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Tourism Impact and Covid19



„Tourism is about places and spaces that are embedded in cultures, 
economies, and social lives of communities”

(Saraniemi/Kylänen 2011, S. 133) 
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Tourism: Economic Impact
• “Tourism is one of the world’s major economic sectors. It is the third-largest export 
category (after fuels and chemicals) and in 2019 accounted for 7% of global trade.”

• “For some countries, it can represent over 20% of their GDP”

• “Tourism supports one in 10 jobs and provides livelihoods for many millions more in 
both developing and developed economies.”

UNWTO.org



Tourism and COVID-19
• “Tourism is one of the sectors most affected by the Covid-19 pandemic, impacting 
economies, livelihoods, public services and opportunities on all continents.” 

• “All parts of its vast value-chain have been affected.”

UNWTO.org



Priorities for Tourism’s Restart
• Improve socio-economic impacts on livelihoods

• Advance innovation and digital transformation of tourism 

• Foster sustainability and green growth

• Build resilience through economic diversification 

• Coordination and partnerships to restart

UNWTO.org



Destination Management 
and Business Models



Tourism Destination
“A local tourism destination is a physical space in which a tourist spends at least one 
overnight. It includes tourism products such as support services and attractions 
and tourist resources within one day’s return travel time. It has physical and 
administrative boundaries defining its management, and images and perceptions 
defining its market competitiveness. Local destinations incorporate various 
stakeholders often including a host community.”

World Tourism Organization (2007). 



Destination Management Organisation
“The Destination Management Organisation’s role should be to lead and coordinate 
activities under a coherent strategy. They do not control the activities of their partners but 
bring together resources and expertise and a degree of independence and objectivity to lead 
the way forward. It follows that DMOs must develop a high level of skill in developing 
and managing partnerships. Though DMOs have typically undertaken marketing activities, 
their remit is becoming far broader, to become a strategic leader in destination development.”

Ø Local DMOs, responsible for the management and/or marketing of tourism based on a 
smaller geographic area or city/town.

World Tourism Organization (2007) 



Territorial Perspective of a destination Market perspective of a 
destination with targeted
service programs for defined
tourist segments

Bieger, T., & Beritelli, P. (2012). Management von Destinationen. Walter de Gruyter.



A Destinations „Business Model“
• The primary orientation towards the needs of defined guest target groups with sufficiently large market
potential (customer segments)

• The definition of service programs (business areas) to satisfy the needs of the defined target groups
(development of strategic business areas) (value proposition)

• Marketing for defined target groups, communication as well as distribution of the defined service programs to
the defined target groups - including with at least one independent brand and through the use of modern 
marketing instruments in communication and sales. (relationships and channels)

•The orientation towards the space perceived by the defined target group and development of the facilities and 
services necessary to satisfy needs within the scope of the service program by integrating all the actors in the
destination that are central to the service program development (activities, resources and partners)

•Availability of sufficient financial resources for the provision, coordination and marketing of the service program
(costs)

•Definition of revenue models for destination management (revenues)
Bieger, T., & Beritelli, P. (2012). Management von Destinationen. Walter de Gruyter.





Stakeholder 
in 
Destination 
Management 

https://howandwhat.net/stakeholders-tourism-development/



Business Model Innovation 
in Destinations



Destination business models need to be adapted for the 
Post COVID-19 phase. There are different ways to adapt 

business models for sustainable success.



2 principle ways to adapt the business
model
1) Frugal, agile innovation activities with sprints and prototypes to survive, 

2) Longterm adaption of the business model for the expected future 
scenarios.

Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

https://bmilab.com/recap-post-covid-webinar?utm_source=hs_email&utm_medium=email&utm_content=88139709&_hsenc=p2ANqtz-
9PXTo04x9zzmG8HEE7cataO4CMeLEI7TmRM38U_xs4aT1QVEBCjpjZdhK4JwThgduZVP1pMQpYO_VcxZ51Bv6v1dwa-Q&_hsmi=88139709



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

https://bmilab.com/recap-post-covid-webinar?utm_source=hs_email&utm_medium=email&utm_content=88139709&_hsenc=p2ANqtz-
9PXTo04x9zzmG8HEE7cataO4CMeLEI7TmRM38U_xs4aT1QVEBCjpjZdhK4JwThgduZVP1pMQpYO_VcxZ51Bv6v1dwa-Q&_hsmi=88139709



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

https://bmilab.com/recap-post-covid-webinar?utm_source=hs_email&utm_medium=email&utm_content=88139709&_hsenc=p2ANqtz-
9PXTo04x9zzmG8HEE7cataO4CMeLEI7TmRM38U_xs4aT1QVEBCjpjZdhK4JwThgduZVP1pMQpYO_VcxZ51Bv6v1dwa-Q&_hsmi=88139709





https://www.thueringen-entdecken.de/urlaub-hotel-reisen/virtuelle-spaziergange-2-170418.html

29.03.2020
Start of campaign „Virtual City Tours“ Watch Party Erfurt on Facebook

19 tours, sundays and fridays

Social Media Reach: 711.864
1200 active Watch Party Members





https://entdecke-deutschland.de/thueringen/





https://www.youtube.com/watch?v=PYS70g_9nqk





When our guests don't come to us then Thuringia will come to
you. 

