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Draft Outline November 2008
I. Goal

The Regional Tourism Portal will be a tool for information sharing, linking regional partners, and promoting cross border tourism products, routes, and sales in South East Europe (SEE). 
The Portal will not replace the national tourism portals/websites; it will compliment (support, promote, enhance) the national portals by allowing “one stop” for customers; facilitating the access to the national portals/websites; and providing regional information/products/services that are not available on the national portals/websites.

The Portal will have two sections: a) external, to serve all targeted customers, visible to every visitor of the Portal; and b) internal—Intranet Portal to serve the tourism industry, visible to members only, password-protected.

The Portal will be implemented using a phased approach in two directions: a) phased implementation with regard to functionality, starting with basic, agreed upon functions and gradually adding sections/modules/functions; and b) phased approach with regard to participation, starting with 1-2 countries and few organizations and gradually adding more countries and organizations.
II. SECTIONS
A. External Portal – visible to any visitor of the Portal
Examples: 

EUROPE a never-ending journey (http://www.visiteurope.com/)

European Quartet One Melody central Europe Four (http://www.european-quartet.com/)
1) Targeted Audience

The proposed targeted audience of the External Portal is following:

· Tourists (individuals, groups, business travelers, diasporas – families, relatives, friends) 

· Public and internal companies that have already presence on the National Portals, linking them on a higher, regional level 
· Tourism-related organizations and companies – both  regional as well as European Union (EU) companies, that are already offering tourism services in the SEE region. There are EU tour operators, airline companies, travel agencies that are selling in the SEE region, for example: Austrian airlines, Nekerman, TUI, Kompas, Jolly travel, Adriatica, ExploreUK. The objective is to serve them as a wholesaler of the region.
· Students as individuals (both international and regional students), including University international exchange programs.  They are specific target market and many of them are willing to study Balkans history, Slavic languages, experience Social work and politics in non EU countries, for example. 
2) Functions

a. The proposed Informational Functions of the External Portal are the following:
· Linking national portals and/or tourism websites of the member countries and organizations 
· Providing information by tourism sectors and categories, for example:  rural, cultural, religious, natural (eco-tourism), historical sites, adventure, sports, discovery, cuisine and wine, etc.
· Providing information on cross border tourism products, routes, packages, and sales
· Providing information on visa procedures, customs regime, cross borders, and exchange rate; as well as advisory on the political, social, and security status in the country/region

· Providing information on transportation at national and regional levels
· Providing information on national and regional tourism policy.
b. The proposed Promotional Functions of the External Portal are the following: 

· Promotion of cross border tourism products, routes (two or more countries), and sales
· Promotion and awareness of tourism specific for each country through links to the national portals
· Design and promotion of tours in more than one country

· Presentation of promotional online and printable brochures, virtual tours, and campaigns/promotional advertisements
· Common marketing campaign.
3) Sections

Proposed Sections of the External Portal are the following:
a. SEE Map and specific country information:

· Static map as a result of the initial implementation and interactive map as a result of a later phase implementation;

· Information about the Balkans (e.g. one page on the geography, history, etc.) 
· Country information (e.g., one page with general information for each country) and country links
b. Where to Go (to be connected to the interactive map as a result of later phase  implementations) – information and links for:

· Country links to national portals and/or tourism websites of the member countries and organizations.

· National parks

· UNESCO heritage

· Art & Culture

· Archeological sites

· Historical sites and Castles

· Religious sites

· Other

· Cross-Border Regional Tourism Products, Routes, & Packages 
· Regional, national, and international tourism activities and ‘how to get there’.
c. What to Do (to be connected to the interactive map as a result of later phase implementations) – information and links for:

· Sport & Recreation (e.g. skiing, hiking and climbing, water sports, biking and cycling, etc.)
· Eco-tourism (e.g. visits to national parks, beaches, flora and fauna, etc.)
· Cuisine & Wine (e.g. tours to vineyards, popular restaurants, culinary classes, etc.)
· Art & Culture (e.g. visits to UNESCO Heritage Sites, castles and forts, religious/pilgrimage sites, archeological sites, theater/opera/concert programs and/or links, etc.)
· Cross-Border Regional Tourism Products, Routes, & Packages.
d. How to Travel (to be connected to the interactive map as a result of later phase implementations) – information and links for:
· Visa procedures, customs regime, cross borders & location of border checkpoints, crossing borders by car, train or plane; exchange rate

· Advisory on the political, social, and security status in the country/region
· Transportation at national and regional levels 
· National and regional tourism policy

· Dress code and customs, including a section on ‘What Not to Do’.
e. Accommodations

· Links to participating members (as a result of the initial implementation)
· Tool(s) for making reservations and sales (for potential implementation in later phases):
· Online booking and online orders—reference (links) to real time online booking systems on the partnering national tourism portals and websites
· Online booking and online orders for regional tourism products, routes, and packages

· Online payment solution via secure access (if needed, at later stages of the online sales)
f. Promotions (static during the initial implementation and dynamic, e.g. virtual tours, during later phase implementations):
· Promotional Videos

