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Abstract

This Deliverable provides an overview about the most promising business models developed
during the project. The analysis starts from the catalogue of business models emerged from
the Kick-Off trainings and coaching activities performed in the 6 DESTINATIONS sites
(Madeira, Limassol, Rethymno, Elba, Malta and Las Palmas).

The analysis has been carried out on the basis of the development of a methodology for the
assessment of replicability and a survey conducted with the relevant stakeholders involved in
the implementation of the DESTINATIONS measures.

The key result of the analysis consists in the identification of a cluster of potential business
models that will be further analysed during the knowledge sharing jam exchange session in
Limassol (March 2020), held during the project partners general meeting. The cluster of
measures are the following:

1. Public transport information systems.

2 Integrated payments solutions for mobility
3. Public ebike-system
4

Building a sharing mobility culture
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1 Executive Summary

This Deliverable provides an overview about the most promising business models
developed during the project. The analysis starts from the catalogue of business
models emerged from the Kick-Off trainings and coaching activities performed in the 6
DESTINATIONS sites (Madeira, Limassol, Rethymno, Elba, Malta and Las Palmas).

We consider as the “most promising business models developed during the
DESTINATIONS project” those scalable within one destination (A) and replicable in
another destination (B).

The scalability and replicability concepts and methods of analysis are illustrated
extensively in chapter 4, and sketched in the table below:

Scaling up in Destination A Replication in Destination B
Business Model concept Re:“clabi"tv Replicability of solutions +
nalysis
(as identified at the KOT) Lvel 1 adaptability of the context
Scalability Replicability
Threshold 1 Threshold 1
Business start-up Re:“clabi"tv Replicability of start-up activities +
nalysis
Lvel 2 adaptability of the start-up context
= [ty |
Threshold 2
Replicability Replicability of the investment plan +
Local Investment Plan Analysis adaptability of the investment context
Scalability Replicability
Threshold 3 Threshold 3
Business scaling up Replicability of solutions +

adaptability of the context

Table 1: Framework of the analysis

The scalability and replicability analyses are coordinated and framed in three main
streams — of levels — of analysis:

= 18t Level: A scalability and replicability analysis is undertaken by screening the
whole set of business model measures developed by the sites and selecting the
measures that evolved — or are planned to evolve — into a business start-up within
one destination (overpassing the scalability threshold 1) and which are replicable
in another destination (overpassing the replicability threshold 1).

= 27 Level: A second round of scalability and replicability analysis is undertaken
focusing on the existing (initiated or planned) business start-up(s) in one destination
and selecting the measures that are scaling up — or planned to scale up - with the
implementation of a local investment plan (overpassing the scalability threshold 2)
which is itself replicable in another destination (overpassing the replicability
threshold 2).

092Q | DESTINATIONS 8/72
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= 3 Level: this level is eventually achieved by the most promising business
measures. For them guidelines and advice are given to enhance long-term
sustainability in one destination (to help overpassing the scaling up threshold 3)
and in another destinations where such long-term sustainability is replicable (to
help overpassing the replicability threshold 3).

Concerning the Level 1 (replicability of solutions), the analysis has identified three
key components, whose analysis may unlock the potential for business model
replication:

1. the socio-cultural domain;
2. institutional context
3. technological factors.

The socio-cultural replicability of a solution is assumed to be dependent on the degree
of interaction with citizens and communities. The more this interaction unfolds, the
higher is the chance of facing risks in the replication of the solution. Besides, the social
acceptance of the solution represents another important factor affecting replicability.

Institutional factors encompass heterogeneous factors as governance models, e.g.
rules and regulation specific of each governmental level or organisation, number and
complexity of departments and personnel appointed for the solution implementation,
control and evaluation.

The technological replicability of a solution is assumed to be dependent both on
solution specific factors and general context factors. On the specific factors side, two
factors are used:

1. the TRL (Technology readiness levels), which allows the estimation of the
technology maturity of a solution.

2. the degree of interoperability/standardisation of the solution, which is an
important component indicating the potential technological replicability of a
specific solution.