• Weekly Insta story with great Thuringian pictures
• Invitation to the community to get this to screenshot and as

smartphone set wallpaper
• Additional increase of reach through incentive to share the

user screen in our story



Advent baking
Thuringia and baking? That just fits together. And 
baking together in the run-up to Christmas is a long 
tradition.

We invite our community to bake together instead of 
baking alone,

- 4 baking videos with a Thuringian host

- Publication in the Advent weeks always Wednesdays

- Of course, there is also a lasting effect focus on the 
host



Digital live cooking as a christmas party
No Christmas markets or parties! We offer our 
community the opportunity to cook life with a 
Thuringian cook and to ask him questions to 
discover Thuringian culinary culture and to 
spend a nice evening together.

• DMO sends a small cooking package
(Shopping list, wooden spoon) to the
participants incl. link to participation (Zoom / 
Teams) 

• Cooking together with a host 

• Recap video from live recording to be
spread in the soc. Networks



Local guests 
and day 
tourists

Community 
focus

Cross Media, 
Social Media, 

Local
Newspapers, 

Posters

Clicks and 
Interactions, 

Attention 

Thuringia is
close to you, 
surprising, 

warm hearted, 
green, spacious

Thuringia is like 
a friendly
neighbor

All Thuringian 
cities and 

municipalities,
Media partners, 

Marketing agency 

All thuringian
cities and 

municipalities 

Market research, 
Community 

development 
(BtoB, BtoC), 
Social Media 
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Marketing

Market 
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Advertising, 
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Crisis do typically not reverse trends, they do accelerate them. 
What kind of trends can we expect for the future deriving from 

the corona disease (Covid-19)?



Post-Covid19 world? What is? What
stays? What will be?
Digitalization and Virtualization

Localization/Regionalization

Sustainability and green growth 

Resilience before efficiency



7 steps to 
prepare the 
business 
model for 
Post-Covid-19

Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

https://bmilab.com/recap-post-covid-webinar?utm_source=hs_email&utm_medium=email&utm_content=88139709&_hsenc=p2ANqtz-
9PXTo04x9zzmG8HEE7cataO4CMeLEI7TmRM38U_xs4aT1QVEBCjpjZdhK4JwThgduZVP1pMQpYO_VcxZ51Bv6v1dwa-Q&_hsmi=88139709



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

1. Document your business model
• What do you offer to the guests? (What)

• How is the value created? (How)

• Who is your target customer segment? (Who)

• Why does the business model generate profit? (Value)

https://bmilab.com/recap-post-covid-webinar?utm_source=hs_email&utm_medium=email&utm_content=88139709&_hsenc=p2ANqtz-
9PXTo04x9zzmG8HEE7cataO4CMeLEI7TmRM38U_xs4aT1QVEBCjpjZdhK4JwThgduZVP1pMQpYO_VcxZ51Bv6v1dwa-Q&_hsmi=88139709



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

2. Update your ecoystem

• Focus on change drivers impacted
by the pandemic

• Existing trends could be reinforced, 
counter-trends could emerge

• Select a few change drivers

Politics and Law Technology & 
Trends

Culture, Society, 
Planet

Guests, Partners, 
Residents, 

Competitors, New 
Entrants

Destination 
& Offer



Advance 
innovation and 
digital 
transformation 
of tourism 



Sustainability 
and green 
growth



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

What does the future look like?

1. Define a time horizon
2. Build assumptions on how influencing factors

develop within the time horizon
3. Group assumptions into scenarios

Examples: 

• Enforcement vs. Postponement of Global 
Green New Deal

• Enforcement of Social Distancing or increased
need for social contacts

3. Develop Scenarios



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

4. Analyse impact on your business
model

• Analyse impact of most relevant 
scenario

• Detail the need for adaption of
your business model

Politics and Law Technology & 
Trends

Culture, Society, 
Planet

Guests, Partners, 
Residents, 

Competitors, New 
Entrants

Destination 
& Offer



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

5. Identify new opportunities
• Focus on drivers that lead to new or changing customer needs

• Identify opportunities to create new offerings matching your skills



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

6. Develop a post Covid-19 vision for
your city
How will your destination look after a successful transformation in a post-Covid-19 world?

Dream big and focus on success!

Use the present tense to describe what you have achieved!

Adress heads and hearts!



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

7. Roadmap for further procedure

• Define responsibilies

• Decide how to track and monitor indicators

• Initiate projects to adapt existing business
models and develop new ones



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.

https://bmilab.com/recap-post-covid-webinar?utm_source=hs_email&utm_medium=email&utm_content=88139709&_hsenc=p2ANqtz-
9PXTo04x9zzmG8HEE7cataO4CMeLEI7TmRM38U_xs4aT1QVEBCjpjZdhK4JwThgduZVP1pMQpYO_VcxZ51Bv6v1dwa-Q&_hsmi=88139709



Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator: 55 models that will revolutionise your business. Pearson UK.



Team Work
1. Choose one example in your group (destination city)

2. What does the current business model look like? Who is your target customer? What do 
you offer to the guests? How is the value created? Why does the business model generate
profit?

3. What are the change drivers impacted by the pandemic?

4. What does the future look like and what is the impact on your destination business model?

5. What are the new opportunities, new customer needs, new offerings, new partnerships?

6. How will your destination look after a successful transformation in a post-Covid-19 world?
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