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Summary

The regional Development Research Group of Saxion University of Applied Sciences in cooperation
with EUREGIO would like to introduce a tourist card in the region of Grafschaft Bentheim and North-
East Twente. These two regions are situated at the border between Germany and the Netherlands. The
reasons for implementing the tourist card is to increase the number of tourists, to market the “pearls” of
the regions, to create awareness between Germany and the Netherlands and to receive data on the
guest journey of the tourists. As there are multiple different business models of tourist cards, the
following management question arose:

How can the regional development research group of Saxion design a suitable business model for a
tourist card between Grafschaft Bentheim and North-East Twente?

To answer the management question, research has been done on the three concepts of business
model, tourist card, and cross-border tourism. A business model is used to create value for the
customers and can be divided into four main areas, namely infrastructure, offer, customers, and financial
viability. The business model CANVAS of Osterwalder and Pigneur was used for the thesis assignment.
A tourist card allows the tourists to either receive a discount or to get free entry at tourism facilities.
There are three different types of tourist cards, namely purchase card, discount card, and all-inclusive
card. Cross-border tourism creates one identity of two border regions and there are several motives why
tourists are crossing borders. In addition to that, several opportunities, as well as challenges, occur
when promoting cross-border tourism.

Furthermore, research has been done in terms of qualitative research. Starting with a literature review
on other business models of tourist cards by benchmarking the Schwarzwald Card, Kaiserwinkl Card,
and the Holland Pass. The benchmark has shown that some building blocks are similar for each tourist
card. In addition to that, a literature review has been done to find out more about current trends and
developments in the field of tourist cards. Currently, one of the biggest trends is the usage of NFC
technology in combination with an app. Additionally, it was researched that something materialistic is
needed for marketing purposes. Moreover, the example of the FreizeitCARD showed that a tourist card
can successfully stimulate cross-border tourism. The cross-border tourist card Allgeau-Walser-Card
showed a combination of two types of tourist cards, a discount and purchase card. Furthermore,
interviews were held with potential stakeholders such as accommodation providers, tourists, and other
tourism providers in that region. The interviews gave insight into the opinions and willingness of
participation of the stakeholder players. The interviews showed that there is a willingness of
participation, but the type of tourist card and the financial implication is highly questioned.

After conducting research, the type of tourist card and the layout of the tourist card were evaluated
based on different criteria. It was concluded that the tourist card will be a discount card in the form of an
app and a postcard. The tourist will receive a postcard when arriving at the accommodation on which a
QR- code and a number-letter code are imprinted. The code will lead the tourist to the app in which the
tourist card can be retrieved by typing in the number-letter code. The tourist card, which is called ‘Twente
Bentheim Pass’, gives the tourist discount at the participating tourism companies. The postcard can be
sent to friends/ relatives or can be kept by the tourist as a souvenir. Furthermore, it was advised to add
on packages in the future such as the free usage of public transportation which the tourist can purchase
in the app.

The tourist card works as a platform between the two customer segments, the tourists, and the tourism
companies such as museums, zoos et cetera. The value proposition for the tourists is the cost reduction.
By using the tourist card, the tourists can save costs. Through the tourist card, the tourists will be more
aware of the participating tourism companies which is beneficial for the tourism companies.
Furthermore, the tourism companies can pay for additional marketing efforts.



The tourist receives the tourist card at the accommodation that charges a small tourist contribution per
night for the organisation of the tourist card. The main key resources are the app, the tourist card system
and the employees who are in charge of the tourist card. The employees are responsible for platform
management, service provision, platform promotion, and the acquisition of new tourism companies. A
company that develops the system for the tourist card is needed, as well as a printing company and the
accommodation providers. Costs involve the material costs of the postcard, the costs for developing
and maintaining the platform, the wages of the employees, and their IT equipment.
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1. General Information
1.1 Introduction

The thesis assignment focuses on the implementation of a tourist card in the region of Grafschaft
Bentheim and North-East Twente.

The client of the thesis assignment is the Regional Development Research Group of Saxion University
of Applied Sciences, represented by Mr. Flooren and Mr. Janssen. Saxion University of Applied
Sciences is a higher educational institution, located in the Netherlands. Within Saxion University of
Applied Sciences, there are different departments such as the Research Group. The Research Group
works closely together with companies to give advice in several situations. The Regional Development
Research Group, therefore, focuses, as the name already says, on regional development.

The client with whom the Research Group is working together is EUREGIO. EUREGIO is an
organisation that is responsible for the stimulation and facilitation of cross-border cooperation between
Germany and the Netherlands (Euregio, 2019). Their aim is to connect both countries in different
working fields and to not let the border between the countries be an obstacle. EUREGIO also works
closely together with the Destination Marketing Organisations (DMQ’s) and other businesses in the
border area.

The two regions, on which the thesis focuses, are located at the border between Germany and the
Netherlands, namely Grafschaft Bentheim and North-East Twente. Grafschaft Bentheim is situated in
the west of Germany and consists of 7 cities, namely Bad Bentheim, Nordhorn, Uelsen, Schittdorf,
Emlichheim, Neuenhaus, and Wietmarschen. Grafschaft Bentheim is famous for biking, hiking, and the
experience of local products (Grafschaft Bentheim, n.d.). The main tourists who are visiting Grafschaft
Bentheim are 50 years or older, who are also called ‘Best-Ager’. However, they do not want to be
associated with the older generation. Another target group of Grafschaft Bentheim is families (Janssen,
n.d.).

North-East Twente is situated in the eastern part of the Netherlands and consists of the municipalities
of Tubbergen, Dinkelland, Oldenzaal, and Losser. It is located at the border to Germany and is famous
for the “diverse, small-scale and contrasting landscape” (Twente, 2020, para. 2). Most of the tourists are
visiting the region for relaxation with 76%, followed by visiting friends and relatives with 40% and
indulging themselves with 23%. Exploring the culture and being active/sportive are other reasons for
visiting Twente. Tourists who already went to Twente, mention that it is good for hiking, biking, visiting
the city and for culinary purposes (Janssen, n.d.).

1.2. Reason

As it is EUREGIO’s vision to connect the two countries through several projects, the idea of a tourist
card aroused. With the tourist card, tourists will either receive discounts or get free entrance at
attractions, hotels, and/or other tourism businesses. The goals of the tourist card are to increase the
number of tourists crossing the border, which leads to a higher tourism income and cooperation between
the two regions. Not only the increase in the number of tourists is a benefit but also by using a tourist
card, tourists will get to know the “pearls” of the region, which are not normally marketed. This means
that businesses or attractions can be market through the card that are usually not seen as the highlight
of that region.

Another point is that the tourist card should improve the awareness of each other, between the two
countries Germany and the Netherlands. That means that the German population is more aware of the
Dutch culture and the other way around. The border between the two countries is often seen as a barrier
and with the help of the tourist card, a common identity of the two regions will be created. Furthermore,
the card can be used to collect data from the tourists about their guest journey.



The ultimate goal is to get insight into the consumer behaviour of the tourists and to use these data to
optimise the product portfolio of that region. The last point about receiving data from the guest journey
is the main aspect of why the idea of a tourist card appeared and not just optimizing the product portfolio
of the regions. It does not necessarily have to be a physical card, it can also be something else, for
example, a souvenir or app (M. Flooren, personal communication, February 13, 2020).

In 2017/2018 a feasibility study of the tourist card was conducted by Saxion University of Applied
Sciences in cooperation with Natura Docet Wonderryck from the Dutch side and the Fachhochschule
Munster and Tourismus Grafschaft Bentheim from the German side. The goal of the feasibility study
was to see whether the implementation of the tourist card is feasible or not. In the feasibility study desk
research on tourist passes, interviews, and a focus group with stakeholders from Grafschaft Bentheim
were conducted. The study showed that there is support from the German and the Dutch side
concerning the implementation of the tourist card. However, it is still crucial to figure out which business
model is the best for the implementation (Janssen, n.d.).

As there are multiple different business models of tourist cards, the question is how the business model
of a tourist card looks like for that region. One example of a business model is the discount card by
which the customer receives discounts on tourism businesses. In comparison, the all-inclusive card
allows the customer to use the tourism facilities for free. However, there also exists a mixed form of
these two cards. Not only the type of card can differ but also the coverage of the costs for this card.
There are cases in which the customers have to pay the card directly, or there are also cases in which
the customers pay for the card without knowing it, by paying city taxes for example. Furthermore, it is
questioned who the potential customer segments are, only the tourists or also the inhabitants of the
region. Moreover, it is questioned which resources and key partners are needed for the implementation
of a tourist card. In order to design a business model for the region of Grafschaft Bentheim and North-
East Twente, research has been done.

1.3. Management Question
The following management question is addressed in the advisory part:

How can the regional development research group of Saxion design a suitable business model for a
tourist card between Grafschaft Bentheim and North-East Twente?

1.4. Objective of the Advice

The objective of the advice is to design a business model for a tourist card, which can be implemented
in the region of Grafschaft Bentheim and North-East Twente. This business model will help in the
process of implementing the tourist card. The reason for implementing the tourist card is to stimulate
cross-border tourism, to market the “pearls” of the regions, to create awareness between Germany and
the Netherlands through creating one common identity and to receive data on the guest journey of the
tourists.

1.5. Information Needed

In order to advise on a business model, information about different business models of tourist cards are
needed. This is done by benchmarking other tourist cards. Information is found through literature
reviews of primary and secondary data, which give information about the business model of other tourist
cards. This information serves as a basis on how a potential business model could look like. It gives the
researcher insights from experts. However, to give a tailor-made advice for that specific region, it is
important to conduct interviews with potential stakeholder players, such as tourists, accommodation
providers, or other tourism providers in order to get primary data. The interviews with the potential
stakeholder players give insight into their opinions and eagerness to cooperate in the process of
implementing the tourist card.



1.6. Research Objectives

The objective of the research is to gain insight into the different possibilities of business models of tourist
cards, but also to gain insights into the opinions of the involved stakeholder players in order to create a
suitable business model for the region of Grafschaft Bentheim and North-East Twente.

1.7. Research Questions
The following research and sub-research questions are defined, which help to answer the management
question:

1. What are existing business models of tourist cards?
e Who are the customer segments?
e What is the value proposition for each customer segment?
e What are the channels?
e How is the customer relationship?
e What are the revenue streams?
e What are the key resources?
e What are the key activities?
e Who are the key partners?
e How is the cost structure?
2. What are current trends and developments in the literature on the subject of tourist
cards?
e What are potential business models of tourist cards?
e What is the history and development of region Grafschaft Bentheim concerning tourist
cards?
e Whatis the history and development of region North-East Twente concerning tourist
cards?
3. What is the willingness of participation of the stakeholder players towards the
implementation of the tourist card?
4. In what way can a tourist card stimulate cross-border tourism?
e Whatis known in literature about the stimulation of cross-border tourism by the usage of a
tourist card?
e What features of the tourist card are needed in order to stimulate tourists to cross the
border?

1.8. Reading Guide

The next chapter starts with the definition of the core concepts that are derived from the management
question, namely business model, tourist card, and cross-border tourism. It is stated how the definitions
of the core concepts are retrieved. After evaluating different definitions, a definition for each core concept
is chosen for this research. After that, a tree diagram shows how the concepts are operationalised. The
third chapter deals with the explanation of the approach to the research part. This chapter includes an
explanation of the chosen research strategy, method of data collection, selection of data sources, and
the way how the data is analysed per research question. In the fourth chapter, each research question
is answered, and conclusions are made. The fifth chapter deals with the discussion of the validity and
reliability of the research. The validity is discussed on construct validity, internal validity, and external
validity. In the sixth chapter, the objective of the advice is stated once more, followed by the presentation
of different alternatives. The alternatives are discussed by applying different criteria’s and the best
alternative is chosen. After that, the best option is described in detail and how it can be implemented.
The last chapter deals with a reflection on the managing of the thesis assignment and the
communication with the client and the first examiner. Furthermore, the value of the thesis report to the
tourism industry is elaborated.
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2. Theoretical Framework
2.1. Introduction
The objective of the research is to gain insight into the different possibilities of business models of tourist
cards, but also to gain insights into the opinions of the involved stakeholder players in order to create a
suitable business model for the region of Grafschaft Bentheim and North-East Twente.

The following research questions are answered in the research part:
1. What are existing business models of tourist cards?
e Who are the customer segments?
e What is the value proposition for each customer segment?
e What are the channels?
e How is the customer relationship?
e What are the revenue streams?
e What are the key resources?
e What are the key activities?
e Who are the key partners?
e How is the cost structure?
2. What are current trends and developments in the literature on the subject of tourist
cards?
e What are potential business models of tourist cards?
e What is the history and development of region Grafschaft Bentheim concerning tourist
cards?
e What is the history and development of region North-East Twente concerning tourist
cards?
3. What is the willingness of participation of the stakeholder players towards the
implementation of the tourist card?
4. In what way can a tourist card stimulate cross-border tourism?
e Whatis known in literature about the stimulation of cross-border tourism by the usage of a
tourist card?
e What features of the tourist card are needed in order to stimulate tourists to cross the
border?

2.2. Key Concepts
The following key concepts are retrieved from the management question:

1. Business model
2. Tourist card
3. Cross-border tourism

The first key concept is business model. In order to create a business model, it is important to
understand what a business model is and which components it entails. In addition to that, it is crucial to
understand the concept of a tourist card and what types of tourist cards exist in order to give advice on.
The last concept that is researched is cross-border tourism. The definition of what cross-border tourism
is and the motives of tourists crossing the border are researched.

2.3. Definition Key Concepts
This chapter deals with the review and analysis of different definitions per key concept.
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2.3.1. Definition Business Model

At first definitions of a business model are elaborated and discussed. According to Osterwalder and
Pigneur (2010), “a business model describes the rationale of how an organization creates, delivers and
captures value” (Osterwalder & Pigneur, 2010, p. 14). The challenge of a business model is that it has
to be simple, understandable, and relevant. Osterwalder and Pigneur (2010) invented a business model
that can be broken down into nine building blocks that cover four main areas of an organization, namely:
infrastructure, offer, customers, and financial viability. The business model is called CANVAS.

According to Morris, Schindehutte, and Allen (2005), a business model is a “concise representation of
how an interrelated set of decision variables in the areas of venture strategy, architecture, and
economics are addressed to create sustainable competitive advantage in defined markets” (p. 727).
They mention that a business model consists of six components, namely “value proposition, customer,
internal processes/competencies, external positioning, economic model, and personal/investor factors”
(as cited in Zott, Amit & Massa, 2011, p.1024). Comparing to the definition of Osterwalder and Pigneur,
these authors mention that the main goal of a business model is to create “competitive advantage” (as
cited in Zott et al., p.1024) and according to Osterwalder and Pigneur, it is to “create, deliver and capture
value”(Osterwalder & Pigneur 2010, p.14). However, when comparing the components of the business
models, it can be concluded that they are similar to each other.

Looking at the definition from Johnson, Christensen, and Kagermann (2008), they define a business
model as a model which “consists of four interlocking elements, that, taken together, create and deliver
value” (para. 10) namely, “value proposition, profit formula, key resources, and key processes” (Johnson
et al., 2008, para. 11). This definition is similar to the one from Osterwalder and Pigneur and their
business model entails the same components just formulated differently. The authors also see a
business model as a tool to create and deliver value.