Concerning the Level 2 (replicability of start-ups activities), the analysis has
identified potential business models, classified in cluster of measures, developing for
each cluster enablers and barriers to the replicability:

1. Limassol LIM 7.3 - PT traveller information. High socio-cultural and
institutional replicability (high acceptance of users and a general consolidated
regulative and legislative framework between local transport operator and
municipality) make this business model replicable. On the technological side,
some difficulty may arise in the integration of information targeted to tourists
with information about the mobility of public transport as in some contexts the
information could be stored in different data sources and have different formats

2. Las Palmas LPA 7.4 - Integrated payment solutions. high acceptance among
users (making easy to purchase and use the tickets) play an important role in
making this business model replicable. However, a smooth replicability also
needs a proper institutional and technological context, e.g. the presence of
private public transport operators may represent a problem in terms of
agreement on investment and regulative aspects, on the institutional side, and

092Q | DESTINATIONS 9/72
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the need to integrate the technical infrastructure already in place and the
software modules already under operation (i.e. accounting applications and
procedures, etc.) may hamper the replicability.

3. LIM 7.4 - Mobility application and travel planner for smart phones.
Business models related to applications for travel planner available for mobile
platforms seem to be replicable only in presence of site-specific conditions, as
in Elba, where the framework conditions for setting up the Elba Shared Mobility
Agency are under way and may facilitate the implementation of such types of
applications.

On the basis of the potential replicability as emerging from the questionnaires filled-in
by the DESTINATIONS stakeholders, four clusters of measures are identified:

1. Public transport information systems (Limassol)

2. Integrated payments solutions for mobility (Las Palmas)
3. Public e-bike system (Las Palmas)

4. Building a sharing mobility culture (Rethymno)

These clusters will represent the basis for organising the knowledge sharing jam to be
held in Limassol (March 2020), during the Project partner meeting.

Concerning the Level 3 (Local Investment Plan, unlocking additional funding and
investment) City partners have all shown many different ways of boosting the impact
of the planned investment by identifying synergies with relevant programmes and
projects. We have seen the unlocking of:

= grants from the European Regional Development Fund;

» |oans from the European Investment Bank;

= contributions from hotels and tourist attractions;

= discounts offered by shared mobility operators; and

= greater commitments for funding from local municipalities and transport
ministries.

<hND
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N
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2 The DESTINATIONS Business Model
Catalogue

Business models were devised for a number of measures in the six DESTINATIONS sites,
using the Lean CANVAS Methodology. The methodology has been applied in the Kick-Off
Trainings (KOTs) organized in the 6 DESTINATIONS sites to analyse business scenarios for
a number of measures selected in each site, summarized in the list below.

MEASURES FOR POTENTIAL BUSINESS MODELS DEVELOPMENT -— as defined at site Kick
Off Training Meeting

ELB 4.1 Shared ELBA Mobility Agency

LPA4.1 Public e-bike system

LPA 6.1 Green credits scheme

LPA 6.2 Green Label Award and Tourist mobility card

LPA 7.4 Integrated payment card

LIM 6.2 Combined tourist and mobility products: Green Label Award and Tourist Mobility
Card

LIM 7.2 Creation of an electric bus hop on hop off service

LIM 7.3 Public Transport travel information system — advertising on electric signs

LIM 7.4 Mobility application and travel planner for smart phones

MAD 6.2 Green credits: A Business Model for Mobility, Sustainability and Tourism

MAD 7.2 Attractive Public Transport

MAL 6.1 Green Mobility Hotel Award

MAL 6.3 Promoting sustainable mobility among tourists (Green Mobility App)

MAL 6.4 Smart parking management system for Valletta

RET 4.2 Building a sharing mobility culture

RET 5.1 Sustainable Freight Logistics Plan

RET 5.2 Cooperative mobility: business case on UCO to biodiesel chain
cio5Q | DESTINATIONS 11/72
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MEASURES FOR POTENTIAL BUSINESS MODELS DEVELOPMENT -— as defined at site Kick
Off Training Meeting

RET 6.1a Sustainable mobility agency for tourists/visitors

RET 6.3 Green Mobility Card

Table 2: Measures selected for business models (KOTS)

<hND
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3 Criteria to assess the scalability (within
sites) and replicability (across sites) of
the most promising measures

3.1 Criteria and guidelines to assess the scalability to level 1:
Business Model concept

1) The criteria and guidelines for this level of analysis are based on the single elements/steps
of the LEAN CANVAS Business Model method, summarised below (see also Annex | for
a summary table) PROBLEM - find 3 main problems you are addressing.

Explain: What is the problem, for who is it a problem, and why is it a problem.

