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“Tourism

is the most narrated visual encounter ever in the world,
enabling us to get to know ourselves

in the reflection of the social and the natural environment

in which we are immersed.”

Gabor Bodis,
Transdanube Travel Stories, Closure Conference, Linz
24. November, 2022
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Abstract

This doctoral thesis brings together two areas: Tourism and Design. The dominant conceptual
backbone of the merger is the Learning process that is present in both fields. For new
destinations, such as the Ipoly Valley that have not yet been invented and which, due to their
geographical location, cannot be developed within the traditional administrative framework, the
TLA as a tourism learning area is an organisational model. Design can support this model with
the tools of design-thinking. And Learning as a shared intersection between Tourism and
Design can position the place through branding based on relevant product portfolios as well
as earlier and existing narratives that will be developed in the future. What is also special about
this scientific thesis is that it leaves room for the visualisation of science, given that narratives

are not only textual, but can also be visual narratives.

The role of design in the day-to-day practice of tourism destination management is a complex
challenge, as it concerns the planning of processes, the approach to activities, the details of
collaborative and engaging work, as well as strategic thinking, positioning and, last but not
least, branding and related communication. The mapping and modelling of competencies, the
creation process and the types of tourism products will ultimately lead beyond the theoretical
solutions of the future-proof destination design to the formulation and logical sequencing of
practical steps. The development of visitor and service experience routes and value chains, with
the brand as the connecting link, should be considered together. The sectors present in tourism's
service set are successfully applying creative and innovative solutions to segmentation and
positioning, which are most tangible in human and likeable narratives. The brand, as a
community of meanings, is able to connect the stakeholders and actors of the backstage and the
front stage. The triple unity and interconnection of internal and partnered external management,
marketing communication, the tourist destination as a place and its interfaces are unthinkable
without the complementarity of design and co-design - this is what the practice of service design

teaches us.

This dissertation explores the dimensions of the micro-destination in question, the Ipoly Valley,
and examines what makes its narrative exciting and complete for today's visitor. The research
questions also focus on the visibility, presentability and management of a region that is not
geographically homogeneous and is not balanced in its services. It examines whether a tourism
product structure can be assigned to a destination thus framed, based on the meaningful use of

leisure time and the varied use of the landscape, both in terms of motivation and responsibility.
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Kivonat

Jelen doktori értekezés két teriiletet fog Ossze: a Turizmust és a Dizajnt. E kapcsolat
meghataroz6 fogalmi gerincét a mindkét teriileten jelen 1évo Tanulasi folyamat adja. Az olyan
Uj desztinaciok szamara, mint az Ipolymente, amelyeket még nem hoztak létre, és amelyek
foldrajzi elhelyezkedésiik miatt nem fejleszthetok a hagyomanyos adminisztrativ keretek
kozott, a TLA mint turisztikai kisérleti, vagy tanulasi teriilet alkalmas szervezeti modell lehet.
A dizajn a dizajn-gondolkodas eszkozeivel tamogathatja ezt a modellt. A Tanulas pedig a
Turizmus és a Dizajn k6z0s metszéspontjain keresztiil pozicionalja is a teret egy relevans
termékportfolion, valamint a jovoben kialakitand6, a korabbi és a meglévé narrativakon
nyugvo markaépitéssel. Egyedisége ennek az értekezésnek, hogy teret enged a tudomany-

vizualizacionak, ugyanis a narrativak nem csupan szovegesek, de képi narrativak is lehetnek.

A design szerepe a turisztikai desztindciomenedzsment mindennapi gyakorlatdban Gsszetett
kihivas, mivel a folyamatok tervezését, a tevékenységek megkozelitését, az egyiittmiikddés €s
a bevond munka részleteit, valamint a stratégiai gondolkodast, a poziciondldst €s nem
utolsdsorban a markaépitést, valamint a kapcsolodé kommunikaciot érinti. A kompetenciak, az
alkotasi folyamat és a turisztikai termékek tipusainak feltérképezése és modellezése végso
soron a jovOképes desztinacidtervezés elméleti megoldasain tal a gyakorlati 1épések
megfogalmazasahoz ¢és logikus egymadsutanisagahoz vezet. A latogatdi és szolgaltatasi
¢lményutvonalak €s értéklancok fejlesztését, a markaval, mint 6sszekoté kapoccsal egytitt kell
figyelembe venni. A turizmus szolgéltatdskészletében jelen 1évd d4gazatok sikeresen
alkalmazzdk a szegmentacidé és poziciondlds kreativ és innovativ megoldésait, amelyek
leginkabb az emberi és szerethetd narrativakban valnak kézzelfoghatovd. A marka, mint
jelentéskozosség, képes 0sszekdtni a szinpad mogotti, illetve a szinpadon szerepldk érdekeltjeit.
A belso és a kiilso partnerség gondozasa, a marketingkommunikacio, a turisztikai desztinaciod
mint hely és annak érintkezési pontjainak meghatarozasa elképzelhetetlenek a dizajn és az

egylitt-tervezés komplementaritasa nélkiil - erre tanit benniinket a service design gyakorlata.

Jelen disszertacio feltarja az Ipolymente dimenzioit, vizsgalja, hogy mitdl lehet izgalmas annak
narrativaja a ma latogatojanak. Kutatoi kérdései nyoman egy foldrajzilag kozel sem egységes,
szolgaltatasaiban sem kiegyensulyozott mikro-térség ismertségére, bemutathatosagara ¢és
menedzsmentjére is fokuszal. Vizsgalja, hogy egy keretbe foglalt térhez rendelhet6-e olyan
turisztikai ~ termékstruktra, amely mind motivacidés szintjeiben, mind pedig

felelosségteljességében a szabadidd tartalmas eltdltésére €s a valtozatos tajhasznalatra épiil.
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Objectives

The fundamental professional, scientific and academic, but a certainly practical goal of the
author is to influence the daily and operational work at local and regional levels of tourism
communication and branding in Hungary in the sense that destinations can effectively plan
and design their communication both horizontally and vertically. Thus, the Danube itself is
linked to the theme as a horizontal macro-entity, and the most renowned and practised experts
have been involved in its interpretation for tourism. The Ipoly Valley, as a transversal micro-
destination, provides the vertical perspective, which the author has based on the stake-holders

of the space concerned.

Generally speaking, in the course of any Learning process, we start with the questions: what,
how and why. This dissertation draws on this triad of learning questions by associating the
interdependent process of Expression, Representation and Involvement with the Information-,

Experience- and Capacity-Design challenges and roles of Tourism destinations.

By looking at the whole process and the points of integration, and thus reach their target groups
with the right segmentation and narratives, embedded in the principles of sustainability, the
main mission is to gain higher and wider professional recognition in this area as a tourism
developer and researcher, to be able to further invent, adapt as well as interpret intellectual
approaches and models.

To have a soft and gentle approach of treating rivers as female creatures, the author does
the same with the Danube. The geographical space of the analysis is partially the Danube
herself and partially the Danube Bend with one of the possible entry points in focus: the Ipoly
Valley. The complete and concise understanding of design in the Hungarian tourism sector is
still in its infancy or better to say early stage. In international contexts, however, design - a
design-oriented approach and thinking - is already evident at many points and levels (in
strategies, concepts, master plans, physical environment design, urbanism, impact assessments,
environmental studies, etc.). Design in other words is not just about graphics, images and visual
communications, but also it is about some more holistic processes in which stakeholders are
involved (Haskett, 2005).

The primary goal of the research is to find answers to the question of how to generate a
story, what makes a story new but systemic, interesting and appealing, what gives it its

unigqueness.
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I. INTRODUCTION

1.0 THE RELEVANCE OF THE TOPIC

Tourism (A) is the area where the encounter between the visitor and the host societies comes
to the sharp end (of the knife), as the English say. The destination's value proposition can be
made more effective and attractive through Design (C). Both tourism and design involve
Learning as a process. And in learning, we formulate questions, and the questions are answered
by stories: textual and visual narratives. Narratives build the Brand and the brand Positions
the Destination (B) in terms of Future-proofness (Figure 1). From this perspective, it is of

paramount importance to examine the context of narratives first.

future-proof position

(A) [roumsnt foesion] (C)

?
wrism concepts LEARNING design-thinkin/

® branding g

competitiveness | interface

communication

DESTINATION

sustainability experience design

narratives

Figure 1: Visual merging of key areas of the dissertation (own design)

The relevance of the topic is also given by the fact that in a broader interpretation of the present
area, there are congested points, such as the Danube Bend, and future, larger-scale
developments are expected there, compared to which the Ipoly Valley could be an alternative,
soft or relief area, if this is clearly reflected in its new and energizing narratives. The topic is
also relevant from the point of view that, after the Pandemic, visitors and destinations are
looking for those types of tourism products that can be used individually, as a community,
physically and mentally, and at the same time develop in their responsibility and future-
awareness. It can be deduced from these that it is worthwhile to examine the triple environment
of destinations (Figure 15): nature, society and the economy, and to group the narratives in the

same way (Figure 3).
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1.1 The narrative context

The interest of the investigated area is confirmed by the earlier and current narratives related to
it. The author examined the context of the narratives in accordance with the research goals.
Considering that the stories associated with the Ipoly Valley occur in quite a large number both
in the scientific literature and in the press of the time, it is reasonable to group the narratives as
it appears later in point 2.3 (Figure 3). The drama of the narrative context is conveyed by the
keywords assigned to each branch by the author: Extremety, Conflicts and Frames, and the
words that are typed in bold. In relation to these three directions or contexts (environment,

society, economy), the author formulates his research areas or questions in Chapters 11 and I11.
1.1.1 Environmental narratives

The examined area is actually an area of contrasts, which is why the destination brand design
approach based on the contrast outlined later in point 3.4 will be relevant. The contrast emerges
when comparing both the flow of water and its extremity, and the topography of the
mountainous areas on the Hungarian side and the flat areas on the Slovakian side. Talking about
hydrology, the Ipoly is a river with an extreme flow. The difference between the lowest and
the highest water level can be up to 10 times, and the difference in water flow can be up to 500
times (Mike, 1969). The area is geomorphologically colourful, too, so its wildlife is more
diverse than average. In the mosaic-shaped areal layout, communities and the fauna represent
a significant added value: the birds fly along the river as a "green highway" (Nagy, 2004). The
characteristics of the Ipoly and its flood plain have been shaping the natural - and in this case
the universal - face of the area for centuries. Early spring and summer floods covered the
discharge areas with fertile mud, thanks to which the "white grass” (Stipa in Latin) could be
mowed twice a year (Vit, 1992). The area was particularly suitable, and partly is today, for
fishing, grazing, hay collection, the production of reeds, cattails, rushes, berry bushes and fruit

trees.
1.1.2 Societal narratives

To start with a really interesting story, | am referring to the fact that in the 19th century, almost
all settlements operated mills in in the area, on the river itself, 17. The millers were opposed to
any kind of riverbed regulation, and even it sometimes led to serious interest-driven conflicts
(Mike, 1991). A change was brought about by the Ipoly becoming a border river from 1947. In
the strictly guarded border strip, bridges and mills had to be demolished. However, this made

some positive effects on the natural environment.
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Examining the social narratives, it is beneficial to broaden our vision since the destination of
this study is located within a geographic boundary, which is a state border. Hungary is a small
country in terms of area, but the number of neighbours is quite high in comparison. So, it does
matter what kind of connections and bilateral agreements the country concludes (Ritecz—Sallai,
1999). This is still the case today, mostly thanks to visitors’ behavioural patterns, which are
presented in point 5.3. People living along the border line, no matter how common their space,
language and cultural roots are, as time progresses, the distance between the groups living on
both sides of the border increases (Figure 2), especially if it is politically motivated. These
become their mental boundaries. The ‘we / us’ and the ‘they / them” are created (centripetal
orientation) as differentiating motifs, and one group my come up with stereotypes when
referring to its neighbours. (Houtum, 1997). What's more, this phenomenon even affects
identity, since as long as there is no clear or political boundary between the societies, the

regional or local identity is stronger than the national identity.

EU development projects, such as INTERREG prefer crossing borders, so the regional approach
strengthens the localhood identity, which also has a good effect on communal cohesion. The
rightmost rectangle in the illustration shows new internal spatial movements due to the opened
border, as well as movements across the border line. This research suggests narratives and brand
concepts based on the given openness, exploring the effects and possibilities in the region. The
relevance of the topic is therefore also given by the fact that we are talking about the
development of a specific, cross-border micro-region in the territory of the EU, where internal

points can be involved and further developed thanks to the openness of the border.

Q 5
3 / &
=1 < / 3
5 ]\ =
o
A YA K
3 o
: W [~
z / L
= o
5 /\ ]
g
/ / )
:
Border as The effect of The effect of
dividing line closed border open border

Figure 2: The centripetal effect of closed borders and the open cross-border flows
(sources: Heigl, 1978; Janssen (2000); Laine (2008); adapted own design)

17



1.1.3 Economic narratives

The utilization of the natural features of the area is still worth considering, and due to its beauty,
it could be a great tourist attraction (Ruzsinné—G. T6th, 2013). The river is more a decoration
of the landscape and reflects the way of looking at nature in which it is worth as much as it
brings direct economic benefits. In the past, the direct value use (exploitation) of the river was
provided by fishing, water mills, or reed harvesting. As soon as it was regulated or became an
international political border river, it lost its natural identity and the tourism opportunities are
still waiting to be explored (under-exploitation) and made viable (in an operational frame).
Organizational development has emerged in many forms, and there are official organizations
operating in the region now, which seek to unite economic actors and make them cooperate.
One of the organizations is the Ipolymente-Borzsony Nature Park Association (IBN, 2007),
established in 2003 with the participation of 13 settlements, civil organizations, businesses and
individuals in Hungary. Its goal is the harmonized development of the region's economy and
the creation of a nature park on the Slovakian side. The accession of Slovakia and Hungary to
the EU brought many opportunities, favourable initiatives are the projects implemented within
the framework of INTERREG, for example the creation of artificial fish ladders used by many
fish species (Papanek, 2012). Cross-border economic development organizations are reviving
previously broken relationships. One of the successful forms of cooperation is the so-called
European Grouping for Territorial Cooperation, EGTC for short, such as Pontibus, which
supported this research. Linked to social narratives, one of the most drastic consequences of the
delineation of the Trianon borders was the separation of families, relatives, friends, neighbours,
acquaintances, that is, people from each other (FPKNM, 2020). The attached illustration (Figure
3) shows that, in addition to social conditions, geographical conditions also played a role in the
appearance of non-official economic relations and processes. The Ipoly is not a wooded
boundary line, and it was more difficult to guard it in the past. This also contributed to the
emergence and strengthening of the often-risky smuggling (Zalabai, 1988). “Often, the river
bed is so low that in the evening twilight black pepper and pearl button smugglers can escape
duty-free through the unfortunate Trianon border with stuffed sacks on their backs” (KU, 1937).
The inhabitants of the border settlements wore the Czech Bata shoes, which was not a rare
phenomenon at the time (LL, 1938). Double ownership also contributed to illegal trade. By
marking the border lines, the lands of some farmers were also divided into two. They could stay
on both sides with a permit and move freely. Those who worked for them after 1920, who were

also smugglers, of course, received a border card to cross (EE, 1969).

18



Exploitation

Cooperation Smuggling
Frames
Official Non-official
Economic
narratives

Connections Ipoly V?lley Diversity
narratives
Geographic . B Green
baiindapias Socle_tal Environmental fithoay
narratives narratives
Conflicts Extremity
Mental White
boundaries grass
Interests Hydrology and
topography
Stereotypes Uniformity

Figure 3: Environmental, social and economic narratives around the Ipoly Valley
based on the Economic, social and natural nexus of tourism sustainability

(source: Farjami, 2019; own design)
1.2 The learning and design context
1.2.1 Tourist learning

Here the author refers back to his own statement shared in the very beginning of his dissertation:
“Tourism is the most narrated visual encounter ever in the world, enabling us to get to know
ourselves in the reflection of the social and the natural environment in which we are immersed.”
Tourism is often an integral part of learning. On the one hand, visitors are able to acquire new
and new knowledge very actively, on the other hand, they learn passively by simply comparing
or just observing calmly (Gossling, 2017). Visitors experience new natural or man-made
physical and social environments in business and leisure contexts (Hall, 2005; Pearce—Lee,
2005), through the processes of visual consumption based on impressions (Urry, 1995). This
raises the issues about how tourism shapes the understanding of sustainability in destinations.
In order to be able to interpret a visitation from the context of the learning process (that is, the

discovery), it is worth examining the relevant design theories as well.
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It is widely recognised that learning means more than formal education, and that learning in
less constrained situations and environments contributes as much to an individual's
development as the knowledge acquired in the school system. While it is true that there are
many forms of lifelong learning, travel to unknown and discoverable places provides one of the
most useful ways of acquiring practical knowledge (Broomhall-Pitman—Majocha—McEwan,
2010). It has also been found that the learning process can support the motivation to travel
(Crompton, 1979). In fact, if we interpret this relationship in a marketing sense, one of the pull
factors is the desire to learn, which can be fulfilled by visiting a place. Likewise, and here we
can also refer to the adventure tourism product portfolio (Figures 9 and 11), the author cited
earlier identifies discovery as one of the determinant motives in the personal development of
an individual. The association of learning processes with tourism is therefore not without
foundation, and there is a growing body of literature that identifies elements in the process of

tourist learning that complete the roles and tasks of learning.

Researchers have also found that experience itself has a new kind of economic offering that is
stronger and more valuable, but different in many aspects, from the tangible products or less
tangible services. These studies suggest that visitors are looking for experiences that are
memorable, engaging, personal, sensational and even transformative, enhancing their
personalities and resilience (Pine—Gilmore, 1999). The context of adventure tourism, to which

the author of this thesis refers at several points, is therefore relevant.

There is, however, a significant further aspect of the learning process that emerges from this
topic, and that is the assessment of learning as a process that constructs meanings. The
definition of the meaning community or community of values is given prominence in this work
in passage 4.1. Learning scientists and studies confirm that the human mind creates and
constructs values in a very unique way (Bransford—Brown—Cocking, 2000). Knowledge is not
created in the human brain like a toolbox, where you place each tool on the right box or shelf.
Contrary to this, knowledge and experience are scattered and stored in a distributed way
(Gazzaniga—Ivry—Mangum, 2002). When necessary, in today's language on-demand, these
scattered elements are ignited, assembled and constructed. The memories and reports do not
only refer to the moment and place just experienced, but consist of many areas and previous
experiences. The higher the degree of the meaning creation is, the greater the satisfaction is,
and the construction of meanings is directly related to personal identity and development (Falk,
2009). Thanks to these, we can design the experiences (Chapter 4.0, more precisely Point 4.3.5)
and are able to modify the learning processes via exploration with design concepts.
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1.2.2 Universal design for learning

Universal Design for Learning (UDL) is a framework to improve and optimize teaching and
learning (information and experience value exchange) for all people based on scientific insights
(destination managers) into how humans (visitors) learn. The reasoning is organized around the
most basic question words (What, How, Why). It really matters how the management of the
place designs the information and content. UDL describes information design as a system of
representation tools: What = multiple means of representation. In the case of destinations,
this means the set of values that is important for the community, authentic and new for the
visitor, i.e. one of the brand-building elements. Continuing the thought process with the next
brand element, the identity, in the same system, the question of how is the creation of narratives
and the delivery of stories to the consumer through appropriate languages, visuals and channels:
How = multiple means of expression and action. In the field of destination work, this is called
visitor experience route design. Finally, when we talk about capacity design, our main question-
word will be the why. Who and why identifies him- or herself with a place or an attraction,
what is the degree and level of involvement and fascination. It is possible to relieve the visitor
load and stress at certain points of the space, if the management does not invite everyone, but
those who want to have a deeper experience and live it. Analysing this learning process, we call
it the Why = multiple means of engagement. In the table below, the author provides a
preliminary overview of where the tourism design placed in the learning context appears in later

chapters and paragraphs (Figure 26).

Chart 1: UDL categories and their references in the dissertation

WHAT - Multiple means of representation Placement in later chapters
Information design Examples

Language and symbols 133,32,34

Perception 2.2,23,51,6.1

Comprehension 4.2.2,53,7.2

HOW — Multiple means of action and expression Placement in later chapters
Experience route design Examples

Navigation and orientation 4.1

Communication 5.3

Functions and emotions 5.4

WHY — Multiple means of engagement Placement in later chapters
Capacity design Examples

Motivation and challenge optimization 5.2

Individual interests, tailor-made programmes 7.2

Communal interests, collaborative programmes 75

21



1.2.3 The importance of storytelling

The importance of narratives (stories told) and their motivational effects can perhaps be
understood the best through films. In the context of film tourism, several studies (Mitev—
Irimias—Michalko, 2018) investigate the motivations for visiting the locations of certain stories
and narratives. Story-taking, such as reading, film watching, audio listening (Gerrig, 1993) can
be compared to the travel experience. The traveller is removed from his/her original, everyday
world and, upon arriving in another world, which may be a world of fantasy, is influenced by
factors that, upon his/her return, result in a slightly changed self. This process is described in
the literature as transport, the individual or individuals involved are the passengers who have
been transported. This is the narrative transport.

It is also well known, and we can experience it every day, that the marketing profession in
general, and within it the field of tourism marketing, builds on existing myths and stories or
constructs new ones in order to achieve its sales objectives (Levy, 1981). Storytelling is a great
way to experience a tourist itinerary or route and to understand the local attractions and cultural
values. However, storytelling does not just happen, it needs to be designed, in fact, the
destination development project itself can have a story, which is fundamentally determined by

its vision and mission.

There is a kind of conceptual difference between narratives and stories, even though sometimes
we do not separate the two concepts. A narrative is usually a more comprehensive concept or
description, a sequence of events. Narrative in sociology also receives a different interpretation
than in tourism or in storytelling. Stories can evoke emotions and reactions, stories have a
beginning, a body, and an end. There can be twists, surprises, and mystery in the story
(Moscardo, 2020). Therefore, when | talk about narratives, stories have a place in them just like
other means of expressing value, such as a colour, a material, a pattern, a single word, or
situations that somehow but partially affect our senses. It is also worth examining which are the

aspects of competence-based (Figure 4) storytelling in tourism (Woodside—Martin, 2015):

e different consumption experiences can also have different stories: know (Point 4.2.3);

o the visitors tell about their unforgettable experiences: show (Point 3.4);

e visitors often repeat stories that have been told to them and built on clear
segmentation: know how (Point 5.3);

e the visitor can place himself or herself in the story, experience it and act accordingly:
do (Point 4.1).

22



1.3 The tourism and design context

Design is a more holistic concept and toolkit that makes sense in several areas. Smaller-scale,
but even more significant transformations can be carried out by design (Volgger—Erschbamer—

Pechlaner, 2021). Products, such as those related to adventure tourism, are transformative.
1.3.1 Competence needs in destination design

The development of a tourism area, whether small or large, domestic or cross-border, requires
unquestionable professional preparation, conscious action, an open attitude, analytical and
logical thinking, and even creativity. The author considers this as a starting point, using the
competency pyramid (Rocha, 2016), now put into a competence-based approach that makes it
valid in the field of tourist visitations. The present dissertation guides the reader, the assessor,
through three defining levels, indicated by the initial three letters of the alphabet. The (A)
designation labels the visitor, the (B) designation stands for the organisation, management - in
certain cases the service providers - and finally (C) is the design, marketing, branding levels.
Generally speaking, when it comes to tourism or destination design, in our professional way of
thinking, we move from novice to expert. We get higher and higher from the basic competences
of Recall or retrieval and Analysis (knows), giving us an understanding of the needs and
behaviours of visitors and segments of the tourism sector, to the levels of Understanding and
Identification, the ability to evaluate and group data, phenomena, and the ability to see the how
(knows how) through good practices and other experiences. This type of division correlates

with the previously discussed narrative groups, in which we also included visitor expressions.

Logical thinking: value chain creation
'f
%i Creativity: proposal and situational awareness

Zz
%
‘%/ Interpretation: comparison and mapping

d’% Evaluation: reasoning and objectivity

DESIGN

MANAGEMENT
Identification: national, international examples

s
%
% Understanding: actors and relations

VISITOR

©®e

Novice

Figure 4: The multiple layers of destination design competences
(source: Rocha, 2016; altered own design)
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Once we are able to overview the systems of connections and relationships, which is
undoubtedly the first step in proactively implementing a management approach, we move closer
to branding as well as design-led thinking, by developing our knowledge, skills and attitudes.
Evaluation and different mapping and comparison methods will strengthen our expressiveness
and Interpretation (shows), in order to take action in an effective, competitive and sustainable
way to meet the practical challenges of everyday life. Creativity, situational awareness and
rapid reactions are now skills that provide solutions in unexpected situations, in the knowledge
that we have alternatives, value-based chains of experiences, planned visitor and service
systems — in Logical orders. The (does) is therefore the highest level of thematic tourism
itinerary development programmes, as we need to guide visitors not only in the physical space
but also in their minds, connecting them emotionally to the place, in which the theme, the brand,
the branding can deliver the messages and promises in a concise and digestible way (see also

the semi structured in-depth interview questions in Chapter 8).
1.3.2 Overview of the process of destination design
The flow chart (Figure 5) outlines the logic and the conceptual multi-channel backbone of

destination design, using the same colours and labels as the previous pyramid (Figure 4).