In conclusion, looking at the above-mentioned definitions, it can be stated that all of them cover the
same areas of a business. Johnson, Christensen and Kagermann, and Osterwalder and Pigneur both
state that a business model aims to create value for the customers. Only Morris et al sees a business
model as a model to create an advantage in the market. However, all of the definitions entail the same
components of a business model. As the client wants to create value for the tourists rather than creating
a competitive advantage, definition one and three are the most suitable ones for this research. It is the
client’s goal to show the tourists the “pearls” of the region and to create awareness of the neighbouring
country. This will create value for the customers. As the business model CANVAS of Osterwalder and
Pigneur is the most common one to use based on past experiences, it is used for this research.

e Building Blocks CANVAS
In order to fully understand the definition of Osterwalder and Pigneur, it is crucial to understand each
component of their business model CANVAS. As mentioned above the business model is broken down
into nine building blocks, namely Customer Segments, Value Proposition, Channels, Customer
Relationship, Revenue Streams, Key Resources, Key Activities, Key Partnerships, and Cost Structure.

The first building block is called customer segment. This building block shows each group of people a
company serves. There are different types of customer segments such as mass-market, niche market,
platform, segmented, and diversified.

The next building block is value proposition that describes the delivered value for each customer
segment. In other words, it is the reason why a customer chooses the company over another. The most

common values are newness, performance, customization, price, design et cetera.

Channels refer to how the company is reaching out to the customers. This can be done by the company
itself or the partners in a direct or indirect way.
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Another building block is customer relationship which deals with how the company acquires new
customers and how the company keeps its customers.

The next building block is revenue streams which deals with the money a company generates from each
customer segment by doing business.

The building block key resources describe the assets that are required for the company to work
efficiently. This can be broken down into physical, intellectual, human, and financial.

Key activities explain the most important activities the company undertakes in their daily business. They
can be broken down into production, problem-solving, and platform.

The building block of key partners involves all the partners that are needed in order to do business.
More precisely partners who are needed for performing the key activities.

Lastly, cost structure describes all the costs which occur in the daily business and can be broken down
in fixed and variable costs (Osterwalder & Pigneur, 2010).

2.3.2. Definition Tourist Card

Based on a consumer view, a tourist card can be defined as a card that “allows tourists to access a
package of services offered at a total price that is lower than the cost of paying for each service
individually” (Angeloni, 2015, p.191). This definition solely focuses on the benefit for the consumer of
the tourist card.

When looking at the aim of the tourist card from the destination view, Steinbach (2003) adds that a
tourist card contributes “to a better promotion of regional and local tourism products” (as cited in
Angeloni, 2015, p. 191). Furthermore, he underlines that the card “provides excellent value for money”
(as cited in Angeloni, 2015, p.191) as mostly not only discounted or free entrance to attractions are
provided but also the free usage of public transport.

e Goals of Tourist Cards
In addition to that, Pechlaner and Abfalter (2005) argue that a “tourist card is usually valid for a certain
time-span and is dedicated to one destination, although there are also examples of transregional and
transnational cards” (as cited in Angeloni, 2015, p. 191). They identify the following goals of the tourist
card:
a better awareness of the attractions and activities available at the destinations; to increase the
consumption of tourism products and services in the destination, to enhance less visited
attractions and balance the distribution of tourist flows; to meliorate the organization of the
tourism experience; to improve the perception of the destination's brand; to promote the
destination; to monitor tourists' experiences; to attract new segments of demand through more
targeted marketing activities; to increase tourist expenditure in the destination; to foster the use
of public transport; to extend the length of stay of tourists who, within the limits of a certain
holiday budget, can prolong their holidays thanks to the discounts and, in general, cheaper
journey costs connected to the possession of the card. (p.191)

e Types of Tourist Card
Trimborn (2015) adds that there are three different types of tourist cards, namely all-inclusive cards,
discount cards, and purchase cards. Furthermore, he underlines the advantages and disadvantages of
each tourist card. The all-inclusive card gives the tourists free entry at all participating leisure facilities
and possibly public transportation. The tourist receives the card at the accommodation. The tourist pays
a fee, usually tourist taxes, to the accommodation provider who forwards the money to the initiator of
the tourist card.
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Part of the money flows to the marketing and administration of the tourist card whereas the other money
will be allocated to the tourism facilities that the tourist has used. Technical wise an all-inclusive card
usually consists of a card with a QR- or barcode and a number or RFID-Chip. Trimborn also states that
the all-inclusive card is a highly attractive card for the tourist as it seems to be free for the tourist.
However, this type of card is financed through tourists that are not using the card. Furthermore, no fixed
cost-revenue planning can be made, and the card involves high implementation and maintenance costs.
Moreover, this type of tourist card is difficult to implement in large regions (Trimborn, 2015).

The discount card offers, as the name already says, a discount for the tourists at the leisure facilities.
The tourists either pay a small fee for the tourist card or the companies who are selling the card are
paying for it. When offering discount cards there is no allocation of the money to the leisure facilities as
the management receives the money. Discount cards are usually paper cards. Looking at the
advantages of the discount card, it can be mentioned that it is highly accepted by the tourism companies
and involves low implementation costs. However, the discount does not stand out from the market and
has a lower attractiveness for the tourists (Trimborn, 2015).

Lastly, the purchase card gives the tourist either discount or free entry at the participating leisure facilities
and can sometimes be used for the public transportation. This card can be bought by the tourists at the
accommodations, the tourist information, or other distributors. The money will be allocated to the
involved companies that have been used by the tourist. The main difference to the all-inclusive card is
that the tourist has to actively choose the purchase of the card (Trimborn, 2015). The purchase card
involves easy handling but is less attractive for the tourists. In addition to that, marketing resources are
required.

To sum it up, a tourist card is not only beneficial for the tourists but also for the destination itself. By
offering tourist cards the stay of the visitors will be enhanced and tourism can be regulated. Based on
the four above mentioned definitions, it can be concluded that the definition of Trimborn is used for this
research. Trimborn indicates the different types of tourist cards that potentially could be used in the
researched region. Furthermore, he indicates the advantages and disadvantages of each tourist card,
which are of value when deciding on the type of tourist card. The goals of the tourist card were
researched in order to see whether they are in line with the goals of the clients. This proved that a tourist
card is the right tool to achieve the client’s goals. However, the goals do not play a further role in the
research as they can be achieved with every type of tourist card. The same applies to the first two
definitions.

2.3.3. Definition Cross-Border Tourism

According to Kondrateva (2014), cross-border tourism can be defined “as a specific form of tourism
development, which is only typical of regions having a special economic and geographical location”
(Kondrateva, 2014, p.110). In most cases, the developments “were initiated by the regional and local
authorities” (Kondrateva, 2014, p.116) and created cross-border cooperation, which “led to the
movement of people, goods, investments across the borders thus creating opportunities for the
development of small and medium enterprises and transit” (Kondrateva, 2014, p.116). In addition to
that, the author mentions that researchers particularly emphasize the development of cross-border
shopping tourism, which is nowadays worldwide common (Kondrateva, 2014).

Spiercings and Van der Velde (2013) mention that borders between countries are often associated with
barriers that prevent “the economic development and social cohesion” (Spiercings & Van der Velde,
2013, p.5). However, by creating cross-border tourism a “joint cross-border regional identity” (Spiercings
& Van der Velde, 2013, p.6) will be established instead of “marketing the differences between both sides
of cross border regions” (Spiercings & Van der Velde, 2013, p.6). This definition emphasizes that the
aim of creating cross-border tourism is to create one identity.
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Frent (2016) adds on that “expenditure is a major reason for visiting any destination, especially in the
case of cross-border tourism” (as cited in Park, Musa, Moghavvemi, Thirumoorthi, Taha, Mohtar &
Sarker, 2019, p.64) as for cross-border tourism the costs of traveling are relatively low in comparison to
other types of tourism. Hampton argues that another motive of tourists wanting to cross the border is
the linguistic and cultural similarity the neighbouring country has. Ewert and Jamieson underline that
tourists like to travel to known destinations (as cited in Park et al., 2019). This definition from the article
of Park et al. (2019) additionally focuses on the motives of tourists wanting to cross the borders.

Kozak and Buhalis (2019) describe the opportunities and challenges of marketing cross-border tourism
from the destination point of view. Firstly, they state that “both parties can gain competitive advantage
by being more innovative in developing products and marketing strategies than their counterparts
elsewhere in the world” (Kozak & Buhalis, 2019, p. 3). Secondly, there will be a noticeable increase in
tourism arrivals and tourism income visible. Thirdly, countries can learn from each other about new
practices. Fourthly, “a bigger variety of attractions and activities” (Kozak & Buhalis, 2019, p. 3) will
enhance the customer experience. Lastly, “from the sociological point of view, both parties can better
understand each other’s values” (Kozak & Buhalis, 2019, p. 3). Looking at the challenges that might
occur Kozak and Buhalis state that there might be cultural differences in terms of organisational culture.
Furthermore, “the lack of commitment that appears as a result of the unstable political relations may
hinder the implementation of professional organisational structures” (Kozak & Buhalis, 2019, p. 3).
Moreover, both regions might have different budgets and targets which could not work together.
Additionally, engaging inhabitants from both regions is difficult and lastly, “the lack of financial sources”
(Kozak & Buhalis, 2019, p. 3) could hinder the idea of cooperating.

In conclusion, a combination of the last three definitions is used as Spiercings and Van der Velde focus
on the fact of creating one identity of two border regions, which is also one of the goals in this research
of not seeing the border as a barrier and to create one identity. Furthermore, the last definition includes
the motives why tourists want to cross the border. These motives were important to remember in the
process of creating the business model as the tourist card aims to stimulate tourists to cross the border.
Kozak and Buhalis mention the opportunities and challenges that occur when wanting to promote cross-
border tourism. These challenges were remembered when deciding on a business model as they could
hinder the implementation of the tourist card. The first definition focusses mainly on the economic
benefits of cross-border tourism, which do not play a major role in this case.

2.4, Operationalisation

In order to make a concept measurable, they have been operationalised. Operationalisation includes
“identifying specific indicators” (DeCarlo, 2019, para. 2) that are included in the concept. Appendix |
shows how the key concepts are operationalised.

2.5. Relationship Key Concepts

The following paragraph describes the relationship between the core concepts. The business model
serves as a tool for the implementation of the tourist card. Without a coherent business model, the tourist
card cannot be successful. The tourist card serves as a tool to create cross-border tourism. Therefore,
a suitable business model of a tourist card is needed in order to stimulate cross-border tourism. Figure
2.1. shows the relationship between the key concepts.

Figure 2.1. Relationship Key Concepts
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3. Research Approach

3.1. Research Questions and Strategy
The following chapter describes in what methodical way the needed information was researched. The
research strategy, method of data collection, the data sources and the data analysis are explained.

The research questions can be found in chapter 1.7. and 2.1. They determined whether the research is
qualitative or quantitative nature and also the corresponding research strategy. The research was
qualitative nature as the chosen research strategies were interviews and qualitative desk research.
Qualitative research is used when “the researcher carries out a research in the ‘field’ “(Verhoeven, 2015,
p.31) and is interested in the opinions of persons regarding an experience or situation (Verhoeven,
2015). Whereas quantitative research “is based on numerical information, figures that represent objects,
organizations and people” (Verhoeven, 2015, p.31). Looking at the management question and the
corresponding research questions, it was concluded that the opinions and motives of the involved
stakeholder players towards the tourist card, and what literature says about tourist cards were needed
to be researched. Therefore, qualitative research has been chosen as a research strategy. The following
figure shows an overview of the planned research strategy, method of data collection, data sources,
and data analysis per research question.

Qualitative:  Literature Purposive sampling of Coding
Desk Research the benchmarked tourist
Research, cards, primary and
Benchmark secondary literature
Qualitative:  Literature Primary and secondary Coding
Desk Research literature
Research
Qualitative: ~ Semi-structured 1. Tourists: Self-selection Coding
Interviews Interview sampling
2. Other stakeholder
players: Stratified
sampling
Qualitative:  Literature Primary and secondary Coding
Desk Research, literature,
Research Semi-structured 1. Tourists & inhabitants:
and Interview Self-selection sampling
Interviews 2. Other stakeholder
(combined players: Stratified
with sampling
question 3)

Figure 3.1. Research Approach

3.2. Method of Data Collection
In the following paragraph, the method of data collection is explained per research strategy.

e Literature Research
Verhoeven (2015) identifies three reasons for conducting literature research, namely “to address

descriptive and/or comparative questions, for orientation into a problem area and as a theoretical
support for your research project” (p.145). For research question number one, a benchmark with other
tourist cards was undertaken.
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A benchmark is a management tool to compare products or processes in order to optimise the
company’s own business (Merriam-Webster, 2020). The benchmark aimed to get an orientation on
business models of different tourist cards. For research questions nhumber two and four, it was looked
at what literature says about trends and developments in the subject of tourist cards and in what way a
tourist card can stimulate cross- border tourism. Looking at trends and developments was important in
order to create an advice that is up to date and can survive in the future. Furthermore, it was researched
how the developments concerning the tourist card in the two regions are. More precisely, it was
researched whether there are already or has been some kinds of tourist cards implemented, for example
in some cities within the region, or not. Furthermore, as the tourist card should stimulate cross-border
tourism, it was researched in what way a tourist card can stimulate cross-border tourism. This research
question was answered through literature research and interviews by asking the interviewees which
features of a tourist card would motivate tourists to cross the border.

e Interviews

Not only the business model of other tourist cards and trends and developments were researched but
also the opinions of the potential stakeholders towards the tourist card such as accommodation
providers, attractions, tourists, inhabitants et cetera. The opinions of the potential stakeholders were
researched through interviews, after doing the desk research. The conducted desk research served as
a foundation for the interviews. According to Verhoeven (2015), interviews can be identified as “a
conversation in which the interviewee’s perceptions are paramount® (p.141). It is normally a dialogue
between the interviewer, in this case, the researcher and the interviewee, which were the stakeholders
in this case. The interviews were semi-structured. According to Verhoeven (2015), semi-structured
means that the researcher has a list of questions but still goes with the flow of the interview. This method
ensured that the interviews covered all the topics that were needed for the research, but additionally,
the interviewees had the opportunity to provide extra information that was valuable for the research. In
general, the interviews with the German stakeholders were held in German and with the Dutch
stakeholder in either English or German. The interviews took either place via skype or the telephone as
no personal interviews were allowed to take place, due to the COVID-19 pandemic. One interview took
place via e-mail as the interviewee asked to do it via e-mail. However, this interview did not bring a lot
of value but was still taken into account.

3.3. Data Sources
The following chapter describes where the different data was retrieved.

e Literature Research

Verhoeven (2015) identifies four different sources for literature research, namely primary sources,
secondary sources, grey literature, and tertiary literature. In primary sources “the subject is being
addressed for the first time” (Verhoeven, 2015, p.146) whether in secondary sources the subject is older,
and the author refers to other reports (Verhoeven, 2015). Grey literatures are “books, reports and
documents that are not held in the usual book collections” (Verhoeven, 2015, p.146) as they are not
officially published. Tertiary literature can be referred to as summaries of published journals and are
officially not seen as sources rather than references to the sources (Verhoeven, 2015).