Additionally, attempt to add numbers or quantifiable indicators that will clearly highlight the
scale of the problem.

Describe EXISTING ALTERNATIVES - Find out how they are solving the problem now (today’s
alternatives)

2) CUSTOMER SEGMENT - identify who has the problem, define target customers (do not
confuse with users).

Be clear on explaining the geographic location of your customers, the industry in which they
are operating in, as well as connecting them to the problem in question.

EARLY ADOPTERS - find a small niche that is having the biggest problem, the ones that suffer
the most (early adopters).

These will be the first customers of your solution; Be sure to find as much information about
these as possible. Explain the geographic location, connect them to the problem, explain
exactly why these will be the first adopters, clarify your current connection to them etc.

3) UNIQUE VALUE PROPOSITION - Define your UVP based on the today’s alternative, what
makes your product more efficient for your customers, a single and compelling sentence
that makes everybody understand why you are far better (your features need to be
compelling to the customers’ needs, otherwise are irrelevant to clients).

Ensure that you clearly define how you differentiate from alternative solutions, and why the
customer will come to you; Explain the uniqueness of your solution.

Provide facts and data, explaining the performance of your product compared to alternative
solutions (efficiency increase of 20%, decreased energy consumption of 10% or 30% less
development costs for example).

4) SOLUTION - outline the main features of your solution. When your features are similar to
the ones of the competitors, this is an equality. What matters are the points of difference!
What you do, that the others do not do and is what matters to the clients.

Be sure to explain the format of your solution (is it a machine, an equipment, a software, a
service, a process, etc.), what it does, and how it does it.

092Q | DESTINATIONS 13/72
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5) UNFAIR ADVANTAGE —what is it that gives you an advantage in front of the competition?
Something that can’t be easily copied or bought.

This could be IPR, being first movers on new technology that takes years to develop etc. Be
sure to explain, why the listed points provide you with an advantage. It can be difficult for third-
parties to understand, if they do not have a wide array of knowledge regarding your industry.

6) REVENUE STREAMS - which will be the main revenue streams when the solution is ready
for the market. Explain how each of them will generate revenue and how much you expect
to generate from each stream.

7) CHANNELS - How will you reach your customers?

Be sure to investigate whether the chosen channels are suitable for your choice of customers
and consider whether they will be enough to establish the needed reputation on the market.

Estimate revenues for seed stage after 6 months and after 3 years. Quantify amounts and
prices by detailing, for example, the expected amount of services provided and paid, amount
of licenses sold at which prices etc.

8) KEY METRICS - key activities you will measure to track the success (e.g. units sold, users
registered, retaining users, paying customers, number of complaints ...)

9) COST STRUCTURE - which will be the main costs when the solution is ready for the
market (e.g. customer acquisition costs, distribution costs, hosting, people etc).

3.2 Criteria and guidelines to assess the replicability at level 2:
Replicability of solutions and start-ups

The analysis of replicability of solutions seeks to determine the replication potential of
solutions/measures in a specific context, taking into account any local factor that could
influence the applicability of the solution. The method is based on the analysis of 3 specific
dimensions:

1) Socio-Cultural;
2) Institutional;
3) Technological

The method considers both specific factors proper of the solution under assessment as
well as local factors relevant for the context where the solution is supposed to be replicated.
Data on local context are obtained through questionnaires addressed to the stakeholders from
the city (policy makers and operators), while elaborations on the assessment of replicability
potential are defined mostly through desk research activities (see chapter 5).

3.3 Criteria and guidelines to assess the replicability at level 3:
Replicability of investment plans

The analysis of Local Investment Plan is carried out in the section 5.3. The CIVITAS
DESTINATIONS sites prepared Local Investment Plans which set out objectives for securing
funding and financing, the actions taken and the results.

092Q | DESTINATIONS 14172
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The analysis presents selected measures which have already successfully secured external
investment, the effect on measure outputs and the lessons learned which can enable valuable
dissemination between partners and the whole CIVITAS network.

Guidelines have been developed in order to collect relevant information across the
DESTINATIONS sites. The guidelines include the following topics:

= |dentification of the potential measure;

= |dentification of the source of additional funding source;

= Definition of objectives;

= |ndication of the actions to be developed in order to secure the additional funding;
= The status of the actions.