DECONSTRUCTION MAPPING CONCEPTIONAL RECONSTRUCTION / DESIGN

o (o N _ ©)
New Tourism Tourism New Tourism
understanding networking modelling
CONTEXT O 8 O

7]
c
Visitor Visitor Visitor . bt
characteristics experiences experience design Tourlsn’?. >
community -
VISITOR @ O C of meanings i
w
-
—
<
SERVICES O O O MANAGEMENT
Visitor Service Service Tourism

experience design interface

- /

segmentation \cummunicatian /

Figure 5: Destination design flow to sustainable development (own design)

The Context (top level) contributes to the exploration and design of tourism and related
systems. Level (A) remains the Visitor level, in which we are moving from the left box to the
central one, from the characteristics to the experiences. The Services or management level is
the lowest one, providing the foundation for segmentation, communication, contents and

narratives: altogether the design of experiential journeys, reaching the total management sphere
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(B). The process that describes the interpretation of values (community of meanings) are given
by (C), the model approach in the Design box. Following the boxes from Deconstruction
(understanding in detail), the context is interpreted in the box marked with the word Mapping,

while the Conceptualisation box provides the creative steps.
1.3.3 Key features of competitiveness

Several models summarise the competitiveness of tourist destinations. One of the best known,
and admittedly the most complex, is the multi-level interpretation of the Competitiveness and
Sustainability of Destinations (Crouch—Ritchie, 1999), which in everyday practice cannot be
presented to decision-makers or stakeholders who want to shape the future of a municipality or

a region. What they are looking for some tangible answers to are the following:

e We have got the values, but how to show them to the public (involvement/address)?

e What are the values that attract visitors and sufficiently express the identity of our
community (representation/inspiration)?

e How can visitors actively spend their time here, how can they be involved in the area's
atmosphere, flow and offer (competition/dynamism)?

e How can our area be differentiated and identified from others, possibly similar, areas
in the market, what will make people visit us from time to time

(character/followability)?

From the above consideration, the so-called "Qualifying and Amplifying Determinants” level
from the cited model, the selection of the image, the recognition and the brand element, i.e. the
character and face of the area, can be paramount. Continuing this logic, from the "Destination
Policy" level, the author now highlights the competitive and collaborative element, which is
essential for competitiveness and dynamism. From the level of "Core Resources", we can move
on to the level of "Supporting Factors”, choosing values, their summarisation and
representation, and from there to the most important of these: accessibility and addressing.
Having completed this filtering and simplifying process, we are able to suggest what our

destination is all about.

In this sense, no question that it is favourable if a product, a product group or a bundle of
services has a living face, a character or influencer (Zak—Hasprova, 2019). A competitive
athlete is able to present and recall (from the competence of reacall to the competence of
interpretation - as they are stated in Figure 4) the goals he or she has set for himself or herself

in terms of positioning and narrative creation, even for a regional management, faster and more
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effectively because of his or her familiarity. What Péter Galambos, two-time European
champion, five-time World Cup winner, rower on the Danube (Vac), suggests (in the pictures
of Figure 6) is the sufficiency for the competitiveness of destinations. Of course, now the
objectives are simplified. “Future-proofing your business means turning it into an Athletic
Organisation” said Tom Cheesewright during the first hit of the pandemic (Cheesewright,
2020). He Has got a character which is followable, likeable, kind, engaging, casual and
successful. Addresses, engages the viewers, not only looking at them, but also he is sharing his
success, indicating that he has achieved his goal. The crest on his jersey Represents and
expresses his belonging, his identification with the values that symbolise the world, his home,
his distinction, inspiring people nearby. We can see that he Competes, he understands what
competition is about, he is dynamic, but he also can relax, slow down, recharge and enjoy
himself. Technology is now providing a figurative way for ordinary people to express their

preferable, advantageous, competitive and distinctive, honest and personal qualities.

/

““’
character

1 . >

Followable '

N

\

Hasgot a
character

]

' Represents

Figure 6: Destination competitiveness represented by an athlete (own design)

While unattainable models and influencers are just points of alignment in our lives, a more
humble means of self-expression, avatar solutions mask weaknesses, simplify appearance, give
people their own characteristics (Kim—Sundar, 2012). To make an event more likeable and
recallable, to make it more relatable to visitors, we have long used the function of the main
patron, the mascot, or the thoughts of a historical figure, a writer, a poet or an artist. Moreover,
this concept also supports some kind of value interpretation for FMCG products, think of
Mozart balls or Walt Disney's parks with Mickey Mouse. But the Loch Ness Lake could not be
as well-known without the perhaps non-existent character called Nessie the monster, just as

Mount Pilatus overlooking Lucerne in Switzerland has got a red dragon figure.
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The idea and practice of employing a prominent and well-known figure is not at all new, as
Brussels has been using the Tintin figure for 30 years. Many street corners and firewalls feature
one or other of the story's characters from the Franco-Belgian comic strip, and even decorate

metro stations with some scenes of the story. Visit Brussels put the figure onto the official

tourist map covers as well (Figure 7).

Figure 7: Destination communication built upon the character of Tintin
(source: www.tintin.com/en/news/5731/, 2023)

In the case of tourist reception areas, having an attractive character means benefits, because the
visitor perspective is looking for attractiveness, while the service provider perspective is
looking for competitiveness. This therefore qualifies the task as dual, this is why quite a wide
range of models dealing with Tourist Destination Competitiveness and Attractiveness (TDCA)
provides a rainbow of portfolios (Vengesayi, 2003). As modelled by the just-cited specialist,
branding actually does not only connect the desire of attractiveness and objective of
competitiveness, but it is the cornerstone, or better to say, the first stepping stone of what a
destination sets as strategic goals: having an attractive image, having satisfied visitors, and a
running successful and efficient organization. Stepping back a little bit, competitiveness has
recently become a popular term in the most diverse fields of social sciences. Getting insight
into the professional literature, there is an endless number of competitiveness compositions.
Factors determining the competitiveness of products and services, companies, countries and

regions, as wells as organisations are the subject of research (Chikan—Czako, 2007).

The common magnitude of the concepts is the future-consciousness: if something is
competitive, it has elements that successful market presence can be built on long haul (Somogyi,
2009). If we want to adapt all this into the language of tourism, then we are obviously talking
about the competitiveness of destinations. A tourist destination is competitive if its offer of
experiences is able to be renewed continuously, to ensure long-term well-being and to enforce

the principle of sustainability (Sziva, 2009).
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Il. RESEARCH TOPIC & LITERATURE REVIEW
2.0 PROBLEM IDENTIFICATION

Some attempts have been made to explore the tourism potential of the micro-region discussed.
This is obviously due to the fact that, on the one hand, despite the geographical diversity of the
area, it is somewhat backward and unknown in the shadow of the Danube Bend, and on the
other hand, the cultural links rooted in the Hungarian language and customs due to its borderless
accessibility today are interesting. These two conditions continue to inspire those who live in

the region, those who think about its development and the author of this study.

The author of the thesis draws the research question areas on the triple guiding thread already
introduced in the previous paragraph (Point 1.2.2) in the context of exploratory learning
processes, which is the ultimate driver of tourism, and design. These are indicated in italics at
the end of each point below. The research focuses on three strategic problem areas, and follow
the Expression—Representation—Involvement conceptual spine derived from Universal

Design for Learning, namely:

e Research problem area 1, Expression: Multiple means of expression and action;
e Research problem area 2, Representation: Multiple means of representation;

e Research problem area 3, Involvement: Multiple means of involvement.

Can design empower Can a destination Can stakeholders
the visibility, thus framed integrate future
presentation and be associated with developments in the
management of a tourism product area covered by the
non-homogeneous alternatives framework into a
region, which is based on rating system that
unbalanced in its motivation, supports tourism
services, multimodality and information,
by creating a responsibility experience route and
framework? and narratives? capacity designs?

Expression » Representation » Involvement

Figure 8: Research problem areas visualized (own design)

It is important to note that the concepts indicated in the lower blue band, which symbolize

learning, start from the beginning after taking the last step and returning to the very first one.

28



2.1 The positioning context

“An idealised river, renowned throughout the world via the melodies of Johann Strauss,
the Danube can hardly complain of a lack of publicity and all the familiar clichés. But
such overriding impressions also distort insight into deeper associations, into an
understanding of this European river that should go far beyond the heady whirl of the
waltz, Vienna, wine, the Wachau, and Sisi, the tragic Empress Elisabeth of celluloid
fame. It relates to the many borders, cross-border tales and narratives propagating

tourist programmes and the motivation to travel through multiple countries.”
Georg Steiner, Visit Linz

In this paragraph, the author outlines the interconnected model-type system of tourism. The
included tourism products or fields are as follows: active tourism, cultural tourism, religious
tourism, city tourism, retreat tourism, extreme tourism (just to name a couple of them) - referred
to collectively as adventure tourism. On the one hand, adventure tourism is very complex, but
on the other hand, it is also interesting in its relationship and synergy with other tourism
products. Extending Maslow's pyramid of needs (Maslow, 2003), the aspects ranging from the
individual to society, as well as physical and mental involvement, leading to the responsible
thinking about tourism that is so desirable today are explored in detail (Figure 9). It is embedded

in the evolution of tourism (Figures 18 and 32).

Adventure tourism is thus in the middle and at the top, which also means that it is inextricably
linked to the tourism products defined at the levels below. However, other factors should also
be taken into account. The individual-community-society relationship can be superimposed on
the left-hand side of the pyramid of tourism products, as well as the triple relationship of
physical, mental and responsibility contexts. In meeting our physiological needs, it is the
individual and our physical, bodily tolerance and capacity to perform that are more decisive.
The horizon is widening as other actors enter into this system of needs. First, just another
person, a partner, then a closer circle of friends, a community, and finally the society. As the
physical needs are met, emotional relationships become dominant, while at the same time
conscious, spiritual needs emerge. Moving comfortably in a spiritual and emotional (religious,
cultural) environment, and then realising oneself in it, the goal that society recognises, is share

responsibility, the expression of one’s sensitivity and care.

The seemingly selfish and singular motivation of adventure tourism, to overcome physical

obstacles or coping with the challenges is now being expanded. It is also a question of

29



discovering our own intellectual limits, of achieving the fullest self-awareness and even of
taking responsibility in a community, which can be satisfied by a range of tourism products.
What they all have in common is that adventure, the spirit of adventure, and therefore adventure
tourism, can be understood or at least traced at all levels. The diagram is a simple illustration

(the relevant tourism products are shown in their shortened form for clarity at points.

Responsible
Tourism

Pilgrimages

Festivals
MICE Tourism

Active Tourism

/  ADVENTURETOURISM \

Figure 9: Placement of adventure tourism in the tourism product system
(concept, design and editing by Bodis, 2019;
sources: Maslow, 2003; Puczké—Rdtz, 1998, Michalko, 2012)

This model (Bodis, 2019) distinguishes three levels. Beyond the needs, capabilities are defined
in the diagram, and at the bottom, active tourism products are placed to exploit or strengthen
individual/physical carrying capacities. Next is the level of community/spiritual or attachment
and emotional capacities, where the tourist participates in the programmes along some kind of
community-definable theme. They move from the rural to the urban, from the party to the
scientific, to the point of committing to a value system and increasingly embracing it. It is more
than a city stroll to make a purposeful cultural discovery, and even to make a pilgrimage to a
place is as much a test of physical fitness as it is a test of the need to express our spiritual
belonging in community. At the highest level of the model is the level of appreciation in which
the individual can gain the recognition of the community, achieve his or her goals and thus also
of the self. This is done by not only exploiting the values of the community or society in an

increasingly broad sense, but also by building on them, caring for them, taking some
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responsibility for the future. Green/ecotourism, which is based on an active approach that
preserves and conserves cultural and natural values, should be placed on this level, as should
heritage tourism, which is also promoted by sustainable tourism.

The logos around the simplified triangular system (Figure 10) are thematic tourism products
and itineraries (Bike Transalp, RijnWaalpad, SacraVelo, GreenVelo, Iron Curtain Trail,
Mozart-Radweg, Weinvirtel and the Hungarian Thermal Bike Route) which, in terms of
content, are strong brands in the market, incorporating a number of complementary tourism

product groups or elements, thus offering a complex promise and satisfaction.
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Figure 10: Placement of adventure tourism in the tourism product system with examples

(concept, design and editing by Bédis, 2019)

The adventure tourism context of tourism along the Danube outlines the triple desire that the
destination can offer visitors, by satisfying them, feelings of their encounter, identification and
fulfilment. We have already seen how much the power of character is crucial (Figures 6 and 7),
but the key to overall success lies in storytelling, where the values are more easily identified
with / by the visitors, and even their own stories, in the process of being conveyed, becomes

memorable.

The ultimate goal of the author of the dissertation is to discuss sustainable forms of tourism and
their practical implementation. All of the experiences available to us compares or associates the
natural environment with alternative tourism products. From the available researches and
studies (David—Ambrus, 2010) it can be deduced that the more we move towards the alternative

direction on the palette of tourist products (toward the top of the pyramid of adventure tourism),
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the more sustainability and harmony with nature increases. It is obviously clear that there are
creative and innovative colleagues who also want to graphically illustrate the range of adventure
tourism-related products. Eva Téoth (Figure 9) shows this when she places the area of sustainable
tourism within the field of mass tourism, presenting ecotourism more narrowly. It makes us
realize that the natural side and the social side are both important, there is a transition between
mass services and opportunities that can be experienced more deeply on an individual basis,
see nature tourism and cultural tourism. Both of these lead to ecotourism (Téth, 2015). The self-
developed pyramid, which the author of this dissertation presents at the beginning of the chapter
(Figure 9), classifies tourism products more finely, the individual and the community appear in

it, the needs and motivation levels, as well as the interoperability, prevail.

Beauty Eco

TOURISM

Awareness Cultural

Mass Tourism

Esteem Adventure

Sustainable Tourism

Trekking tourism

Appreciation

Business and MICE

Cultural tourism
Belonging

Visiting Friends and Relatives

Safety

Health and Wellness

Physical relaxation

Leisure

Figure 11: The position of ecotourism within the sector of tourism
and the pyramid of needs related to tourism
(sources: Toth, 2015; Aubert, 2012; own design, partially adopted)

Tourists often spend only a few days in selected destinations, which are mainly reached by
plane and/or car. Sustainable methods and efforts to exploit the huge tourism potential are
limited, and there is a lack of networking between different tourist destinations, which would
increase the tourism importance of the Danube region. Thanks to the Transdanube Travel
Stories project (TDTS, 2023), the initiative was to promote the development in this direction
by further developing European adventure and cultural routes and by creating other networks
represented in the project. Storytelling is part of positioning, as the message of the destination
should be placed in the minds of shoppers or future travellers. Storytelling, creating narratives
is an increasingly popular means of communication in tourism. Stories inspire and help weaving
dreams towards our next travel destination. Stories can fly us anywhere around the world. How

to be good at destination marketing to tell stories? The next paragraph discovers it.
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2.2 Destination vision, mission and objectives

Articulating the vision and mission is an important and fundamental part of strategic planning,
where the marketer, together with the managers and owners of the development company, will
create the vision, mission and brand strategy. This task, which at first sight seems simple, is
often challenging for managers, because what is in their heads, and fortunately in most cases
the vision for the future of the project is firm and powerful, is not always clear on paper. So,

look at the concepts of vision, mission and brand strategy now.

A vision is a less tangible statement of what we want to achieve in the future, where we are
going, in what way a project is getting a shape, what the dreams are. The vision should be
inspiring and ambitious. Let DMO professionals dare to dream big, because it is through the
vision that they give purpose, even justification to their developments and investments. "What
are the dreams? What are the hopes?" - These and similar questions are the ones we need to be
able to answer when creating a vision. Think big, because we want to inspire: "What problem
are we solving for the world? Who and what do we want to change, to do differently?" — these
are the initial questions to be raised. An important difference between vision and mission is that
mission is more focused on the present. It answers the question "what are we doing now, in the
present, to achieve the vision." We can ask ourselves questions like "What are we doing? What
is the basis of our business? Whom are we serving, for whom are we developing? How do we
serve them?" If we can articulate the answers to these questions, we will succeed in writing the
mission statement. It is the brand owner's responsibility and task to clearly articulate the brand

strategy.

To build a strong brand, a well thought-out and solid brand strategy is needed, and there are a
number of tools and models for developing it, such as the so-called "brand wheel”, which is the
essence and mapping of the brand strategy, and analyses the brand from aspects such as rational
and emotional brand values, brand personality or the style and tonality of brand communication
(Burkiewicz—Knap—Stefaniuk, 2020). Figure 12 (LF, 2018), and the simplicity and
transparency of the infographic, can be conveyed not only to investors, future partners or even
tourists about the steps of the project, but also the professionals in charge of the development.
In the middle of the illustration there is the vision (‘London First’), and below it the mission
(‘Making London the best place in the world to do business’). The two branches, the two sets
of objectives, run into the middle from two different areas, the hard (growth) on the left, i.e. the
infrastructural approach, and the soft (openness) on the right. In the outline of the destination
management, there can of course be three or even four branches, but they should keep in mind
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the logic and transparency. This sample concept has been implemented by the author in the first
workshop outlining the later series of small group-set project assessment trainings giving source
information for the qualitative moderated focus-group workshop research carried out in the
Ipoly Valley (Figure 13).
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Figure 12: London First, Vision, Missions and Objectives

illustrated on a single sheet of paper as infographics (source: BusinessLDN, 2015)

This kind of storytelling development, or more precisely saying, storytelling design, can
transform the way of thinking and recognise the circular system by which good and consumable
stories are born and constantly evolve. Starting from the values that exist locally, DMO actors
can pick out the special ones, the unique ones, and ask their guests what they represent for them.
So, as it is shown (Figure 14), our starting point will be the visitor (A). From their experiences,
we will be able to design real and relevant stories (C) that can be experienced and made
meaningful by others, and then embed them in marketing (C) through appropriate management
(B) processes. As figure 14 suggests, the process involves a narrowing of the focus by creating
a tailored story for a segmented audience. Going further, we are also narrowing down in terms
of what values are worth presenting, what content is acceptable, likeable and digestible (Fach,
2020). This narrowing down procedure is also a way of expressing the true essence and identity

of a destination.
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The DNA of a place is made up of, shaped by, and moulded by several components: its history,
its people, its communities, its culture, its location, its climate, its natural environment, and last

but not least, its economy (Bakker, 2016).

Ipoly twin destination: positioning & visioning
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Figure 13: Adaptation of the simplified outline of vision-mission-objectives presentation
in the emerging twin, cross-border destination along the river mouth of Ipoly

(sources: Beddcs—Kovdcs, 2022; own research and design)
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Figure 14: Storytelling design circle and a simplified DNS model section
(source: https://www.destq.com.au/__data/assets/pdf file/0003/1337466/destination-think-
redefining-destination-marketing.pdf, 2023)
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2.3 Sustainability and competitiveness

In addition to ensuring that the thematic routes (value chains of stories) to be invented and
developed are sustainable in both designation and operational terms, |1 would like to make a
number of additional points here. It is worth doing so because, at first sight, competition and
development (and | am not using the word 'growth’ here) are at odds with the principle of
conservation, of protection, of maintaining the attractiveness of a landscape or a region over

the long term without overburdening or diluting it (Spangenberg, 2004).

Sustainability in branding means that it should function as a frame (Point 9.5), an organizing
umbrella concept in the processes of preparation, infused into the destination philosophy as well
as in its daily contents, story-generation and communication activities. Sustainability today is

linked to all tourism products, and it goes far beyond eco-tourism or green tourism.

In the tourist destination, which can be a municipality, city, region, country or even a continent,
sustainability has become a broad concept, defined as a goal to minimise or eliminate the
permanent damage to the natural, social and cultural environment. Tourism is no longer just
about travel, economic performance, contribution to GDP, job creation or good use of the
multiplier effect, but about a wider set of relationships. Tourism is undoubtedly well positioned
in economic terms, and in many cases more effectively presented to decision-makers and
investors in the sector, but it is the environmental degradation or impact that is the most negative
feedback. We tend to forget, however, that if it was no mobility-based tourism at all, which is
rooted in the exchange and interpretation of values between societies that are often
geographically distant from one another, heritage protection, the collection and preservation of
cultural assets, and the emergence of the concept of national parks would perhaps not exist
(Aasen, 2022).

This “care of / for tourism” as a whole is the sustainability itself. In 2006, Queensland's tourism
marketing organisation developed a model (Figure 15) illustrating the economy—socio—
nature nexus of tourism in a simple and clear way, with a focus on sustainability (Farjami,
2019). On the three wings of the propeller-like model, the economic goals, the social goals and
finally the natural goals are shown, with tourism sustainability in the hub. A tourist destination
can increase its competitiveness in two different, alternative ways. Either it can develop its
products intensively, making more and more use of the area's resources and seeking to establish

itself in saturating feeding markets, and struggle to remain a pin on the map.
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Economic

goals
- increase visitor spending
- increase husiness revenue

- create jobs
- distribution of profits in the destination

Sustainability
In Tourism

- the conservation of natural treasures
» managing use and impacts

heritage and culture conservation -
infrastructure and service development -

quality of life improvement - - information and education
involvement of the local community - - building partnerships
Societal Environmental
goals goals

Figure 15: The economic, social and natural nexus of tourism sustainability

(source: Farjami, 2019)

Single-destination ¢ Multi-destination

introversion

intensive development
new markets

existing products

turning outwards
non-intensive development
existing markets

new products

« v e .
LI N

Figure 16: Intra- (single-) and Inter- (multi-) destinations (source: Bodis, 2017)

These places can be described as intra- (single) destinations, and generally speaking, they move
little in the direction of sustainable tourism. Another way to increase competitiveness, with the
prospect of a sustainable outcome, is to talk about multi-, multiple- or inter-destinations (Pearce,
1995; Bodis, 2017). In practice, this means creating experience itineraries (experience routes
and packages), interlinked and coordinated communication of the service value chain, adapting

to today's tourism consumption needs and patterns, without aiming at maximising the
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exploitation of resources (Figure 16). Two key words can be identified for the two different
approaches to destination management. In the case of the single one, this is the "measure™, since
a destination typically expresses its competitiveness in terms of metrics: the number of nights
spent, length of stay, the amount of money spent. The other one is the multi-destination
approach, where the aim is networking, relying on each other's resources and understanding
them, so the "understand™ is the key word in this case. In the latter approach, the measurement
tools are different, too, as we are interested in the whys, hows, motivations and satisfaction of
our visitors, and we also want to know to what extent the products of our own destination can
complement (and not replace) the value proposition of the neighbouring area (Chapters 7 and
10).

The transformation of the visitor economy is happening ahead of us, at this very moment
(Figure 18). The exploitation of goods has been followed by the production of goods and then
by the provision of services at higher and higher levels. After the experience on the stage
(destination), something else comes: identification, immersion, small-scale consumption, not
on a mass scale but on a personal scale (Pine-Gilmore, 2011). We can also link the nature of
consumption to each stage of development using keywords (Figure 32): fungible

(commodities), tangible (goods), intangible (services) and memorable (experiences).

* protection of natural assets
Protection + reducing littering
* reducing harmful emissions

. . * protection and transmission of local heritage
Sustainability Respect - respect for the works of past communities
* preservation, but not altered to suit tourist needs only

» express the pride of local communities
Improvement * improving the quality of life in the destination
* developing platforms and touch-points for value transfer

Figure 17: Sustainability pillars (source: Peltier’s, 2019)

Peltier's (2019) research shows that tourists are increasingly aware of and willing to choose
destinations, and within them, attractions and offers where a commitment to sustainable tourism
is visible and supported by explicit and conscious communication. What is less known,
however, is what travellers understand by the concept of greening. The research also shows that
our perception of sustainability now goes far beyond the air pollution' mindset of the past. Most
visitors' impressions, interpretations and statements can be grouped around three main words:
protection, respect and improvement (Figure 17). Sustainability and competitiveness are not

either-or exclusive categories, concepts and objectives.
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Interesting, and not least because of its size and points of conflict, is the situation of the Balaton
Uplands, which have undergone and are undergoing a number of life-quality and milieu, or
well-being related transformations (Ratz—Michalko—Kovacs, 2008) that await the Danube
Bend.

It is enough to look at the investment flows and the preliminary development pace of the priority
tourist regions (Sandor, 2019). In order to avoid reaching the critical points of the situation and
the maximum level of the destination's carrying capacity, I summarize the findings of the

participants of the Tajtéka Landscape Mentoring Programme (T4jtéka, 2023) that | led myself.

Three important things happened during COVID in the Balaton Uplands. In the first wave of
the pandemic, many people decided that curfews were more bearable and that home work and
online education were more manageable in the countryside than in a city apartment. Many
seasonal, weekend homes were filled with residents for six months, a year or longer. A large
influx of people, compared to the few permanent residents in the area, has brought a new
generation of people with new attitudes and ambitions to the local communities. Partly as a
result of this process, and to a large extent because of the decline in foreign travel, demand for
land and property in the Balaton Uplands has increased dramatically in a matter of moments
(HT, 2023).

Previously unknown areas, used for generations only by locals, have become sought-after
investment areas, with prices rising several-fold practically in months. This process, which has
been taking place mostly in the outskirts of villages, has been less controllable because of its
unexpectedness, and its long-term effects on vineyards, pastures and the outskirts of villages
will only become more visible over time. The third important change was in services. The
composition of tourism has changed, with many more visitors coming to the Uplands in addition
to the Balaton coast. The needs were also different: long-term residents expected big-city
services in their daily lives, with the advent of daily menus delivered over long distances, new
healthy meals, coworking and other opportunities. On the other hand, the increasing tourist
influx sought the services of the coast rather than the region's specialities, which had a negative
impact on the well-known central locations of the Lake Balaton region. Local resistance to the
pressures and associated economic impacts previously known only from festivals has so far met
with varying success, as they do not typically affect the 'home' areas of local residents.
However, collective action can create the opportunity to make the region a distinctly different
type of tourism destination, which helps rather than erodes the quality of local life.
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2.4 Newtourism?

Tourism as a sector or industry that has undergone significant changes throughout its history,

which have now led to the emergence of the new tourism (Michalko, 2023).