For this research, a combination of primary and secondary literature was used. For the benchmark, the
information was retrieved from articles and webpages from the chosen benchmarked tourist cards.
Furthermore, information was retrieved from researches from other bachelor theses. For question
number two, it was looked at current trends and developments, which were found in academic articles
through google scholar. Furthermore, the history and developments of the two regions concerning tourist
cards were researched. The information was found on the webpages of these two regions or was asked
during the interviews. For question number four, it was researched in what way a tourist card can
stimulate cross-border tourism. This was asked during the interviews but has also been researched
through desk research by looking at other cross-border destinations where a tourist card is used.
Whether a source was seen as reliable was assessed by applying the AAOCC criteria.
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An explanation of the AAOCC criteria can be found in Appendix Il and an example of how the criteria
were applied can be found in Appendix IlI.

e Benchmark

The sample of the benchmark of the tourist cards was chosen purposively, which is a form of non-
probability sampling. Non-probability can be defined as choosing the interviews not randomly
(Verhoeven, 2015). Purposive sampling means that the sample was chosen based on different
characteristics (Verhoeven, 2015). For this research, the destinations of the benchmarked tourist cards
had similar characteristics in terms of offered types of tourism as the region of North-East Twente and
Grafschaft Bentheim in order to draw conclusions that can be applied to the researched region. As
mentioned earlier, the researched region is famous for biking, hiking, and relaxation. In addition to that,
it was advised to research at least one German tourist card and one Dutch tourist card as the thesis
assignment focused on both countries, Germany, and the Netherlands. This was done in order to see
whether there are differences in the business models between the countries. Furthermore, an Austrian
tourist card was used as tourist cards are popular in Austria. Moreover, Austria is seen as a forerunner
in tourist cards. The chosen tourist cards were the Holland Pass, the Schwarzwald Card, and the
Kaiserwinkl Card. An explanation can be found in figure 3.2.

Schwarzwald Card The Schwarzwald Card is used in the black forest, which is known for hiking,

(GER) cycling, wellness, food & beverages (Schwarzwald Tourismus GmbH, n.d.).
These are activities that are also famous for Grafschaft Bentheim and North-
East Twente.

Kaiserwinkl Card The Kaiserwinkl Card is used in Tyrol, Austria. This card has been chosen as

(AU) the region has similarities to Grafschaft Bentheim and North-East Twente. This
region is also famous for hiking, biking, and wellness (Tourismusverband
Kasierwinkl, 2020).

Holland Pass (NL) The Holland Pass has been chosen because there are not a lot of tourists
passes in the Netherlands, yet, except for the city passes. However, it did not
bring value to benchmark the city passes as the thesis assignment does not
solely focus on a city (Holland Pass, n.d.).

Figure 3.2 Chosen Tourist Cards

e Interviews

Concerning the interviews with the first stakeholders, the tourist and the inhabitants, the plan was to
choose the interviewees through convenience sampling, which belongs to non-probability sampling,
according to Verhoeven (2015). Non-probability sampling means that the “samples are not randomly”
(Verhoeven, 2015, p.184) and therefore the interviewees would have been chosen unsystematic.
Verhoeven identifies convenience sampling as approaching the interviewees “ad hoc” (Verhoeven,
2015, p.186). This means that the interviewees were planned to ask spontaneously to participate in an
interview during an event. However, due to the current Covid-19 pandemic, the sampling plan was
changed to self-selection sampling, as events were cancelled. Self-selection sampling also belongs to
non-probability sampling and means, in this context, that the researcher asked for interviewees online
to participate. The interviewees had to meet specific criteria and the people who met these criteria could
sign up for the research. In this case, the criteria were that the person either visited the region of
Grafschaft Bentheim and North-East Twente for leisure purposes or lives in the region.

Looking at the other stakeholder players, the client provided a list of partners who took part in the
feasibility study and could, therefore, be asked to participate in an interview. This list (Appendix V) was
seen as a database from which the sample was taken. Therefore, probability sampling in terms of
stratified sampling was used, which is defined as random sampling according to Verhoeven (2015). In
this case, stratified sampling means that the stakeholders were divided based on the different types of
organisations.
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In research, these are called strata and from the strata, a random interviewee was chosen. The following
strata were defined: accommodation, municipality, and others. These strata were defined as they
summarized the types of organisations that were mentioned on the list in three categories. From each
stratum, two stakeholders were selected, one German and one Dutch stakeholder, which came to a
total of six interviewees. This sampling method ensured that each type of organisation is represented.
Furthermore, it was also taken into consideration that the number of German interviewees equals the
number of Dutch interviewees as the thesis assignment focused on both countries and therefore the
opinion of both countries had to be researched. This was done to evaluate whether there were
differences between the opinion of the stakeholders of the two countries. Six interviewees were chosen
and presented to the clients. Most of the chosen interviewees were agreed by the clients but for the
strata of others, another interviewee was proposed that could bring more of a value. These six
interviewees were contacted, including the proposed interviewee from the clients, from which five
answered and only three were willing to cooperate. The interviewees who were willing to participate and
already took part in the feasibility study were Hotel Heilemann, NVB, and the Zoo Nordhorn. As three
interviewees were not enough, other possible interviewees were contacted. The other interviewees were
chosen through purposive sampling based on the type of organisation that was still missing. Interviewee
number seven was approached through snowball sampling, which means that another interviewee
suggested interviewing number seven (Verhoeven, 2015). Looking at the list of interviewees below, it
can be stated that in the end an equal number of German and Dutch stakeholders could not be reached
the same as an equal number of each stratum. The following list shows the names of the actual
interviewees:

Interview Organisation Interviewee Type of Date of Strata Nationality
number Name Organisation Interview
1 Hotel Mr. Accommodation 14" April Accom German
Heilemann Heilemann 2020 modati
on
2 Tourist Ms. Kiefer Tourists 15" April  Tourist German
2020
3 NVB Ms. Greve Attraction 16" April  Other  German
2020
4 Enschede Ms. Kamping DMO 17" April DMO Dutch
Promotion 2020
5 Inhabitant Ms. Palmer Cross-border 16" April  Inhabit German
inhabitant 2020 ant
6 Zoo Nordhorn  Mr. Dr. Attraction 20" April  Other  German
Kramer 2020
7 Euregio Mr. Kok Cross-border 215t April  Other  Dutch
cooperation 2020
organisation
8 AvaTarZ Britt Attraction 07" April  Other  Dutch
2020

Figure 3.3. Interview List

3.4. Method of Data Analysis

To draw conclusions, the data had to be analysed. For the desk research, the literature was coded and
then analysed by combining the codes per research question in a tree diagram. The tree diagrams of
the desk research can be found in Appendix V.

The interviews were analysed by applying Verhoeven’s (2015) steps for analysing qualitative data. As

a preparation for the interviews, interview guides have been established (Appendix VI). After the
interviews took place they were transcribed, as seen in Appendix VII.
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After that, the first step was to read the texts and divide each interview “into small pieces” (Verhoeven,
2015, p.291). As an example, the interviews were unravelled whenever a new topic has started. The
next step was to evaluate the importance of each piece for the research. Followed by the step of coding
in which the researcher described “each piece of information” (Verhoeven, 2015, p.291). As an example,
one piece of the interview was coded as ‘not in favour’. The fourth step was to “group the terms”
(Verhoeven, 2015, p.291) followed by the step of prioritizing them. After that, the researcher looked at
whether there is a relationship between the codes in order to “make main groups and subgroups”
(Verhoeven, 2015, p.292). This helped to see which codes belong together. This can be referred to as
axial coding. As an example, all information which was mentioned as ‘opinion’ was put together. From
there on, the axial and open codes were brought into a matrix, as seen in Appendix VIII.
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4. Research Results
4.1. Benchmark
The following chapter describes the business model of the Schwarzwald Card, Kaiserwinkl Card, and

the Holland Pass. The business models are explained based on each building block of the business
model CANVAS.

4.1.1. Schwarzwald Card
The first tourist card is the Schwarzwald Card, which is used in the black forest in Germany. The region

“covers a total of 11,100 square kilometres in southwestern Germany” (Schwarzwald Tourismus GmbH,
n.d., para.1) and is the “largest mountain range in Germany” (Schwarzwald Tourismus, GmbH, n.d.,
para.1). The card can be categorized as a purchase card and is organised by the Schwarzwald
Tourismus GmbH, the DMO of the black forest. There are two different types of the Schwarzwald Card,
namely Schwarzwald Card and Schwarzwald Card 365. The normal Schwarzwald Card is valid for three
independent days and the Schwarzwald Card 365 is valid for one season, which is one year. The season
usually goes from the first of April till the thirty-first of March the next year. The business model of the
Schwarzwald Card will be explained more in detail in the next paragraphs.

e Who are the customer segments?
The customer segments of the Schwarzwald Card are two main distinguished segments. Firstly, the
tourists and inhabitants and secondly the attractions such as museums, restaurants, swimming pools
and other participating tourism organisations. The Schwarzwald Card serves as a platform between the
tourists/ inhabitants and the attractions (Schwarzwald Tourismus, GmbH, n.d.).

e What is the value proposition for each customer segment?
The overall value proposition for the tourists is the cost reduction. By using the card, they can save
money. For the attractions, the value proposition can be categorized under brand/ status. Below the
value proposition for each customer is explained:

Value Proposition Schwarzwald Card: The Schwarzwald Card allows the user to visit the more than
180 attractions for free on three by the tourist chosen days between the first of April and the thirty-first
of March of the next year. The bonus attractions can be visited more than once, and the Europa Park,
an amusement park, can be visited as well for an additional charge.

Value Proposition Schwarzwald Card 365: The Schwarzwald Card 365 allows the user to visit the
more than 180 attractions one-time between the first of April and the thirty-first of March of the next year.
The bonus attractions can be visited more than once, and the Europa Park, an amusement park, can
be visited as well for an additional charge.

Value Proposition Attractions: When participating in the Schwarzwald Card, the attractions will be
marketed on the platform, which results in an increased awareness of each attraction for the tourists.

e What are the channels?

Inspiration can be received through the Schwarzwald Tourism’s own direct social media channels such
as Facebook, Instagram, YouTube, Pinterest, LinkedIn, and XING. The cards can be bought through
the own web sales on the website, which can be referred to as direct channels. The Schwarzwald Card
can directly be downloaded after the purchase whereas the Schwarzwald Card 365 will be sent to the
buyers per post. In addition to that, the normal SchwarzwaldCard can also be bought at one of the 100
partner stores, which is a partner channel, whereas the SchwarzwaldCard 365 can only be bought online
(Schwarzwald Tourismus GmbH, n.d.).
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e How is the customer relationship?
The customer relationship is based on personal assistance. If customers want to buy the card in one of
the partner stores, they will receive personal assistance as there will be human interaction. If customers
purchase the card through the website, customers can ask for help by e-mail or phone.

e What are the revenue streams?
The customers have to pay for the card. A family card can be bought for two adults plus three children
until 17 years old. Children until the age of three years are free, from four to eleven years they have to
pay the children price and after that the adult price counts (Schwarzwald Tourismus GmbH, n.d.). An
overview of the prices can be found below:

Children 30.00€ 59.90€
Adult 40.00€ 72.00€
Family 120.00€ 252.00€
Children 59.00€ 106.00€
Adult 89.00€ 144.00€

Table 4.1. Prices SchwarzwaldCard

e What are the key resources?
The main key resource of the SchwarzwaldCard is the systems that lays behind the card, which belongs
to physical resources. The system enables the attractions to report if a customer is using the
Schwarzwald Card which then allocates the money. Other key resources are intellectual resources such
as the brand Schwarzwald and the customer database. Every card is personalised, and the customer
names are mentioned on the card and are being stored in the system. Lastly, human key resources are
needed for the organisation of the card (Schwarzwald Tourismus GmbH, n.d.).

e What are the key activities?
The main key activities are related to maintaining the platform, in other words, the system. The key
activities can be summarized in “platform management, service provisioning, and platform promotion”
(Osterwalder & Pigneur, 2010, p.87).

e Who are the key partners?
One of the key partners is AVS GmbH who is responsible for the organisation of the system of the
Schwarzwald Card (Schwarzwald Tourismus GmbH, n.d.). Another key partner is the company that
prints the tourist card and the information materials. Furthermore, the partner stores where the tourist
card can be bought, are also seen as key partners.

e How is the cost structure?
Unfortunately, no information about the cost structure was found online and when contacting the
Schwarzwald Tourismus GmbH, they mentioned that they do not have time at the moment to give further
information about the cost structure, due to Covid-19. The following costs are assumed. One of the
largest costs is the maintenance of the system. In addition to that, other costs are the material costs of
the card, the marketing of the card, and also staff cost. Furthermore, the allocation of the money to the
by the tourist visited attraction can also be seen as costs for the DMO of the black forest.

4.1.2. Kaiserwinkl Card

The Kaiserwinkl Card is used in Tyrol, Austria, and Bayern, Germany, and was invented by the tourism
association Kaiserwinkl (TVB). The Kaiserwinkl Card can be categorized as a discount card and also
serves as a cross-border tourist card.
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e  Who are the customer segments?
The customer segments of the Kaiserwinkl Card are the tourists and the participating tourism companies
who offer discounts. The inhabitants do not have an option to receive the card (Tourismusverband
Kaiserwinkl, 2020).

e What is the value proposition for each customer segment?
Value Proposition Tourists: The card allows every tourist older than 6 years to receive discounts at
the participating organisations and to use the public transportation within the Austrian region for free
throughout their stay (Tourismusverband Kaiserwinkl, 2020).

Value Proposition Attractions: By offering the discount the companies will be marketed in the
brochure of the tourist card, which results in an increased awareness of each attraction for the tourists.
Furthermore, they have the option to add on extra promotion in other advertising campaigns (Anthes,
2014).

e What are the channels?
The tourist receives the Kaiserwinkl Card at their accommodation, meaning the partners of the
Kaiserwinkl Card. Information about the card can be retrieved on the Kaiserwinkl Card’s webpage as
well as on their Facebook, Twitter, or Instagram accounts that belong to direct channels
(Tourismusverband Kaiserwinkl, 2020).

e How is the customer relationship?
The customer relationship is based on personal assistance, meaning that the tourist receives the card
through human interaction (Tourismusverband Kaiserwinkl, 2020).

e What are the revenue streams?

The card is being financed by the DMO of the Kaiserwinkl area, namely the tourism association
Kaiserwinkl (TVB), which is also the publisher of the Kaiserwinkl Card. The participating companies who
are offering discounts are being marketed in the brochure of the Kaiserwinkl Card in return for offering
discounts to the tourists. If they would like to increase the marketing effort, the tourism companies can
pay an additional charge from 300 EUR up to 900 EUR, depending on the size. Furthermore, in the
Kaiserwinkl region, tourism taxes have to be paid by the tourists, which directly goes to the municipality
of the region. Part of the money then flows into the Kaiserwinkl Card (Anthes, 2014). An illustration of
the revenue streams can be found in figure 4.2.

