictourismcollective.com/nordicmarketplace2023
https://www.nordictourismcollective.com/nordicmarketplace2023
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Activity 2.2
FAM trips for UK tour operators, travel companies and media

Thisactivity will familiarisdJK tour operators, travel companiesnd media with the
EstonianLatvian nature tourism product.

4 fam trips will be organised (2 in EE and 2 in LV or combined countfegsgmall
groups oftour operator companies, media, bloggers, influencertc. The media audience
comprises print and online media, both, nature tourism specialised and also general interest as
the product is suitable for family holidays, seniors and other general interest target groups. Fam
trips will be organised in cooperation with national tourist boards when possible.

Famtour programmes will be designed by the partners in consultation with the UK
market experts to highlight the diversity of nature tourism products in terms of product variety
and seasonality.

Famtrip participants will be asked to give their feedback and/or report media
publications they have produced. The feedback will be passed on to the involved SMEs and use
for further improvement of the product.

Deliverable title Description
Fam trips Fam trip programmes, participant lists, summary of feedback and/or media publications. Ca 4 Delivery period
groups per project (ca 4-6 participants per group). Period 6, month 31 - 36



Activity 2.3
EstonianLatvian nature tourism product presentation at travel
markets

Thisactivity will launch the Estoniabatvian nature tourism product at specialised B2B
andB2C travel markets and travel shows in the UKpossible in cooperation with Tourism
boards and/or other Edtattourism representatives.

Thefollowing events will be considered as examplBEse Adventure Show, WTM,
TheBirdFair The RHS garden showRarticipation and product presentation will be consulted
with the UK market experts to develop business contacts for eventual uptake of the Estonian
Latvian nature tourism product in tour operator programmes and direct business with SMEs.

Estoniamand Latvian SMEs and experts, involved in the product, will participate in
marketing activities to present the product for the specialised nature tourism target audience
where high level nature expertise is required to answer specific questions about the nature
experiences offered by the product, species that can be observed, etc.

Deliverable title Description
Participation in trade fairs Photo gallery, agenda, stand visuals for ca 4 trade fairs. Delivery period
D.2.3.1 Period 6, month 31 - 36



Activity 2.4
EstonianLatvian nature tourism product presentation to nature
organisations in the UK

Thisactivity will promote the Estoniahatvian nature tourism product to nature organisations in
the UK

Aspart of the marketing plan, this activity wilitiate contacts and present the

product to nature organisations in the UK, such as The Wildlife Trust, RSPB, The National Trust,
The Woodland Trust, and others

Toreach a specialised target audience, the project team will initiate cooperation with
membership organisations, NGOs, interest groups, specialised magazines focussing on nature
holidays and distributing information to their members in the formadicles, ads, etcThis
activity will be planned and implemented with input from the UK market experts.

Running

deliverable title Description Delivery period
number

List of cooperation nature organisations Printed or online publications, ads. Delivery period
D241 Period 6, month 31 - 36




Activity 2.5
Sales calls to specialised companies in UK

Aspart of the marketing plan, this activity will initiate contacts and present the
product tospecialised travel companies

Theproject team willindividually approach UK travel companies selling nature
holidays in the BalticsThe UK market experts will assist with the choice of companies and with
the appointments. The product and its availability on the digital platform directly from the
product providers will be presented. Based on the results of these business meetings and visits,
the project team will customise the product to the specification of the interested travel
companies, e.g., adapting services, group sizes, tour geography, seasonality, etc. This will facilit;
the uptake of the Estoniahatvian nature tourism product in tour operator programmes which
should lead to more exports by Estonian and Latvian SMEs.

Description

Deliverable title
List of the companies addressed/visited.

Sales calls to UK companies

Delivery period
Period 6, month 31 - 36




Activity 2.6
Digital marketing

Social media activitieby project partnergFb, Instagram, YouTube etmjll serve to
reach the target audience and initiate interactive communicatestonianLatvian nature
tourism product profilewill be created and product/nature news will be regularly posted. The
contents will be written and posted by PR experts, the factual information will be provided by
nature experts. The posts whlighlight attractive processes in nature and nature tourism
experiences Sociahetwork activities will be linked with the news section in the digital platform

Digital promotion and marketingfor the web platform will ensure visibility of the
web platform onlineBanners links, digital headers and other solutions will be developed for
product visualisation on the web and linking from other web sites. Partners will update their web
sites or will create web site sections for nature tourism product. The web platform will also be
promoted by placing ads on Social Networks, search engines, etc.

Description
Set up social media platforms for UK, summary of the social media activities and results for each Delivery period
project period. Period 6, month 31 - 36

Deliverable title
Social media campaign

Deliverable title Description
Advertisements in social networks, search engines and platforms Result statistics after advertisment activities for particular project period Delivery period

Period 6, month 31 - 36



Activity 2.7
E-newsletters and press releases

E-newsletterswill be produced 4 times a year (for the last 2 project yeais)
highlight seasonal nature tourism product§ he aim is to promote the nature tourism product to
the target audience explaining what and how can be experienced at a particular season of a yea

Thee-newsletters will serve as a compact guide to seasonal nature tourism
experiences, they will feature high quality photos and also practical information for travellers. The
e-newsletters will be published on the web platform, linked from social media, disseminated to
UK travel trade and nature organisations reached during other activities in this WP, and used in
other PR activities. The contents will be written by PR and checked by UK market experts, the
factual information will be provided by nature experts.

Presgeleaseswill be based on-@ewsletter contents and project results reached.