What is the "new normal™ for the world of travellers in a post-pandemic world? Should we
strive to return to where and how things are and were, where all known vulnerabilities and
shortcomings persist, or is there something better that can be achieved? If we choose the latter,
the question is what it is and how we get there. The Lake Balaton region has seen a strong
development- and profit-driven shift in approach after 2016, but in parallel, or even in excess
of this, the region now needs to change in scale. It must be taken back! And the basic unit of
scale is the local place, the local dweller (localhood). The conceptual evolution towards a switch

in scales is illustrated on a timeline of Figure 18 (see: Figure 16, as well) below:
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Figure 18: Conceptual Evolution of Tourism (own design; source: Bddis, 2023)

There is a growing need and interest to redesign and rethink tourism, and to reduce
unsustainable attitudes and practices. In fact, there is increasing talk of tourism as a
phenomenon that is unthinkable without the internal development of the place, without
understanding and supporting the value-preserving aspirations of local communities, i.e. the
development of the visitor economy is just icing on the cake: it is not enough in itself. We
should add the cherry on top. What is needed, therefore, is a better 'rebuilding' (Sampson, 2020)

and a more conscious 'rewilding' (Hall, 2019) of the ecosystem partially influenced by tourism.
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In mass and active tourism (before the Switch in the era), visitors are beneficiaries of tourist
attractions and services. They contribute to economic or environmental or natural sustainability
in whatever way they can. In contrast, proactive tourism (after the Switch the in era), and in
many cases silent tourism, is a travel activity where visitors plan and research the destination
in advance, its cultural, historical, natural and other features, and aim to promote sustainable
tourism and support local communities (Elkhwesky, 2022). Active or circular and passive or
linear tourism are shown in the illustration, the difference between the two is the scale and

intensity of mass consumption.

Passive (linear) tourism is more focused on the spectacle, the aesthetics and the entertainment,
while active (circular) tourism is characterised by deeper experience, learning and escapism
(Garrod—-Dowell, 2020). In the case of silent tourism, even if the visitor does not necessarily
interact with the local community, the emphasis is on sustainability, respect for nature and the
local environment, discovery of local assets and less environmentally damaging modes of
transport. The proactive tourist does not only travel to see something beautiful, but also seeks
to understand and respect the culture, traditions and values of the destination. Proactive tourism
focuses on working with local communities and sustainable tourism, balancing the traveller's
experience with the preservation of local culture and the natural environment. Proactive tourism
IS a more sustainable and responsible form of tourism development that strengthens the link
between visitors and the destination and promotes positive interaction between tourism

activities and the quality of life of local communities.

e Fast / over-tourism: “Associated with the traditional package holiday, well-known
holiday resorts and famous tourist attractions, many areas both benefit and suffer at the
hands of mass tourism” (source: https://tourismteacher.com/mass-tourism/).

e Slow tourism: “An emerging tourism trend that serves as an antidote to some of the
negative aspects of mass tourism. At the same time, slow tourism places a strong
emphasis on sustainability, engagement with local culture, and fully appreciating travel
experiences” (source: https://www.revfine.com/slow-tourism/).

e Small tourism: “Local entrepreneur-oriented, sensitive to the environment, socio-
cultural structure, can be realized gradually in the long term aims to make the
interactions between nature-human, environment and tourism activities beneficial
which aims to protect the ecological system balances, keep the dynamic impact to a
minimum and support moderate economic development” (source: https://www.igi-

global.com/dictionary/covid-19-and-alternative-tourism/100521).
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Let me refer back to Figure 18, which also shows three dividing lines. The first is the Switch
in mindset. The National Strategy for Tourism Development 2030 in Hungary, adopted in
2017, is the basic document defining the objectives and instruments of public tourism
management up to 2030, which is the basis for a change in the approach (or mindset) to tourism.
By identifying the main points of intervention and setting strategic goals, it defines the tasks of
the state in the sector in the short, medium and long term, and allocate the appropriate means,
resources and institutional arrangements to achieve these objectives (MTU, 2023). An online
business magazine (Uzletem, 2022) introduced the concept of data-driven tourism with the
headline: A Switch in the era in the history of Hungarian tourism with the introduction of
National Tourism Data Centre (NTAK). The MTU's Deputy Director General for Marketing
and Communications said, "The introduction NTAK was a watershed in the history of
Hungarian tourism, which laid the foundation for data-driven sector management and enabled
us to make decisions based on concrete, up-to-date, comprehensive data rather than intuition.
Data-driven sector management is one of the key pillars of the Hungarian tourism strategy,
which will fundamentally determine the development of the sector up to 2030 and beyond”.
The founder of the Hungary NEXT country-branding-workshop, examined tourism from the
perspective of what has changed and adapted in recent times, and what is needed to be
considered for new tourism. A change of mindset and attitude have already taken place in
tourism, but it is no longer enough. The way, tourism has been practiced so far is unsustainable,
and many think tanks and development workshops, including Hungary NEXT, are at the
forefront of the process, saying that tourism needs a Switch in scales (Markamonitor, 2022).
Related to the above illustrated changes, the paradigm of the so-called Transformation
Economy, where change itself and the conditions for creating change play a role. The changing
landscape and the rethinking of values can be understood and rethought by using models
(Brand-Rocchi, 2011).

Figure 18 shows the steps of conceptual evolution of Tourism, so we can see the evolving
relationship between the representative of the guest society, i.e. the visitor and the
representative of the host society, i.e. the local, and the depth of the encounter, indicated by the
presence or absence of arrowheads. While in Linear (Global) Tourism the relationship remains
superficial, tourism services that are becoming localised initially bring only quality fulfillment
and relaxation to visitors, but as we move forward, locals also understand the real value of the
encounter, as indicated by the two-way arrows. Circular (Regional or Local) Tourism, or

network-based tourism and the use of space already takes into account the limitations of
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substitute product development (or replacement), opening up the destination view outwards,
offering complementary places and services in an interoperable and meaningful territorial
unit (Figure 18).

Although the tourist seasons are getting longer thanks to the increasingly colourful services, the
Balaton Uplands are not yet a year-round dumping ground for visitors. In the smaller
settlements, even the most basic types of services, such as the use of toilets, are sometimes
unavailable to visitors during the off-season. The seasonal opening hours of local catering
establishments are, of course, determined by economic considerations. A vicious circle is
created by the fluctuating presence of services and visitors. If a locality is struggling to meet
basic needs, it will have few visitors, and if it has few visitors, it will not be economical to
maintain basic services. More forward-thinking and those with a good knowledge of the area

can create the conditions to make it a year-round destination.

In addition, it should be remembered that the dynamics of the Balaton Uplands depend to a
large extent on landscape management and thus, of course, on the seasons. At different times
of the year, processes take place at different speeds and the priorities of a given municipality,
as well as those of the local population, are different. All in all, visitors may not always be a
priority.

Within the framework of destination tourism, global approaches are increasingly being pushed
into the background, and the role of place - where we live or what we visit - is becoming more
prominent. This is where multicultural societies meet, where we immerse ourselves in the
beauty of the landscape. Place is a unit, a scale of tourism that needs to be managed in a more
holistic way. Information design, design of movement or experience itineraries (visitor
experience route design) and capacity design need to be integrated into everyday preparation
and decision-making routines (Figure 26). A not merely functional and not over-intensive use
of our resources lies in a synergistic combination of local values and opportunities, which
implies a more open, future-oriented (Chapter 6), local mindset and then lays the foundations
for the promise of a year-round experience.

In Hungary, the official tourism sector management continues to see the future in investment
and optimal financial sustainability. It aims to develop tourism products by increasing the
number and quality of tourism products, which are more and more modern and meet all needs,
and by increasing capacities to stimulate consumption. The main aim is to fill the large

investments already made with well-paying visitors, even if it does induce over-tourism at
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certain points. It is neither sensitive to impact studies, nor environmental damage, because it
only superficially or not at all reconciles the interests of local people, both socially and
environmentally. “Lake Balaton is the largest freshwater lake in Central Europe. In addition to
its natural value, it is the second most popular tourism destination in Hungary, after Budapest.
Due to the high vulnerability of the lake to climate change, coordinated environmental, climate
mitigation and tourism development measures are very important in order to ensure that Lake

Balaton and the surrounding area could receive the utmost protection” (Boka, 2020).

By contrast, the definition of future-oriented and scalable tourism is not one of continuous and
intensive growth, nor even of meeting consumer needs as perfectly as possible, but of taking
account of the carrying capacity of destinations. This means that tourists do not own the place
where they come to stay. It belongs to the local cultural and ecological community, which the
visitor the right to ask to see and which the 'proud colony' will reveal to him or her if he or she
does not go there in massive flocks but shows a deep interest, devotes quality time and interacts
with it in a positive way. Paying for the service should no longer be enough: the guest and the

host should be given the opportunity to be pampered.

For the actors that are part of the tourism network (Figure 24), the long-term questions to
consider are: how can the region be active all year round and how can well-functioning local

and regional cooperation be developed?

It is important to have prepared and dynamic hosts for the Lake Balaton as well as the Danube
Bend regions. There is no doubt that tourism requires management on both the demand and the
supply side. It is necessary to manage visitors, to understand their needs, to communicate with
potential and already arrived customers. There is a need for stronger cooperation and more
effective destination management, serving the needs of residents first and foremost, and
enabling real cooperation with businesses and all stakeholders on the basis of a common
agenda. This also requires a significant change in attitudes and behaviour on the receiving end.
Stronger destination management needs a new mandate based on community engagement
(bottom-up, Point 7.1), new skills and data to understand the full impact of tourism, new tools
to develop the capacity of local SMEs and inclusive procurement practices, and new ideas
(workshops, Point 8.3) and tools to manage the growth of the visitor economy. And most
importantly, new financing mechanisms are needed to protect destination assets and invest in

new products and sustainable infrastructure.
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Branding (detailed in the next main chapter of the dissertation) is also an important component
of these processes. A brand is cohesive and can and should be referred to as a reference point.
An attractive and unique tourism brand is an umbrella, and certainly good at three things.
Adaptive: it can change and adapt, even become a trendsetter (Point 6.1). Cooperative: it feeds
on synergies, not only because of the finite nature of its own resources or the growing need for
sustainability, but also because of the scarcity of external support systems. Incubates: educates
and embraces, going beyond intensive investment development to profitable plant scale through
its alternative, green, community, engaging, small-scale solutions offering original experiences.
The birth of such a brand, growing not for itself, strengthens and defines the community's
values-based identity, communication and messages. These considerations are already in line
with some postmodern approaches. The restoration of an aesthetic approach, with a particular
focus on the linguistic and symbolic aspects of human life, emphasises the role of visuality and

spectacle, recognising the importance of subjective experience (Mitev—Horvath, 2008).

The filtering and selection of branding values (Figure 58) is important to ensure that there is
one or two elements that do not exist anywhere else that can identify the area and the route as
an identity. And the promise sells, narrates the place. If we are looking for identity, we can
involve the public, the visitors. And the message should be ordinary but bite-sized, something
that the target audience can digest. The root of branding is to understand what your customers
and visitors think of a place, what they associate with the area, its products and attractions. The
framework of the vision, which can be filled in with daily practical tasks, should be provided
by the visitor management and the content by the locals. The task for the Danube Bend and the
Balaton Uplands and the smaller regions within it is therefore to define, through dialogue and
cooperation, a common path from which both residents and visitors can benefit, and contribute
to the survival and development of the landscape, the built environment and local traditions.
They must also take the necessary steps together and with a shared awareness, for example in
workshops. Workshopping is like learning to ride a bicycle. There is no blue-print recipe: one’s
knowledge cannot be directly transferred to another. “The only way is through the slow and
often painful process of trial and error. This type of knowledge is a crucial element in

innumerable skills vital to firms and particularly important in design practice” (Haskett, 2009).

The next chapter deals with Branding, as a connection between Tourism and Design, and in
the relationship between Narratives and a future-proof Position. In this sense, it became the

focus of the content geometry of the dissertation (refer back to Figure 1).
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3.0 BRANDING

3.1 Brand building in general

Oscar Wild's advice: "Be yourself, everyone else is taken." This is also true for tourist
destinations. We live in a visual society, we communicate with photos and other visual media,

in fact, images can help us focus on things and relations that are hidden or considered to be less

significant. It is especially true in the fields of art, but in terms of a place, too (Ziircher, 2020).
The visual power of images is known to be high, but sometimes they need a few words to
reinforce them: this is called the main message, the mission, the "mission statement”, in other

words. Brand elements make up the brand instrument to be the actor of differentiation. While

the product can be developed and it is necessary to add something new from time to time to
extend its market presence, the images of the product or service may evolve on their own, in
ways that we cannot necessarily influence, in a good or even undesirable direction. A brand is
more than just a product: not only is it a message, not only a set of images that makes a place

for itself in people's minds, but also it is a serious work, a conscious construction. People very

rarely buy products or services alone. What they buy is the brand. “In today's marketplace,
customers reject that authority and no longer buy products only - they purchase experiences.
They join brands. If you're not clued into this already, it's time to push your business's reset
button on your positioning in the marketplace” (Bigos, 2022). Brands give value, they feel the
benefits outweigh the costs. In these benefits, the emotional side is as important as the
functional (Point 5.4). Content is the real "currency" these days, we create content, we share
content, we even have the content manager status. What is more, in marketing we are also

familiar with the concept of customer-generated content: the communication that a guest or

visitor makes with his or her own circle of acquaintances by sharing a picture of a selfie-point,
instead of the attraction host’s. The content occurs everywhere, whether it is a theme trail, a
museum or an adventure park. Content becomes an experience when the customer can identify

it, can see him- or herself within it, can experience it, and even more, can invent it.

A reference back to the research problem areas outlined in Point 2.0, are listed to showcase the
functional relevance of branding (key expressions underlined above) in the major topic

discussion:

e Expression: focus on things and relations, actor of differentiation, evolve, give value
¢ Representation: reinforce, mission, message, conscious construction, experiences

e Involvement: people’s mind, join brands, create / share, customer-generated, invent
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3.2 Branding components: Value—Ildentity—Promise

In practice, this triple makes sense when a local community defines it, and often filters its values
and authenticity with external professional guidance in such a way as to formulate its
competitive promise to visitors by giving it a characterful identity. The topic of Value
Proposition Design (in Chapter 10) presents the group workshop methodology, its advantages,

which the author used in the Ipoly Valley region, based on this threefold division.

e Value (expression): What means ‘everything’ (valuable to have and show) for the local

community is only ‘something’ (valuable to see and experience) for the latecomers, to
visitors who come for a short visit, if using relevant techniques by the destination
management.

e Identity (representation): We need to break out of the mainstream (Figure 37), with

courage, creativity, often pushing boundaries, to be able to identify the place with its
distinctive, truly representative, authentic as well as thrilling value.

e Promise (involvement): Only a service coupled with a lasting experience has a chance

of becoming a lasting memory, a promise made in the narrative that can be fulfilled and

experienced by the visitor.

Promise Identity

CHICAGO HISTORY BOWL

What Chicago story should we tell?

 SHARE YOURIDEA

Figure 19: Branding composition (source: Fuller, 2013) and destination marketing

promotion examples from Salzburg (value), Chicago (identity) and Australia (promise)
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Figure 19 clearly shows what the building blocks of a brand are, the triple bottom line that we
need to think about when we talk about branding (Fuller, 2013). Values come first, because
they are local and special, and they are why the visitor sets out to discover. The filtering and
selection of values is important so that there is one or two elements that do not exist anywhere
else, that can identify the area, the route (Figure 58). And the promise sells, narrates the place.
One of the values of Salzburg is that it is the birthplace of Silent Night, the most famous
Christmas carol. The name of the settlement may not at all reveal the promise that the values
hold or what is marketable today. From this point of view, it is the choice of core value (Unique
Selling Point or Proposition) that the story or brand is rooted in gives Stille Nacht Land its
appeal. If we are searching for identity, we can involve the public, as the Chicago History
Museum has done (Huffington, 2013). In the first round, the CHM asked for any and all ideas
that were relevant to Chicago and a "family friendly" museum. In the second round, the museum
staff was evaluated the votes and narrowed the list to the top 16 ideas. The public then voted in
single-elimination brackets whittling the contenders down to the top eight, and then the final
four before an ultimate winner was chosen. And the promise (Thrillist, 2019) should be ordinary
but bite-sized, something that the target audience (Australia) can absorb. The Australia
campaign for the UK market was able to make a splash because it used common, every-day,
yet surprising, words that at first glance seem like slang (‘bloody hell”) in a campaign, but which

are part of a household or even everyday life when reacting to success, Sorrow or surprise.
3.3 Branding in Tourism

A tourist destination, whether it is a city, a small municipality, a region, a cross-border
cooperation, a country in an even broader sense, or a thematic route in a narrower sense, can
only achieve its goals if it does not only present its attractive and unique visual world, in other
words its profile, with clever slogans and narratives, but also if it creates a system behind. Using
the VICE model of destinations (Worthington, 2011) as a basis, branding should be conscious
and sustainable, planned for the long term (Figure 20). The values of local communities (letter
C in the before cited models) should be presented in a way that is understandable and even
relevant to the promises and value propositions for visitors (letter V in the VICE model) who
visit them, most of whom may come as ambassadors of their cultures. DMOs do not need to
put everything in the shop window at every point, only what is relevant there and then. By
displaying a chain of values and guiding the guests through them, the identity can be shown in
a good and non-intrusive way. It is essential that we do not mislead the guest, not to give them

indecipherable information, and that what we serve (represented by letter | (investors) in the
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model) is professionally done. This model, however, is more complete than the original VICE
approach, although it retains the main actors. The environment marked by the letter E, which
occasionally swaps places with the visitor marked by the letter V in various tourism
interpretations, is placed in the middle. The diagram (Figure 20) here used, further breaks down
the overlapping of the set drawn by the assemblers. In the common domain of locals and
visitors, there is the relationship and experience, and in the relationship defined by visitor and
investor, there is management and branding. The third intersection of this type of environment
is the shared domain of locals and entrepreneurs, i.e. sustainable business and destination.
Social impact and shared profit are at the heart of the diagram. This logic will be further
developed with the concept of the Community of Meanings (Figure 24). The social impact
shown in the middle of the figure fits in with the mission of social campaigns, which can also
be seen in tourism. These campaigns warn, inform, educate, encourage, influence and support

target groups to change their future behaviour patterns (Peattie—Peattie, 2003).

This is the case with the name of a settlement in runic script (‘rovasiras’ in Hungarian), which
has been marked out following a competition, or the forced Hungarian name, which might be
thought as a mysterious cultural or gastronomic mission. The brand of the city of Lenti is a

good practice (Turizmus.com, 2019).
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Figure 20: Tourism branding composition (own design, source: English Tourist Board and
Tourism Management Institute, 2003, p. 6.) and the brand implementation of Lenti (source:
Turizmus.com, 2019)
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The recipe is to break out of the mainstream, with courage and creativity in the design process
(Dorst—Cross, 2001), often pushing the boundaries. At the same time, simplicity is essential (a
few words, geometric elements), a story supported by character (human, child, animal), which
is not ordinary and boring, but bite-sized. A destination may also need influencers, a kind of
brand myth-making: the experience itself is not enough, there should also be some mystique
and well-followed, desirable patterns. Graphic design requirements are exceeded, there is no
question that only professional creations should appear, but the attention is drawn to the need
for consistency, strict image constraints, and the need to think systematically, to link the brand
to its sub-brands (brand hierarchy), to its environment and to national communication

guidelines, in an autonomous way (Chapter 7).

In the end, a tourism brand should be a well-engraved brain tattoo (Post, 2004), an icon that
inspires empathy, fills you with optimism, is born after experimentation and, last but not least,
sparkles in a way that the visitor, the tourist, gives it a personal meaning, which meets the
meanings consciously selected from the host society's set of historic and or natural values
(Chapter 4.1 and Figures 56, 58).

A successful tourism brand operates with several of the following characteristics (Bodis, 2018):

e It tells astory, but it doesn't tell everything: lets the customers work, involves their
brain, or physically forces them go out to explore an area to get an answer or solution;

e Itisclearly segmented: not only according to the current and average practices: it is
either designed for “the everyone” or it is articulated within the good old ““child-adult-
retired” breakdown - but it is based on real lifestyles and situations, e.g. by assigning
classic, explore and trendy categories (Figure 36);

e ltisincluded in real and imaginary scenarios: there should be a pattern and a
solution in a given situation;

e Accessible and easy: helps to understand abstract meanings, in a simple and clear
way, but it is:

e Deceptive and a little mysterious, too;

e Engages all the senses: it operates with colours, shapes, patterns, textures and sounds;

e Plays, provokes, stimulates and unleashes the visitor.

A brand is good when it does not communicate the cold figures and facts, achievements or
numbers, but immerses the visitor in a specific context: the built, natural and cultural

environments.
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3.4 Destination Branding

Professionals tend to initiate from the aspect of the visitor, but the locals are equally important.
Every tourism researcher and expert will have a different way of summarising what tourists are
looking for today. Three things would certainly be on any of their lists: view, story and
identification or livelihood. By grouping the needs and expanding this list, it is possible to
clarify the definition of "what are they looking for?" with the contrast-choice-surprise triad. |

will use this triad again in the next chapter (Point 4.2).

Chart 2: Contrast, choice and surprise branding pillar features

Contrast Choice Surprise
mystery impact on the senses intimacy
view / sight story / narrative identification / livelihood
future, dream, icon, sounds, tastes, smells, empathy, play, cuteness,
inspiration, going beyond touches, imaginations loyalty, involvement

The main motif of Vienna's tourism promotion campaigns (Der Standard, 2020) was based on
contrast even before COVID-19, with negative Trip Advisor comments on individual
attractions being selected from thousands of satisfied entries. The DMO did not delete or deny
them, but gave the photo of the boat on the Old Danube and the couple in it, one star out of five,
and the comment "boooring". At this, everyone picks up their heads and continues to read the
poster or the banner that says "Who decides what you like? Discover your own Vienna. Now
and forever." Surprise is part of the composition, but so is choice and variety, as not one but a
dozen well-known points of interest and attractions returned in the campaign. In order to rebuild
tourism, the Austrian capital had launched a major marketing campaign entitled "Wien ist eine
Weltreise wert", or "Vienna is worth a world tour". The aim was to reach out to travellers who,
after a long period of isolation, would like to get out and about, but do it nearby. The key
message was based on the "8 days around the world" (not 80!) story, that you don't have to
travel far to see a lot of beauty. In Vienna, we were able to experience Venice at the Dogenhof,
Athens at the Temple of Theseus, or Japan at the Peace Stupa, all within an average journey of
half an hour. There's surprise, choice and contrast again. Look at the "Travel builds bridges'
campaign from Austria, sending a message to the country of Hungary. Once again, there is the
character Norbert from Graz, who invites the Hungarians to visit him with a picture of the Buda
Castle district next to the Austrian logo. This campaign is specifically targeted at the Central
and Eastern European countries, with the Czech, Romanian and Slovakian markets dominating
in addition to Hungary (Figure 21). Balazs Gyémant, one of the Hungarian travel bloggers, said

that this campaign should have been in marketing textbooks (Gyémant, 2020).
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So who
decides
what
you like?

VIENNA

Von Japan
nach Russland
in unter
35 Minuten.

Wien st eine Weltreise wert

.Olyan j6, hogy ujra Magyarorszagra utazhattam.
Milyen j6 lesz téged is vendégil
latni nalunk Ausztriaban.”

Noxtw? Grapdod

Figure 21: Contrast-Choice-Surprise triad in Austrian destination campaigns

(source: Bassa-Bddis, 2023)
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When branding a destination, there are other elements to bear in mind. One of them is
represented by the brand of Kerkaland, the sister-brand of Lenti (Kerkaland, 2021), as it was
the legitimate expectation of the client and the tender, and no less of the visitor, that it should
fit in with the previously composed Lenti tourism brand (Figure 20), both in terms of colour
and geometry, in order to clarify and simplify the content and geographical connections in the
mind of the visitor (Figure 22). Another aspect in the design of destination branding is content
matching, which I will illustrate through the example of the Vasi-Hegyhat Nature Park (VHN,
2021). The brief provided the four themes, which are: winery (grapes), nature (leaf), hiking
(compass) and communities, crafts (fire). The images show that the graphics of the four
distinctive and decodable colour areas can be interwoven into a capital letter H (standing for
the mountain ridge called Hegyhat) and can be applied on different surfaces and situations. e.g.
local jam’s label (Figure 22).

e

Vasi-Hegyhat -
Naturpark

Figure 22: Further implementations of destination brands

- Kerkaland is in line with the Lenti city brand, Vasi Hegyhdat is put on a local produce —
(sources: Kerkaland, 2021; VHN, 2021)

3.5 Best practices

Positioning the tourism destination is a primary objective of marketing and branding, but it is
also worth positioning the brand itself: this means determining the platforms and professional
communities in which it will be visible and increasingly known. The launch of a new brand in
a small town is half the battle, but a second step must be taken to position the brand not just
among towns and cities, not just in the minds of visitors, but also in the minds of those who
have the highest level of marketing and communication expertise. It therefore makes a huge
difference whether we are talking about an innovative, highly innovative visual and
organisational system based on local motifs and attractions, or the kind of answers that are
mostly heard locally: “Well, we have done away with that, too”, - but with a sun-dappled, hill-

flooded, dull and empty creation.
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It is essential that the creative professionals feel belongingness towards the work, can see it as
good practice, and this can be guaranteed if the work is not entrusted to a self-appointed,
moderately qualified, certainly enthusiastic, not surprisngly with many mistakes; but to
acknowledged professionals. DMOs certainly have to dig deeper into their wallets, but it is
worth it, because it is not every year or two that the decision-making body realises that it has
approved something that is rather embarrassing, even though a municipality could flash its new
brand. From a practical point of view, a well-positioned brand also means that the local
government behind it can demonstrate cohesion, local acceptance, local performance and a
strong capacity to increase its advocacy. The image and brand of the city of Kaposvar, created
by Miklés Kiss, unites the features of the iconic buildings of the main square in the K-letter
(Pleskovics, 2020). It defines a distinct destination-colour and extends the visual world to
Rippl-Ronai products, which make the city's communication surfaces, the city's message and

the merchandising product range wider, unique, fresh, original and qualitative (Figure 23).