Figure 4.2. Revenue Streams Kaiserwinkl Card

e What are the key resources?
The main key resource of the Kaiserwinkl Card is the system that lays behind the card, which belongs
to physical resources. Other key resources are intellectual resources such as the brand Kaiserwinkl and
the customer database.
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Every card is personalised, and the customer names are mentioned on the card and are being stored
in the system. Lastly, human key resources are needed for the organisation of the card
(Tourismusverband Kaiserwinkl, 2020).

e What are the key activities?
The main key activities are related to maintaining the platform, in other words, the system. The key
activities can be summarized in“platform management, service provisioning, and platform promotion”
(Osterwalder & Pigneur, 2010, p.87).

e Who are the key partners?
Key partners of the tourist card are the public transportation company and the company that invented
the system behind the Kaiserwinkl Card (Anthes, 2014). In addition to that, a key partner that prints the
information material is needed. Furthermore, the accommodation provider can also be seen as a key
partner.

e How is the cost structure?
The main costs of the Kaiserwinkl Card are the material costs of the card, the maintenance of the
platform, and the cost of using public transportation. The material costs are covered by the
accommodation provider and are only a few cents. The TVB has to pay a yearly fixed sum to the
transport companies for the usage of public transportation by the tourists. Furthermore, the TVB pays
for the brochures of the Kaiserwinkl Card and every cost concerning the managing of the platform
(Anthes, 2014).

4.1.3. Holland Pass

The Holland Pass is used in Amsterdam, the Netherlands, and its surrounding areas. The pass allows
the customer free entry to the most popular attractions in Amsterdam. The Holland Pass can be bought
in three different forms, namely small, medium, and large. Each form entails different credits in silver
and gold. As an example, the small Holland Pass entails one gold credit and two silver credits. The
credits are used as entries. For example, for the Rijksmuseum in Amsterdam one golden credit is
needed (Hollandpass, n.d.). Overall, the Holland Pass can be categorized as a purchase card and is
organised by a “local company based in the heart of Amsterdam” (Hollandpass, n.d.).

e Who are the customer segments?
The Holland Pass serves as a platform between the participating attraction and its customers.
Participating attractions are for example the Rijksmuseum in Amsterdam, Amsterdam Icebar, and other
attractions. The pass can be bought by the tourists but also by the inhabitants.

e What is the value proposition for each customer segment?
Value Proposition Customer: The Holland Pass allows the customers to “save money & get easy
access to 100+ top attractions and museums in Holland’s most interesting cities” (Holland Pass, n.d.,
para.1) within one month. Train tickets can be bought extra for discounted prices.

Value Proposition Attractions: When participating in the Holland Pass, the attractions will be marketed
on the platform, which results in an increased awareness of each attraction for the tourists.

e What are the channels?
The Holland Pass has to be bought through the own web sales on the website, which can be referred
to as a direct channel. The pass can then be downloaded in digital form or be picked up in one of the
seven pick-up locations (Holland Pass, n.d.).
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e How is the customer relationship?
The customer relationship is based on personal assistance as the tourist can get help by e-mail and
phone (Holland Pass, n.d.). Furthermore, the tourists can get assistance when picking up the tourist
card at one of the pick-up stores.

e What are the revenue streams?
The customers have to pay for the card. The small Holland Pass costs 45 EUR, the medium 60 EUR,
and the large 80 EUR. There are no special prices for children as the Holland Pass is only for adults.
The reason for that is that “many museums and attractions in Amsterdam and Holland are free or have
reduced prices for kids” (Holland Pass, n.d., para. 5).

e What are the key resources?
The main key resource of the Holland Pass is the systems that lays behind the card, which belongs to
intellectual resources. Other key resources are intellectual resources such as the brand Holland Pass
and the customer database. Every card is personalised, and the customer names are mentioned on the
card and are being stored in the system. Lastly, human key resources are needed for the organisation
of the card.

e What are the key activities?
The main key activities are related to maintaining the platform, in other words, the system. The key
activities can be summarized “platform management, service provisioning, and platform promotion”
(Osterwalder & Pigneur, 2010, p.87).

e Who are the key partners?
One of the key partners is the organisation that invented the system that lays behind the Holland Pass.
Other key partners are the stores in which the Holland Pass can be picked up and the company that
prints the Holland Pass.

e How is the cost structure?
No information could be found on the cost structure of the Holland Pass. Furthermore, the inventor of
the Holland Pass has been contacted for further information, however, no answer has been received. It
is assumed that the Holland Pass works like the purchase card, which is mentioned in the theoretical
framework. That means that there is an allocation of money depending on the attractions the user has
visited. Other costs are material costs, the cost for maintaining the system, and staff costs.

4.1.4. Conclusion
In conclusion, the benchmark shows the different types of tourist cards, that are mentioned in the

theoretical framework, in practice. The Schwarzwald Card and the Holland Pass serve as a purchase
card and the Kaiserwinkl Card serves as a discount card, according to Trimborn. The business models
show that some building blocks are similar for each tourist card not depending on the type of tourist card
and the country. In general, a tourist card serves as a platform between the tourism companies such as
museums, zoos, and other tourism providers and the tourists. They are seen as customer segments.
As for the Holland Pass and the Schwarzwald Card, the inhabitants of the regions are also one customer
segment and can be treated equally. The overall value proposition for the tourism companies is that in
return for participating in the tourist card they will be marketed, which results in an increased awareness
of the tourism companies for the tourist card user. For the tourists/inhabitants, the overall value
proposition is that they either receive free entries or discounted entries at the participating tourism
companies. In the Kaiserwinkl Card, the free usage of public transportation is additionally included.
Looking at key partners, key resources, and key activities, it can be said that these building blocks are
all connected to the business model of a platform. The channel on which the tourist receives the tourist
card can vary from tourist information, over pick-up locations to the tourist's accommodation depending
on the type of tourist card.
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The customer relationship is always based on personal assistance, as the tourist receives the card
through human interaction or can get in contact with the distributor by either phone or e-mail. The
revenue streams and cost structure are different per type of tourist card. In general, it can be said that
it is financed by the tourist by either tourist taxes or the tourist pays a total amount for the card. In
addition to that, the participating tourism companies have the opportunity to pay for additional marketing
efforts. Looking at the cost structure, the tourism companies usually receive proportionately money
except for the Kaiserwinkl Card, and money is invested in maintaining the platform but also for marketing
the tourist card. Furthermore, staff costs occur for the organisation of the tourist card.

4.2. Trends and Developments

In order to create an innovative advice, the following chapter deals with trends and developments in the
field of tourist cards. In addition to that, the development of each region concerning the implementation
of a tourist card is elaborated.

4.2.1. What are potential business models of tourist cards?
The following chapter describes the trends that can potentially be implemented in the business model.

e NFC Technology

Looking at trends and developments in the field of tourist cards, it can be mentioned that one trend is
the usage of Near Field Communication (NFC) technology. NFC “is an emerging technology that
provides a natural way of interaction between the users and their environment” (Basili, Liguori &
Palumbo, 2014, p. 250). It “is a combination of the contactless radio frequency identification technology
(RFID) and interconnection technologies that allow short-range wireless communication among mobile
devices, PCs, and intelligent objects” (Basili et al., 2014, p. 250). In other words, NFC allows a user to
move his or her smartphone over an NFC compatible device in order to send information without that
the smartphone physically touches the device. Examples of where the NFC technology is being used
are the Google Wallet where the users can take their mobile phone as a payment method or at the
Clarion Hotel in Stockholm where the phone is used as a virtual key. When combining a tourist card with
the NFC technology, a qualitative tourism product will be created that entails innovative technology in
order to improve the tourist experience (Basili et al., 2014).

Basili, Liguori, and Palumbo (2014) introduce in their article “NFC Smart Tourist Card” a smart tourist
card that takes advantage of the NFC technology. As an example, they mention the following services
that can be offered to the tourists by using the technology:

e Download the NFC Smart Tourist Card App on his own smartphone;

e Access to geo information relating to the closest local transport;

e Access to geo maps to orient him inside the airport;

e Share his location on social networks and other platforms;

e Consult interactive travel guides and useful numbers;

e Mobile Ticketing;

e Mobile Payment;

e Reader mode;

e Sharing on the social networks;

e Location Based Service (custom routes);

e Membership card: possibility to accumulate points based on the type of ticket purchased, and
receive discounts on additional services (such as restaurants, public transport, shops, hotels).
(p.252)

In conclusion, the NFC technology in combination with an app can be used in several situations and is
an upcoming trend in the tourism industry.
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Furthermore, by using a Smart Tourist Card, production costs of the plastic or paper card will be saved,
and looking at the environmental aspect, it can be concluded that Smart Tourist Cards are more
environmentally friendly (Fluri, 2018).

e Disneyfication

As mentioned in Vivion (2018) a trend of the International Tourism Fair in Berlin (ITB) in 2018 was Smart
Tourism. During the ITB, Doug Lansky, a travel writer, and speaker showed his vision of the DMO of
the future. He suggests DMO’s to invent their own ‘Disney Magic Band’ in order to “increase the visitor
experience and even visitor spending” (as cited in Vivion, 2018, para 52). The Disney Magic Band is
used in the Walt Disney World Parks and can be used by the visitors to enter the parks, to enter the
Disney hotel room and to buy food or merchandise. Furthermore, it allows the user to take the FastPass
of an experience if it was booked online (Walt Disney World, n.d.).

Lansky presented his idea of how it can be used in Stockholm, as cited in Vivion:

| had a barcode ticket, showed it to the train on the way in from the airport. Then when | got to
my hotel, they gave me a little RFID or an NFC bracelet, and they gave me a room key card.
And so, | have an app, | just took the barcode, | scanned it. So, | connected the phone, so either
bracelet or card opens my room. | went into the subway, tapped and went into the bus, tap and
opened a little cell phone charging locker, tapped him put my backpack in a major locker on the
train station, tapped and went into a toilet. | then booked a special time to go to a museum on
my phone, but then tapped and went in with my bracelet to a museum. | booked a car for ride
sharing, tapped on my bracelet on the car door, and | could use the car for a certain amount of
time. (para 45)

Furthermore, he mentions that a bracelet is an amazing branding strategy. He gave an example of his
daughter who wore her bracelet that she received from a big soccer game still two months after the
game and loved it (as cited in Vivion, 2018).

The bracelet that either consists of an RFID or NFC technology can collect tons of data that can be
analysed. Another idea of Lansky is to send push notifications such as “30 percent off on this museum
and you’re only 300 yards away” (as cited in Vivion, 2018, para. 60) which would increase tourism
spending.

e Postcard
When looking at other offline marketing tools that can potentially be used, postcards were often
mentioned in literature. Yueksel and Akguel (2007) mentioned in their article that a postcard is an “idle
agent in destination marketing” (p.714). Stafford and Back argue that postcards “would hold a significant
role in raising awareness about the destination not only of the recipients but also others within the social
circle of the recipient” (as cited in Yueksel & Akguel, 2007, p. 715). It is a great marketing tool for
destinations.

To conclude, looking at the examples of trends when it comes to tourist cards, it can be said that one of
the major trends is the usage of the NFC technology, which can potentially be used in the business
model of the tourist card. In addition to that, it does not necessarily need to be a physical card, it can
also be a bracelet as an example or an app. However, an offline marketing tool, such as the bracelet or
a postcard, is a good branding strategy.

4.2.2. What is the history and development of region Grafschaft Bentheim concerning tourist cards?
Looking at the history and development of the region Grafschaft Bentheim, it can be said that in Bad
Bentheim, which is part of Grafschaft Bentheim, a tourist card already exists. The tourists receive the
tourist card upon arrival from the accommodation provider in return for paying tourist taxes.
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The card gives the tourists discounted entry at attractions such as the Zoo in Nordhorn and the castle
in Bentheim. Furthermore, tourists can take part in guided hiking tours and bicycle tours for free. In
addition to that, they can use public transportation for a discounted price of 2€ (Bad Bentheim, n.d.).
The type of tourist card can be categorized as a discount card.

4.2.3. What is the history and development of region North-East Twente concerning tourist cards?
Looking at the history and developments of North-East Twente with regards to tourist cards, nothing
could be found online and during the interviews, nothing has been mentioned.

4.3. Willingness of Participation

The following chapter deals with the analysis of the interviews in which the willingness of participation
of the stakeholder players has been researched. Appendix VIII shows the matrix in which the open and
axial codes are noted. Below each axial code will be elaborated in order to answer the research
question.

e Experience
Starting with the experience of the interviewees with tourist cards, it can be said that seven out of eight
interviewees have experience with tourist cards and know what their benefit is. Only Interviewee number
8 did not know what a tourist card is. Most of the interviewees already used a tourist card or at least got
to know one, in the past, during a vacation. The Zoo in Nordhorn already participates in the Bad
Bentheim tourist card (respondent 6, attraction, male), which is mentioned in chapter 4.2.2.

e Opinion

Looking at their opinion it can be stated that the opinion of the stakeholder players differs per
interviewee. Interviewees 1, 2, 3, 5, and 6 are in favour of a tourist card for the cross-border region
whereas interviewees 4 and 8 are not in favour. Interviewee number 7 was in doubt of a tourist card. It
is striking that only Dutch stakeholders are not in favour of the tourist card. The interviewees that are in
favour of a tourist card all mention that it can affect the willingness of crossing the border. However,
interviewees 3, 4, and 7 also mentioned that it is depending on the offer. Interviewee number 6 stated,
“Desto groRer die Rabatte, desto groRer ist der Reiz diese Angebote auch abzurufen” (respondent 6,
attraction, male), which means the higher the discounts, the higher the incentive to use the offer.