<hND
O
N
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4 Scalability of the most promising
measures in the 6 sites

The following sections provide for each site the overview of the key challenges and issues
addressed in the KOT, and the Business Models identified and analysed with the support of
the LEAN CANVAS method.

4.1 MADEIRA

4.1.1 Context and challenges

In the specific case of Madeira, DESTINATIONS aims at:

= Increase the use of the urban public transport by tourists and locals;

= Increase the use of rural public transport and sustainable modes by tourists, to encourage
visits to the countryside and main touristic events;

= Decrease the number of cars in critical areas;

= Decrease congestion;

= Decrease noise level and improvement of air quality;

In order to fulfil these objectives, it was relevant to design and implement new solutions that
would fulfill relevant market needs. Accordingly, it was decided to focus on the following market
needs:

= Access to real-time and on-line information about buses transit times and routing;
= Cheaper tickets / increased accessibility in using public transportation;
= Higher convenience in the purchasing of tickets for using public transportation.

The development of a solution that would fulfil these market needs would also permit to
increase the customer base of Madeira’s public transportation, through the increase of the
number of trips per customer, as well as the number of new customers, mainly tourists. Two
solutions were proposed: i) e.GIRO (MAD 7.4) online ticketing system which is more
convenient and displays real-time information of transportation transit times, and other relevant
info; ii) Green points app - reward & recognition program displaced as a mobile app that allows
users to receive personalized and exclusive information, offers and promotions, geo-localized
and in real time based on their profile, usage habits and location.

The early adopters of these solutions would be young people, like school students, since they
use public transportation on a daily basis, and they own and use smartphones for obtaining
almost everything, from information to the purchase of services and goods. Therefore, there is
the expectation in this target segment of specific customer service, that convenience, a money
back guarantee, the right price, will be important features of the service.. Also, when
considering market trends in general, there is a growing demand for shopping apps today.

One important issue to be considered was the definition of the so called “unfair advantage” of
the new solutions. This issue was extensively debated, and it was highlighted the need to
develop solutions that are intermodal (possibility to be used in different modes of
transportation), inter-operator (possibility to be coupled with the systems of different transport
operators), and multi-service (linkage with different service providers, outside transportation
scope, like parking systems). Also, security of data has to be well-thought-out since it is
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necessary to comply with the new EU regulation on this matter. It was also discussed the
different types of intellectual property protection, and the limitations of protecting software.

4.1.2 Business models

Two business ideas were proposed. The first one was an online ticketing system, named
e.GIRO, which is more convenient and display real-time information of transportationtransit
times, and other relevant info. The second idea was a loyalty program, named Green Points,
accessible through a mobile app that allows users to receive personalized and exclusive
information, offers and promotions, geo-localized and in real time based on their profile, usage
habits and location. During the discussion two lean CANVAS were built, which summarizes
the main features of the two business models.

Although KOT patrticipants had identified two different business ideas, it became clear during
the discussion that those may become complementary. In this case, the e.GIRO would be the
main product and it would comprise a loyalty tool - Green Points program. This strategy would
enable a higher market penetration, since customers would feel rewarded through the use of
e.GIRO which, in turn, would increase their use of e.GIRO solution. Also, it would enable the
implementation of two different revenue streams:

= Fares;
= Fee from publicity and partners/suppliers.

From the Horario de Funchal (HF) perspective, this strategy would also enable the company
to take benefit from having a detailed database of users’ profile. On the one hand, it would
permit a better fit between customer needs and the product/service offered, through
understanding of customer consuming habits and preferences. On the other hand, it would
allow to implement geo-localized and personalized marketing campaigns paid by
partners/other businesses suppliers.

Besides the validation of the market, it is key to assess technology feasibility. The solution
encompasses a technology platform that would connect different systems (omnichannel) with
different security protocols. This represents a challenge from the technology point of view, and
a detailed technology roadmap is needed.

After the validation of both the market and the technology, it is needed to develop a go-to-
market strategic plan, as well as the identification of potential partners to be involved in the
loyalty program.

Simultaneously, the team needs to define a pricing strategy, since that will be determinant to
lock in the customer. Consequently, it would be advisable to elaborate the financial plan to
assess the need for additional funds to incorporate new key personnel and marketing
expenses connected to the initiate market expansion, mainly at international level. In order to
accelerate and de-risk product development, moving to market readiness, the team needs to
identify new sources of funding, such as entrepreneurship competitions and business angels.