Eisenstadt.
Die kleinste
Grofistadt der Welt.

TAD

= ||
— = —

Figure 23: Further implementations of destination brands (own selection)
If a village is about to generate tourism, but has no exciting, exploratory landscape or
waterfront, and is particularly poor in history and attractions, it is worth looking at the wider
environment. This is what the small town of Oberwart in Burgenland did when it found a tourist

breakthrough and specialisation in its border (the Hungarian) location. This is shopping tourism,
based on both the Hungarian and Austrian markets. As a backdrop, its historic coat of arms,
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with a guard keeping us away from the settlement, magnifies the initial letter, highlighting it,
referring to the Burgenland emblem and its central street layout. This example also ties in with
the value chain idea discussed earlier on: it retains its previous dark blue base colour, common
to the region, while harmonising the circles. In all of its sub-brands and visual identity, the
Oberwart uses the simplified geometric O. The simplified look is in vogue today, and the use
of geometric shapes is a very plastic application. Eisenstadt's new and fresh image is also in
line with this concept (Figure 23).

3.6 The composition of Tourism and Design with Branding

Branding (Figure 1) is the integrative connecting force of the previously processed Tourism
topics and the following Design areas. The human experience, which can also be outlined as a
learning process inherent in tourism, and one of the most prominent motivational forces that
trigger travel, is related to the human environment and senses. The presentation of four areas
of human behaviour-based perception (Tussyadiah, 2017) listed in bullet points below
supplement the existence of needs or demands during the visit and learning experience with the
tool system and theoretical foundation of the design. Practice shows that design can bring these
four visitor behavioural areas together, as marketing is more successful and the reach is more

complete if they can be influenced together. The next chapter deals with design for this reason.

e Abstract (above-the-head) recognition of a place
via brands, taglines, narratives, stories, meanings, values, value-chains, messages,
stories and promises:
refer to Figures 19 and 22;
e Cognitive (before-the-eye) recognition of a place
via brand images, brand logos, branded attractions and facilities:
refer to Figures 20 and 21;
e Physical (to-the-hand) recognition of a place
via branded tangible products and intangible services, experience routes, branded
brochures and other touchpoints:
refer to Figures 20 and 21;
e Environmental (behind-the-back) recognition of a place
via location, elevation, climate, culture, languages spoken, cuisine, tastes, sounds,
smells, colours, attitudes:

refer to Figures 22 and 23.
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4.0 DESIGN

In this chapter, the dissertation focuses on the integrative power of Design (C), because
Tourism (A) development thinking in many cases conceptualizes what needs to be done for
Destinations (B) in terms of creating concepts, increasing competitiveness, and implementing
or establishing sustainability. The Branding chapter discussed branding tools and
opportunities, based on several good practices, and also presented the perception and Learning
connections to the world of tourism. For the sake of completeness, as shown in the very first
figure (Figure 1), design-thinking as a concept must be equivalent to the tourism concept, and
competitiveness is fulfilled in the connection system by presenting the interfaces, which we
also get to in this chapter. The connection between experience design and tourism makes sense
when not only the design of the product for its own sake, but also the planning of the intelligent
and stress-free use of the space is realized for the sake of sustainability.

This chapter does not try to explore the elements and functions of design in relation to individual
or tourist visits, but rather looks for the connections and the relationships beyond. In addition
to the strategic aspects (Point 4.1) and its ability to integrate, it is also important to demonstrate
the deepening role of design (Point 4.2) supporting authenticity, so that the author can connect

them with the segmentation questions of the next chapter (5.0).

Even before this chapter discusses the relationship between tourism and design in detail, the
author highlights the connection between design and creativity. In this case, it is also useful to
return to Figure 4, where one of the highest competencies is creativity. Creativity is a set of

abilities that surely integrates the following:

e imagination;
e inspiration;
e intuition;

e improvisation.

The improvisation is emphasized here because the small group discussions and workshops used
as one of the pillars of the primary research (Chapters 8, 9 and 10) were created with the aim
that the region can define itself and rise from the shadow that, for example, is cast on it by
better-known destinations. And one of the means of standing out is creativity and joint, group
improvisation. As a result of group improvisation, more complex and mutually inducing

questions and suggestions arise and come together, since in addition to individual performances,
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there is also interaction between the members of the group, which can respond to the given
question, situation or suggestion (Sawyer, 2000). When we talk about creativity-supporting
workshops or knowledge transfer, such as those that the author has carried out in practice in the
Ipoly Valley region, it can be seen that divergent thinking is best able to support new and
previously non-existent creations if the convergent thinking of the participants is also there, or

it is facilitated by the person leading the workshop, in this case the researcher.

The significance of design therefore goes far beyond the interpretations of design discussed in
this chapter, and then the tasks of tourism organization, as part of design-thinking is also the
fact that the research methodology, which prepares and bases the creation, organization and
positioning of the region in the right direction, is able to take advantage of divergent to
convergent thinking transformation (Zhu-Shang-Jiang—Pei—Su, 2019). In our case,
creativity has a place in the destination because the author perceives the area to be developed

as a learning space, in other words, a Tourism Learning Area (TLA).

The 4Ps of creativity were formulated to provide a framework for its interpretation (Rhodes,
1961). With the help of Person-Process-Place-Product creativity components, the already
mentioned UDL (Point 1.2.2) and TLA connection induces further thoughts:

e PROCESS: the whole development is based on design-thinking (performance);
e PRODUCT: multiple means of expression (experience routes and products);
e PLACE: multiple means of representation (nature, culture, economy contexts);

e PEOPLE: multiple means of involvement (motivations, segmentation).

Design + tourism and design + creativity relationships can and should be interpreted at the
destination level and used well in the planning and construction phase. The most obvious
relationship system between the visitor experience and tourism, is covered in point 4.2.1 of the
dissertation. In addition to the design relationships, it is essential to show the role of design
during the planning of the concepts, and even to highlight one sub-area such as customer care,

communications, or publications.
4.1 Definition of the value community and the integrative role of design

“Design also has an enormous role to play in accessibility, overcoming issues of
disability or language. Get the right design and you can demolish barriers to scales and

reduce the cost of servicing customers, as well as increasing their loyalty. ”
Tom Cheesewright, Futurist
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When designing tourism products and itineraries or experience routes, with a communication
and branding focus, it is necessary to use design tools from the very beginning. Concept design
(Point 9.5) should also have pillars, reference points and guiding principles that can be kept in

mind at every stage of the work:

e Synergy: It is not enough to work with a good product base and the need to be able to
link services, but to strive to ensure that all these are fully in line with the objectives of
professional regional branding (Figure 23) and the vision of the new destination
management organisations to be introduced in Hungary (NTS, 2021).

e Integration: When developing package offers (Lawlor, 2021) it is important to ensure
that the individual and combined offers of the elements can be communicated and
marketed by providing a short, concise and distinctive presentation of the destination,
with sufficient text, then maps and then images, on all surfaces (TDTS, 2023).

e Reality: Present available, tried and tested operators in package offers. Our objectives
should also be realistic, based on credible information, analyses and reports, justifying
the need for professionalism.

e Community of values/community of meanings: I believe that an area will become not
only a likeable but also a truly sustainable tourism destination if local values, heritage
and meanings tell the story of what today's consumers are looking for in their travel
motivation to the greatest extent possible (Latyak, 2021).

e Innovation: The pandemic has significantly reshaped the tourism market and, with an
optimistic view of the sector, the stake-holders' outlook. Consequently, it is good to
build on the character — or the functional type — of the key points (Figure 48) of the
package offers to be developed in the destination in order to ensure the future

development of the attractions and the preferred services (Nunes—Cooke, 2021).

The touristic experience should be treated as a meta-concept (Figure 24) in its context
(Tussyadiah, 2014), in which the Value Proposition plays a starting role (Chapter 10), and
at the same time practical, everyday tourism organization tasks are defined within it. The
interpretation of the design as “meta” in the case of this dissertation therefore means two
additional things: one is the need to involve visitors at as many points as possible, and the
other is joint exploration with stakeholders. The “Danube Bend Study”, with its additional
title, “Development and positioning of the Danube Bend priority tourist area”, the tourism
professional editorial board used the same criteria when compiling regional package offers
(VEKOP, 2020) which I was an author of.
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The most important illustration and meta-conceptual basis of the dissertation is the following
connection system map (Figure 24). For the sake of comprehensibility and applicability,
additional interface connections of the overview diagram are also presented in paragraph 4.3.
Finally, the author gives a summary through the theoretical layers of experience design and
tourism. Present map illustrates the meaning community and its determining relationship
factors. The dark blue colour indicates the level of the previous triangle of competence (Figure
4). The backstage is where the value discovery, design and service work take place, and the
front stage is where the value is located and consumed. The two spaces are connected by the
interface surface, which represents the depth of value transfer and the number of touchpoints.
The back is where marketing and management appear, while the front is where destination and
then design appear, with equal ranking of the former. Breaking down the linkages further into
actors and tasks, linking design (C) to management (B) (product design / product management)
or linking design (C) to destination and visitors (A) (stakeholder involvement in co-design) will

contribute to the successful and complete realisation of the Community of Meanings.

BACKSTAGE @
S
s 8
o
. Ry
9

Community of Meanings

(A)

DESTINATION

visitor

FRONT STAGE

Figure 24: Community of Meanings composition and the interfaces between the relevant

areas and fields (own design and adaptation; source: Stefan, 2005)

Every product or service chain needs planning. Instead of planning, | use the word design
because it is less about technical, bound, regular, function-driven and check-list-driven
processes and frameworks, and more about imagination-driven, creative and able to build
emotional bridges. The defining source and outcome of this design thinking is also the often
cross-cultural encounter between the tourist destination and the visitor who arrives there. The

involvement of visitors in design processes can be multi-layered, as illustrated in Figures 24
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and 25 (Stefan, 2005). Experience design, however, i.e. who, when, to what depth in time and

space to involve, can be realized together with information and capacity designs (Figure 26).

more involved

A

User
Represented

less involved

(0)

User
Centred
Design
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Experienced

Design User
Centred Imagined
Design

The visitor is given
a role in shaping the
product or service

OBSERVATIO

The visitor gets the ready, PA RT'CIPAT’
perceives, observes, ON R fo)
then imagines an image, based The visitor’s opinion LE ,MMERSl
on his or her impressions shapes communication ON

Figure 25: The phases of visitor engagement (own adaption; source: Stefan, 2005)
4.2 View (expression)—Narrative (representation)—L.ivelihood (involvement) design

To continue Point 3.4 for a short while, the encounter between host and guest societies is all
about giving today's modern and prepared, knowledgeable tourist a first-hand, authentic,
original experience, unique to the place, without leaving behind the tools and services that
comfortably define their lifestyle: they want to experience the unprecedented by extending their
lifestyle (Hao—Xiao, 2021). At the epicentre of the reflection is the triple challenge or set of
tasks defined by Information Design (designing the visual and presentation), Experience
Route Design (customer journey design: designing the content and consumption) and finally
Capacity Design (designing the identification and immersion) in the activities of a tourist
destination. This triad has already been outlined in the Destination branding section (3.4), in
tabular form. Of course, the role of the planned architectural work is very decisive here, as it
can reduce or eliminate potential or legitimate conflict points. It is in this triple framework of
tasks that the area to be developed should be mapped. I use the illustration (Figure 26) to give
a sense of the framework, indicating the reciprocity and the relationship between the different
areas, while at the same time drawing them into questions and question words that ennoble the
aforementioned planning processes. These are the basic questions of behaviour-based
segmentation, and if we can answer the two question words in the core (‘Who?’ and ‘Why?’ -
coming to us — also see Point 11.4), we will be able to deliver the pleasure, the satisfaction, and
in the most planned or "designed™ way possible (Point 1.2.2).
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Figure 26: The framing of design in destination management and marketing (own design)
4.2.1 Information—Experience Route—Capacity designs

The resulting impressions, images, visions and activities are experiences that not only belong
to the moment, but can also be taken home and shared. If a strong tourism brand is able to
support this with its ecosystem, this experience is multiplied by replication, it is brought to life
in contexts where it may not have been heard of before. In fact, as tagged in Austria (Pinterest,
2018), it is not even the experience that is now perhaps obsolete, but joy, the joy of life (‘tiszta
¢letorom’ in Hungarian), that appears as the key message of communication (Figure 27).

-
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Figure 27: The role of design in destination and attraction marketing
(sources: Pinterest, 2018; Cockerell, 2008)
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Putting the “joy-design” into practice, into everyday life, is a complex process. One is to
evaluate the components of the destination's competitiveness (capacity design), another is to
identify the components of conscious and consistent communication (information design), and

the third is to outline the culture of customer management (experience route design).
4.2.2 The design and cult of customer care

Customer service is typically an area which not every tourist attraction or destination can be
proud of. The function of this area goes beyond the status of "good to have", since it is one of
the key factors in creating a pleasant impression. In order to be at the top of our customer
management, we should first look at it from the perspective that it is an area in constant
evolution. To take a tourism angle, this is how Disneyland works. Management says that if a
visitor only comes once, it's a failure. The whole experience centre is geared towards customers
who have already been there not only recounting their adventures in their surroundings or
sharing them in communities defined in the online space, but also returning. And the motto and
mission is "We create happiness”. How? Look at a practical example, a small thing. Use
children's stuffed animals. They are placed as if they were an episode from a fairy tale. There
is no lack of feedback and delight when the little ones run into the room and discover the scene
(Figure 27). From a marketing point of view, another emotional bridge has already been built
with the children who return later. This kind of magic is also in the details. Employees are
fanatical, almost cult-like, followers of Disney's original vision: they are the teeth on the cogs,

says Lee Cocerell, Disney World's chief operating officer (Cockerell, 2008).

Customer service, customer management, may be just a paragraph in a destination's strategy,
but in practice it is a cost centre. In economic terms, a destination that builds its vision and
activities on the development and maintenance of a joy of life must change. This is perhaps an
extreme suggestion, but since we have been talking about cult and return, let us define this area
not as a cost centre, but as a revenue centre. The experience can be revenue generating and
return-generating if the offer comes from a known source (brand), there is no thought of waiting
(shortcut), it is convenient and honest, the product is delivered quickly (time), it is relevant,

functional and likeable (simple).
4.2.3 The power of communication design

It is also true of tourism communication that it is not always the same where and what, when
and how much we say and tell. I am going to go deeper now, also to build emotional bridges,

to build joy, to look at what a single word or punctuation mark, a seemingly small detail in the
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design of information can do. The Sao Paolo tourist publication (SPT, 2012, 2013) did not write
‘Tourist Guide’ on its cover. It doesn't even use that term. What does is a short sentence, without
any punctuation, at the end: 'Stay another day'. Its greatness lies in the fact that it looks at
tourism and hospitality with the simple words and logic of inviting a guest to visit the place

personally, like in a family. These three words can convey three messages at once:

e As a host, you are so important to us, it's good to have you here, “stay another day”.
e Asaqguest, | feel so good, “I'd like to stay another day”.

e As adestination, there's so much more to discover: “stay another day”.

Chart 3: Freedom, Surprise, contrast, segmentation and highlight in the brochure

‘Stay another day’

Choices Contents Location Lifestyle Day of the week
Freedom Surprise Contrast Segmentation Highlight
Tailor-made days | Thematic day trips | A day downtown A trendy day A perfect Saturday
A day for good A day of culture A day outdoors An inexpensive day

deals A day of fine arts A day in nature A sophisticated day
A day for wellness A day with the
A day for shopping family
A cool day

In terms of content, the catalogue continues to build on this: ‘day’, by not pouring out
information, not even talking about TOP 10, but, instead, providing its chapters, with a
segmentation criteria discussed later on (Point 5.3). Another good design solution is the brand-
oriented image management in the Swiss Deluxe Hotels catalogue. It is also a source of
pleasure, as the small details that are now published guarantee a good overall visual image and
a pleasant stay. The advertisements in the publication do not seem alien, but are integrated into
the content by the subdued background, usually monochrome or in shades of grey, known as
grayscale. The main feature is the obligatory Swiss red as the main destination colour. The
photos feature a lady's lips, the railway, typical products and the tail wing of an aeroplane. The
same psychological, one might say reassuring, effect is achieved by the full stop at the end of
the titles. The omission of the exclamation mark can make communication more subtle, less
pushy, less intrusive, and the full stop can close off a train of thought. As the English say: full
stop, that is, look no further, you have arrived (Figure 28). Colour make us associate and they
have functions. | do not wish to get into details here, but red makes us stop, means passion,
awakens the emotion of love, represents power, stands out in marketing, used as a focal point

in arts, and finally the one-worded description of the red would be the “bold” (Gouda, 2022).
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4.3 Touch-points and the interface design

Recognising, consciously planning and redesigning the interfaces, in addition to shaping the
mindset of the profession, it also brings practical renewal. It teaches us to draw consciously on
values, but more importantly, to interpret them professionally. If this process of narrative
creation is designed and implemented at the interfaces of a network (Figure 24), it can transform

tourism products into experiences and experiences into a community of meanings, which is the

most profound and responsible realisation of recreation and discovery linked to movement.
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Figure 28: Brand image management (source: Switzerland Tourism, 2013)

Referring back to Point 4.1, the main interfaces between the front- and backstage spheres or
areas of activity in tourism practice define the inseparable positioning and strategic objectives
of marketing and management (back / back), which can be achieved through a distinctive
destination presentation. Stakeholders in the tourism destination area can also be involved in
the visitor experience route planning process (front / front) by jointly developing and testing
service package offers. The identification, selection and screening of tourism products for
competitiveness will result in authentic sources of experience favoured by visitors, if, in

addition to visitors, local cultural communities, producers and entrepreneurs who preserve local
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values but wish to present them are also addressed by management in the product development
process (front / back). The back-end organisation of marketing research is able to define and
outline simple and clear directions, and even more, so narratives for the destination's decision-
makers if they are value-focused and passionate: they are not only physically but also mentally
accessible to today's consumers (back / front), i.e. they can be absorbed and understood in a

short time. The process has been described in Chapter 10.

FRONT STAGE R=7A\o1i61pAN¢] =S

Figure 29: Service interface and designed touchpoints (source: Stefan, 2005)
4.3.1 The Management—Marketing interface

The backstage interface (B)-(C) is where the management process / strategy and the marketing
branding / positioning needs are linked. A good solution is to use a character (Point 1.3.3), is
given by Panoptikum Art (2022). The selfie point is not an unknown element in tourism
marketing - almost every city has a large ‘I love [city name]’ sign, usually with a red heart
where the word "love™ is, so that tourists can take a photo of themselves. Why not create simpler
installations and sculptures that allow the guest to be more creative, to think along with the
sculptor and the person who commissioned the sculpture, but still create a memorable image
(Figure 30)?

4.3.2 The Destination—Design interface

The front stage interface (C)-(A) is between the destination stakeholder and the designer.
Involvement is the essence of the situation, as in the case of the Route of Palos (2022). The

pilgrimage route, presenting the history of the Palos Order, was realised in the summer of 2022
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with a strong design approach, in line with today's visitor patterns, in a joint design with all

stakeholders, including in terms of its image, signage and designation (Figure 30).
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Figure 30: Backstage and front stage interface design examples
(sources: Panoptikum Art 2022; Pdlos Ut, 2022)

4.3.3 The Destination—Marketing interface

Destination decision makers and researchers on the marketing side define another interface (A)
to (C). This is the situation when DMOs collect insights in order to prepare their plans, their
communication, to target correctly. ‘This is why | love you, Budapest’ collected insights and
impressions for the tourism marketing organisation of the capital (BTDM in 2011) in a way that
did not burden customers and potential visitors, but the research itself was an experience. The
empty mobile wall had to be replaced several times because it filled up with words and drawings
about their reactions in almost a few hours thanks to the audience of the Travel Exhibition
(Utazas) at the time (BTDM, 2012), see: Figure 31).

4.3.4 The Management—Design interface

The interface between design and management (B)-(C) is also interesting. The former slogan
‘Because the experience is eternal’ has been replaced by Club Aloha and segmented as
discussed later (Chapter 5). This gave rise to the classic, explore and then trendy market
messages. Classic: 'I'm letting mum rest’, Explore: ‘'My imagination is soaring’, Trendy: 'l can
be a kid again'. The common message, the main message, playfully combines all of these:

‘moody muse million moves' (Figure 31 and Point 11.3).
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Figure 31: Cross-stage interface design examples
(photo: Gabor Bédis, 2011; source: Schopp, 2021)

4.3.5 Key concepts for the experience economy transition and design

Some key words are extracted from the Design chapter and grouped to boost product and

experience design, understanding the processes introduced and discussed in paragraph 2.4

(Figure 32). Further publications had been used to complete the illustration (Fekete, 2006).

Key feature Fungible Tangible | Intangible | Memorable | Abstract

of tourism tourism tourism | tourism tourism tourism
experiences products products | products | products products
Activity Extract Make Deliver Stage Guide
Objectives Commodities Goods Services  Experiences Transformations
Visitor consumer prosumer transumer
Service products experiences brands
Gain access / safety quality / luxury lifestyle
Construct economical / ecological social mental
Generation pictures images visions
Volume massy communal individual
Purpose product development innovation design-thinking
Situation expected respected lived
Scale fast-paced slow-paced small-scaled

Figure 32: Experience transition vocabulary extract (sources: Bodis, 2018; Fekete, 2006)

According to Figure 1, the discussion of segmentation for competitiveness and sustainability is

particularly necessary in the following chapter.
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5.0 SEGMENTATION AND COMMUNICATION

Segmentation has been used by marketers for a long time in a variety of ways and techniques,
and it can also be seen in the marketing of places. First of all, the author connects this more
practical issue to the previous Design chapter with a theoretical foundation, for which he
proposes many new, decisive solutions from the market that can be transferred to the marketing
work of tourist destinations. The type of segmentation that is the key element of this chapter is

also decisive in the development of the Ipoly Valley tourist area.

Russel Haley wanted to help destinations with the so-called Benefit Segmentation theory,
interpreting future potential as purchasing power and going beyond traditional segmentation
solutions which are characterized by geographic, demographic and volume-based categories.
Obviously, these cannot be questioned or ignored, but it is also true that traditional segmentation
(even in the case of kid-youngster-adult-pensioner-family) causes some difficulties, because
they are not based on behavioural patterns (motivations), they are unable to be passed or crossed
through (Haley, 1968). The basis of this idea is how much a tourist product or place is worth to
the visitor, what they mean to him or her (and this is the point where the defining concept of
Community of Meanings, showcased by Figure 24 comes into play). The above-mentioned
author also adds that benefit management should be handled together with communication (for
this reason, they are covered under the same roof in this dissertation as well). In another
approach, benefit segmentation was formulated in such a way that it cannot be used exclusively
in promotion or communication in individual motivational categories, but in the design of
package offers: visitor experience route design (Woodside—Jacobs, 1985). Another technique
is thematic segmentation (Shoemaker, 1989), which is also discussed in detail in Point 5.2 of
this dissertation. The American author cites such communication campaigns as the "Take Your
Grandchild" weekend, or the "Get Away" opportunities that gain experience (calling for
learning, see Point: 1.2.2, too). Examining this topic further, reaching the product or destination
levels, a student analyses the benefit categories tailored to North Carolina skiers, which are the
so-called unexpected benefits (Bonn, 1984). Mostly communal, or we may call them social or
societal factors were identified, such as "time spent with friends", "being in good mood” or
“enjoying the vibes", etc. Movement or fitness was rarely highlighted as a benefit in that survey.
It is worth choosing categories in such a way that they can be easily communicated and easily
digested by visitors. The communication-based, content- or narrative-based, behaviour-based,
and even transportation-based segmentation solutions presented in the following points offer

tourism destinations the freedom inherent in future potential (Point 6.1).
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5.1 Communication design

Before DMOs engage in any communication activities, they should look around and ask

questions. First of all, ask visitors, if any, and also ourselves. The diagram (Figure 33) helps us

to plan the communication content and process, based on the following key questions:

1.
2.
3.
4.
5.
6.

What is the purpose of the communication?

What is the message of the communication?

Who is the message addressed to?

What are the methods and channels of communication used by the destination?
What budget is available?

What content will the tourist destination display and when?

8)

What hurts the service provider?

What does the service provider gain?

1 What can the visitor gain?

What can hurt the visitor?

What can the visitor see?

What can the visitor hear?

What does the visitor say?

What is the visitor doing?

What should be asked from the visitor? What should be done for the visitor?

Figure 33: Visitor experience design (own design; based on Empathy Map Canvass,
(source: https://medium.com/@davegray/updated-empathy-map-canvas-46df22df3c8a)

Visitor impressions (A) will clearly be the content on which to build, as the visitor hears (hear)
and sees (see) what is important to him/her or what he/she is satisfied with, or perhaps not
satisfied with. He or she expresses it in words (say) and even acts on it (do). It is the
management's (B) task to select what hurts them (pain), and this field contains all the obstacles
and difficulties that the service provider, the destination management, experiences in the
planning, development and operation of the service. Asking the visitor, mapping his/her
behaviour, reviewing his/her resources will lead to the gain. This design (C) method is simple

to apply and quickly leads to results. However, we cannot leave the composition of the content
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solely to our existing and prospective customers and business partners, as it needs to reflect our
vision and mission (Figure 56). The different thematic classification points also facilitate
segmentation, make the offer clear and simple options and alternatives can be put on the buffet

table. The colour coding of initial page images is also reflected here (Rhys, 2018).
5.2 Thematic content design

Before looking at the main destination theme along the Danube, review the position of the
continental River Danube. Transdanube Travel Stories, in the framework of Interreg, set out to
give new narratives to the entire Danube (from the Black Forest to the Black Sea), using new,
modern tools and content to rephrase the meaning of the Danube. The best way is to involve
stakeholders and communication professionals. A number of workshops were attended by all
those with a historical, heritage, conservation, cultural and tourism perspective on the Danube's
various short and long stretches and associated areas. Their work is only truly complete if the
messages thus composed can be translated into the language of trade and marketing. The
process of profiling is therefore followed by the mapping of market penetration. Product Clubs
were formulated. It is essential not to define too many categories; even in the case of the
Danube, six were enough (liquid space, nature-humanism, heroes, culture, family stories and

spirituality), see also Paragraph 3.1 and Figure 34.