Looking at the interviewees that are not in favour of a tourist card. Interviewee number 8 mentioned that
“when you start working with discounts a lot, people will never be willing to pay the full amount again”
(respondent 8, attraction, female). However, they would still be willing to participate in order to try it out.
Whereas interviewee 4 mentioned that Germans “like the unicity of Holland and | don’t know if it is then
good to combine a card” (respondent 4, DMO, female). Interviewee number 7, who has mixed feelings,
stated that a card is difficult to implement, involves high costs, and is in general difficult to finance.
Furthermore, it was mentioned that tourists travel to either Twente or Grafschaft Bentheim and not to
cross the border, which is similar to the statement of interviewee 4 that tourists like the unicity of one
region. However, interviewee number 7 mentioned that it can potentially work but a detailed plan is
needed especially when it comes to the financial part and the free usage of public transportation needs
to be included. It was mentioned that “Die einzige Moglichkeit ist, die ich sehe, ist so eine Karte auf
regionaler Ebene einzufuhren. Das man getrennt voneinander mit dem gleichen System und gleichen
Bedingung zusammenarbeitet und dies im Nachhinein verknUpft* (respondent 7, cross-border
cooperation organisation, male). He proposes to implement a tourist card for each region separately
with the same system and the same conditions and in the long term to combine these two cards.

e All-inclusive card

Regarding the different types of tourist cards, that are mentioned in chapter 2.4.2., the opinions of the
interviewees differ very much.
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Starting with the all-inclusive card, which is financed through tourist taxes, interviewee 1 stated that
tourist taxes are often seen as negative and that nobody wants to pay tourist taxes. Interviewee 7 added
that it is impossible to governmentally implement cross-border tourist taxes and if they are implemented,
that they can also be used differently. Whereas interviewee 2, 3, 5, and 6 mentioned that tourist taxes
are seen as normal and are used in a lot of destinations. Interviewee 6 added that tourists do not depend
their choice of destination on tourist taxes and that this tourist card would be the most profitable one.
Furthermore, he mentioned that with this type of card the tourists will visit attractions that they did not
plan to visit and that it brings the biggest added value for the customers.

e Discount card
Looking at the discount card, interviewees 6 and 7 mentioned that this is the most realistic and feasible
card. Interview 6 added that it is a good start. However, interviewees 3 and 4 mentioned that they already
offer different forms of discount cards. Not specifically for the cross-border region but for their regular
customers.

e Purchase card

Followed by the purchase card, interviewees 1 and 3 were in favour of it. Interviewee number 1
introduced a financial model in which the allocation of money is done by the time a tourist spends at the
attraction. Meaning it is assumed per attractions how much time a tourist spends at the attractions and
they receive the compensation based on the time. Whereas, interviewee 5 stated that this type of card
is more attractive in bigger cities as the cross-border region does not offer huge known attractions.
Interviewee 6 added that this is the least attractive tourist card for the tourists and the tourists will
question if all attractions can be visited in the amount of time and if it is worth it, to purchase a card.
Interviewee 7 mentioned that the accommodation providers would need to promote the tourist card, but
they might not have enough time or eagerness to promote them. Looking at the financial benefit for the
accommodation provider, interviewee 1 suggested offering provision for selling a card.

e Layout of the tourist card

Regarding the layout of the card, interviewees 1, 2, 3, and 5 mentioned that they would prefer paper a
card but also mentioned that the younger generation might be interested in an app in contrast to the
older generation. Interviewee 3 said, “Ich kann mir auch sehr gut vorstellen, dass das Modell Gber eine
App auch sehr gut laufen wiirde® (respondent 3, attraction, female), which means that she can imagine
that a tourist card can successfully work via an app. Interviewee 2 said that it has to be simple to create
the card. The card should contain of the number of days, a QR-code so that it is machine-readable, a
short letter-number code so that it is also not machine-readable and the start date. Overall all
interviewees mentioned that a digital form is nowadays required. However, interviewee 6 added that a
materialistic item is needed for marketing and branding purposes, which could be included in the
welcome package at the tourist's accommodation. Other points that were mentioned, where the tourist
could receive a tourist card, are the tourist information centre and the train station.

e App
Whether an app is useful or not was questioned during the interviews. Interviewees 2,3 and 6 stated
that it is advised to provide an app as an additional whereas interviewee 1 mentioned that it can be
useful, however, it is expensive to develop one and an internet connection is not always applicable.
Furthermore, he mentioned that tourists need to see the benefit of an app.

e Time frame
Concerning the time frame of the tourist card, most of the interviewees said that the card should be valid
for the whole stay of the tourists and that there should be a possibility for the tourists to receive the card
before their stay. The benefit of it that tourists can already use the card on their first day because they
can usually check-in at 3 o’clock and then they would miss half a day. Furthermore, the tourists can then
already look at what attractions they would like to visit.
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e Customer segment
Whether the tourist card should be offered to the inhabitants or not was discussed during the interviews
as well. Overall, the opinion was that it should not be offered to the inhabitants. The reason for that was
that there is a huge loss of revenue if the inhabitants also receive a discount as they normally pay the
actual price. Interviewee 6 mentioned “Je breiter sie gestreut ist, desto weniger Rabatte kénnen wir
anbieten® (respondent 6, attraction, male), which means that the bigger the customer groups of the
tourist card will be, the less discount can be offered.

e Key Resources
All of the tourism companies have a computer or the possibility to set up a computer that can be used.

In conclusion, it can be said that there is a willingness of participation in a tourist card, especially from
the German side. From the Dutch side, there can be some reluctance seen. The reluctance comes from
not knowing how it can be implemented and not seeing the benefit of a tourist card. However, this can
be changed with a detailed plan on how to implement the tourist card and the benefits. Furthermore, the
interviews showed that it needs to be evaluated which type of tourist card is the best one for the region
in order to create the business model. Furthermore, it has to be emphasized that the financial part needs
to be secured.

4.4. Stimulation of Cross-Border Tourism by Using a Tourist Card
The following chapter shows what literature says about whether a tourist card can stimulate cross-border

tourism and what features are needed in order to stimulate tourists to cross the border.

e What is known in literature about the stimulation of cross-border tourism by the usage of a
tourist card?
Looking at examples where a tourist card was used in cross-border regions is the FreizeitCARD or also
called Carte Loisirs. Unfortunately, the card does not exist anymore due to financial reasons, which will
be explained later on. Below the tourist card will briefly be explained.

The purchase card was established in 2013 and included free entries or discounts at more than 200
attractions in the region of Rhineland-Palatinate (GER), Saarland (GER), Lorraine via Wallonia (FR),
East Belgium and Luxembourg. The FreizeitCARD could be bought for one day for 14 EUR, three days
for 41.50 EUR, or six days for 66 EUR. Children could get discounted rates. The card could be bought
at one of the more than 150 points of sales or online with extra shipping costs of 3.50 EUR. In addition
to that, tour operators such as DERTOUR and AMEROPA also sold the card (FreizeitCARD, 2014).

The participating attractions were able to choose between two main partnership packages. Starting with
the standard package that cost 280 EUR per year and included the basic promotional activities. Whereas
the premium package cost 950 EUR and included a better promotion (FreizeitCARD, 2014).

80% of the ticket price went to the by the tourists visited attractions and 20% for the maintenance of the
system. Each visited attraction received approximately 45-55% of the actual entry prices, not dependent
on if an adult or child is using the card. Below an example calculation can be found:

Actual entry price: 15 EUR per adult and children 6 EUR

Revenue without FreizeitCARD for two adults and one child: 15 EUR + 15 EUR + 6 EUR = 36 EUR
Revenue with FreizeitCARD for two adults and one child: 7.50 EUR + 7.50 EUR + 7.50 EUR = 22.50
EUR (FreizeitCARD, 2014).

Unfortunately, the card was terminated in 2015 due to financial problems. The FreizeitCARD was part

of the Interreg IV-A Project, which is a project that supports cross-border cooperation projects. As the
funding period was over, no more money was received from Interreg.
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It has been researched how the card can potentially further be financed but no solution has been found.
However, the persons in charge of the project mention that the goal has been reached. More inhabitants
and tourists crossed the borders and are more aware of each other which was the main goal of the
project (Quandt, 2015).

When looking at other tourist cards, it can be mentioned that there are more cross-border countries that
offer tourist cards, especially between southern Germany and Austria. An example of another cross-
border tourist card is the Allgaeu-Walser-Card (Oberallgaeu Tourismus Service GmbH, 2020). The
Allgaeu-Walser-Card is used between Germany and Austria and serves as a combination of the
discount and purchase card. In the region, the tourist has to pay tourist taxes from 1.50 EUR to 1.70
EUR per night depending on the region. Part of that money flows into the financing of the tourist card
(Alpsee-Gruenten Tourismus GmbH, n.d.). The tourist receives the card at the accommodation, and it
allows the tourist to get a discount at more than 200 attractions. Furthermore, the tourist can add on
packages for discounted prices such as the free usage of public transportation or the free usage of the
mountain railways. In some hotels, the card can even be used as a room key (Oberallgaeu Tourismus
Service GmbH, 2020).

In conclusion, it can be said that a tourist card can successfully stimulate cross-border tourism. Frent
underlines, as mentioned in the theoretical framework, that the main motive why tourists are crossing
the border is the low expenditure. By offering a tourist card, the tourist can save even more money which
would motivate them even more to cross the border. However, it is important to carefully design a
suitable business model especially looking at the financial implication in order to be successful. When
taking external funding, the card still has to function after the funding period is over. In addition to that,
the Allgaeu-Walser-Card shows a new type of tourist card, namely a combination of the discount and
the purchase card.

e What features of the tourist card are needed in order to stimulate tourists to cross the
border?

Based on the interviews, a tourist card can stimulate tourists to cross the border. Only interviewee 4
mentioned that it does not affect the willingness. Interviewee 7 states that it could affect the tourist’s
willingness to cross the border but something else could also affect the decision. Interviewees 2,3 and
6 mentioned that it is depending on the offer whether the tourist will make use of the tourist card or not.
Looking at features that have to be remembered for a cross-border tourist card, it was mentioned that it
has to be bilingual, meaning the information has to be in Dutch and German. Interviewee 4 added that
the tourist card has to be appealing for the tourists.

It can be concluded that a bilingual tourist card is needed that has a huge variety of offers in order to
stimulate tourists to cross the border.

4.5. Research Conclusion

In the following chapter, a conclusion based on the research questions is made and discussed. The
objective of the research was to gain insight into the different possibilities of business models of tourist
cards, but also to gain insights into the opinions of the involved stakeholder players in order to create a
suitable business model for the region of Grafschaft Bentheim and North-East Twente. Therefore, the
following main research questions have been answered:

- What are existing business models of tourist cards?

- What are current trends and developments in the literature on the subject of tourist cards?

- What is the willingness of participation of the stakeholder players towards the implementation
of the tourist card?

- In what way can a tourist card stimulate cross-border tourism?
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The benchmark of the Schwarzwald Card, the Kaiserwinkl Card and the Holland Pass showed the
different types of a tourist card, that are mentioned in the theoretical framework, in practice. Most of the
tourist cards were initiated by the DMQO’s of the region, except of the Holland Pass which was initiated
by another organisation. Furthermore, it can be concluded that some building blocks, looking at the
business model CANVAS, are similar for each tourist card. In general, a tourist card serves as a platform
between the tourism companies, such as museums, zoos, and other tourism providers, and the tourists.
They are seen as customer segments. As for the Holland Pass and the Schwarzwald Card, the
inhabitants of the regions can also be seen as one customer segment and can be treated equally. During
the interviews, it became clear, from the tourism companies’ side, that the inhabitants of the region of
Grafschaft Bentheim and North-East Twente should not be able to get a tourist card as then the tourism
companies would lose a lot of money because the inhabitants would have paid the full price.

Looking at the overall value proposition for the tourism companies, it can be stated that in return for
participating in the tourist card, they will be promoted, which results in an increased awareness of the
tourism companies for the tourist card user. For the tourists, the overall value proposition is that they
either receive free entries or discounted entry at the participating tourism companies. For the Kaiserwinkl
Card, public transportation is included. One interviewee stated that the usage of public transportation
needs to be included in a tourist card to have a successful card.

Looking at key partners, key resources, and key activities of the benchmarked tourist cards, it can be
said that these building blocks are all connected to the business model of a platform and the distribution
of the tourist card. Talking about the distribution of the tourist card, the channel on which the tourist
receives the tourist card can vary from tourist information, over pick-up locations to accommodation
depending on the type of tourist card. The interviewees also mentioned the pick-up locations that are
commonly used. In addition to that, one interviewee mentioned that the train station could be another
option.

The customer relationship is always based on personal assistance, as the tourist receives the card
through human interaction or can get help from the distributor by either phone or e-mail.

The revenue streams and cost structure are different per tourist card. Based on the benchmarked tourist
card and the FreizeitCARD, it can be said that a tourist card is financed by the tourist. The tourist either
pays tourist taxes or a fixed price for the card. The interviews showed that the aspect of whether the
tourist should pay for the tourist card or not can be questioned. Some interviewees stated that tourist
taxes are seen as normal whereas others mentioned that it is not feasible to implement tourist taxes
and that tourists would not like it. Overall, it can be concluded that a governmental fixed tourist tax
cannot be implement based on the analysis of the interviews. However, every accommodation that
would like to participate in the tourist card could charge the tourist extra money for the tourist card.
Participation is voluntarily. Trimborn states, as discussed in chapter 2.3.2, that this type of tourist card
is highly attractive for the tourists. In case the tourist has to pay a fixed amount for using the tourist card,
which is the case for the Holland Pass and the Schwarzwald Card, some of the interviewees mentioned
that the cross-border region does not offer a lot of attractions and therefore nobody would want to
purchase a card. Trimborn also mentioned that the purchase card has a low attractiveness for the tourist.
Next to the money from the tourists, the participating tourism companies sometimes have to pay a fee
in order to take part in the tourist card as they are being promoted in return. For the Kaiserwinkl Card,
the tourism companies have the opportunity to pay for an increased marketing effort.

Looking at the cost structure, the tourism companies usually receive proportionately money based on
whether the tourists visited the company or not. Additionally, money is invested in maintaining the
platform but also for marketing the tourist card. However, it is not always the case that the tourism
company receives proportionately money, referring to the Kaiserwinkl Card and the Allgaeu-Walser-
Card. It can be concluded, that the financial structure of a tourist card is highly dependent on the type
of the tourist card, in other words, whether it is a purchase card, an all-inclusive card, or a discount card.
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The Allgaeu-Walser-Card showed a combination of the discount and purchase card, which could
potentially work in the region of Grafschaft Bentheim and North-East Twente. The Allgaeu-Walser-Card
works like a discount card but can be adapted to a purchase card. The tourists have the opportunity to
add on extra services such as the free usage of public transportation in exchange for money.

Looking at trends and developments, it can be concluded that one of the major trends within the subject
of tourist cards but also in the tourism industry is the usage of NFC technology. NFC allows a user to
move his or her smartphone over an NFC compatible device in order to send information without that
the smartphone touches the device. As an example, the ‘NFC Smart Tourist Card’ was introduced, which
comes with an app. When looking at the benchmarked tourist card, it can be stated that none of them
can be categorized as a ‘Smart Tourist Card’. The Holland Pass and the Schwarzwald Card can be
retrieved digitally but do not offer the same features as the Smart Tourist Card. Whereas the Allgaeu-
Walser-Card includes features like the ‘Smart Tourist Card’ such as the usage as a hotel room key.
Looking at the interviews, the opinion of the interviewees differs with regards to the layout of the tourist
card. Some of the interviewees preferred a paper card whereas others mentioned that a digital tourist
card could be offered as an additional or is even required. One of the interviewees mentioned that
something materialistic is needed for marketing purposes, which has also been stated in the trend and
development chapter. A tourism speaker introduced an own Disney Magic Band for destinations, which
is a good marketing tool. Another powerful physical marketing tool is a postcard.

Looking at the example of the cross-border tourist cards, it can be concluded that a tourist card can
successfully stimulate cross-border tourism. In addition to that, the interviews underlined that it can
stimulate cross-border tourism but that it is also dependent on the offer. Furthermore, it is advised to
implement a bilingual tourist card. The interviews and the example of the FreizeitCARD showed that the
financial feasibility has to be secured in order to have a tourist card that can be successful. This was
also seen as one challenge when marketing cross-border tourism based on the definition of cross-border
tourism.

Regarding the willingness of participation of the stakeholder players, it can be stated that there is a
willingness of participation from most of the stakeholder players. However, there can also be seen some
reluctance. The definition of cross-border destination also underlined that one challenge of promoting
cross-border tourism is to motivate the inhabitants to cooperate. The reluctance comes from not knowing
how it can be implemented and not seeing the benefit of a tourist card. Therefore, a detailed plan is
needed that also indicates the benefit for each stakeholder player.