The following are the CANVAS drafted by the team for the two measures mentioned above:
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eGiro Card Lean Canvas (MAD 7.3)
Problem Solution Unique Value Unfair Advantage Customer
PI’OpOSitiOﬂ Can't be easily copied or Segmems
Top 3 problems Top 3 features Single, clear, compelling bought Target customers
. Access to online to message that states why you Intermodal
« Inexistence of real-time ticketing systemand are d|fferent and worth paying Inter-operator )
and on-line to transportation atention Multi-service Users of pu_bhc
information about buses ‘schedules/otherinfo —_— transportation
;:;&ergt:ilzz.and Secure (HCE+QR Code + | E’feﬂmt(ﬁ’l |
) : ! TOKEN) d: Online
« High fares / low benefit e eGIRO card: Online g )
in using public ticketing system which is __ Market knowledge Tourists
transportation; more convenientand - —
+ Convenience in the B display real-time
acquisitionoftickets | Key Melrics information of Channels
Key activities you measure transportation Path to customers
=== schedules, and other
Number of app relevant info
w  downloads ! App store Early adopters
Confusing or diffuse | Number of trips per | D — — [
information about public ‘ customer Studentsbthat use |
transportation ) i . | Websites (HF public
Link with tourism ebsites (HF, .
‘ frber sl infrastructure | tourism office, ..) | transportation |
S - customers 1 ‘ -]
IR EEEE— ]
Cost Structure Revenue Streams
Development of the platforrp and Fares
Customer Acquisition costs Card (RFID) reader Ui Revenue Model
Distribution costs — — = = - : Life Time Value
Hosting Supplies and services Revenue
People, etc. EEEEE— Gross Margin Publicity
Marketing and promotion | |
PRODUCT MARKET
Figure 1 — MAD eGiro Card Lean Canvas
Green points app Lean Canvas (MAD 6.2)
Problem Solution Unique Value Unfair Advantage Customer
HY Can't be easily copiedor
Top 3 problems Top 3 features PI'OpOSItIOFI bought Segments

Decrease inthe number
of public transportation
users;

On-line Access

Secure (HCE+QR Code +

Single, clear, compelling
message that states why you
are differentand worth paying
attention

Partnerships with local
businesses

Increase in the number _TOKEN) o

of private vehicles;

‘Current account’ of

-« High fares/ low benefit i
in using public _ promonons
transportation;
| | Key Metrics

Key activities you measure

Number of app

Green points app:
reward & recognition
program that allows
users toreceive
personalized and
exclusive information,
offers and promotions,
geolocalized and in real
time based on their

Safety protocol |

Customers database

Target customers

Users of public
transportation

Tourists

Channels
Path to customers
|

Customer Acquisition costs
Distribution costs

Hosting

People, etc.

Supplies and services

Marketing and promotion |

] i App store
downloads profile, usage habits and I PP ’ _ Early a dopters
. ~ . location | -
Number of trips per - '
. Students that use
customer Websites (HF, public |
tourism office, ...) ‘ transportation |
Cost Structure Revenue Streams Feot I
Development of the platform ee from suppl

Revenue Model
Life Time Value
Revenue

Gross Margin

Sell users profile

Publicity

Figure 2 — MAD Green points app Lean Canvas
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4.2 LIMASSOL
4.2.1 Context and challenges

A presentation was carried on business models trying to move beyond the basic approach in
which a profit is the consequence of selling a product or service beyond its production or
delivering costs.. Also examples were discussed on models like:

= “Triple bottom line” that gives equal weight to the social, environmental, and financial
impacts of their activities;

= Sharing Economy/Peer Economy;

= Freeware/Fremium models;

= Volunteering.

The conclusions drawn from the KOT in brief address the following domanis::

= QOrganisational: there should be interactions between all business models and all products
complementing and supporting each other;

= Co-operative: all stakeholders should support each other during implementation and
synergies should continue even after the end of the project;

= Managerial: a risk analysis has already being made and should be taken into account
during implementation;

= [nformational: press releases are useful marketing tools especially in the relevant
newspapers;

= Strategical: feasibility studies for the new products would be recommended especially if
they are to be allocated to private companies for exploitation and in order to asses market
potential and pricing;

= Promotional: in promotion campaigns put added value benefits as one of the objectives as
well as sustainability; Utilize web2 for exposure as much as possible (Website, Wiki,
Youtube, Fb, Twitter, Rss feed, Blogs).