Recognising the extensive cultural and natural heritage, the project aims to promote sustainable
tourism in the Danube region through the introduction of innovative marketing concepts (new
narratives/stories) and sustainable mobility management tools. The new narratives and mobility
management, together with intensive and regular cooperation between stakeholders, provides a
framework to better position the Danube as a unique sustainable tourism destination in the
market. As a result, more European citizens will have the opportunity to experience Europe's
cultural and natural heritage in a sustainable way. In Figure 34 you can see which stories and
themes are the most comprehensive and detailed reflection of the Danube's meaning, emotions
and experiences. In the second picture, the experience routes themselves appear, offering a
number of entry and exit points. The map and the category breakdown is very user-friendly.

The Danube is the mother to whom her wandering, successful or disappointed child can always
return for a lap (see the small image of Figure 34). This is reflected in the theme of the Danube
as a liquid space. This route along the middle stretch of the Danube invites visitors to discover
another Europe: a Europe along the Danube, which is clearly different from the Europe along

the Rhine. On our stretch from Linz to Novi Sad and Timisoara, the Danube is revealed as a

70



"fluid space™ in constant transformation. For many centuries it has run between the West and
the East, where the after-effects of recent and current political transitions are still being felt.
The scars of fascism and communism have left a lasting imprint on societies and urban
architecture along the river. On the other hand, the astonishing technological innovation and
artistic creativity stand in stark contrast to the region's past. The rich cultural diversity makes
Europe unique in the world for the treasures and turmoil that the Danube mother river has
gathered from its tributaries. You cannot step into the same river twice: the Danube and the
surrounding regions are in a constant state of flux. I cannot present the six themes in detail here,

but the contents are available at the link provided (Linz, 2022).
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Figure 34: Danubian Travel Stories and their branding and map-based interpretation
(source: TDTS, 2023)

The next paragraph examines segmentation based on lifestyle attitudes and behaviours.
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5.3 Segmentation and positioning: behavioural segmentation

In order to be successful in reaching the different segments, the design must be sensitive and
deeper in its understanding of them, of the actors, of the people. New segmentation, based on
the behavioural norms and patterns of visitors, as the labels (classic/red-zero/black-life/green)
of big companies such as Coca-Cola (Hungary NEXT, 2020) or the adjustable driving styles of
the new electric FIAT 500 (Stellantis, 2020) (urban/normal-fast/range-efficient/sherpa) teach
us: DMOs can work with classic-explore-trendy behaviour-based visitor segments in tourism
(Figure 35). The term “character marketing” also supports a simplified approach to destination
visibility. We can also safely rely on the LinkedIn post of Tamas Pakuts, the operator of
szalloda.blog: “Finding the character of the venue and then making it exciting, all by stimulating
the hidden depths of our brain’s memory database” (Singer, 2020). Another good example is
the Lifestyle Hotel Matra, where the interior design and menus are tailored to the lifestyles of

the guests.
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Figure 35: New, behavioural segmentation categories initiated by large market actors
(source: Hungary NEXT, 2020; Stellantis, 2020)
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Behavioural segmentation in marketing is a process that divides customers into segments based
on the patterns of behaviour they exhibit when interacting with a particular business or, say, a
website (or any place). These segments may involve grouping customers according to their

e attitude towards a product, brand or service;
e use of the product or service;
e general knowledge of our brand and the brand's products;

e shopping habits.

Going beyond traditional demographic and geographic segmentation methods and using
behavioural data can lead to more successful marketing campaigns. Indeed, behavioural
segmentation gives marketers and businesses a more complete picture of their audience,
allowing them to tailor products or services to the specific needs of their customers. This type

of segmentation identifies and categorises the most engaged users.

Filtering existing customers and prospects who show the highest engagement - for example,
those who open emails regularly or spend the most time on landing pages - allows marketers to
make more informed decisions about how and where to best allocate time, budget and resources.
In return, it makes marketing more cost-effective by not burning budgets trying to warm up
predominantly cold enquiries. We can focus on those most likely to buy. The example of this
type of segmentation for cycling tourism, already implemented in the VELOREGIO
developments (VMOH, 2021), is presented now (Figure 36).

In the booklet the three target groups are as follows:

e Mountain bikers, abbreviated as MTB, lumped into the category of Explore tourists;
e Touring cyclists, abbreviated as TREK, put into the category of Classic tourists;

e Road cyclists, abbreviated as RACE, in the category of Trendy tourists.

The target groups of cycling tourists can be defined in terms of the vehicles they use, their
technical parameters, by identifying their destinations, taking into account their orientation
habits and by identifying the terrain. The identification and clear definition of target groups is
also necessary when the destination is planning routes, linking attractions in such a way that
they can provide alternatives, can be used at variable speeds and have multiple entry and exit
points (Figures 26 and 48). Target groups can be differentiated in many ways, either by

motivation, type of accommodation or interest.
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Mountain bikers / A.1.1 MTB

Vehicle type Goals Target group Infarmation Area terrain

technical motivational demographic orientation geographical

aspects background background habits nature

¢ durable tube | * sports *  youngsters * digital *  uneven
/ fork frame purpose *  young orientation terrain

* special * nature lovers adults options ¢ dirt roads
equipment * challenge e friends * often moving | ® trails

* slopes and seekers *  extreme off the o different
inclines e EXPLORE athletes beaten route obstacles

Touring cyclists f A.1.2 TREK

Vehicle type Goals Target group Information Area terrain

technical motivational demographic orientation geographical

aspects background background habits nature

¢ comfortable | ® trip * miscellaneous * predictability *  mostly
tube / fork »  visiting e CLASSIC e high guality paved
frame attractions * family tours information roads

¢ placing *  community *  middle-aged systems * possibly
larger experiences | «  more in the * infrastructure dirt or
packages *  maintaining longer haul e quality gravel
(racks) health *  for several days services roads

Road cyclists / A.1.3 RACE

Vehicle type Goals Target group Information Area terrain
technical mativational demographic orientation geographical
aspects background background habits nature
* large * doingsports | ® cyclingis * advanceand | ® having the
diameter s cultural integrated thorough least
wheels heritage into their planning capability of
*  thin tires * natural way of life *  high using natural
*  minimal values *  extreme demands wandering
weight accessible on athletes towards the routes
* for fast asphalt roads | « TRENDY quality of * good quality
progress * performance communities roads asphalt

Figure 36: New, behavioural segmentation categories in the
Thematic Cycling Route Development Handbook (source: VMOH, 2021)

5.4 Messages and narratives

As | alluded to earlier (Paragraph 3.4), the visitor likes three things: products “packed” with
contrasts and tensions (excitement); freedom of choice; and surprise. Why is it good to
consciously clash colours, symbols, meanings, words, phenomena? Beyond awareness, there
are certainly more serious psychological factors that influence purchase and commitment to a

brand, a product, a service or a place.



“Good” only makes sense when we experience what “bad” is; light only when we have been in
total darkness; comfort only when we have suffered a little in harsher circumstances (Gaur,
2020). This is also part of the process of learning, and part of brand consumption is learning,
getting to know, experiencing, trying, experimenting. Interactive tourist / visitor centres and
museums are also successful and well-visited specifically because the world of the information
sender and the world of the information receiver start from different places but can arrive at the
same place by achieving a kind of communion of meanings (Figure 24). To do this, however,
we need to understand what works, how it works, what is produced, how and by whom, and at
what cost and with what difficulties and challenges. A boring short film does not compensate
for such a deep experience, nor can it produce contrast and then a community of values with
the same effectiveness. The freedom of choice is based on the fact that, as service providers,
DMOs delegate the decision to the consumer, and, based on their choices, the alternative route
they choose, the "Meal / Menu / Plan B" or any product becomes theirs, winning them
emotionally. Surprises can be astonishment, a well-asked question, or a phrase (Figure 19:
‘bloody hell’) we use among ourselves in everyday life.

The ‘Buffet’ sign and the pictogram are informative and functional, but how much more
surprising and personal to have this message in English, for example: ‘Are you ready for a nice
cup of tea?’ | have illustrated with a few examples of lukewarm, boring and rather functional
or standard approaches compared to exciting, emotional or creative and surprising twists and

turns collected from tourist catalogues and websites (Bodis, 2018):

Chart 4: Standard and creative vocabularies

Standard, functional vocabulary Creative, emotional use of words
Visit our website! Summer is only a click away ...
Follow us on Facebook! Are you, too in love with Switzerland?
Holiday Magazine, Summer 2023 Happy summer vibes 2023
For more information, call ... If you ask me ...
Table of contents It's all waiting for you
Did you know? Secret tip
Natural Attractions, Excursions Invitation to happiness
Plan your holiday! We'd love to give you ideas:

Marketing of tourist destinations has changed little over the past decade. We cannot continue
to promote in the same way, as the seemingly endless growth has made the hitherto invisible
burden visible. The question, in simple terms, is therefore what we use our resources for: to
maximise exchange or to maximise life. Old-school marketing aims to maximise exchange by

stimulating sales and consumption: see the four well-known P's (product, price, place and
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promotion). Marketing has also moved from the 4P’s (Kotler—Keller, 2006) to the 4W’s in
tourism (Dens, 2020):

1. economic Wealth,

2. environmental Wellness,
3. social Well-being, and
4

human Wisdom.

This approach reflects all that has been presented earlier in the sustainability (Figure 15) and
social co-benefit (Figure 20) models and diagrams. The triad of economy, society and nature is
completed by wisdom, the human him- or herself, which is also the basic unit of the scale of

new tourism (Figure 18).

5.5 Good practices of Localhood

.

~ SKIP
Us

" visit DorwsoL

Figure 37: Good practices of narrative design (own selection; sources cited in the text)
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5.5.1 The “place” itself is the value

One of the most beautiful Christmas carols in the world was given to the world by Joseph Mohr
and Franz Xaver Gruber. The carol's home province is Salzburg, where 13 Silent-Night
settlements are worthy memorials to the well-known, fable-like melodies. Not far from the
provincial capital, the world-famous Christmas carol was first sung in the Oberndorf church in
1818. The two-part carol was accompanied only by a guitar because the organ in the church,
which was later demolished, had failed. The memorial chapel, built on the site of the former

church, has long been a place of pilgrimage (Figure 37, top-left photo). (Stillenacht, 2023)
5.5.2 The association of the “place”

One successful example of city marketing in Krakow is the Krakowski Kredens (Kredens,
2018) brand for local products. The reason why it has been able to grow enormously year on
year in terms of awareness and earning power is because we know what the word kredens
means. A special place in our homes for the finest ingredients and surprises. So, this product
must be good and delicious, and the name is alliterative (Kr... Kr...). If the city had just said
that it was the ‘Official Local Produce of Krakéw’, it would have been more likely to alarm

visitors, and perhaps locals too, at the mention of the word 'official’ (Figure 37, top-right photo).
5.5.3 The “human” and “local” scale

Another good practice is the Urska Farm in Slovenia. Even during the pandemic, the family
organic farm was able to go from strength to strength by adding bright, human and small-scale
elements to the holiday. The mother, Urska TopolSek Planinsek says that nature is their home
and their love, and the place where they live and work is nothing but a farm from which life
itself emerges. When you dine at their place, your plate is like a flower garden, because it's all

about nature creeping into their home (Figure 37, middle-left photo). (Kmetija, 2023)
5.5.4 Breaking up with the boring templates: the “human” approach

Lubi Lodge makes incredibly clever use of communication tools. It avoids templates, it
emphasises the emotional side, what really makes this B&B unique. They write about sitting in
the garden, crushing a leaf between one’s fingers and thinking about the parsley smell of Sunday
soup. They have mapped all the elements that surround the guesthouse and the family, such as
the peach orchard, and built very cleverly from them. It really makes for a unique, honest story.
But words remain empty if they are not followed by action. The Lubics, who are hosting some
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small-scale events as well, make sure that visitors can feel the family hospitality they have been
promised (Figure 37, middle-right photo). (Lubics, 2023)

5.5.5 Simply cook with the “local” ingredients at hand

And that's the ‘Great’. What could be more obvious in a British campaign? There is no magic.
Or maybe there is, if we are talking about playing with words or half the flag, because in this
case the brain is given a task, not consuming a finished product, much more involved than in a

ready-made solution (Figure 37, bottom-left photo). (Great, 2023)
5.5.6 Talking about the future

Looking back, we've been through a lot together, ups and downs. But these moments make us
stronger. We are different, but somehow we have a lot in common. The clarity to which we
must return, to rediscover a new way of travelling and flying, firmly grounded on the ground.
Because soon we will meet again. Tomorrow is today. Act today, make a difference tomorrow.
For a better planet, for better tourism. Travel better, Visit Portugal - suggested the campaign
entitled ‘Can't Skip® (Visit Portugal, 2020) during the pandemic (Figure 37, bottom-right
photo).

5.6 Avoidable practices

The dozens of solutions in the picture series (Figure 38) should be avoided. If we were to look
for messages in them, we would go wrong: fish like grapes and transport chapels, the Eastern
Gate (Keleti Kapu) is something to enter through, the river Tisza has got an administrative
capital (Févaros) called Szolnok, it is not the chocolate that makes you happy (Boldogga tesz),

rather it is Bacs-Kiskun, a county, and perhaps railways run from the sun (Hegykéz) etc.

Figure 38: Avoidable practices of narrative design (own selection)
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6.0 FUTURE CONSCIOUSNESS AND NEW TOURISM MODELS

Future capability, or future-proofness (Figure 1) is decisive to position a Destination (B). The
structure of the present dissertation mainly projects the future potential on the narratives, using
branding to bring together the disciplines of Tourism (A) and Design (C). The processing and
presentation of future consciousness is also essential for the theoretical definition of future-

proofness.
6.1 Future consciousness: the preferable future

The future could theoretically be of any kind. If we want to define the broadest future, it is the
“possible future”. If we were to work only within this broad spectrum, it would hardly be
possible to shape, form or influence the future. The “plausible future” is a narrower range of
interpretation, because there are signs, signals of change, phenomena and trends that narrow
down the set of theoretically possible events. The “probable future™ is perhaps the narrowest
range, but even here we have little freedom to act or influence. From the possible futures, we
need to pick out the points that are favourable to us, supported by a range of obvious, available
research and data, while also following the trends, the likely outcomes. In this way, we can

build up a picture of a “preferred future” (Hancock—Bezold, 1994) as Figure 39 illustrates it.
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OUR OWN future with CREATIVITY
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Figure 39: The Futures Cone (source: Hancock—Bezold, 1994)

This means that not only do DMOs have to follow trends when they develop or market a
destination, but they can also shape the situation themselves, and often, for sustainability
reasons, they need to turn our preferred solutions into trends, in contrast to so called accepted
visitor behaviours. Let me refer back to Figure 35, in which Coca-Cola uses the trendsetter

avatar of its green Coke Life to shape the market as well as the mindset of its customers.
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When we design visitor experience routes, our only goal is not to maximise visitor satisfaction,
but to develop and promote alternatives that create the same amount of lower pressure or less
stress on the destinations' lives, both in terms of space and time (Figure 34) (Pechlaner—
Innerhofer—Erschbamer, 2019).

6.2 Post-COVID models in Tourism

There are a number of scientific models and experiments in the making, in the early stages of
publication, or already half-developed in an attempt to describe, simplify and systematise what
the post-COVID-19 tourist is looking for. The models that are now intended for presentation
also took part in the joint creations of the guided workshops (Point 8.3). Locality is the key
issue, so the dimensions and desirable position of the space were determined by the participants.
A larger area when the destination is placed at the National, European or Global levels. The
other pillar of the research, the series of interviews (Point 8.5), also proceeded in the same way,

although the sequence was the opposite.
6.2.1 The 4-dimensional model

Laszl6 Puczko (2020), a health tourism specialist, has integrated into a collapsible Rubik's cube
scheme - as he called the 4-Sag model (Figure 40) - the choices or dilemmas that most
characterise guests already when choosing destinations. The four extremes are: Distance-
Desire-Attractiveness-Awareness. In this system destination marketers may look for the factors
that motivate their visitors the most. | used this model in my primary research here, and it was
also used by the participants in the Tajtéka mentoring programme of the Balaton Uplands

mentioned earlier in Section 2.3.

| Remoteness |

|Pr0ximity|

Hidden treasure Branded location
Attractiveness
Ismert marka )

-
Unexplored place - “‘-.__“‘L. "N.___ -
| Népszerii célteriilet |" > r

| Honey-pot attraction |

[Bucket list| ¥ [Repeat visit]|

I Bakancslista I\ I Kipréhéltl

Figure 40: The 4-dimensional model and its application in practice in Hungarian
(source: Puczko, 2020; own adaption to Balaton Uplands)
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This model can both fine-tune and position the picture of a tourist destination from several
angles. The findings show that Lake Balaton is both close (proximity) as it can offer services
in all seasons, and distant (remoteness) because not everyone can afford to spend a holiday
there due to the increasing prices. It is well-known (honey-pot), as most Hungarians have been
to its shores, but it is the hidden treasures and opportunities of the Balaton Uplands that make

it a bucket list destination.
6.2.2 The 4-scenario model

It has already been discussed how important the illustration or application of the character or
avatar is in destination marketing (Point 1.3.3) and how it strengthens the competitiveness of
the place. In his recent study, Patrik van der Duin (Foresight, 2020) puts the new tourism norm
in four different scenarios, starting with global, continuing with European and then local. It is
not a behavioural or motivational idea, but rather a concept of responsibility and awareness
behind each segment (Business, Careful, Independent, Confident), but ultimately it involves
character, the person, not as a tourist but as a tourism organiser, who can be entrepreneurial,
careful, independent or trusting. The essence emerges in the dilemmas of openness/closure
(vertically) and freedom/security (horizontally), and also defines the new norms (Figure 41). |
used this model as well in my primary research here, and it was also used by the participants in

the T4jtéka mentoring programme of the Balaton Uplands mentioned earlier in Section 2.3.

Business Independent Confident
Global norm European norm || National norm Local norm

Innovation for
sustainabilty

Data management
for understanding

Vital products for
vital work

Craftmanship for a
hetter life

Partially working, Value informationis  Partly self-sustaining New design of the
learning and more important than communities. local infrastucture.
travelling at home. volume information.
Do what you can There is a beautiful
A new world offers  More tourist insight, with the tools that heritage alf around
new apportuniti less ics. you have. us to explore.

International, open economy and destination

-
Business
Freedom . e Safety
above » above
Safety Freedom

Independent

local, regional, closed economy and destination

Figure 41: The 4-scenario model and its application in practice in Hungarian

(source: Foresight, 2020; own adaption to Balaton Uplands)
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In the case of Lake Balaton, it can be seen that in addition to the local identity and characteristics
(confident), there is also a strong European identity (careful), not by chance, because of the
historical links between the lake and its foreign markets. These findings were not only made by
the participants in the mentoring programme, but are also in line with the summaries of the
regional and rural development studies (Horvath—Palfi-Aubert, 2018). This model helps a lot
in developing the character of the destination, as well as in the work of how the messages are
worded or narrated by the management in order to be able to address the relevant target groups,
those who do not come to rob the place, because they can get and afford everything, but those
potential interested parties who are able to find meanings in the value set of the place, which
also lay the foundation for the previously discussed community of meanings in Sections 3 and
4. The future capacity of the tourist reception area is not only to be interpreted in relation to

time (see: The Futures Cone), but also in terms of social problems, challenges and goals.
6.2.3 The 5-O model

In the UN Social Development Goals (UN, 2015) system, almost all objectives can be linked
to tourism, simply because of the fact that the tourism sector interacts intensively with all areas
of life. Tourism is a complex activity that develops from the synergistic effects of the sub-units
of many sectors (T6zsér, 2011). The World Tourism Organization (UNWTO), a United Nations
specialized agency, is the leading international organization in the field of tourism. UNWTO is
responsible for the promotion of responsible, sustainable and universally accessible tourism
geared towards the achievement of the universal 2030 Agenda for Sustainable Development
and the Sustainable Development Goals (SDGs). UNWTO offers leadership and support to the
tourism sector in advancing knowledge and tourism policies worldwide, advocating for
responsible tourism and promoting tourism as a driving force towards economic growth,
inclusive development and environmental sustainability. With a current membership of 159
countries, UNWTO encourages the implementation of the Global Code of Ethics in Tourism,
in order to maximize tourism’s socio-economic contribution while minimizing its possible
negative impacts (UNWTO, 2015). The SDG-links to the topics covered in this dissertation are:

e SDG 8: Decent Work and Economic Growth — Newtourism concept (Point 2.4);

e SDG 9: Industry, Innovation and Infrastructure — Design concepts (Points 4.0, 7.0);
e SDG 12: Responsible Consumption and Production — Localhood (Points 5.5, 7.3);
e SDG 15: Life on Earth — Involvement (Points 1.1.2, 1.2.2, 4.1, 5.4);

e SDG 17: Partnership for the Goals — Management (Points 7.1, 7.2, 7.3, 7.4, 10.0).

82



Time urr.nnlv‘n;[nu% _ 4 N
Wi W iw& ONGOING - time perspective
| speaking about the future now
eER ORDER - agency belief
, & cooperative framework defined
Concern S\ Agency :
for others ¢ AIhry beless kW OFFSTAGE - value community
QO innovation and heritage
15 Mo OTHERS - social greening
&= o
N /ess individual more common
= OPENNESS - inclusive operation
S s 0 t
pey,ite?;]ifm e ot @ cross-border programmes

Figure 42: The original 5-dimensional future consciousness model and the self-designed
5-O model of destination future-proofness
(sources: Ahvenharju—Minkkinen—Lalot, 2018, Bddis, 2020)

I will now highlight five points that form the basis of immediately applicable reactions for all
tourist destinations preparing for a future-proof position. As Figure 42 shows, first of all, the
guarantee of success and growth (SDG 8) is if DMOs or services work continuously (ongoing),

not firing employees and then take them back, or perhaps a less experienced and qualified staff.

The definition of the path immediately presupposes the system (order), the innovation (SDG
9), in which, to put it mildly, there is more to be done here. This is cohesion instead of
separation, not the generation of tension and differences. Being different, standing out, and
showing one's own values is of course typical of marketing work, but the area, the destination,

the hospitality unit that has a strong network of partners are less vulnerable.

By creating communities of meanings, we can implement responsible production and
consumption (SDG 12) in our sector as well, which is based on the understanding tourism
approach already formulated, that is, a deeper, behind-the-scenes display of people and cultures

(offstage), which is an attractive offer even in quarantine mode.

Instead of individual interests, community interests (others) will be achievable in the long term,
hoping that dumping developments will also get a stop sign as soon as possible, so we will

move in the area of protecting the living world as well (SDG 15).

Partnership (SDG 17), (openness): in the communication of destinations that had been
reopening after the pandemic, and promising to be successful, inclusivity is narrated instead of

exclusivity.
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The 5-O model is based on the Five Dimensions of Futures Consciousness (Ahvenharju—

Minkkinen—Lalot, 2018) model. The table sums up the destination-related challenges,

additionally I listed some possible responses a destination management may consider.

Chart 5: The 5-dimensional future consciousness model explained
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Future-proofing also means that the responsible managers taking their best care of the
destination also understand that our narratives are also changing, and even destinations are able
to change the narratives that have already been in use in general. Questions that many authors
and researchers have formulated around the turn of the millennium would also be worth
discussing (Smith K., 2006):

e Whose narrative (culture) should be the official one?

e What types of narrative should be regarded as worthy of display and which shall be
hidden?

e Whose story or history shall be remembered and whose should be forgotten?

e What image of life should be projected and which ones should be put aside?

e \What voices should be heard and which shall be silenced?
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7.0 SERVICE EXPERIENCE DESIGN

7.1 Grouping destination management organisations in terms of branding and strategy

Just as "Partnerships for the Goals™ is the most important of the SDGs, the author now looks at

the discussion of the future potential of the destinations from the management side. The below

table (own design) shows the alternative directions or solutions along which a Destination

Management Organisation (DMO) can be set up or launched.