Lastly, the development of Grafschaft Bentheim showed that in Bad Bentheim a tourist card in the form
of a discount card already exists, which had to be kept in mind when creating the business model.
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5. Quality of Research
In order to evaluate the quality of the research results, the following chapter describes the validity, and
reliability of the research results.

5.1. Validity

“Validity determines the extent to which the research is free of systematic errors” (Verhoeven, 2015, p.
190) and evaluates whether the research replicates the reality (Verhoeven, 2015). Validity can be
divided into construct validity, internal validity, and external validity. Below positive aspects, as well as
negative aspects of each form of validity, will be assessed:

5.1.1. Construct Validity

Construct validity assesses the research on whether the researcher measures what he/she intends to
measure (Verhoeven, 2015) and has to do with the measurement instruments. Before starting with
conducting the research, definitions of the concepts of business model, cross-border tourism, and tourist
card were chosen and operationalised. These operationalisations were the basis of the interview
questions and gave a good understanding of the abstract concepts. This increased the construct validity
of the research and helped in the process of defining the interview guides. The interview guides were
reviewed and discussed by the supervisor and the assigned research teacher, which increases the
construct validity. In addition to that, the interview questions were formulated by keeping in mind the
rules of Verhoeven for good interview questions, which increases the construct validity. These rules
helped in order to not irritate the interviewees and to not push them into a direction. For example, the
question ‘what kind of tourist card do you think is the best in the region’ could also be asked differently,
such as ‘Do you also believe that the all-inclusive card is the best for the region?’. The last question
would not be a valid interview question as it is not unambiguous. Unambiguous interview questions are
questions that “are not leading and the respondents understand the intention of the questions without
being steered” (Verhoeven, 2015, p. 173). In that case, the interviewee would have been steered to say
that the all-inclusive card is the best tourist card.

However, when asking follow-up questions, not all the rules were applied. As the interviews were semi-
structured, follow-up questions, which were not prepared beforehand, were asked to get more
information from the interviewees. As an example, it occurred that double-barrelled questions were
addressed, which negatively affects the construct validity. Double-barrelled questions are asking two
questions at the same time (Verhoeven, 2015). This often happened when the interviewee did not
directly answer the first questions because he/she might have to think longer about the interview
questions. However, the interviewer posed another question that had the same intention as the first
question instead of waiting longer. This negatively affects the construct validity as the interviewee might
be confused and did not exactly know what question should be answered.

In conclusion, it can be said, that the construct validity is relatively high. The operationalization, the
consults with the expert, and the preparation of the interview questions ensured that the measurement
instruments were valid. Only the way how some follow-up questions were asked decreases the construct
validity, however, as this did not occur all the time the construct validity can still be seen as high.

5.1.2. Internal Validity

Internal Validity means to check “whether the researcher has answered the question properly, in other
words, whether the conclusions are unbiased” (Verhoeven, 2015, p. 305). Several aspects influenced
the internal validity of the research. Starting with the instrumentation. The interview guides were not
being changed throughout the research, which increases the internal validity of the research as the
same instruments were used throughout the research. Furthermore, Verhoeven (2015) states that the
level of maturation affects the internal validity. He mentions “if the research goes on for too long,
changes will automatically take place” (Verhoeven, 2015 p. 191).
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It can be concluded that all the interviews took place within two weeks. Therefore, the probability of
huge changes is low. The same applies to the desk research.

Lastly, the current historical situation, the COVID-19 pandemic affected the research. It became more
difficult to find enough interviewees who had time for an interview. Luckily, enough interviewees could
be found but not how it was planned. In addition to that, the interviews could not be conducted in person
and therefore the non-verbal expression of the interviewees could not be taken into account. In addition
to that, when contacting the benchmarked tourist card providers, no additional information was provided
as they did not have time. All the aspects decreased the internal validity according to Verhoeven (2015).

Looking at the internal validity of the research, it can be concluded that this is medium as the time in
which the research took place was short and there were no changes in the interview guide. However,
the current historical had a negative effect on the internal validity of the research.

5.1.3. External Validity
External validity describes “whether your sample is a correct reflection of the population” (Verhoeven,

2015, p. 192). The interviewees were aimed to be chosen through probability sampling which would
have increased the external validity of the research as the interviewees would have been chosen
randomly. However, mainly caused by the earlier mentioned COVID-19 pandemic, most of the planned
interviewees did not answer or did not have time for an interview. Therefore, other interviewees have
been chosen through non-probability sampling, which negatively influenced the external validity
(Verhoeven, 2015).

The sample was drawn from different fields. Meaning that the DMO, tourist, inhabitant, attraction
provider, and accommodation provider were represented. This can be defined as data triangulation
according to Verhoeven (2015). The data triangulation ensured that different opinions were gathered in
order to get the full picture and not only from one point of view. As an example, if only accommodation
providers had been interviewed, the outcome would have been different as they cannot represent the
opinion of the DMO’s or tourists. These opinions were also needed for the research as they play a crucial
role in a tourist card.

Looking at the factors that decreased the external validity, it can be stated that, unfortunately, an equal
number of German and Dutch stakeholders could not be reached. In addition to that, no German DMO
and no Dutch accommodation provider were willing to be interviewed. This was mainly caused by the
current historical situation, the COVID-19 pandemic. Contacted stakeholders mentioned that they do
not have time at the moment for an interview and do have other concerns. This negatively affects the
internal validity of the research as it could not be researched whether there are differences between the
strata of each country. It could be that the Dutch accommodation provider had a different opinion than
the German accommaodation provider. However, this could not be found out.

It can be concluded that the external validity is medium as no equal number of German and Dutch
interviewees from each stratum could be interviewed. However, due to the fact that each stratum is
represented the external validity can still be seen as medium.

5.2. Reliability

Reliability means evaluating if the study can be replicated and the same results will occur. In qualitative
research, this is often questioned whether it can be evaluated, or not as qualitative research uses an
“open approach” (Verhoeven, 2015, p. 302). This means that it is almost impossible to receive the same
results in qualitative research. However, several steps have been undertaken in order to increase the
reliability of the research. As mentioned above data triangulation has been used, which also increases
the reliability of the research. The data triangulation ensured that the full picture from different points of
view was gathered.
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Furthermore, a logbook has been used to write down each step that was undertaken and when it was
undertaken in order “to be able to justify all aspects” (Verhoeven, 2015, p. 189) of the research. In
addition to that, feedback was provided by the client, research teacher, and the first examiner, which
also increases the reliability of the research. Lastly, the interviews have been recorded and transcribed
which also positively affects the research as the data can be reviewed multiple times. In addition to that,
the interview guides were tested twice before the actual interviews started (Verhoeven, 2015). This
helped to evaluate whether the interview guide is sufficient or not, based on the length of time that was
needed for the interview, the difficulty of the interview questions, and the way how the interview
questions were posed.

However, some aspects negatively influenced the reliability of the research. Due to the current situation,
no personal interviews could be done and therefore the interview techniques vary per interviewee. It
also occurred that the connection was not good. Furthermore, there was no standardized interview guide
and the interview guide was catered towards the interviewee, which negatively influences the reliability
(Verhoeven, 2015).

It can be concluded that the reliability of the research is relatively high as pilot interviews were done as
well as data triangulation and feedback was regularly received. As the interviews were recorded, they
can be reviewed multiple times. Furthermore, there was no standardized interview guide per
interviewee, however, there was one for each stratum. In a way, the interview guides were similar, but
not each interview question was applicable for each stratum.

36



6. Advice

In the following chapter, the objective of the advice and the advice question is presented once more. In
addition to that, different advice options are evaluated based on several criteria, starting with the type
of tourist card and the layout of the tourist card. The type of tourist card is discussed based on the three,
in the theoretical framework, mentioned types of tourist cards, and the combination of the discount and
purchase card. After that, the different layouts of the tourist card are discussed. After the best option is
selected, this option is explained in detail by applying Osterwalder's and Pingeur’s business model
CANVAS. Thereafter, an implementation plan in the form of a PDCA cycle is applied to show how the
advice can be implemented.

6.1. The Objective of the Advice and Question

The objective of the advice is to design a business model for a tourist card, which can be implemented
in the region of Grafschaft Bentheim and North-East Twente. This business model will help in the
process of implementing the tourist card. The reason for implementing the tourist card is to stimulate
cross-border tourism, to market the “pearls” of the regions, to create awareness between Germany and
the Netherlands through creating one common identity, and to receive data on the guest journey of the
tourists.

Therefore, the following advice question has been formulated:

How can the regional development research group of Saxion design a suitable business model for a
tourist card between Grafschaft Bentheim and North-East Twente?

6.2. Advice Options

As analysed in the research chapter, the following building blocks can already be finalised: customer
segments, key activities, customer relationship, and key partners. The tourist card will solely focus on
the tourists and the attractions. Inhabitants do not have the option to receive the card. Key activities
involve “platform management, service provisioning, and platform promotion” (Osterwalder & Pigneur,
2010, p.87). Key partners that will create the system of the card are needed and additional key partners
depending on the layout of the tourist card. In addition to that, the customer relationship is based on
personal assistance. The other building blocks are dependent on the type and layout of the tourist card.
The different alternatives of the type of tourist card and layout of the tourist card are explained and
discussed below, starting with the type of tourist card.

6.2.1. Type of Tourist Card
As mentioned in the theoretical framework there are three types of tourist cards, namely discount card,

all-inclusive card, and purchase card. During the research phase, it did not come clear which type of
tourist card is the best for the cross-border region. In addition to that, the Allgaeu-Walser-Card showed
that a combination of the discount and purchase card exists. The analysis of the interviews showed that
some stakeholder players were in favour of the purchase card and others mentioned that the all-inclusive
card is more attractive. Furthermore, it has been suggested that the discount card would be a good
start.

Therefore, the following advice options have been created based on the conducted research:
1. All-Inclusive Card
2. Discount Card
3. Purchase Card

4. Discount and Purchase Card

Below each alternative is briefly explained. The layout of the tourist card is evaluated later on.
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1. All-Inclusive Card
The tourists in the region of Grafschaft Bentheim and North-East Twente will receive the tourist card at

their accommodation. The card gives them free entry at the attractions within the two regions. The tourist
card is financed through non-governmentally decided tourist taxes, which the tourist has to pay per
night. In the following chapter, the non-governmentally tourist taxes will be called tourist contribution to
avoid confusion. Each accommodation provider can decide whether they would like to offer the tourist
card and thus ask for a tourist contribution or not. The tourist contribution will be collected in one pot of
money and will be allocated to the visited attractions. Approximately 20% of the money goes to the
maintenance of the system and approximately 80% will be allocated.

2. Discount Card
The discount card gives the tourists discounts at the participating tourism companies. The discount card

will be handed out to the tourist at their accommodation. The tourist has to pay a small tourist
contribution to their accommodation provider who will forward it to the organisation of the tourist card.
Similar to the all-inclusive card, the accommodation can decide whether they will offer the tourist card
or not. For the discount card, the tourist contribution is less as the costs of maintaining the tourist card
only need to be covered and no allocation of money takes place.

3. Purchase Card

The purchase card gives the tourist free entry at the participating tourism companies. The tourist has to
actively choose the tourist card and pay for it. The card can be bought at the accommodation, the tourist
information centre, and the train station. When purchasing the card at the tourist information, the tourist
has to prove by showing the personal identity card that he/she does not live in the region of Grafschaft
Bentheim and North-East Twente.

As mentioned above the tourist has to pay for the card. The money will be collected in one pot of money
and allocated to the tourism companies that the tourist has visited. The distributor of the card will receive
a commission for selling the card. This will be done in order to stimulate the distributor to actively
promote the tourist card. Similar to the all-inclusive card, approximately 20% of the money goes to the
maintenance of the system, 75% will be allocated to the tourism companies and 5% commission
receives the distributor. In addition to that, the tourism companies have to pay a yearly sum in order to
participate in the tourist card.

4. Discount and Purchase Card

The combination of the discount and purchase card works similar to the Allgaeu-Walser-Card. The
tourist receives a tourist card when arriving at the accommodation. With the tourist card, the tourist
receives a discount at the participating tourism companies. In addition to that, the tourist has the
opportunity to add on packages to their tourist card such as the free usage of public transportation. The
prices for each package will be determined beforehand and it is advised to offer financially attractive
packages for the tourist. Another potential package could be, for example, the entry of a zoo including
the entry of an outdoor swimming pool.

For the discount card itself, the tourist has to pay a small contribution. In case the tourist would like to
add on a package, this needs to be paid extra. The money the tourist pays for the package will be then
allocated to the tourism companies that are included in the package.

e Evaluation of the Advice Options
In order to find out which option is the most suitable, the options are weighed out against each other.
This is done by evaluating the options based on several criteria. The following criteria have been
established: financial longevity, acceptance of the tourist, acceptance of the tourism companies, and
difficulty of implementation. Looking at the financial feasibility of each option is important in order to
create a realistic advice that it is financially secured in the long term.
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During the research, it became clear that the financial situation of a tourist card is often critical and also
questioned whether it is longevity. Moreover, the acceptance of the tourist is evaluated. This is based
on what all the interviewees said. In addition to that, Trimborn’s advantages and disadvantages of each
type of tourist card, as stated in the theoretical framework, are also taken into account. Looking at the
acceptance of the tourist is crucial in order to ensure the success of the tourist card. It is not advised to
implement a tourist card that has a low acceptance as nobody would make use of the tourist card.
Thirdly, the options are evaluated based on the acceptance of the tourism companies such as zoos,
museums, and other tourism companies. If the acceptance of the tourism companies is low, nobody will
be willing to participate in a tourist card and as mentioned earlier the success of the tourist card is
depending on the offer. This is based on the theoretical framework as well as on the interviews. Lastly,
the difficulty of implementation is evaluated as the interviews as well as the theoretical framework
showed that implementing a cross-border project can involve challenges. As the business model should
be feasible to implement in the cross-border region the difficulty of implementation was evaluated. This
is evaluated based on the results of the interviews and the theoretical framework.