4.2.2 Business models

The participants focused on the measures selected for the business model analysis, and
drafted the following CANVAS. The measures considered are the following:

= LIM 7.3 - PT traveller information system: the measure includes twenty-five ‘Smart’ bus
stops will include electronic signs that advise people about the waiting time for the next
bus

= LIM 7.4 - Mobility application and travel planner for smart phones to provide real time
information. The app will be tailored to both residents and tourists focusing on the effective
use of sustainable mobility modes by both target groups;

= LIM 6.2 - Business cases for combined tourist and mobility products. The Green Label will
be awarded to hotels that commit to encourage the use of sustainable mobility modes by
their guests, share links with sustainable mobility information.

= LIM 7.2 - Creation of an electric bus hop on hop off service in the old town. Two hop on
hop off buses will offer the chance to visitors and residents to follow a route and visit a
significant number of museums, archaeological sites and other landmarks in the town.
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PT travel information System — advertising on electronic signs (LIM 7.3)

31/10/2019

1) Problem 4) Solutions 3) Unique | 5) Unfair Advantage 2)
1. Lack of Better quality Value . LTC will be the only Customer
informatio electronic signs eco- proposition company that will segment
n fg|r friendly 1.Provide install and operate PT users
ublic . . . .
P tourist electronic signs in | (students,
transport inf ) ) ith th |
routes and information to cooperation with the employees
timeline. PT wusers and Ministry of | , citizents,
2. Lack of promote Communication. tourists)
informatio through
n for users | 8) Key Metrics advertisement | 7) Channels
inside the s various 1. A company
bus. . . products and that will
1. Questionnaire .
services undertake
s and data the
that will be 2. Tourist advertiseme
collected Information nt
2. Comparing about specific 2. Various
customer R
landmarks companies
level before
. that want to
and after 3. More time
i promote
planning their services
accuracy of the and products
bus users.
9) Cost structure 6) Revenue Streams
Purchasing of the electronic signs and software Revenue will be created through
1. Installation of the equipment advertisement on the electronic signs in
2. Maintenance costs the buses and at the bus stations

Figure 3 — LIM PT travel information System Lean Canvas

Mobile application and travel planner for smartphones (LIM 7.4)

Problem

Paper maps
Static information

No information

Solutions

Mobile app
Offline & Online

Points on the
map
Points on

categories

Share / Connect /

3) Unique Value
proposition

Updated
information

Travel Planning
Map routes
Book online

Online contact

5) Unfair
Advantage

Online chat

Online contact

2) Customer
segment

with
smart phones

Travelers

Contact

8) Key Metrics

Analyse the

statistics

7) Channels

Banner at the

airport, port
Via Wi-Fi

Social media

5.000 testing

15.000 marketing

1) Cost structure

10.000 implementation

5.000 updates / maintenance

6) Revenue Streams
Ads Companies directory

Sell: data, information, trends

Figure 4 — LIM Mobile application and travel planner Lean Canvas
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Green Label award and tourist mobility card (LIM 6.2)

31/10/2019

1) Problem
Getting
tourist/hotel
stakeholders to
commitin green
development
Benefitting
from the trend
towards
sustainable /
green
development
Creating
awareness and
interest about
sustainable
mobility options
and tourist
businesses
Existing
alternatives to
address the
same problems:
Blue flag award,
Green key

4) Solutions
(Top 3 features)
Participating
stakeholders

will have to
satisfy a
number of
criteria to

qualify as Green
Label partners.
Travellers
looking for
sustainable
holiday options

will prefer
Green Label
hotels and
businesses,
thus
stakeholders
will benefit
from additional
business.

The tourist
mobility card
will promote
mobility
services at
special rates
plus other
tourist
businesses with
discounts or

other bonuses
for users. Cross-

selling will be
encouraged,

and the
travellers will

have a more
enriched
experience.

3) Unique
Value
proposition
The Green card
will provide a
marketing tool
to participating
businesses

The Tourist
Mobility Card
will provide
discounted
mobility
services to
travellers as
well as
information to
enrich their
holiday
experience.
This will also

promote cross-
selling.

5) Unfair
Advantage
The Limassol

Tourism Board has
as members a good
number of hotels
and tourist
businesses in
Limassol. Therefore
the company has
the ne