Chart 6: DMOs and their brand building alternatives
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It is valid to state at the beginning that the situation is not so clear-cut in practice, and that there
are not only the three cases (top-down, bottom-up, mixed) described here, but also an
overlapping combination of them. This chapter is interesting and relevant because it concerns
the whole of the Danube Bend and its smaller units, or areas closely adjoining to it (Ipoly

Valley), which are not only under-resourced but also under-organised.
7.2 Tourism Learning Area concept

“Learning Areas are the concrete application of a new approach to basic education and
training for sectors with a high diversity and highly complicated learning situation.
They help in organising the necessary dialogue and collaboration between education
and training institutions and the sector stakeholders, as well as the capability of
enterprises to develop the existing workforce. They constitute local cooperation
platforms for learning and qualification of tourism professionals. ”

Pedro Ortun, European Commission

In cases where administrative borders have to be crossed, because visitors cross them, e.g.
national borders, regional borders, district borders, it is worth choosing the most flexible
destination management model (TLA). This situation and approach is true for the Ipoly-bank
area, as it connects Slovakian and Hungarian areas, cannot be developed from national or
governmental levels from the top, but tourism can be well-built from the bottom and with the
involvement of stakeholders at both the top and bottom levels, based on a round table and equal
representations and votes. A Tourism Learning Area (TLA) is a concept of a multi-stakeholder,
inter-sectional partnership approach aimed at improving human potential for running the
tourism sector at the local/regional or cross-border levels (Januszewska, 2008). The handbook
“How to Set up Tourism Learning Areas” was published by the European Commission with the
aim to explain what learning areas are, why they can be useful and how they concern the tourism
sector (EC, 2004), and at certain points, the above-inserted table concludes its excessive
knowledge. The TLA approach involves a wide spectrum of regional stakeholders and brings
them together in a combined top-down/bottom-up (mix) process to form cohesive information
and collaboration networks. A TLA can respond to today's challenges in the tourism sector by
developing inter- and intra-destination (Figure 16) collaboration alongside a range of learning
opportunities. If we look at the table and compare it with the research results of the dissertation,
we can see that this concept can be a driving force for cross-border tourism organisation along

the Danube. Black text in the table interprets the weaknesses, brown interprets the strengths.
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Brand Transgression:

Brand building, and not brand guiding, as a procedure in branding and ultimately in positioning,
is justified by the author in this additional point, for the case of micro-destinations. Brand
building can be followed by brand protection, but it must be based on local characteristics,
values and value exchange. The phenomenon of Brand Transgression, which occurs in micro-
cases, is also interesting on a theoretical level. Here | am dealing with damage to the brand, but
the brand, which is defined by a higher level, may be meaningless or unacceptable to the
community. This is simply names as an act of violation of the direct or indirect rules regarding
consumer-brand relationship, when a macro-designed brand can go bad at the micro level.
(Aaker, 2004).

Brand quiding:

In order to provide an outlook, or a broader context to the focal area of the Ipoly Valley,
branding in Hungary may not result in the most successful solutions if it is carried out by the
national tourism marketing organization without consultation with local tourism actors (brand
guarding). In Hungary, and as soon as the finalization of the image of destination management
organizations and regions is reached in the near future, this will be treated as a challenge

appearing in the Danube Bend soon as well.

Brand building:

Although the traveller is an increasingly experienced consumer, even individual destinations
are not in an easy situation, as the brand images of individual cities differ significantly from
those that the national tourism management wants to envision and convey to them. If we look
at the values that cities put in the communication focus, i.e. in their brand (brand building),
these are the rooster in Gydr, the fire tower in Sopron, the ring structure in Budapest and many
more ideas that fit in an abstract emblem, the castle of Eger, the wine of Tokaj, the innovation
of Debrecen, the castle of Gyula, the riverside of Szeged, the meeting of culture and design in

Pécs.
7.3 Organisational Function Design

In this paragraph | am showing the organisational design with the adaption of the Austrian
Tourism Masterplan (Plan T, 2019). This illustration (Figure 43) is a four-phase process that
businesses as well as destination management organisations can use to create products, services

or service chains used habitually by their colleagues (here not their visitors!) in this context.
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Figure 43: Self-Hunt-Tribe-Heritage cycle in organisational design (source: Bodis, 2021)

At the core of the value wheel, the first stepping stone, or the instant action is defined (what
should the destination do first). On the left, there is the individual (self and hunt), while on the
right, we can see the community (tribe and heritage). Counter-clockwise the management is
able to have the need of the individuals met first. In terms of destinations, the individuals may
be the single attractions, cities etc. on a map, the community is a regional, or even a cross-

border destination.

In 2019, the Austrian ministry responsible for tourism published a new national tourism
strategy, the "Plan T — Master Plan for Tourism". It lays down guidelines for sustainable
development of tourism and serves as a guide for political decisions at all levels. Sustainability
in all its dimensions and a culture of cooperation are central considerations to achieve a new
quality of tourism policy. Plan T strongly aims to contribute to the implementation of the
Agenda 2030 and achievement of the Sustainable Development Goals (SDGs) of the United
Nations. For implementation, it is complemented by action plans with concrete measures and
activities. Plan T has been developed in a broad participative process involving hundreds of
relevant stakeholders from every region in the country. It is the basis for tourism policy and
lays its focus on joint sustainable development of tourism in Austria — addressing not only the
needs of guests, but also of the economic sector, the environment, host communities and the

DMOs. The mission is to be the most sustainable destination worldwide.
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This model, or as many call it, the value wheel, has a mission of four corners. One is purpose,
that is, a vision-like summary of goals for the individual destination (single destination), the
settlement. This is followed by outlook and then cooperation or collaboration (multiple
destination), when the organization can operate almost as a tribe (Figure 16). The fourth quarter
puts the crown on the whole, that is, the authorization to change. With this method, we can
discover what and in what ways new measuring indexes Austria can introduce beyond the
widely applied measurement (share of GDP, Tourism expenses, Overnight stays, Employment,
RevPAR, Arrivals) the new understanding of the tourism market (Value-added, Guest
satisfaction, Share of renewable energy sources in hospitality — gastronomy and

accommodation). See Figure 44.
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Figure 44: Extended Self-Hunt-Tribe-Heritage cycle in tourism organisational design
(adapted from Plan T, 2019; source: Bdodis, 2021)

7.4 Danube Bend tourism within a framework: D4

The first tourism professional day (16th September, 2021) of the four Danube-Bend towns -
Szentendre, Esztergom, Vac and Visegrad, i.e. the D4 towns - was held in Szentendre, in the
Skanzen (Figure 45). In the framework of the D4 cooperation, the participants are planning a

joint Danube Bend tourism concept (Szentendre, 2021).
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Figure 45: The first tourism professional day of the four Danube-Bend towns

(source: Szentendre, 2021)

Every day, Péter Galambos (Figure 6), European champion and World Cup-winning rower from
Vac, who is the face of the regional tourism cooperation, greeted the participants gathered in
the Skanzen, reminding them of the common point, the love for the region. The Deputy Director
General of the Open-Air Ethnographic Museum, in his role as host, gave a presentation on the
history and situation of the Skanzen and the ongoing development of the Transylvanian
landscape. The mayor of Szentendre, said that towns were shaped by individual life stories, the
history of a house or a family was integrated into the history of the town and the wider
environment. The new tourism concept also draws on these personal stories, Szentendre, the
Danube Bend and Hungary are built on personal stories, and this is what the D4 tourism
cooperation should be about. The representative of Good Deal Consulting Vienna—Budapest,
said that the Danube was a symbol that connected us, but he encouraged the audience to learn
and use new professional concepts while keeping the old basic principles. Forget about being a
tourist, he asked. The arriving one is a person with individual stories (Figure 14). Let us think
in terms of “visitor economy” rather than “tourism” (Figure 18), providing a personalised,
quality experience, and the use of the term 'tour guide' is also revealingly outdated, he noted, as
he or she is the 'moderator of encounters', assisting the guest, not the stranger, with his or her
work. A researcher of Xellum, spoke about the forthcoming Tourism Strategy of Szentendre.
Emphasising that it is not intended for the general public, but is specifically professional
material. It is a comprehensive strategy covering all aspects of the subject, from cultural aspects

to accommodation and hospitality. It sets out a framework and principles, and is a preparatory
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document for decisions that are still to be adopted, he said. Small towns like Szentendre can
find their way in creativity, their tourism concept should be flexible, local and brand-building,
he said. To achieve this, they need cooperative partners, such as accommodation providers,
restaurateurs and artists within the town, and the towns of the Danube Bend in the region. The
professional day continued with the presentation of the Programme Director of the Hungarian
Tourism Agency (MTU). As she said, the National Tourism Development Strategy 2030,
prepared in 2017 (NTS, 2021), had partly been overwritten by the COVID-19 pandemic, so the
material had been further developed under the title Tourism 2.0. "We are working to share our
love for Hungary,” she said, citing the motivation behind the comprehensive strategy. The
branding of the cities (D4) is now looking for a way of organisational collaboration (Point 7.1).
This dissertation has got the essential role in effective organisation design in the conclusions of
the research (Chapter 111), as well as the organisational background (product clubs) of the six

visitor routes along the river Danube.
7.5 Transdanube Travel Stories: Product Clubs

In the framework of Transdanube Travel Stories, the Westpannon Team organised the first
Product Club meeting in Gy6r, Hungary (Westpannon, 2021). The event took place on
21.10.2021 at the County Hall. The relevant tourism operators of Western Transdanubia were
invited to the meeting. They could learn about the project's objectives and get an insight into
the new Danube-area stories (Figure 34). During the meeting, everyone expressed their opinions
and expectations about the project and the work planned in the so-called Product Club. The aim
of the Product Club is to bring the stories that will be developed during the project closer to the
traveller, to give him/her a taste of the stories of the Danube region. In the future, they will
further expand the range of participants and focus on developing a common green tourism
product for the region. The tourism development will include the collection of natural, cultural
and built heritage sites along the route Bratislava—Gy6r—Pannonhalma—Szombathely, which
is part of the St. Martin's Cultural Route (Martini, 2016). The new product club will promote

and present the treasures of the region.
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1. RESEARCH

8.0 RESEARCH DESIGN

Research design answers how to carry out the research, what methods and procedures to use in
order to answer research questions effectively with available resources (Gyulavari—-Mitev
Neulinger—Neumann-Bo6di—Simon—Sziics, 2017). To get the best value-based outcome from the
research, which is based on understanding, interpretation and narratives, qualitative research
methods had been applied. The author chose non-numerical, descriptive, explanatory methods
as the primarily aim was to reveal local meanings, the nature of the destination as well as the
dynamics of the particular phenomenon (cross-border location). The qualitative tools chosen
do not require sophisticated statistical treatment, but they serve as a scientific investigation of
non-quantifiable phenomena, such as design, experiences, movements, chains of values,
encounters of societies through a holistic approach and description. Qualitative methodology
seems to be the most proven way when it comes to researching not only the WHAT, but the
HOW and the WHY questions (Point 1.2.2 or Chart 1) of human experiences.

8.1 Methodology

Based on the triangulation principle (Tomcsanyi, 2001; Babbie, 2008; Decrop, 1999), | used
several methods, in order to obtain information to provide precise support for my findings. One
pillar is the review of secondary sources and literature, publications, conferences, good
practices and case studies both from Hungary and elsewhere, leading me to a more holistic
understanding of the Danube areas in micro and macro terms. | used the tourism development
strategies as a source of comparative content analyses of Hungary vs. Austria, Danube Bend

vs. Balaton Uplands as well as the available smaller-scale regional materials or concepts.
8.2 Comparative content analysis

Qualitative content analysis is used when certain conditions are met. The first of them is the
complexity of the contents to be compared. It is essential that individual contents are processed
in a holistic approach. Another important feature is that the cases under analysis are balanced
and homogeneous from the point of view of the topic (Smela, 2021). Content analysis is a
research method used to determine the presence of certain words, expressions, topics,
application of concepts within some specific qualitative data, for example textual information
in publications or online platforms. Using content analysis, we can quantify and analyse the

presence, meanings, and relationships of such selected or determining vocabulary or any
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other features about a phenomenon. Content analysis with scientific demands is relatively new
in the social sciences among its methods. Its application in the last two decades in the social
sciences, above all in sociology, psychology, political science, media research, but in
psychiatry, ethnography, linguistics, and literature and became known in history in our country
as well. For wider interest, the economics or especially market research has only recently started
to apply it. With the usage of content analysis, the market researcher identifies and explores the
meanings of words in the texts of interviews, in advertisements or in the case of the present
research, the elements and components of visual narratives, the meanings of concepts, and the

complex relationships of the concepts used (Kérdé, 2008).

| was also interested in tourism destination organisations and their environment, development
proposals, and areas that serve as models or have already experienced, or perhaps even suffered
the processes of transformation and are the precursors of the phenomena to be expected in the
Danube Bend. It was important for me to take a holistic approach to the concept of design,
mentioning the areas that link it to tourism, and to show why and how design-thinking can be
used to plan the intelligent use of space and to operate it in a future-oriented and sustainable
way. The evaluation of the transformations (including both the horizontal level: conceptual
tourism approaches and the vertical level: reorganization of local demand and supply) was aided
by in-depth interviews with destination management and tourism professionals working and
living in the sample areas, mayors, businessmen, investors and other people interested in the
system (Danube, Danube Bend), semi-structured interviews and moderated workshops

(Ipoly Valley).
8.3 Moderated workshops

Co-creation is becoming more and more obvious and successful in knowledge transfer and
education, so they can also be used during the first practical steps of destination development.
It results in practical approaches and interventions that reveal deeper connections than the

scientific or academic way of seeing. The workshop is one of the most suitable tools for

e collecting data,
e formulating ideas, and

e grouping thoughts

(Boone—Braeckman—Michels—Kindermans—Van Hoof-Van den Broeck—Godderis, 2023). In
addition, the participants do not perceive that some abstract solution is created without them or

above their heads, but that they can do it in practice.
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Market research, a tool in marketing, not only generates data and answers, but it can also
generate new ideas by bringing participants together under one roof when it comes to creation
and development. Good qualitative research as a practice, rests on two pillars. One is theory,
the other is practice (Keegan, 2009). In this research, it is exactly this double necessity that is
why the author chose the workshop as one of the most suitable for this purpose. Focus group
research, one of the methods of which is moderated workshop work, has the following
advantages (Mack—Woodsong—Macquuen—Guest—Namey, 2005):

it effectively captures information about social norms and relationships;

e itallows a variety of opinions or views within a population;

e its data is rich as they emerge from the diversity and the dynamics of the group;

e its participants influence each other with their presence in a positive way;

e its participants are able to reflect upon what is said and suggested;

e its participants have got different social, educational experiences and backgrounds;

e it promotes the importance of the community and cohesion.

Since the long-term goal is for Ipoly Valley to be a functioning professional organization,
managed by community representatives, one of the defining elements of the research was the
illustration and practice of this already during the exploratory work. Of course, a suitable
moderator is also needed to lead the workshops. In this case, the moderator and the person
evaluating the data were the same person, the author of the dissertation. The author also
considers it of utmost importance that the structure of the workshop reflects the essentials that
will be necessary in the subsequent destination creation process, and as a result, it is based on

the same competence level scheme that is echoed in many places in the dissertation.

Self- Design- Scenario Project
Assessment Thinking Planning Outline

Figure 46: Moderated competence-based workshop content flow design
(own design, adapted; source: Brozzi-Rauch—Riedl-Matt, 2021).
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The first phase of these competence-based (Figure 4) workshop series (Figure 46) is the so-
called Self-Assessment, which consisted of a self-assessment survey to identify the potentials
and the existing challenges faced by the settlement and the region in the main product
development and organisation processes. In the second phase (Design-Thinking Workshop),
according to the results of the assessment, a number of expert workshops were held in the
villages and towns. The workshop serves for knowledge transfer, adventure and green tourism
topics and for the identification of specific requirements in terms of soft skills or organisation
processes. The workshop itself is conceived to close the information gaps between stakeholders.
This phase foresees innovative and creative moderation techniques belonging to the design

thinking methodology in order to analyse problems in the areas and to derive possible outlooks.
The workshops consisted of five steps:

e Step 1: Discussion and structuring of plans and objectives in the area;

e Step 2: Detailing of specific challenges and opportunities identified in the area;
e Step 3: Brainstorming of possible development courses and concepts;

e Step 4: Improvement of identified ideas/solutions;

e Step 5: Selection of feasible ideas/solutions.

In the third phase (Scenario Development) alternative experience routes (Point 9.6) were
designed in line with the individually identified settlement objectives. The scenarios developed
by the experts considered different degrees of main advantages and drawbacks and thus
supporting a successful integration in already existing developments. After the validation and
selection of most promising projects, the settlements received in the fourth phase (Project
Outline) a proposal (Point 9.7) for an implementation project, indicating specific objectives,
expected results, internal resources needed and the necessary time-frame for the implementation
(Brozzi-Rauch-Riedl-Matt, 2021).

8.4 Semi-structured interviews

An interview as a research method is a conversation that has a structure and purpose. Different
parties are talking, the interviewer determines the questions, and the respondent answers freely.
We can prepare an interview from several approaches. In one approach, the interview is highly
structured (formally edited), in the other, unstructured (lack of editing). Interviews that lie
between the two are called semi-structured. Those researchers who use the semi-structured
approach in their interviews prepare questions on the main topics of the researched area, which
they will ask the respondents.
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In this context, both structured and unstructured model elements are used. When designing the
semi-structured interview, | paid attention on asking some standardized questions. A semi-
structured interview design usually contains several open-ended questions. The use of words in
these questions is not fixed in advance, because it is adapted to the respondent, his or her style
and level, and the user of such interviews must formulate or reformulate his or her questions
spontaneously. The basic spine and the structure of the interview is specified, which on the one
hand guarantees the existence of certain basic information and prevents the interviewer from
moving further away from the core topic, and on the other hand, the structure of the interview
remains flexible so that those contents that are not designed in advance, can be discussed in the

main thread, but the interview sticks to its framework topic.

It is true that the interviewer and the interviewees are not unlimited, but they have some degree
of freedom for action and development. The great advantage of the semi-structured interview

is that it can be easily used in both qualitative and quantitative research (Sheatsley, 1963).

| considered it essential that the relationship between tourism and design be beam-lit from the
organizational and operational sides, starting from competencies to planning steps, both at
strategic and action levels. | emphasize the importance of a character (Point 1.3.3), first and
foremost in connection with the brand, since the brand and the character are able to shape the
system and position and frame development ideas by reflecting on consumer attitudes and
patterns from the world of brands from other areas, even from the FMCG sector (Point 5.3). In
designing my research, | have built on the elements emphasised in the previous chapters, which
explains why there are quite a few back-and-forth reference brackets in the text.

Interviews Focus groups

In general In general

* Eliciting individual * Identifying group
experiences, norms,

opinions and feelings * Eliciting opinions about

* Addressing sensitive o , group norms,
. Individual Community . . —_
topics. * Discovering varieties

within a population.
In this research

* Eliciting professional In this research
experiences, * Identifying and

* Suggesting selecting communal
achievable topics. values, creating chains.

Figure 47: Relevance of the applied research methods complementing each other

(own design; source: Strengths of focus groups versus in-depth interviews, Namey, 2005).
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Figure 47 best illustrates how the two methods complement each other. As the scientific source
notes (Namey, 2005), both research methods have strengths. The clear advantage of the guided
group session, in addition to the previous findings, is that it can produce a large number of
standards or norms (identifies locally existing values and then filters them) and opinions (ideas,
suggestions, directions) within a relatively short time. The dynamics of the group can stimulate
conversations, bring out reactions as that the participants are equal. If the author had only used
in-depth interviews in this research, then they would rather reflect the individual's point of view,
the nuanced differences or even contradictions that are not so important in a horizontal

approach, but at the same time, in a more practical form, can induce decisive tension.

The dissertation further completes the Destination-oriented (B) focus group research with
Tourism expert-oriented (A) interviews with Design-centred techniques (C). What makes the
research exciting is that the respondents of the interview-series, moving more and more from
the horizontal to the vertical, from the abstract to the steps that show up in the differences in
the daily work, but the overall narratives appear in connection with the Danube, and are almost

identical to each other.
8.5 In-depth interviews

“In-depth interviews are a useful qualitative data collection technique that can be used
for a variety of purposes, including needs assessment, program refinement, issue
identification, and strategic planning. In-depth interviews are most appropriate for
situations in which you want to ask open-ended questions that elicit depth of information

from relatively few people.”
Lisa A. Guion, University of Florida

One of the basic sources of qualitative research is the interview: some verbal a text that is
spoken by one or more members of the researched social or professional group with characters
who embody the researched phenomenon, individually or in groups, using different techniques
(Heltai-Tarjani, 2005). The questions were formulated on the basis of The Institute for Arts
Integration and STEAM's Creative Process (Riley S., 2021). In addition to the basic questions
(from 1 to 7), the interviewees were also given helpful and explanatory questions (in Italic),
which did not intend to narrow down the content or the freedom of the answers, but helped to
keep them in line with the raised topics. Thanks to this, the interviews can also be considered
semi-structured in this case. The main questions also reflect on the competencies that were

defined in the very first section of the literature review as part of secondary research (Figure 4).
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8.5.1 Interview questions

1.

DESCRIPTIVE question (focus given by the respondent)

What phenomenon would you compare the Danube to, in general and in Hungary?
(Based on Figures 33, 35, 40 and 41.) What is the meaning of the Danube for you,
what values do you identify it with (3 values), what identity would you attribute to it
and what is its promise for Danube tourism?

ANALYTICAL question (details revealed by the respondent)

Which tourism services can make the Danube region more consumable and
competitive? (Based on Points 1.3, 2.3, 3.2 and 3.3.) How can the values of tourism
along the Danube be preserved and brought together? Please mention such a
project or idea.

INTERPRETATIVE question (personal meaning is associated by the respondent)
Which of the human qualities embodied by a river make the Danube special for you?
(Based on Points 5.3, 5.6.) Which characteristics or features of the Danube are, or
could be, involved in the communication of the Danube municipalities and regions?
CREATIVE question (meaning community: meanings are linked by the respondent)
Which geographical places along the Danube would you add to an imaginary route to
represent the message of the Danube? (Based on Points 4.1, 4.2.2.) Which tourism
products or thematic routes are able to present the Danube municipalities and
regions in the most complete way, making them interesting for today's consumers?
PRESENTING question (the respondent shares his/her alternative creation)

In planning and designing your imaginary Danube route, which theme would you
focus on and why? (Based on Points 3.4, 4.2, and Figures 26 and 35.) Do you consider
it relevant to develop ,,classic”, ,,explore” and ,trendy” itineraries or packages
along the Danube? If yes, why, if not, why not?

EVALUATIVE question (respondent mentions others' perceptions)

What national and/or international good practice would you mention in the field of
preservation and transfer of values along the Danube? (based on Points 6.2.3, 7.2 and
Figures 23, 40.) — integrated into the previous questions after piloting.
REFLECTIVE question (how can the respondent influence his or her environment)
What advice would you give to a tourism organisation in a region of the Danube in
order to achieve a future-oriented operation? (Based on Points 7.1, 7.3 and Figures 43,

44.) — integrated into the previous questions after piloting.
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8.5.2 Interview respondents

In the preparation of the interviews and in terms of their content yield, I relied on the following
specialists. The below excerpt contains their names, positions, and the area they work in, as

well as the language used in the interview. The interviews were conducted using Zoom, and

they were recorded by the author of the dissertation with the consent of the respondents.

Chart 7: Interviewees’ names, position and origin with the areas they represent

Name Position Area City Language
former
Prof. Geschiftsfithrer / Danube .
Georg - . as a whole Passau English
. Tourismusdirektor .
Steiner . - region
Linz Tourismus
Dr. Managing Director Danube
Paul European Danube as a whole Ulm English
F. Langer Academy region
Marton Direktor Danube,
Areo Collegium Austria & . .
Méhes . . Vienna Hungarian
Hungaricum Hungary in
. PhD :
Interviewees Wien Focus
Ambassador to Danube, Linz
Balazs Newtourism, Austria & Vienn,a Hunoarian
Kovacs CEO & Partner at Hungary in Buda eslt g
GD Consulting focus P
Zoltén CEO Danube,
. for Danube Bend Esztergom Hungarian
Szekér -
Visit Esztergom focus
Acnes former Danube,
5! CEO for Danube Bend Szentendre Hungarian
Lérincz ,
Irdny Szentendre focus

The selection of interviewees was also conscious in the sense that the process had to follow the
philosophy that this dissertation can claim as its own. Based on the relationship between the
macro-destination and the micro-destination, the first step was to interview professionals who
could interpret and see the Danube as a continental destination. After that, as the table shows,
I asked the Hungarian professionals who live and work along the Danube, in our
neighbourhood, who see the Danube as a region, the Western and Eastern meanings as well as
the Hungarian characteristics, both touristic and natural or in a cultural context. Finally, the
leading managers of those destinations which, so to speak, include the Ipoly Valley micro-
region, and even, as an alternative, with its new and additional elements, is able to free up the
two typical, iconic settlements of the Danube Bend, Esztergom and Szentendre from
overtourism. In the following table, the key words of the questions and the key ideas of the
answers are displayed, in the same order as the previous table displays the respondents of the
interviews. The first three columns indicate the brand-building elements (Point 8.5.3).
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8.5.3 Content analysis of the interview responses

Chart 8: Interview key concepts according to the points of criteria in the header

VALUES IDENTITY PROMISE Projects Communication  Behaviour-
of of of preserving reflecting based
Danube Danube Danube values VEUES SEGMENTS
There is no time | Professionals
Symbol: not “Danube or mindset at are afraid of
only clichés Stories” that | local levels for narratives and
but connec- Tourism can | has got 6 cross-border targeting this
tions; go deeper routes, but Danube way. A right
Europe: than the river | the other communication. | structure is
The flow . A .
centre, arts, cruises, and | initiatives No issues, no needed today.
. and the . .
history, ower to far beyond, | lack strategic | marketers, no There is a lot
culture; tFr)ansform there are the | thinking, budgets. Lot of of potential in
Trans- 2" and the 3" | only cities misuses, more the mentioned
formation: laces to are good in holistic approach | categories.
from nature m their self- needed. “Route | Classic &
to culture, marketing of Kings and Trendy: Linz,
trans-identital actions. Emperors”isa | Tabakfabrik is
good example. a best practice.
Diversity: s wlie Iarltisg?)ries
- (13
cultural Danube shouldbe 1\ oo ve sense,
. Pearls” to communicated: a
adventure; ; but people
L bring up Danube
Curiosity: True cultural . - . would rather
ositive adventure certain areas. dlsc0\_/ery 1S design their
PO The human . “Danube more in terms of
attitude of X isan v . . own packages
. horizon that . Academy” to | discoveries than :
people to it; . alternative to - based on Trip
. it broadens educate. a beach holiday. .
Tradition: beach-type However Thematic routes: Advisor.
cradle of vacations. ' q « " | People do not
Europe many goo 'Women along book rigid
LT projects the River” may :
migration collanse be more categories,
route pse. they prefer
successful.
freedom.
Danube as a
Symbol: Varlatl_ons. region is a too The Explore is
for 1 piece: big dip.
embraces the . a good
that would be | Communication
space, he best. Th  be brok category
everything It has its . the best. The | must be broken because it can
L9 It can provide | four down into .
flows into it; own . . be thematized
Diversity: identity the thrill of | European smaller units. well. Crossin
DIVErsity. Lo discover Capitals of Shorter routes, : g
but one point which it . the border is
. ) . through Culture and | festivals and .
of alignment; gains by - the point.
L2 . thematic Ulm are conferences can ;
Exciting: feeding on Trendy is also
- - pathways and | already represent the
different its - . good because
. . future- working on feeling of .
environment, environ- g of the festivals.
packages. Danube Being X
but the ment . ” Architecture,
. projects. European” from .
Danube is the : music, and Art
Weaker Ulm, Linz,
same A . Nouveau are
everywhere marketing in | Krems, Vienna, the Classic
the East. Gyo6r, Budapest '

to Novi Sad.