The above-described criteria are applied in the next paragraph. In order to outweigh the options, scores
are given from low to high, with moderate being the middle. For the categories, financial longevity,
acceptance tourist and the acceptance tourism companies, a high scores 3 points, moderate 2 points,
and low 1 point. For the category difficulty of implementation, a high scores 1 point, moderate 2 points,
and low 3 points as it is better to have a low difficulty than a high difficulty. The result of the points shows
which option is the most suitable one. The following figure shows the scores for each option and
category:

Low (1) High (3) Low (1) High (1) 6
High (3) Moderate (2) ~ Moderate (2) Low (3) 10
Moderate  Low (1) High (3) High (1) 7
I(-Izi)gh (3) Moderate (2)  Moderate (2) High (1) 8

Figure 6.1. Evaluation Type of Tourist Card

Starting with the financial longevity of each option, it can be stated that the discount card and option
number four are the best alternatives, followed by the purchase card and lastly the all-inclusive card. As
stated earlier, the all-inclusive card is financed through tourists that are not using the card. However, if
this does not happen, the tourism companies will lose a lot of money and then would not want to
participate anymore. Trimborn also underlines that the all-inclusive card does not allow a fixed cost and
revenue planning and involves high implementation and maintaining cost. Additionally, the tourist
contributions are a highly questioned topic and for the all-inclusive card the contribution is significantly
larger than for the discount card as the free entries of the tourists need to be covered The financial
longevity of the purchase card is moderate as the tourism companies will receive their money, however,
in case nobody would buy the card there are still some fixed costs such as the maintenance of the
system that need to be covered. In addition to that, the all-inclusive card and purchase card also involves
more organisational effort as the money will be allocated to the tourism companies. For the discount
card the financial longevity is secured as the tourists do not actively have to choose for the tourist card
and the tourist contribution is relatively low as no allocation of money takes place. Only, when no tourists
are visiting the region, then, the financial longevity is not secured. However, this also applies to the other
tourist cards.
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Secondly, looking at the acceptance of the tourists, it can be stated that the all-inclusive card is the most
accepted type of tourist card. The interviews made it clear, from the tourist point of view, that paying
tourist taxes, in this case, the tourist contribution is no criterion for not choosing a destination. In addition
to that, tourist taxes are seen as normal because a lot of destinations make use of this form of financing.
The all-inclusive card brings the biggest added value to the tourist as they believe this card is free of
charge, which is also concluded by Trimborn. The acceptance of the discount card is moderate because
it gives the tourist fewer advantages than the all-inclusive card. However, it still gives the tourist some
advantages without paying a large amount for it. The acceptance of the tourist for option number four is
also moderate, as it works similar to the discount card and adding on a package is not mandatory for
the tourist. Whereas for the purchase card, the tourist has to pay a fixed amount, which is significantly
larger than for the other types of cards, and therefore this type of tourist card is the least attractive one
for the tourist. The interviews additionally underlined that the region does not offer a lot of big attractions
which would make the tourist questioned about purchasing a tourist card.

Thirdly, looking at the acceptance of the tourism companies. It can be stated that for the tourism
companies the purchase card is the most attractive type of tourist card as an allocation of money takes
place. The all-inclusive card seems to be attractive as well. However, it has to be emphasized that if a
tourist visits a lot of attractions the amount of money that each by the tourist visited company will get, is
less. It can be said that this card is financed through tourists that are not using the card. This is not clear
for most of the tourism companies and therefore the all-inclusive card seems to be attractive for the
tourism companies. The discount card is only moderate accepted by the tourism companies as some of
the interviewees argued that they already have discount cards for other customer groups. The combined
card is a bit more accepted by the tourism companies than the discount card because the packages
bring revenue, but not as accepted as the purchase card.

Lastly looking at the difficulty of implementation, it can be concluded that the discount card is the easiest
to implement, followed by the combined card, the purchase card, and the all-inclusive card. The discount
card does not involve a lot of effort as no allocation of money needs to be organised. No prices need to
be discussed for the entries as well as the key for allocating the money. The interviews as well as the
theoretical framework underlined that implementing a cross-border tourist card can be difficult and
therefore the discount card is the easiest card to implement as it involves the lowest amount of
organisation. Furthermore, the discount card can also be combined with the already existing tourist card
in Bad Bentheim.

Looking at the results in figure 6.1, it can be concluded that the discount card has the highest points.
After implementing the discount card, it can be thought of adding packages such as the usage of public
transportation to the discount card, like it is done for the Allgaeu-Walser-Card, in order to make the
tourist card even more attractive. The research showed that offering public transportation is highly
attractive for the tourists. However, it is advised to first solely focus on the implementation of the discount
card.

6.2.2. Layout of Tourist Card

The research showed that there are different layouts of tourist cards. Trends and developments have
shown that the future is NFC technology-driven. However, the interviews showed that something
materialistic is needed for marketing purposes as well. In addition to that, the bracelet for destinations
was introduced. Moreover, it was mentioned that postcards can still be seen as excellent marketing
tools. Based on the research, the following options have been defined:

Paper Card

Smart Tourist Card

Bracelet in combination with an App
Postcard in combination with an App

hoN =

40



1. Paper Card

Starting with the classic paper card. The card is made out of paper and has the size of DIN A6. On the
card, the name of the tourist, the length of stay, the date, a QR-Code, and a number code will be
mentioned. The card can be printed out with a usual printer, and a uniformed paper will be used for all
tourist cards in order to prevent falsifications. The tourist receives the tourist card with an additional
brochure, in which information is provided, at their accommodation.

2. Smart Tourist Card

The Smart Tourist Card can be accessed through an app. The accommodation provider will hand out a
number-letter code to the tourist. The tourist can retrieve, by typing in the number-letter code, the tourist
card via the app. The card looks similar to the paper card, just virtually. In addition to that, the app gives
the tourist information about the region and the tourism companies within the region. If a tourist arrives
at one of the tourism companies, he/she can simply show the tourist card in the app. The company can
either scan the QR-code of the tourist card or type in the number-letter code manually, depending on
the technical equipment of the tourism company.

3. Bracelet in combination with an App

The tourist receives a bracelet when arriving at the accommodation. The bracelet will be used in
combination with an app and entails the NFC technology. When arriving at one of the participating
tourism companies the tourist can hold the bracelet over an application that recognizes the bracelet.
Then the tourism company retrieves the tourist’s information in their system. By using the app, the tourist
can find more information about other the tourism companies and the region.

4. Postcard in combination with an App

The tourist receives a postcard at their accommodation on which a QR code is shown. By scanning the
QR- code the tourist can download the app. On the postcard, a number-letter code is mentioned, which
the accommodation provider creates for each group of tourists. With the number-letter code, the tourist
can retrieve the tourist card in the app. The tourist can decide whether he/she would like to send it to
friends/ relatives or keep it as a souvenir. In case the tourist does not have a smartphone, he/she can
simply show the postcard to the participating tourism companies. The tourist card in the app is similar
to the Smart Tourist Card, which is mentioned in option number two.

e Evaluation of the advice options

In order to find out which type of tourist card is the most suitable, the options are weighed out against
each other. This is done by several criteria. The following criteria have been established: costs,
innovativeness, and attractiveness tourists. The costs of establishing the tourist card are important to
take into account as financial resources are limited. In addition to that, the research showed that costs
should be kept as low as possible. Looking at the innovativeness is crucial in order to ensure the long-
term success of the tourist card and competitiveness as the analysis of the trend and development has
shown that the future is driven by technology. Moreover, the client requested an innovative tourist card.
Thirdly, it has to be attractive for the tourists. If the tourists are attracted by the tourist card, they will be
more likely to use it.

The above-described criteria are applied in the next paragraph. In order to outweigh the options, scores
are given from very low to very high, with moderate being the middle. A Likert-Scale of five is chosen in
order to make the difference between each option clearer.

For the category’s innovativeness and attractiveness tourist, a very high scores 5 points, high 4 points,
moderate 3 points, low 2 points, and a very low 1 point. For the category costs, the scores will be the
other way around, as it is better to have low costs than high costs. Therefore, a very high scores 1 point,
high 2 points, medium 3 points, low 4 points, and very low 5 points. The following figure shows the
scores for each option and category:
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Very low (5) Very low (1) Moderate (3) 9

Moderate (3) Low (2) Low (2) 7
Very high (1) Very high (5) High (4) 10
High (2) High (4) Very high (5) 11

Figure 6.2. Evaluation Layout of Tourist Card

Starting with the most important criteria, the cost. The classical paper card involves the lowest costs as
the costs of the card are only a few cents and the system in which the data is being processed is needed
for all other types of tourist cards as well. Followed by the Smart Tourist Card which involves the cost
of the system but also the cost of developing an app. The most expensive tourist cards are the bracelet
and the postcard as for this type of tourist card the material cost of the bracelet and the postcard are
additional costs, next to the system and the app. When comparing these two forms of tourist cards, it
can be said that the postcard option is cheaper than the bracelet option as the material costs are lower.
Additionally, the tourism providers would need an application that can read the bracelet, which also
involves costs.

Looking at the innovativeness of each option, it can be concluded that the bracelet is the most innovative
layout of a tourist card. There is no other destination that uses a tourist card in the layout of a bracelet.
Other industries already make use of an NFC capable bracelet, for example, the event industry at
festivals, but for destinations, it is new and therefore innovative. The same applies to option four,
however, in terms of technical innovation, it is less innovative than the bracelet. Looking at the
innovativeness of option two, it can be said that it is more innovative than the classical paper card as it
involves technology, but other destinations are already offering tourist card in the layout of an app.
Therefore, option number two scores less than options three and four.

Taking the attractiveness of the tourist towards the tourist card into consideration, it can be said that the
postcard is the most attractive layout of a tourist card. It can be questioned whether the option three is
more attractive, however, not everyone would want to wear a bracelet. Furthermore, most of the people
would throw the bracelet away after using it as they do not see a further usage of the bracelet whereas
the postcard could be sent to friends and relatives or could be kept by the tourist as a souvenir. As a
result of the interviews, technology solely is not always the key and therefore the classic paper card is
more attractive for the tourists in the cross-border region than the smart tourist card in the region.
However, options number three and four are more attractive than option number one and two as no
other destination makes use of this layout of a tourist card and it combines the trend of technology and
a tangible asset.

As seen in 6.2. option number four, the postcard with the app, has the highest points and is, therefore,
the most suitable layout of the tourist card. In the next chapter, the final advice is explained in detail.

6.3. Best Option

After evaluating the different alternatives of the potential tourist card, the discount card in the layout of
a postcard and an app are explained more in detail. Starting with a general explanation of the tourist
card and followed by defining each building block of Osterwalder and Pigneur’s business model
CANVAS, which is mentioned in the theoretical framework. After that, the financial implication is
elaborated followed by an implementation plan in the form of a PDCA cycle.
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It is advised to organise the tourist card in cooperation with the DMQO’s of the two regions, namely
Grafschaft Bentheim Tourismus and Twente Marketing as the benchmark showed that the DMO’S most
often are the initiator of the tourist cards. The tourist card will be in the layout of a postcard and an app.
The postcard has a standard size of 10.5 x 14.8 centimetres and two sides, as visualised in Appendix
IX. On one side, pictures of the region are imprinted, and the name of the tourist card is mentioned. The
name ‘Twente Bentheim Pass’ was derived from the earlier mentioned feasibility study. On the other
side, the postcard looks like a usual postcard with an additional QR code and a number-letter code. The
tourist will receive the postcard at the accommodation who created a number-letter code for each group
of tourists in the tourist card system, which will be explained later on. The number-letter code is valid
throughout the stay of the tourist. The tourist can scan the QR Code with his/ her smartphone which will
lead him/her to download the app. Visualisations of the app can be found in Appendix X. In the app,
information on attraction and information about the cross-border region are given. In addition to that,
there will be one section where the tourist can type in the number-letter code and can retrieve the tourist
card. The tourist can save the card in the app in which all the attractions that offer discounts are listed.
The tourist can filter them and also highlight them in case he/she wants to visit one of the attractions.
When arriving at the attraction, the tourist can simply show the tourist card and the tourism company
can check by scanning the QR code if the tourist card is valid or not. If it is valid, the tourism company
will give a discount. The app will be available in Dutch as well as in German. In addition to that, in the
long-term, other services can be added as well to the app, such as mobile ticketing, mobile payment, or
the possibility to use it as a hotel room key.

Concerning the postcard, this will serve as a marketing tool. The tourist can decide whether he/she
would like to send it to someone or keep it as a souvenir. Furthermore, the postcard can also be used
in case the tourist does not want to download the app or does not have a smartphone. The tourism
companies can type in the number-letter code that is mentioned on the card in the system instead of
scanning the QR code.

6.3.1. Business Model Canvas
In this chapter, each building block of the business model of the tourist card is explained. The filled-out
business model CANVAS can be found in Appendix XI.

e Customer Segments
The tourist card works as a multi-sided platform between the tourists and the tourism companies within
the region. Therefore, they are seen as the two customer segments of the tourist card. The tourist card
is solely for overnight tourists. The card is directed to any tourists not depending on demographic factors
such as age, gender, occupation et cetera. The tourism companies can be restaurants, zoos, museums,
leisure parks, or anything else where tourists like to go during their stay. Potential tourism companies
are the Zoo in Nordhorn, nvb, and AvaTarZ.

e Value Proposition
There is one value proposition for each customer segment:

Tourists: The tourist card allows the tourists to get discounted entry at the participating tourism
companies throughout their stay in the cross-border region. The provided app delivers extra information
for the tourists.

Tourism companies: The tourist card allows the tourism companies to be marketed in combination
with the tourist card and to retrieve data about the guest journey of the tourists. By participating in the
tourist card, the tourists will be more aware of the tourism companies. Extra marketing efforts can be
purchased for additional costs.
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e Channel
The tourists receive the tourist card at their accommodation, meaning a partner. Information about the
tourist card can be retrieved in the app.

e Customer Relationship
The customer relationship is based on personal assistance. The tourist can get help from the
accommodation providers in case of questions or problems.

e Revenue Streams
One of the revenue streams is the tourist contribution that the tourist has to pay. In addition to that, the
tourism companies can pay extra for additional marketing efforts, such as push-notifications in the app.
A detailed explanation of the financial feasibility can be found later on.

e Key Resources

The main physical key resources are the app and the system of the tourist card. With the system, a
tourist card for each tourist can be created, data about the guest journey can be retrieved as the tourism
companies also have access to the system and can note down the tourists who have used the tourist
card. One example of a system is the 4tix system from TCM Enluf. This system enables mobile ticketing.
The tourist card can be saved in an app or on the mobile. Furthermore, the system can easily be
integrated into the computers of the tourism companies (Fluri, 2018). The names that are stored in the
system belong to intellectual key resources same as the brand ‘Twente Bentheim Pas’. Other key
resources that are needed are employees who are responsible for the platform management.

o Key Activities
Key activities involve “platform management, service provisioning, and platform promotion”
(Osterwalder & Pigneur, 2010, p.87) and the acquisition of new tourism companies. The most important
key activity, especially in the beginning, is the acquisition of new tourism companies in order to make
the tourist card a success. In addition to that, service needs to be provided in order to help the tourism
companies in case of problems or questions.

o Key Partners

One of the most important key partners is the developer of the system for the tourist card. Potential key
partners are AVS, Willen Software, and Feratel. All of the mentioned companies are specialized in
developing a system for tourist cards and when it comes to organising a tourist card. In addition to that,
they could also develop an app for the tourist card. However, as developing an app is relatively
expensive, it is advised to place an assignment within Saxion to develop the app. Other key partners
are the printing company who will print the postcards and the accommodation provider who will hand
out the postcards to the tourists.

e Cost Structure
The cost structure can be divided into fixed and variable costs. Fixed costs are the maintenance of the
system and the app, which includes regular updates, changes et cetera. In addition to that, the wages
for the employees have to be paid and their equipment. Variable costs are the costs of printing the
postcards. Detailed information can be found in chapter 6.3.1.

6.3.1. Financial Implication
The financial implication is one of the most significant parts of the implementation plan based on the
research. The following table shows the expected fixed costs in the first and the following years.
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Developing 1x3,790€ 3,790€ The 4tix tourist card system costs

System approximately 3,790 EUR (Fluri, 2018).
Maintenance 12 x474€ 5,688€ Each month 474 EUR occurs for using the
system (Fluri, 2018).
Staff 2x2,725€ 65,400€ It is assumed that two extra employees are
x 12 needed for the managing of the tourist card.