Deliverable title Description
E-newsletters 8 e-newsletters in English from 2nd period regularly. Delivery period
D.2.7.1 Period 6, month 31 - 36
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Activity 2.8
Review of other sales and marketing platforms

Theproject team and UK market experts wdlview the web platforms promoting
and offering Baltic nature tourism productslhey will summarise the opportunities, conditions
and costs to put the product on such platforms. Relevance criteria will include: affordability for
SMEs, flexibility to update product information, flexibility of commercial contract conditions, etc.
According to previous experience, commercial platforms are not an appropriate solution for
newly developed products as they do not provide for flexibility in the first stage while the
products need to undergo certain adaptation and film@ing before final commercialisation.

The SMEs will be able to approach relevant commercial platforms after they have experienced
market reactions on the project platform.

Deliverable title Description

Summary of commercial sales web platforms Summary list of commercial sales and marketing web platforms and their conditions, promting Delivery period
and selling nature based tourism products from the Baltic region. The platforms will be monitored Period 6, month 31 - 36
regularly throughout the project to cooperate where possible




Activity 2.9
Project communication to general public

Thisactivitywill raise awareness about the project activities, results and outcomes, as well as
about the CB programme funding support.

All partners will implement communication activities, the lead partner will be
responsible for coordinatiorProject achievements, such as nature tourism products ready for
the UK market, product presentation at marketing events in the UK, UK travel trade and media
fam trips, and similar, will be communicated to the public at large in partner websites, and by
means of press releases, social media posts, and media covereagho, TV, news portals, etc.
Communication activities will precede and/or follow the respective project activities in due time
as topical news.

Projectcommunication will also take place at all events in the LUKroject and
programme references and visual identity will be included in all materials. All communication
activities will be implemented according to CB programme communication guidelines
https:// centralbaltic.eu/forapplicants/keydocuments

Deliverable title Description
Media and social netwerk coverage A summary of media and social network coverage - online, printed, broadcasting, posts in Delivery pericd
D.2.9.1 partner erganisation profiles in social networks, etc. will be produced each project period. Period 6, month 31 - 36
-


https://centralbaltic.eu/for-applicants/key-documents
https://centralbaltic.eu/for-applicants/key-documents
https://centralbaltic.eu/for-applicants/key-documents
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WEBINAR
United Kingdom: market expectations for 2023
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13 views 2 weeks ago
The UK is the second largest overseas travel market in Europe with over 93 million visits overseas by UK residents in 2019.

How is the UK market for travel shaping up for 2023? How resilient is the market, are UK travellers prioritising travel over other discretionary spend? What markets will feel the effect of the economic
downturn; what markets will be immune to financial pressure. What do destinations and suppliers need to offer to attract UK visitors~ Show more
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UKexpert activities menu

Activity in Project Comments per item Cost over two years
Online discussion group with UK market representatives to provide qualitative information on potential for | Zoom discussion (to enable €1000 per meeting €2.000
rural tourism - to be done in each year for benchmarking Latvian/Estonian suppliers te
listen-in and/or participate)
Further Research - quantitative research, market evaluation and sector report - to be done in each year €1000 per survey €2.000
for benchmarking
Marketing plan and presentation of action plan to reach the UK market for each year, with updates each Preparation of UK marketing and [€1700 €£3.400
year (according to actual situation, plans and opportunities/alternatives). Analyses of project activities in activity plan covering two years
UK. marketing events feedback and suggestions for next year
Membership of NORDIC TOURISM COLLECTIVE and ETOA €1.200 €2 400
Events (BzB} - Global Travel Week participation cost €1750 £€3500
Representation at Global Travel Week (2 days), if required €1000/day €4.000
Events (BzB) - Nordic Marketplace participation cost €8o0 €1600
Representation at Nordic Marketplace (1 day), if required €1000/day €z2.000
UK FAM trips (TO, media) to LV/EE 2 trips per country = 4 groups per project. For Press trips - media who invitation, contacts £2000 per trip €8.000
target specialist audiences either in print or online, and more general audience (families, retired), in
cooperation with TB
Events (B2C - specialist) research and advice on most suitable fairs (Birdworld, RHS etc) €1.000 €1.000
Collaborate and negotiate with UK nature organisations, e.g., The Wildlife Trusts, RSPB, National Trust. The | Difficult to assess costs. As this  |€zooo for one year (to be | €2000 thc
Woodland Trust. and many smaller ones - a lot of these advertise nature holidays or work with companies [ may deliver quick results orit evaluated)
as they get a % commission donation to the charity. They alse have magazines for members that have might not
articles and advertising.
Sales calls: Cocperate to existing Latvian/Estonian nature holiday providers in the UK to do marketing advice. contacts, arrange €1500 €3.000
tegether - visits/meetings in UK along other events (5 individual meetings/year) meetings on or around the
events above
Dedicated reception/workshop - inviting existing and potential Latvian/Estonian nature holiday providers | Summer picnic? €2,500 €5.000
with Embassy participation.
Cost of reception/workshop venue (above) 2 events in 2 years €3000 cost per venue €6.000
event
BzB marketing - Re-engineer content provided, design and broadcast newsletter to BzB customers. 4x per | Re-write copy and then create a | €1000 per newsletter €8.000
year for two years(total 8 newsletters) and post on websites newsletter and send out and
post on website {4 peryear)
PR - Research, Re-engineer content provided. (2/year x 3 years - total 6 releases) Re-write copy and then to create | €750 per release €4.500
apress release and send out etc
Extra options
Social media management ‘Would recommend a dedicated  |approx €1000/month £24.000
SM manager
Collateral- Visual identity, mini-brochure, stand visuals £5.000 €5,000
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