100




VALUES

of

IDENTITY
of

PROMISE
of

Projects
preserving

Communication
reflecting

Behaviour-
based

Danube

Danube

Danube

values

values

SEGMENTS

Svmbol: The city of We feel & move | It is pos_sible to
_LHU 0 gari;';m- Gyoér's at home in t_he categorize,
ness Eu ropean Danut_)e region, whether itis
reali’zation Capital of there is a lack of | the acquisition
00 sibility’ of Cultyre_ awareness and of experience
the future: Slowing appllcatlon, acceptance of the | or the '
Relation-’ It is part of down which uses rc_>|e of '_[ransformatlon,
MW— the Central connecti’ng th(_e Fl_ow “integrator, t_he it should be
- _ 9t | principle, role of a turning | leveled. Good
most inter- E_urop_ean _getting DCCin point” for examples are
BZ}gonr;aiLrg“gr’ Idg;lstil(t:y, ' Belgrade, CentreS and V4, the Szigetkoz
Europe fundament space that NeueDonau experience (Blke&E_Boat),
shippin,g' of builds on in Germany, | spaces and _ kayak slide,
Trans- diplomacy multi- the former transformation and the slow-
e modality. Danubg _ (Linz). “])_4” is down, t_hought-
m m CorT_]mlssmn, also functlon_al at | provoking
old to r;ew Schifffahrt tl_1e communica- | programmes.
from ' Conference, tlon_level_. In a sexy way
el i D_unaka— Regl_ongllsm, and th_e _
communal vicsok proximity, Classic will be
podcast. originality. Trendy.
Life: “Dl_JnaE_aike” E_very place is Classic and
ﬁésic project in dlffe_rent along Trendy, but
condition is Eszterg(_)m, the river, B '_[hey should be
water: connecting location-specific | improved.
Souna: The_values Soun and | placesin a5- | transport a_nd Sporty but not
music. liein her 15 kms with | multimodality sweaty, active,
comfc;rt and identity, not uO%GEnEl, | gastronomic are_needed, city-centric.
connection only_ connecting | experience. which can be The bio-
diversity: ' Hungarian, aqd _ The c_reatlon thematic ro_utes, themed _
Euro ee{n: but also associating of shlp-type e.g. gastro is Explorer is
_p_i t does not European possibilities. | and distance- | associated. But not, rather the
separate, but _base_d routes unfort_unately, categorical
connectsi is missing. there is no breakdowns:
global ’ “Brea_kfast bra_nd nor story- | 1 hour, 1 day,
on bridge”. | design yet. 1 week...
Initiatives: They have to All three
Culture: “Eu!ropean position the _ categories are
built heri tage It's an Herltag.e panube Bend, it rele\{ant and
—— e — Protection” |s'n0t as easy as prpwde_
Natur e:’ a creative’ for the Tlhapy in the orientation and
the relation- place with Advent [B)an(LijeD 4 eBV?ntmg ofrI]_ake gat5|er i
. . Adventures end; “D4”: alaton, where interpretation
ﬂéﬂ:&a’:en creﬁ%\:]el;nd atyour value _ 1-2 values are for \{isitors and
and water: educated fingertips. preservation: | given, e.g. the service
Gastrono'm .| people to if 1 wins, lavender. providers.
—Ysp el get to and everyone Museums also Imporgant and
B - explore wins; Water | need an _ essentla}l _
values and accompanying, | categories in
producers

connections,
ports.

complementary
experience.

future
developments.
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During the interviews, everyone received the same 5 questions, so that the answers to questions
6 and 7 were already covered in the previous topics. A pilot interview was completed earlier
on, where the author had the experience that every response to his request contained evaluation
and reflection (Point 8.5.1), so | only asked these during the live interview if the respondent did
not address them. The interviews support the findings that were used during the planning of the
Ipolymente destination on many points. A system of criteria (please refer to the first linear
header of the table beforehand) was developed for the content analysis of these in-depth
interview conversations, which are not only interesting because of the content spoken, but also
make the content comparable and evaluable. They were prepared as a supplement to the semi-
structured interviews and the methodology used there (Points 8.2, 8.3 and 8.4), with the purpose
that the wider (macro-destination) and then narrower context of the Danube, the Danube Bend,
help to put into context, not only in terms of its meaning, but also in terms of its tasks and

challenges at micro-destination level.

As the excerpt from content analysis shows, the vision is mostly shared by the professionals,
as well as their findings that with more conscious and focused marketing work, more concrete
meanings can be given, conveyed and thematic routes can be designated. The Danube as a
symbol to which it is good to belong, because it represents diversity, exciting discovery,
historical continuity as a starting point, was mentioned by all of the respondents. As for the
promise of the Danube, all respondents mentioned adventure tourism and discovery
(highlighted by in the table cells), which also confirms the relevance of paragraph
2.1 (Figure 9). In addition to the already operational and tested thematic routes, all respondents
drew attention to the challenges, joint and concerted marketing, and came to the conclusion,
including the present research, that the itineraries should be created on a design basis, so that
the guest has his or her own be able to shape them. In addition to the need for decision-making
support, isolation and, in some cases, networking appear, e.g. the festivals along the Danube.
As far as customer behaviour-based segments are concerned, the conclusion can be drawn that
it is worthwhile to define understandable and simple categories and to build on the way some

itineraries are currently compiled for visitors themselves.

There were those who could completely identify with the three categories listed, some who
even combined them, and there were interviewees who initially preferred not to, but found
relevance in these categories as the interview progressed. The contents of the in-depth
interviews prove the integrated way of thinking and the ability to mediate the expressive power
of the Danube region, to which Ipolymente / Ipoly Valley is able to connect with another thread.
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At the same time, the micro-region is a much better, more effective and efficient field for
experimentation and innovation, because the networking and success achieved locally can set
a good example, as is currently the case with the aforementioned cities along the Danube, or
the D4 alliance, although at other levels. It is striking that multimodality, which is one of the
organizing elements of the Ipoly Valley region, is also formulated as a leading idea in the

creation of experience spaces along the Danube in several places.

As the interview process progressed towards location-specific destination management, the
design-based thinking described in the previous chapters became more and more apparent, the
way in which global narratives can be marketed, produced, and grasped. The lack of story-
telling and the brand was also found at the micro-regional levels, in the sense that today there
is no brand-level association competitive advantage that anyone could assign to the Danube.
Movement, active recreation, adventuring, sound, music, art and creative work have a decisive

distinguishing power.

Moreover, the new dimension of connections, which is based on interoperability, not on
walking through, would be fundamentally important on a micro-level. This is also an important
element in the organization of the Ipoly Valley design fair, just like the dream project that would
connect neighbouring settlements on the opposite side of the Danube via a cable car, e.g.
Esztergom and Sturovo. Another practical approach to experience route design is to assign
vehicles (boats and ships) to different distance categories, as well as time categories to
individual visitation behavioural patterns (Figures 34 and 35). The “Reggeli a Hidon” /
“Breakfast on the Bridge” event in Esztergom also proves that the human, the everyday, the
simple categories have a greater reach and engaging power than expensive advertising
campaigns, the human scale, the change of scale does not only mean that we are talking about
neighbouring communities, but we give them, primarily the locals, one of the most basic ways
of meeting, the table community (Figures 18, 37 and 44). This can then induce a demand that

makes visitors curious about what it's like to have breakfast with a "stranger".

In the course of the interviews with the key actors of the geographically increasingly narrow
interpretive domains, not only did the thinking reach from more holistic approaches to place-
specific ideas and meanings, but also movement on the water, mooring, community building
with local producers, and the promotion of markets came to light (Point 9.7.4 and Figure 50),
as well as the role of the creative and educated local population of Szentendre or settlers, mostly

in the new scenarios following the pandemic.

103



The aforementioned categories of segments (classic, exploratory and trendy) are not only a
simplification of communication, but in essence they convey the mission of caring for the

visitor in a much more human way from the management and service provider side.
8.6 Creativity throughout the research and in the future process

To conclude this part, the author brings the attention to the introductory passages of Chapter
4.0 (and Figure 39), in which creativity and its relevance is discussed in a detailed way. Design
methods can be applied in all areas of tourism in the service process. To innovate and win,
companies need design-thinking (Martin, 2009). | want to highlight the aspects of tourism
where design and creative thinking are inevitable and which | kept reflecting on in this
dissertation. The following creativity-based findings emerge from the design and
implementations revealed by my researches. Destinations, in communicating their intangible

cultural assets, seek

(1) to make use of creative tools and spaces that support visitor activity and engagement
(OECD, 2014). Creative tourism, still a niche area today, has grown out of cultural tourism,
mainly due to destinations' responses to visitor behaviour that cater to, and even stimulate mass

demand and needs, often focused on culture.

(2) Destinations that are able to offer their creativity to their visitors, by offering them
active participation, encourage them to experience and learn, knowing that the ultimate
motivation for travelling is to get to know oneself and to compare the cultural background of
the visitor with the unknown to be explored and understood at the new place where he or she is
welcomed (Duxbury—Richards, 2019).

(3) The design-based organisation of creative tourism and destination work can be
implemented in practically any geographical unit, whether it is a region, a district, a city or
even a cross-border area. The role in public life, the tourism assets and opportunities, and
destination marketing, i.e. positioning, branding and relationship building, are consciously

pushing space-management towards creative-thinking (Emmendoerfer, 2019). The strength of

(4) the relationship between stakeholders can greatly influence the development and
exploitation of the destination's creative potential. In spite of the above-described idea, in

most cases, the actors are very diverse, they have got different interests (Pavlovich, 2003).

In the future, design will continue to take a strong part in the creation of the specific destination

development along the River Ipoly. The discussion of this is the task of the next chapter.
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9.0 MICRO-DESTINATION DESIGN & KEY RESULTS

This chapter presents a Hungarian design-based best practice, which will enable the
implementation of a Danube micro-destination, specifically the tourism developments along
the Lower-Ipoly and the Garam, in a coordinated network, based on multimodality, exploiting
mutual synergies, both on the Hungarian and the Slovakian sides. In order to achieve this, in
the framework of a European Union Interreg project, with the Pontibus Limited Liability
European Territorial Partnership as the lead partner (Pontibus, 2022), | managed to organise
and led a series focus group workshops (Points 8.3 and 8.4) and semi-structured interviews
(Point 8.5), during the period of June—September 2022, to develop project package outlines
that form the basis of a cross-border destination based on an easy-to-implement and consumable
offer. The European Territorial Partnership was established in 2015 by the Municipality of Pest
County (Hungary) and the District Municipality of Nitra (Slovakia) with the aim of developing
social, economic, touristic, cultural and inter-institutional relations in the cross-border area, thus

contributing to the coordinated development of the region.
9.1 Preliminary studies: a destination for connections

The studies grounding the destination design and the surveys of the settlement project proposals
were prepared with the involvement of experts, during which the settlement and regional data
(and maps) as well as technical and professional contents of the planned projects were

systematized.

After that, the selected tourism project proposals were reviewed and evaluated by the
professional committee in the framework of personal, small-group workshop meetings with
regional mayors, civil organizations, businesses, and other project managers. During the field
reports, interviews and workshop discussions, it was clearly stated that the Ipoly bank area is
an area of connections. The primary development area of the tourism action plan includes 13
Hungarian settlements out of a total of 17 located in the Szob district, as well as 27 settlements

and Palést from the Nyitra district. The following points were identified:

e Ipoly does not separate but connects the neighbouring areas.

e There are physical crossing points, bridges, border crossings in the region, the
Ipolydamasd bridge is new (officially opened in July, 2023).

e The Garam—Ipoly area can represent a competitive alternative for those who already
know the Danube Bend as city back-pack tourists (Xellum, 2021), or who are no
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longer interested in it due to its massive visitor traffic overload in peak seasons,
weekends and extended weekend days (Kondor—Szabo—Prorok, 2020).

e |t can serve this with complementary (supplementary) potential (Kadar—Gede, 2020).

e The settlements in the area and the level of infrastructure development are very
different.

e The spread of development concepts is also wide: they need a systematic evaluation.

e The development of the area is evaluated: there is already some touristic demand or
interest, which for sure will increase in the future.

e The development should not only apply to the attractions that can be built: soft
development is also necessary.

e It is worth positioning the region in a unified system with a new approach.

e The settlements want to strengthen the cohesion, sustainability and resilience of their
communities.

e The goal is to achieve economic, natural and cultural sustainability in the region.

The participants of the workshops met several times. The preparatory and framing discussions
lasted from May to September 2022, and the focus group analyses were held and led 6 times by
the author of this research in Szob, Kemence, Ipolyszalka, Zalaba, Ipolyvisk and Ipolysag. The

summing up took place in Ipolyszakallos.
9.2 Communication analysis

As far as today’s regional communication is concerned, the lag could be made up for, the
participants said, since the Ipoly area can be travelled practically without language difficulties,
since Hungarian is spoken on both sides, in fact, it is the primary language used. For the time
being, there is very little information about the tourism offer on the websites of the individual
settlements, the possibilities and capabilities are different, sometimes giving excessive
importance to some attractions with very little appeal, which - in many cases - is the church of

the village, with limited opening hours.

At the organizational level, the destination promises to be particularly cohesive. It was
underlined that it is only possible to develop the region through joint and mutual thinking,
dialogue and consultation. There is a lack of coordinated communication and competitive
marketing, and currently the number of destination management and civil organizations in the

region is also small (Bed6cs—Kovacs, 2022).
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9.3 Destination product audit and contextualisation

The following tourist products are clearly present in the region (see: Appendix maps), their
elaboration and connection are the next steps. Each of the individual tourism products, even at

the level of definition, supports the network and design philosophy of the twin region.

Water & tourism: The real attraction of water-based tourism is the variety and uniqueness of
the natural values. Tourism developments can also be based on this diversity, as a result of
which the network can be unified, but individual areas and sections can appear with different
offers. Due to its natural features, Hungary has a serious potential for water tourism, which is

still untapped in certain areas (Kovacs, 2022).

Cycling tourism: Cycling as a tourist product can be sold on its own, but it can be really popular
as part of a complex experience package, where cycling itself is not the main activity, but that
it represents an active, enjoyable and sustainable mode of transport between various attractions

and restaurants (Berencsi, 2022).

Trekking, active, hiking and pilgrimage tourism: Trekking routes designated for recreational
and touristic purposes make it possible to reach and connect many attractions, as well as various
trips and tours around the attractions, and sometimes become attractions themselves. The
designated routes make it possible to approach and visit various natural attractions and
historical-built heritage sites, connecting them with each other, with settlements and transport

hubs with stops and parking spaces (Molnar, 2022).

Equestrian tourism: Similar to international trends, the demand for experiences close to nature
can also be observed in the travel habits of Hungary. It is known in the world tourism market
that the best selling tourist products are those that have some characteristics, are unique to a
specific country. The name of Hungary has been intertwined with the horse for centuries
(Loska, 2022).

Forest, narrow-gauge railway tourism: Tourist flow can be improved by developing the
forest railway and its environment, in which not only the existence of attractive elements, but
also their values play an important role. The attractiveness of each line in terms of tourism
depends strongly on the attractions and programme opportunities located nearby. By the
transformation of the forest railway lines into thematic routes, the thematic route that consists
of several elements or sections, can be visited or viewed by stopping at the stations of the route
(Princz—Vasvari, 2018).
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9.4 Destination function design and conceptualisation

The region has the geographical, landscape and cultural contrast (Point 3.4) that today's visitors
are looking for. Ipoly itself is the link, the passage. The passage is supported by active tourism
products (Figures 2 and 9). Individual points can be connected in time and space in a transparent
system defined by nodes and movement lines (Figure 34). The area immerses visitors in the
original, the untouched, and they can co-create with the local communities (Figure 25). The key
to success at the destination level is openness and cooperation. It builds on what creates specific,
complementary and non-substitutive products, both in terms of accommodation and in all other
fields, since there are elements in which settlements or their surroundings are stronger, while
others are weaker (see: Appendix maps). In the soft projects, knowledge transfer and incubation
also appear, the transfer of values to visitors can strengthen the locals. Most of the domestic
tourist regions, including the Ipoly region, are inseparable from the micro-regions beyond the
borders. This plan solves the investment-centric positions (Point 2.4), which are often loaded
with tension. It is a transparent, homely, small-scale place for adventure tourism, and fits in
with the selection and trends. It serves sustainable tourism, with multimodal transport and local
products. This destination is a small region in which micro-mobility vehicles should be used
for short distances (traditional or e-bike), but walking is also an option (Miskolczi—Jaszberényi—
Munkacsy—Nagy, 2020).

9.5 Destination frame design and conceptualisation

‘Less is more’, marketing and communication practitioners know that it is worth simplifying
complex, multi-sold and multi-bought systems, such as a destination with a very diverse product
range, in its philosophy as a first step. It is true for content creation, too. Short, snappy writing
tends to perform better than long, complex copy. Internet search engines prefer key words,
shorter sentences and paragraphs. Concise use of vocabularies and writing in general, tends to
be strong writing, rather than trying to sound like the next Shakespeare in the any content,
DMOs should be logical and natural. A down-to-earth style is both easier on the author and
easier on our consumer (Hall, 2021). The data (settlements, their relationship to the river, and
to each other) as well as the functions of the individual points can be more transparent and
consumable (Points 2.2 and 8.4) if we choose infographics for spatial presentation (Ashman-—
Patterson, 2015). People started telling stories with pictures (visual narratives) well before the
use of sentences (textual narratives). This began about 35,000 years ago when people drew

pictures on rocks and walls to communicate with each other.
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This concept was used in the workshops (Point 8.3). Wide rainbow of colours in the area,
differences in development, spread of attractions, water and topography can be framed by
drawing a frame and placing a rectangular net on it (Figure 48). Within the frame, the
movements of the visitors were determined, along spatial and temporal lines, reflecting on their
attitudes. Nodes or junctions were designated: gate points were created (entry and exit points),
stepping stones (those where resting and distribution takes place), and transfer points (where
visitors change modes of transport). Human-powered, sustainable modes of transport have an
advantage in the development of a region. A kind of connection between bicycle—canoe—
horse-riding modes of transportation is already operating in the Ipoly area (Makase, 2023), and

this multimodality was a determining element when planning the experience routes. Due to

flexibility, temporary events and places with variable opening hours can also be added.

Figure 48: Infographic-style illustration about the steps and the final composition
(Gate points, Stepping stones and Transfer points) of the functional design
in the Ipoly East/West-bank—Garam East-bank—Danube North-bank twin destination
(own design)
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The preliminary studies have shown that the region is not uniform in many aspects (Point 9.1),
but a sort of complementary product structure already exists and can be created, which
corresponds to the embedded nature of the previously formulated products, to the fact that they
can be developed with little success on their own, but rather in a systematic, coordinated way,
and with appropriate manner supported by communication (Points 4.1 and 7.3). Figure 49

demonstrates the complex interpretation of the area.

N Ipolysag | GATE
+ «— Ipoly e[

. . A Q
GATE | Zseliz TRANS | Ipolyvisk <>  Tésa | TRANS >
more accommodation -_
live traditions advanced gastronomy :
-
-l ) o
- 2 N
v ! “
vinery, wellness TRANS | Ipolyszalka L Letkés | TRANS more tourism businesses
GATE | Parkany TRANS | Helemba <  Ipolydamasd | TRANS Szob | GATE
{t Danube —

Figure 49: The functional design of the destination with the nodes, settlement names and the
functions indicated. The relevant tourism products and the strengths of the areas are provided

(sources: Appendix maps; own design)

The western part of the region relies on the wine region and living traditions, crafts and country
houses (between Garam and Ipoly). The living presentation of cultural heritage is significant
on the northern and southern borders of the region, typically in the case of Zseliz, Ipolysag,
Szob and Parkany, so it is worthwhile to establish entry and exit points there labelling them
GATE-points. On the ‘sparkling” Hungarian side (Borzsony), hiking, trekking, forest railway
and pilgrim tourism are strong, of course, water-based tourism is also decisive. Typically, there
are more commercial accommodation facilities, more developed hospitality, and more tourist
service providers. On the ‘still” Slovakian side, the paved road infrastructure is better, the traffic
load is lighter, which means bicycle routes that can be put on the public road network, or on the
already existing bicycle path network. The terrain is more suitable for horse-riding in Slovakia.
This side also has advanced water-based tourism and capacities, with less professional service

units. TRANSfer-point settlements naturally connected by bridges (Ipolyvisk—T¢ésa;
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Ipolyszalka—Letkés; Helemba—Ipolydamasd). It is not recommended to develop the same
services on both sides in parallel, but rather on the side where it is more justified or where a
service already exists, including tourist information offices or visitor centres (see: Appendix
charts). The soft-projects are able to settle at the points where other prominent attractions are
tangentially located, due to their geographical location or their agility, they are able to guide
visitors in several directions, in the form of STEP-ping stones on the routes. There are

Nagyborzsony and Zalaba.
9.6 Synthesised evaluation of development projects

The evaluation criteria for the projects (including their number, name, additional explanations
and location in the country), compiled and synthesised by myself during the personal visits and
workshops, are presented in a transparent summary set of charts for easy comparison in the
Appendix. The basic organising principle is networking. The items in the table headers are:

e Item ‘A’: The Network position says "Inter-mediate” only in the cases where the
project is neither a Gate-way Point, a Trans-fer Point nor a Step-ping Stone, nor a
project closely related to any of these.

e Item ‘B’: Reflects the Current status, based on the 4-dimesional model described in
Point 6.2.1 (Figure 40), locates the project in the Design-Desire-Attractiveness-
Awareness model. Typically, the status is given in pairs, e.g. ‘Proximity” and
‘Hidden’.

e Item ‘C’: Projects are rated on a three-star system: one star (*) stands for a low

identifiable project, two represents medium (**), and three means full-level (***).

Although the ‘Progress’ in other words the development and elaboration (Network position and
Current status) of the project are ranked first, it does not mean that the provisional strong role
in visitor experience routes, which had been professionally justified by the workshop
participants, should be excluded from the later selection or shortlisting just because its level of
preparation may currently be low. ‘Relevance’ is interpreted in terms of content, thematic
aspects, and ‘Adaptability’ means how it fits into a visitor experience value chain. ‘Relevance’
was also worth considering for the sake of variety, adventure and length of time spent.
‘Attractiveness’ reflects the uniqueness of each attraction. ‘Operability’, is the assessment of
economic sustainability, particularly a strong consideration, as it is a key challenge in many

localities. The further items are described as follows:

e Item ‘D’: Experts’ suggestions are added as improvement ideas to the project.
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e Item ‘E’: Lists elements that can be taken from best practices elsewhere those that are
currently missing.

e Item ‘F’: The definition of the target group is based on Paragraph 5.3.

e Item ‘G’: The table sets out a number of themes, based mainly on the framework
presented in Point 9.5 (Figures 48 and 49).

‘Creativity and novelty’, innovation is at least as significant as the previous points of criteria.
The ‘Importance’ of the project is understood as regional (local, Slovakian, Hungarian), or
generating visitations from the neighbouring countries (Austria, Poland). The former is one star,
the latter got two. The projects with European significance are marked with three stars. Under
ecological ‘Sustainability’ we looked at how green the project was meant to be, how it interacts
with the natural environment. Ideas that promote community involvement, the ability of local
communities to express their values, or that provide space for educational, incubation,
traditional or professional events, are considered as ‘Community cohesion’, or in other words
social sustainability. A sample of the project evaluation charts is provided here in English, and
the full set of tables in Hungarian language can be found in the Appendix.

Chart 9: A sample of project evaluation charts

0. Project name: SAMPLE
A. B. C. D. E. F. G.
Network Current Evaluation criteria Development Missing Target group Thematic route
position status and rating (* ** **¥*) proposals element definition it fits into
Proximity Progress * Reasoning Elements )
Remote Relevance o and that can be Active
fate Hidden Adaptability, linkage *4 | dditional adopted — cg,tum,
rans i @ vent
s Honey-pot gttrac:)ﬁness | expert from good Explore R ,
tep Branded perabrity development | practices Trendy ecreation
U lored Creativity, novelty *k suggestions and are q o
nexplore esponsible
Inter P Importance * . P Permanent
Repeat Sustainability © currently
i lackin Seasonal
Bucket list [ Community cohesion | *** g
Additional Detailed explanation of the assessment Recommended /
information Recommendation
and is subject to
explanation: conditions

9.7 Experience route design

The movement lines (visitor experience routes) were designed with the use of the classic, the
explore, the trendy and the responsible behaviour patterns (see: Point 5.3). These experience
chains are able to meet the expectations of those coming for slower, faster, shorter and longer
tour sections - including gastronomy, hospitality and accommodation. In order to expand

diversity, multimodality, the temporality (1-2-3 etc. days) and spatiality of stays, it is worth
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taking the advantage of the internal opportunities in the following complementary product

relationships, and supporting the proposed projects for development in this way:

e cycling—rowing—hiking—horse-riding (multimodality),

e culture, preservation of traditions—active recreation—recreation (diversity),

e education, handicrafts (educational),

e active recreation—excursions—forest railway rides (active and thematic)

e wine tourism—event tourism—wellness—active recreation—horse-riding,

e garden spa spiritual slow tourism experience tours (beekeeping, rose garden)—
pilgrimage (small scale and more spiritual consumption),

e Dbike tours, rowing tours (active),

e sightseeing (culture-focal thematic) tours.