One for the Dutch side, and one for the German
side. The average income in Lower Saxony,
where Grafschaft Bentheim belongs to, is 2,725
EUR (Pleye, 2019).

IT 12x200x 4,800€ Average IT costs per employee per month are

Employees 2 expected to be 200 EUR (Schweppe, 2018).

App 0€ 0€ The development of an app is expensive and

Development therefore it is advised to offer this assignment
to a study program within Saxion.

App 100€ +22€ 125€ In order to make the app available for the

publishing tourists, the app needs to be published in app

stores. The cost for publishing the app as an
Android-App is approximately 22 EUR and for
an iOS-App yearly cost of 100 EUR occurs
(Meyer, 2019).

79,803€
Maintenance 12 x474€ 5,688€ For the following years, the same costs occur
except for the app development, the one-time
Staff 2 x 2,725€ 65,400€ costs of the system, and the costs for publishing
x 12 an Android-App.
IT 12 x 200 x 4,800€
Employees 2
App 100€ 100€
publishing
75,988€

Figure 6.3. Fixed Cost Structure

The fixed costs have to be covered every year and the amount is not changing with the number of
tourists. As the fixed costs have to be covered by the tourists, the contribution the tourist needs to pay
per night has to be calculated. In 2019 Grafschaft Bentheim counted 240,577 tourists with a total of
831.292 overnight stays (Landkreis Grafschaft Bentheim, 2019). Dividing the total overnight stays by
the number of tourists, the average length of stay of 3,5 days can be calculated. For North-East Twente
no exact numbers were found. Therefore, it is assumed that North-East Twente has a similar number of
tourists than Grafschaft Bentheim, which comes to a total number of 481,154 tourists.

As the participation of the accommodation providers is voluntary, not all the accommodation providers
will be willing to participate, which means that not all the tourists have to pay a contribution. Therefore,
the tourist contribution is depending on the acceptance of the accommodation providers.

Figure 6.5. shows the relation between the acceptance of the accommodation provider and the amount

the tourist has to pay. The following calculation was used for defining the tourist contribution per tourist
per night to cover the fixed costs:
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481,154 tourists x % acceptance of the accommodation providers x 3,5 length of stay = overnight
stays per year paying

79,803 EUR Total Fixed Costs

= Tourist Contribution per night
Overnight stays per year paying

Figure 6.4. Calculation Tourist Contribution

100% 1,684,039 0,05€
90% 1,515,636 0.05€
80% 1,347,230 0.06€
70% 1,178,824 0.07€
60% 1,010,422 0.08€
50% 842,019 0.09€

Figure 6.5. Fixed Tourist Contribution Per Night

As seen in figure 6.5., the amount the tourist has to pay per night, to cover the fixed costs, is minimal.
Additional variable costs that have to be added are the material costs of the postcard which is 0.02 EUR
per postcard for an edition of more than 200,000 postcards (Saxoprint, 2020). These costs only apply
one time for each group of tourists.

Assuming a family with two adults and two children will stay for 4 nights and the acceptance of the
accommodation provider is 60%. The family has to pay 0.08 EUR per night per person plus one time
0.02 EUR, which comes to additional total costs of 1.30 EUR the family has to pay for making use of
the tourist card. Additional revenue will be provided by the tourism companies who would like to
purchase an increased marketing effort such as push-up notifications in the app.

The implementation of the tourist card will also bring other benefits. It will increase the number of tourists
crossing the border and also an increase in tourism spendings in the area. This leads to the creation of
new jobs, which all influence the gross domestic product (GDP) of the destination. In addition to that,
data will be retrieved on the guest journey of the tourist that can be analysed. With this information, the
product portfolio of the region can be improved based on the wishes and needs of the tourists, which
enhances their experience. Moreover, a common identity of the region will be created, and each country
will be more aware of each other.

The involved tourism companies will see an increase in customers, which then leads to an increase in
their revenue. The tourist will be more aware of the tourism companies due to the tourist card and the
discount will be in the tourism companies’ point of view a pull-factor for the tourists to visit the tourism
company. Furthermore, tourists will most probably spend more money at the tourism companies for
example for food and beverages as they saved money for their entry. In addition to that, the tourism
companies can use the data of the tourist card and then adapt their marketing efforts or product portfolio.

From the accommodation provider’s point of view, the accommodation providers can promote the tourist
card as an additional service, which will enhance the tourist’s stay. This will also lead to an increase in
bookings for the accommodation providers, which then leads to higher revenues.

Looking at the benefit of the tourist, the tourist can save money by using the tourist card. In addition to
that, with the app, the tourist gets a better overview of what the region has to offer and what can be
done in the region. In addition to that, the tourist can please their friends or relatives by sending the
postcard to them. Overall the stay of the tourists will be enhanced. In can be concluded, that the tourist
card brings, next to financial benefits, also other benefits to the involved stakeholder players.
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6.4. Implementation Plan

As the management question focuses on the design of a business model, a plan on how to implement
the business model is only briefly explained. A model that is often used for implementing a new project
is the PDCA cycle. The cycle shows which steps need to be undertaken. The cycle consists of four
phases, namely the “Plan”, “Do”, “Check” and “Act”. The model is designed as a cycle so that the steps
can be repeated multiple times until the desired situation is arrived at (Hargrave, 2019).

The first step is called “plan”. This step includes analysing and identifying the current problem. This has
been done in this report and the best solution has been found out. Now it comes to planning each step
that has to be undertaken before the tourist card can be implemented. As mentioned earlier, it is advised
to implement the tourist card in cooperation with the DMQO’s of the region. However, who will be the
responsible institution for implementing needs to be discussed with EUREGIO. Figure 6.6. shows each
step that is needed before the tourist card can be implemented.

Contact potential tourism companies and Number of tourism companies who are willing to
accommodation providers participate

Get quotes from different tourist card system Best offer is chosen

providers

Get quotes from different printing companies Best offer is chosen

Place order to develop an app to Saxion App is programmed and published

University of Applied Sciences
Hire additional employees for the coordination of New employees
the tourist card

Create access into the tourist card system for Each stakeholder has access and knows how to
each stakeholder and explain how it works use it
Distribute postcards to the accommodations Every accommodation provider has postcards

Figure 6.6. Plan of Action

First of all, potential tourism companies and accommodation providers need to be contacted and asked
for their willingness of participation in order to get a number of tourism companies and accommodation
providers. It is advised to make use of the blue print strategy by Caluwé & Vermaak (2002). The blue
print strategy involves presenting a detailed plan of actions and showing the outcome that the tourist
card will imply. The tourism companies will change their opinion if they know the specific plan of how
the tourist card can be implemented and what their benefit is as the interviews showed that especially
the Dutch stakeholders are reluctant about the tourist card. Furthermore, quotes from tourist card
system providers and printing companies need to be collected and evaluated. Moreover, a study
program within Saxion needs to be asked to program the app in order to save costs. This can potentially
be done by the study program software engineering of Saxion University of Applied Sciences.
Furthermore, employees need to be hired who are in charge of the organisation of the tourist card.
Moreover, every involved stakeholder player needs to have access to the system and knows how to use
it. Furthermore, the postcards need to be distributed to the accommodation providers.

The second step is called “do”. In the planning phase, all the steps which have to be undertaken before
the start of the tourist card are explained. In the do phase, the tourist will receive the postcard and can
make use of the tourist card and the app. Data will be collected and analysed. The accommodation
providers could request for new postcards in case their stock is empty.

The third step is called “check”, which is one of the most important phases of the cycle. Within this

phase, it is important to check the process of the implementation and in case of a problem to identify
and solve them.
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In order to evaluate the success of the implementation of the tourist card, Critical Success Factors (CSF)
and Key Performance Indicators (KPI) have been established. CSF’s are factors that need to be
achieved in order to reach the overall goal and by defining KPI’s, it can be measured if a CSF has been
reached or not. If the mentioned CSF’s and KPI’s are being reached, then the desired situation will be
reached. If not, it has to be analysed what is going wrong. In order to check whether the desired outcome
has been reached, the following CSF’s and KPI’s have been established.

Increase in participating tourism companies After one year, at least 100 tourism companies
will be offering discounts.
Usage of the tourist card After one year, every fourth tourist will make use

of the tourist card.
Increase in the number of tourists crossing the After one year, there will be an increase of 5% of
border tourists crossing the border.
Increase in tourism spendings After one year there will be an increase of 5% in
tourism spending.

Figure 6.9. CSF’s and KPI's

Starting with the first KPI, that after one year at least 100 tourism companies will be offering discounts.
The benchmark showed that a tourist card can be successful when at least 100 tourism companies are
participating. Therefore, the goal is to have at least 100 companies after one year. In addition to that, at
least every fourth group of tourists will make use of the tourist card. One of the goals is to receive data
about the guest journey of the tourists, however, if no one uses the card no data can be analysed.
Therefore, at least every fourth group of tourists will use the tourist card. Furthermore, there will be an
increase of at least 5% of tourists crossing the border seen after one year. As it is one of the goals to
stimulate cross-border tourism, the number of tourists crossing the border will increase. This can be
measured by analysing the data from the tourist card. Not only an increase of tourists crossing the
border will be visible but also an increase in tourism spending.

The last step is called “act”. In this phase, it is important to reflect on what went well and what should
have been better. Possible adjustments to the business model can be made that have come up in the
third phase. As soon as new adjustments are made, the PDCA cycle starts again with the first phase.

6.5. Conclusion

As mentioned earlier, the objective of the advice was to design a business model for a tourist card,
which can be implemented in the region of Grafschaft Bentheim and North-East Twente. After evaluating
different criteria, the discount card in the layout of a postcard and an app has been chosen. The filled-
out business model CANVAS, as seen in Appendix XI, shows the business model of the tourist card.
The tourist card works as a platform between the two customer segments, the tourists, and the tourism
companies such as museums, zoos et cetera. The value proposition for the tourists is the cost reduction.
By using the tourist card, the tourists can save costs. Through the tourist card, the tourists will be more
aware of the participating tourism companies which is beneficial for the tourism companies.
Furthermore, the tourism companies can pay for additional marketing efforts. The tourist receives the
tourist card at the accommodation that charges a small tourist contribution per night for the organisation
of the tourist card. The main key resources are the app, the tourist card system, and the employees who
are in charge of the tourist card. The employees are responsible for “platform management, service
provisioning, and platform promotion” (Osterwalder & Pigneur, 2010, p.87) and the acquisition of new
tourism companies. A company that develops the system for the tourist card is needed, as well as a
printing company and the accommodation providers. Costs involve the material costs of the postcard,
the costs for developing and maintaining the platform, the wages of the employees, and their IT
equipment.
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7. Reflection
The following chapter deals with the reflection on the managing of the thesis assignment and the
communication with the client and the first examiner. Furthermore, the value of the thesis report to the
tourism industry will be elaborated.

The thesis assignment was introduced by the Regional Development Research Group of Saxion
University of Applied Sciences, represented by Mr. Flooren and Mr. Janssen. In the beginning, regular
personal meetings were held to specify the problem and the approach on how to solve the thesis
assignment. These personal meetings helped me to understand the problem. However, after the first
meeting, | was overwhelmed by all the information and did not understand what the key of the
assignment was. My first examiner helped me to formulate specific questions that | posed to my clients
in order to specify the assignment and to fully understand what they expect from me. After | had posed
the questions, | finally understood the key of the assignment and was able to formulate my thesis
proposal. Another personal meeting took place with the first examiner and one of the clients in order to
discuss the assignment once more. This meeting showed me that | understood the assignment correctly
and that my approach was accepted. However, before that meeting, | was still worried about whether |
was on the right track or not. This showed me that | should be more confident about what | am doing
and to worry less.

Concerning the communication with the first examiner, in my opinion, the communication was
successful. My first examiner was a great help throughout the process by providing valuable feedback.
She did not only give me feedback on what | could improve but also encouraged me in what | was doing.
In the beginning, | was quite sceptical about whether virtual meetings can be successful or not as |
always thought personal meetings are way more productive. However, it turned out that it worked out
well for us. Overall, | would always ask her to be my first examiner again.

Due to the COVID-19 pandemic, there were a lot of restrictions, which enabled me to have more time
for the thesis assignment than expected. | used to work at the Dortmund Airport, however, the air traffic
was almost down and therefore | did not have to work anymore after mid of march. In addition to that,
in Germany, we were not allowed to meet more than one person, and everything was closed. Therefore,
| spend more time than planned on working on the thesis report, which resulted in being far ahead of
the actual planning. However, this is not only caused by the amount of time but also by the good
preparation as | started earlier than the official start of the thesis semester. This did not only incorporate
positive feelings but also negative feelings such as not being on the right track or doing something
wrong. However, when talking with fellow students the feeling could be appeased a little bit but there
was still some fear of not being right. The last few weeks before handing in the thesis report, | efficiently
used for reading over it multiple times and improving parts.

In the beginning, | was scared if | can manage such a large project. Especially because the thesis
assignment was still vague for me when | started with it. It scared me that | did not have a detailed plan
in my head yet as | am usually the person that prefers to directly know what | have to do. However, after
the first meetings with the client and the first examiner, everything became clearer for me and once |
had the thesis proposal defence report nearly done, it went way smoother for me. After that, no big
problems occurred, and working on it became easier. Of course, there were some moments in which
the motivation became less, however, as | am a very disciplined person, | did not stop working on it. In
addition to that, after the meetings with my first examiner, my motivation increased because she
encouraged me in what | have already done.

What | have learned during the thesis semester is to trust myself more, to worry less, and to not always

question myself. If | could repeat my thesis project, | would try to be more confident about what | am
doing and what | am capable of.
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Looking at the value of the thesis report for the tourism industry, it can be stated that it is of great value
for the tourism industry. In the beginning, my clients always mentioned how valuable the assignment
could be for my future, but | did not really believe and understood it until | figured out how common using
a tourist card is at destinations. Tourist cards are a worldwide tool for destinations and already used for
any kind of destination from cities, over islands to whole countries. A tourist card can be seen as a good
tool for DMO’s to stimulate tourism and to gather data about the tourists. The knowledge that | gathered
can be used for other destinations as well, especially looking at what type of tourist cards exist and what
kind of trends and developments are currently happening. This knowledge could be used for
implementing a tourist card in another destination or to easily understand the tourist card of several
destinations. In case another destination would like to implement a tourist card, the information that was
gathered can make a starting point on understanding how a tourist card works and what options of a
tourist card are available. Furthermore, the approach of how the thesis assignment was solved can be
applied to other destinations that would like to introduce a tourist card as well. This knowledge does not
only count for cross-border regions but also for other regions.

In addition to that, the trends and development chapter could make other destinations, that are already
making use of a tourist card, think about making their tourist card more innovative in terms of technology
features. However, the research also showed the importance of implementing something tangible for
marketing purposes and underlines that technology is not only the key to success.

Looking at the amount of literature that is retrievable about tourist cards used in cross-border regions,
the amount is relatively low. Examples of cross-border tourist cards can be found, but no detailed
information about for example how a potential business model could look like. With this thesis report,
additional research on the topic will be provided, which can be of value for the tourism industry as a lot
of cross-border regions exist.
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