· Virtual Tours

· Online and Printable Brochures
· Cross Border Regional Tourism Products, Routes, & Packages
g. General Sections (as a result of the initial implementation):
· Presenting the Portal in various languages, i.e. English, the members’ languages, and other selected languages (in English as a result of the initial implementation, in members’ languages as a result of later phase implementations)
· “About the Portal”; “Contact us”; “Customer feedback”; “News & Events”, and other standard portal/websites sections 

· Links to standard tourism-related websites like Weather; World Clock - Time Zones; Countries’ Calling Codes; Currency Converters; Travel Warnings; Foreign Embassies websites in participating countries (if available), and other. 
B. Internal Portal – for the tourism industry, visible to members only, password-protected
1) Targeted Audience

The proposed targeted audience of the Internal Portal is following:
· Tourism-related organizations and companies 
· Public administrations and local authorities in the SEE region
· USAID/Missions and Donor Organizations

2) Functions

a. The proposed Informational Functions of the Internal Portal are the following:

· Providing links to tourism- and business-related websites and documents

· Sharing information on USAID and other donors’ and organizations’ projects in SEE
· Presenting regional ‘Best Practices’ in order to learn and facilitate information-exchange
· Providing information on regional and international initiatives, activities, and events (for example, trade fairs, exhibitions) and on viable regional business opportunities
· Presenting B2B (Business to Business) opportunities and activities, including job opportunities, for example exchange and sharing of workforce for seasonal needs 

· Presenting  B2C (Business to Consumers) opportunities and activities in the region
· Providing information on national and regional “Authentic Quality Mark” standards for small accommodations that represent authentic, diverse, and original offers for visitors and support businesses in improving quality of services and competitiveness; information on quality assessments and licensing system; on a Code of Practice for the Quality Mark
· Providing information on tourism-related human capacity building opportunity in the region.

b. Proposed Promotional Functions of the Internal Portal are the following: 

· Promotion, brand, and sells of the actual Quality Mark to the small accommodations; promote the importance to have the customers’ feedback on the QM certified accommodations and other aspects of the brand
· Promotion of the Regional, National Portals, services provided by members, regional tourism-related events, sales, etc.
3) Sections

Proposed Sections of the Internal Portal are the following:
a. Reports & Statistics (as a result of the initial implementation)
· Links to tourism-related reports & documents - for example, World Tourism Organization (WTO), European Commission (EC), World Economic Forum (WEF), etc.
· Reports & Statistics concerning SEE countries
· Press & Media - tourism related press & media clippings published in any of the member countries
b. Tourism Legislation & Standards (as a result of the initial implementation)
· Links to country-specific legislation, legal standards, and compliance mechanisms

· Links to country-specific tourism standards, articles, reports, etc. 

c. SEE Tourism Fairs/Exhibitions/Workshops (as a result of the initial implementation)
· Events with dates, organizations, agendas, presentations, conclusions
· Trade fairs/exhibitions’ partnering

d. Regional Tourism Projects (as a result of the initial implementation)
· Projects’ overview, organizations engaged, activities, results, status, lessons learned
· Ongoing Project(s) -  project documentation, including draft work and announcements; online discussion group(s) for the participating tourism-related companies, donor(s), and government organizations on project-related issues, partnership, collaboration and coordination
e. Quality Mark (QM) (as a result of the initial implementation)
· National and Regional “Authentic Quality Mark” standards for small accommodations, QM Code of Practice, quality assessments and licensing system
· Promotion, brand, and sell the actual Quality Mark to the small accommodations

· Information on customers’ feedback on the QM certified accommodations and other aspects of the brand
· Information/link to a pool of consultants and assessors for the regional QM
f. Cross Border Tourism (as a result of the initial implementation)
· Cross Border Products, Routes, Packages, Sales
· Online discussion forum on creating cross border products, routes, packages; itineraries; logistical issues; marketing; partnership; sales solutions; experience and feedback from customers 
· Information on cross border opportunities, offers, collaborative efforts 

· Online regional tourism discussion group(s) on exchanging ideas and best practices, organizing study tours and tourism-related workshops in the region; establishing regional coalitions based on areas of mutual interests

g. Capacity Building & Job Offerings (as a result of the initial implementation)
· Information on workforce skills, education, and training 

· Opportunities for/access to online training
· Information on & access to certification opportunities and processes in the sector
· Information on needed & offered job positions during high-demand tourism seasons in the region, including contact information
· Online dialog on cooperation opportunities in the areas of education, training, and promotion
h. Marketing (as a result of the initial implementation)
· Members’ Advertisements by categories, regional offers and demands, transport (sharing) services, guides (sharing) services, etc.
· Information on Sales – sales deals, templates, status (open/closed)

· Online dialog on creating & implementing regional marketing plans; proposals for marketing campaigns; Search Engine Optimization for the Regional Portal 

i. Virtual Regional Tourism Center (as a result of later phase implementations)
· Customer Relationship Management – a database of contact and profile information, as well as business partners and their offers
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