This paragraph presents pre-defined route alternatives, based on the framework set out
previously (Point 9.5) and supported by the attraction project tables (Point 9.6 and the
Appendix). Based on the consumption and behaviour patterns of visitors (Paragraph 5.3), the
characteristics of the area and the characteristics of the tourism products, the workshop
participants created segment-specific offers with multiple entry and exit points and variable
consumption speeds (Figure 26). In order to form manageable, colourful, diverse and
sustainable networks, it is essential to take into account or give preference to those elements
that are decisive in terms of theme, convenience, accessibility or load rebalancing (destressing

of the areas with capacity design),
9.7.1 Thematic tourism matrix of the destination

The thematic design of the routes was formed on the basis the following matrix, which is an
extract of the tourism product elements covered by the evaluated projects. It can be seen from
the table that water-based, bike-, horse-riding tourism and trekking are dominant in the region,
which is strengthened by the other product cluster: culture, preservation of traditions, local
products, education and event tourism. In the table, the TRANS-fer and STEP-ping stone-points
are bold, and the GATE points are in capital letters. The table does not include each
development project, and there are settlements that are neither included. The projects that are
recommended are indicated in red. A filled or blank circle shows the location of the possible

coordination or visitor information centre. The settlements are listed in alphabetical order.

Chart 10: Thematic tourism matrix of the analysed area
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9.7.2 Proposed experience routes and their added values for visitors
The added values had been determined on the basis of the adventure tourism model (Figure 9).

A. Back pack / City / Sightseeing (cultural routes)

Szob, Parkany, Zseliz, Ipolysag

Added values

social, spiritual
attachment and emotional skills:
LEVEL 2: identification

Multimodal routes

B. Bike—Water-based / Canoeing (active & cultural)

Routes

Ipolyvisk—Ipolysag—Palast

Zseliz—Zalaba—Ipolyszakallos—

| Added values
individual, physical, social, spiritual
load capacities and limitations:

Zseliz—Zalaba—Parkany—
Ipolyszalka—Ipolytdlgyes—Szob

LEVEL 1: coping with challenges
attachment and emotional skills:

Szob—Ipolydamasd—Letkés—
Ipolytdlgyes—Szob

LEVEL 2: identification

C. Trekking—Water-based / Canoeing (active & recreational, forest railway & cultural)

Routes
Szob—Marianosztra—
Nagyborzsony—Ipolytdlgyes—
Ipolydaméasd—Parkany

| Added values
individual, physical, community, mental, social,
responsibility

load capacities and limitations:

LEVEL 1: coping with challenges

Ipolysag—Ipolyvisk—Tésa—
Kemence—Nagyborzsony—
Letkés—Ipolyszalka—
Garamkovesd—Parkany

attachment and emotional skills:
LEVEL 2: identification
evaluation:

LEVEL 3: fulfilment

D. Return / Circular (active & cultural)

Routes
Ipolysag—Szob—Parkany—
Zseliz—Ipolysag

| Added values
individual, physical, social, spiritual
load capacities and limitations:
LEVEL 1: coping with challenges
attachment and emotional skills:
LEVEL 2: identification

Ipolysag—Ipolytolgyes—Zalaba—
Szete—Ipolvisk—Ipolysag

individual, physical, community, mental, social,
responsibility

load capacities and limitations:

LEVEL 1: coping with challenges

attachment and emotional skills:

LEVEL 2: identification

evaluation:

LEVEL 3: fulfilment
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Thematic routes

E. Panoramic routes

Routes Added values
Ipolysag—Ipolyszakallos— individual, physical, social, spiritual
Parkany—Helemba— load capacities and limitations:
Ipolydamasd—Szob LEVEL 1: coping with challenges
Ipolysag—Ipolyfodémes— attachment and emotional skills:
Ipolysag LEVEL 2: identification

F. Traditions / preservation & Educational routes

Ipolysag—Nagytir—Felsétir—Palast community, mental, social, responsibility
Szokolya—Késpallag—Marianosztra—Szob attachment and emotional skills:
Szob—Parkany—Gramkdovesd—Ipolyszalka— LEVEL 2: identification
Zalaba—Garamsall6—Zseliz evaluation:
Zseliz—Peszektergenye—Ipolyvisk—Ipolysag LEVEL 3: fulfilment
Ipolysag—Kemence—Nagyborzsony—Letkés—

Ipolyszalka—Garamkdvesd—Parkany—Szob

G. Equestrian / horse-riding routes

Kemence—Tésa—Ipolyvisk—Ipolysag—Kemence individual, physical, social, spiritual
Ipolypaszto—Garamsallo—Peszektergenye—Szazd— | LEVEL 1: coping with challenges
Szete—Ipolyszakallos—Ipolybél—Ipolypaszto attachment and emotional skills:

LEVEL 2: identification

Parkany—Garamk6vesd—Ipolyszalka—Helemba—
Ipolydamasd—Szob

H. Wine routes

Szob—Helemba—Garamkovesd—Zalaba individual, physical, social, spiritual
Zalaba—Garamsall6—Peszektergenye—Szete— LEVEL 1: coping with challenges
Ipolyvisk—Ipolysag attachment and emotional skills:
Szob—Helemba—Garamkovesd—Zalaba— LEVEL 2: identification
Garamsallo—Peszektergenye—Szete—Ipolyvisk—

Ipolysag

I. Ecotourism / green routes

Szob—Marianosztra—Kospallag— | individual, physical, community, mental, social, responsibility
Nagyborzsony—Ipolytolgyes— load capacities and limitations:

Letkés—Szob LEVEL 1: coping with challenges
Ipolysag—Bernecebarati— attachment and emotional skills:

Ipolysag LEVEL 2: identification

Ipolysag—Nagytir—Felsotar— evaluation:

Palast LEVEL 3: fulfilment
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J. Recreational routes

Routes Added values

Parkany—Garamkovesd—Ipolyszalka—Letkés— | individual, physical, community, mental,
Ipolytolgyes—Nagyborzsony—Vamosmikola— social, responsibility
Kemence—Ipolysag load capacities and limitations:
Ipolysag—Nagytar—Ipolyvisk—Szete— LEVEL 1: coping with challenges
Peszektergenye—Garamsallo—Zalaba— attachment and emotional skills:
Garamkdvesd—Parkany LEVEL 2: identification
Parkiany—Garamkovesd—Parkany evaluation:

Ipolysag LEVEL 3: fulfilment

9.7.3 Strongly recommended development elements that can be part of visitor routes

A. Coordination or management office, place of operation, which can also be part of one of
the development projects, at the same place where the construction plan is realized and
accessible from everywhere, e.g. Letkés as a transfer point (project no. 6, Relax Park
development), or Helemba, also as a transfer point (project no. 10, Ipoly Museum
development), perhaps Zalaba is considered as a stepping stone point, considering that its
location is central (development project no. 13, Old Mill).

B. Establishment of visitor information points at the gate points and stepping stone points,
in a covered area, with an office, which is operated by at least 1 person during opening hours,
who speaks Hungarian, Slovakian and English. These points and projects are as follows: Szob
(project no. 7, Forest Railway Garage renovation and change of function), Parkany (project no.
11, in the already existing Information Centre), Zalaba (project no. 13, Old Mill), Ipolysag
(there is no definite project plan, but in the existing Information Centre), Zseliz (project no. 20,
Sacher House and Visitor Centre), and Nagyborzsony (project no. 33, Cultural Park and Visitor
Centre).

C. Slow or small-scale tourism, which gives the image and identity of the region (Figure 13),
justifies that among the development ideas, which were marked as ‘recommended’ in the last
box of the evaluation chart, the following should be included: projects no. 2-3 in Ipolydamasd
(water-based and cycling elements, additional services, multimodality), projects no. 4-5 in
Marianostra (pilgrimage, local produce elements, community cohesion), project no. 6 in Letkés
(new: Recreation Park), project no. 9 in Garamkovesd (new: Api-House), project no. 12 in
Ipolyszalka (heritage protection and knowledge transfer, community cohesion), project no. 14
Ipolyvisk (additional water tourism service), project no. 17 Ipolysag (new: therapy and research

centre), project no. 19 Peszektergenye (tradition preservation and knowledge transfer), project
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no. 20 Zseliz (gastro element, international reference point), projects no. 23-24 Fels6tar and
Nagytur (new: cable car course and thematic route), project no. 29 Kemence (accommodation
capacity expansion, relevant segment), project no. 30 Ipolytolgyes (canoeing and bicycle

tourism additional service), project no. 33 Nagyborzsony (additional information service).
D. Regional tourist card may be introduced later on (Sedlakova—Hetmanova—Indrova, 2014).
9.7.4 Optional development elements that can be part of visitor routes

A. Expansion of accommodation capacity: for aging villages, empty rooms can be a starting
point, but at the same time, the employment of existing and hospitable housewives who can
cook can be used as a spread-out hotel, where accommodation and catering are also provided.
Székelykeve, located in the neighborhood of Belgrade in Serbia, is good practice for this
(Juhasz, 2020). The development of glamping and yurt accommodation is also a good direction,
in those locations where the view is good, but the place struggles with some shortage of
accommodation capacity. Such opportunities are also available in Garamkdvesd,
Peszektergenye and Felsotar. With a change of function, the modernization of buildings for the
purpose of expanding accommodation is again a good option. Looking at the proposed routes
(Point 9.7.2), it is advisable to increase accommodation capacity in the following settlements:
Szob, Zalaba, Marianosztra, Szete, Szdzd, Ipolyszakallos, Ipolybél, Kemence, Bernecebarati,

Tésa and Kospallag.

B. Innovative product development: after the pandemic, certain situations and opportunities
have changed, more people are still working from home, at least for a few days, away from the
office. Well, such a home-replacement, but still office environment can be offered by the tourist
destination, which is already denoted by the word "workation™ in the literature and some start-
up services (Workation, 2023). It is nothing more than an independent small building in an
incomparably beautiful environment, far from the office and home. It is possible to go hiking
and relax, but the employee can also get involved in official work. Such developments do not
require a huge investment, yet they are able, if not in large numbers, to appeal to visitors with
a higher willingness to spend, even for a longer period of time. Recommended locations:
Nagyborzsony, Kemence, Garamkdvesd, Helemba, Ipolyszakallos, Szete and Szazd. Cemetery
tours can be organised in Ipolysag, professional photo tours and training in the most beautiful
landscapes along the Ipoly: Ipolydamasd, Letkés, Ipolvisk, Tésa, Kospallag, Parkany are the
recommended points. The tractor safari mentioned in the individual projects would also bring

something new to the wider region, in the vicinity of Ipolybél. The application of augmented
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reality replaces expensive stone-and-brick constructions, instead, conservations and software

development provides a more sustainable solution, for example in Ipolydamazsd.

C. Open stoves, kitchens, courtyards, craft and country house programmes, shows, fairs,
local product promotion and their uniform promotion: in the region, there is a strong
opportunity and demand to use this category as part of a tourism product development. It is
worth preserving and not interfering with already established local branding processes created
at the family or other organizational level, even if they are not perfect. What is recommended,
due to tourist visibility, is not the labelling of the products, but of the points of sale. Hungary
NEXT visualized a concept called ‘Helyben vagyunk.’, which is already legally protected
(Figure 50) thanks to the mandate of the LEED Local Economy and Employment Nonprofit
Ltd. (Gerak, 2023). The goal is to create a branding system that can work across borders. The
projects of the following settlements can be put into this category: Marianosztra, Letkés,
Garamkovesd, Helemba, Ipolyszalka, Garamsallo, Felsétur, Kospallag. A secondary list is:

Peszektergenye, Ipolybél and Ipolytdlgyes, and the settlements of the wine region.

Helybend%
vagyunk.

Figure 50: New local product sales point branding concept — the main brand and its sub-
categories for portals/cellars/farms/workshops, market places/shops/exhibitions/fairs,

restaurants/festivals/buffets (source: Hungary NEXT)
9.8 Project grouping

Projects can be typified or grouped according to many aspects. In this subsection, I defined the
unexploited, active, recreational, trendy and novel, as well as the potential of the thematic route
categories. The identity-defining settlement projects are marked with a red circle, and the
innovative product development category, too. | marked the accommodation expansion options
in blue, an unfilled circle shows innovative solutions, while a filled circle shows traditional
solutions. Settlements with a strong local brand (signature or branding developments) are
marked in red, while those serving to strengthen local communities are marked in black. The

green colour indicates two categories: whether it is a construction-type project or a soft project.
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Chart 11: Project grouping in the project area
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9.9 Destination emotion design and branding conceptualisation

In this paragraph, the author provides pillars for brand building. These ideas had also been sent
to the leading development partner for a shortlist evaluation. The ideas presented here are based

on the secondary and primary results of the research and are the author's own work.

The area should be presented as a unity, which the brand can do solely if we look at the
effectiveness and behaviour of a brand in general. | provide simplified briefs for the graphic
proposals of the regional brand, with image design, integrating everything reflected in the
philosophy and basic concept of the action plan delivered by the end of the moderated the
workshop series (Point 8.3). The images build on the duality, that the Slovakian side is "still",
while the Hungarian side is "sparkling". The solutions on the following pages do not reflect the
order | prefer, but typically show each idea in one situation, position, and surface. For the sake
of simplicity, | used the name "Ipolymente" (in Hungarian), implying that the name of the

regional brand should be short.
9.9.1 Intertwining I-letters with modern lines

In both Hungarian and Slovakian, Ipoly begins with the capital letter i. In this design (Figure
51), the dual political regional identities merge, forming a unified tourism geographic region,
in the letter I. Modernity also defines the colours of the image: instead of red (and green) which
are included in the Hungarian and Slovakian national flags, but keeping the blue one, another
new colour that is typical of the adjoining twin areas had been chosen. Having the blue, which
is a good complementary colour to yellow, can express that the two parts of the twin space do
not compete, but complement each other. The name ‘Régié’ (region) is the same in both
languages, Ipolymente is given in Slovakian in this design, because the dynamism of the
emblem allows it, one does not rule out the other. Looking at the texts, we move down from the
long to the short, thus giving a sense of the direction of the Ipoly river. The yellow colour is not
included in the text elements, its use on a light background would make it difficult to read and
recognize. The logo works even without text, it can also be an illustration element. On social
media platforms, it is enough to use the blue-yellow ribbon on a white field. Its clarity and
simplicity can be used on almost any surface. It is particularly advantageous on white paper, as
letterhead, on business cards, but also on souvenirs where white is the cheapest basic colour:
thus cost-saving. The colours reflect the image colours found in the flags of both the Nyitra

District and the Pest County flags.
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Figure 51: Ipolymente logo design concept 1. (own design)
9.9.2 The diversity and unity of the region, the connection of possibilities

The second concept (Figure 52) is based on the philosophy that the neighbouring settlements
on the Ipoly coast belong to one system. In addition to this meaning of the circle, it also
expresses completeness: anyone who comes, receives packages complement each other in their
elements on each bank, regardless of which entry point they arrive at. The colour-pairs help to
create this feeling, and not only the green of the mountains appears heavily where it is located,
but the blue colour of the rivers is included, too. Events, culture, relaxation, and calm are evoked
by red, purple, and yellow shades. Overlapping small circles is also a good solution because the
elements are not isolated, their consumption is built on each other (experience routes). The
geographical heights above sea level are also expressed by the size of the circles: Borzsony area
takes up a larger circle. The most prominent bubble, which indicates freshness, is the Ipoly
herself, in the middle. The philosophy of the destination is also represented, which is an
organizational system that names certain points (framework, nodes etc., see: Figures 48 and
49). In terms of its modern motifs, the image is "sparkling", while its essence is "still", i.e. the
central promise, the calmness, the slow destination, where we actively arrive, have adventurous

experiences, but ultimately from the turbulence of the world around us, we are freed.
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Figure 52: Ipolymente logo design concept 2. (own design)

This image can be used well on all white backgrounds, it is not advisable to show it on a
coloured substrate, and in fact it only looks good with these colours; black and white, or any
monochrome version would not be able to convey the essence of the message. Its circular shape
distinguishes it from the tourist attractions in the area, but many images, e.g. the DMO in
Parkany (OOCR) uses circles and similar colour tones. The circle enables this logo to fit into
social media surfaces aesthetically. Its advantage is that it includes the colour characteristics of
acceptance and inclusion (rainbow), which is so dominant today, and this is fundamental in the

mission of the destination: tolerance, respect, appreciation.
9.9.3 Contrast, nature, amplitude

The third design concept (Figure 53) is extreme-modern in the sense that it breaks with the
usual ways, and builds on an element of vibes (emotion design). The lines arranged in the logo
reflect the characteristic lines of movement, from top to bottom, from north to south. The height
of the lines from the outside to the inside is rising, like abstract arrows directing our gaze
inwards, towards the essence, the Ipoly. The middle line is the river. Its modernity is given by
the colours derived from the defining natural elements: blue for water-based experiences, green
for excursions, whether it's trekking or cycling. The amplitude reflects strengthening,

weakening, the recharging nature of active recreations, in a modern way, as we would see it on
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a smartphone screen. The lines are almost animated, referring to the type of programmes where
speed, performance, struggle, activity are the essence, so that they keep growing. In the case of
relaxing, pampering, draining tourist products, we can feel the opposite. White basis has not
been applied in this design. The goal here is to clarify the Ipoly associations with the blue
background colour, which brings in one of the colours of the neighbouring counties in a modern

tone. It is significantly different from other regional images, it can clearly represent the essence

in a simple way, even in contour lines, in black or any monochrome colour usage.

IPOLYMENTE

IPOLYMENTE
TURIZMUS

Figure 53: Ipolymente logo design concept 3. (own design)
9.9.4 Traditional, connecting, soft lines

The fourth draft (Figure 54) is the most traditional destination logo. It is less simple compared
to the previous ones, less playful either, but it shows the basic elements via its connected curves
and the orange dot at the top. It draws the letter I, too. It is also true that there is no letter i
without any of these sides, it needs both parts to be seen. Blue is for water experiences (canoeing
on the river, spa in Parkany, for example). In addition, this design is almost true to the geological
situation. The green is the mountain, the trips, the nature, the hills, which are concentrated in
Borzsony and spread out on the northern, Slovakian side. A figurative man also appears, his
head is the orange dot, the sun, rising, giving strength, settling down, etc. It can be used

particularly well on white backgrounds, walls, t-shirts, business cards and other pieces of
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documentation. The use of the word ‘tourism’ (turizmus) is not essential, nor is ‘Slovakia -
Hungary’ (Szlovakia — Magyarorszag). The latter can be replaced by the address of the regional

website or the name of a specific settlement where appropriate.
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Figure 54: Ipolymente logo design concept 4. (own design)
9.10 Conclusions
9.10.1 This is not a mass tourism destination

As a result of the semi-structured focus group research, the point of view was formulated as to
what kind of desirable tourism the regional actors envision for themselves. Mass tourism is not

wanted, but the desired details are listed in the points below (Figure 13):

e Most settlements see their breaking-out points in the development of tourism.

e The settlements of the region do not wish to intensify mass tourism, they would base
themselves on what is already given, exploiting the mutual synergies.

e The region is open to adventure, eco, slow, active, as well as cultural and gastro-
tourism.

e The diversity of tourist opportunities (sightseeing, activities, catering, programmes) in

the region is competitive.
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e In almost every settlement there is a strong intention to showcase their values,
somewhere this is already a practice.

e Tourism demand and supply are stronger at certain points, and seldom exist at other
points.

e Thematic components had been designed as inevitable elements of value chains, for
example: wine routes.

e Tourism products can be specifically defined, for example: water-based tourism.

e Local products, courtyards, cellars, preservation of traditions exist in some places, but
they are separated from each other.

e Feeding markets are: Budapest, Danube Bend, South and North Slovakia, the Czech
Republic.

9.10.2 Similarities with the Balaton Uplands workshop methodology

The purpose of the focus group research carried out in the T4jtéka mentoring programme
(Points 6.2.1 and 6.2.2; Figures 40 and 41) was not to list and scroll through the gaps and
conflict points, likewise in the Ipoly area workshop series (however, the pains were identified).
By looking at the gaps, the interventions, the definition of the desired position in a system, it

was possible to clarify the starting point and see where the breakthrough points are.

In the Tajtéka project, participants wanted to change the stereotypical images of the Balaton
Uplands. Old, traditional and new, innovative values, good practices and future-shaping
initiatives were sought out, collected and presented to preserve the cultural landscape of the
Balaton Uplands, based on the real needs of the people who live there and want to use the area
in a sustainable way. This objective has also been the backbone of the research of this study,

accepting the determining ideas of Gergely Boszorményi-Nagy (BNG, 2022):

e Intelligent (Information): “Do not eliminate responsibility.”
e Place (Destination): “Attachment to place is the basis of our personal identity”.

e Use (Scale): “The desire for everyday life adapted to the human scale.”

As the author of the book says this is the age of conformism. Under the banner of diversity, a
global monoculture is being built in which all educated people must think the same about
science and religion, ecology and technology, nation and international relations, the meaning

of right and salutary lifestyle.
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During the focus group research implemented by myself, the following questions were

answered together:

e How can we develop services for visitors that showcase cultural and natural values
that are good for the landscape and for the people who live there?

e How can cultural heritage be interpreted in an innovative way to create a better and
more attractive experience for the local people and for the visitors of the next
generations?

e How can visitor and service experience routes be designed?

e How does information and capacity design support everyday decisions?

e How do networking routines have an impact and how can they be improved?

In the Balaton Uplands, the gaps can be best described as follows: coordination, information
flow, lack of information, lack of participation and expertise, isolated programmes, lack of
resources, and in many cases a bazaar character. In the case of the intervention, these were
added: difficult to change attitudes, lack of cooperation, lack of specialist employment, over-
or underdevelopment of infrastructure. When it came to the desirable part of the discussion, the
following emerged as visions: a living and liveable space, less seasonality, a professional
community, straight and well-directed decisions, ongoing cooperation. In the end, this is what
the Balaton Uplands can gain: brand, managed, organised tourism, solvent demand and guest
distribution, balance. It is obvious that tourism in Balaton region is ahead of tourism in the
Danube region in Hungary, and is undergoing the same processes that the Danube Bend will
experience in the foreseeable future. The similarity is essential in terms of the supply side:
alternative areas, the so-called background areas, such as the Balaton Uplands or the Ipoly
Valley twin region try to position themselves, relieving the priority tourist destinations from
further visitor stress and damping, with an alternative, segmented and well-communicated
branded image and a varied product portfolio, with designed visitor experience routes. The
practical use of this research (Chapter 9.0) from the point of view of the participating stake-
holders is certainly to be in the the “not to be surprised” situation, boosting their ready-to-
implement product, place, network development and organisational plans, with feasible studies
and strategies for these micro-regions, taking the new tourism trends into account so that they
can not only follow but also influence and shape them, with their preferred vision and resources
that can be realised via tenders, not only to offer something new to visitors, but also to

strengthen the value and resilience of local communities.
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10. VALUE PROPOSITION DESIGN

Value Proposition Design is highlighted here as a separate paragraph because it gives insights
into the process and methodology of the workshops (Points 5.2, 8.3, 9.1, 9.2, 9.6, 9.7 and 9.10),
and some of the findings are based on it. The small group, multi-site survey discussions and
creative work started with an exploration of places and values, supported by preliminary map-
based datasets from secondary research. The maps are included in the Appendix, only a few are
highlighted here (Figure 55). This process is the first, spectacular result of VValue Proposition
Design, known in the literature (Osterwalder—Pigneur—Bernarda—Smith, 2014) as an

Environment Map. Its role is to help the researcher understand the context in which the further

creative design is taking place.
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Figure 55: A selection from the series of value-organizing
geographic, cultural and leisure maps of the secondary research

(source and design: Beddcs—Kovdcs, 2022)

During the work I used a number of canvases, the most important of which are presented here
(Figure 56), to give a sense of the data collection process used to structure and aggregate the
information in a comparable solution, so that the values could be filtered, the routes could be
assigned to visitor segments and designed in a variety of ways, taking into account the
geographical, cultural, spiritual and other characteristics of the area, and the twin opportunities
of the destination, with its cross-border (Points 2.1, 3.4, 6.2.3, 7.3, 8.5, 9.0 and Figure 13) and
multimodal (Points 9.0, 9.4, 9.5 and 9.7) potential. Using canvases, the second major task of
Value Proposition Design was carried out, this is called the Business Model Canvas category,
and it lays the foundation for Service Experience Design, i.e. the development and subsequent

application of the cooperation and organization of DMOs and stakeholders.
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Value Map for Community Cohesion
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Figure 56: A selection from the series of canvasses used in the primary research

(own design)
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The third stage of the work process was the use of the Value Proposition Canvas, which makes
the values interesting, unique, exciting, comprehensible, and finally consumable for visitors
with the tools of communication design and branding, so that it can also be an additional

destination in the shadow of the Danube Bend.

Figure 57: Workshop sessions in the primary research semi-structured groups (own images)

The advantage of these methods (Figure 57) is that they are very easy to use and the sessions
are spectacular. In addition, the work can be organized well, quickly and with effective time-
management. Participants who in the future will define, build and operate the management of
the destination can practice inclusion and openness, under equal conditions, thus getting used
to the TLA structure (Points 7.1 and 7.2), considering that their responsibility spans a border
between nations, so the top-down organization model, which is outlined earlier can be excluded.

130



It is no less effective that the participants involved in the research part and the creative part in
this way felt good, received and gave energy and ideas that supported each other, and even, as
the Tajtéka mentoring programme (Tajtéka, 2023) showed (Points 6.1, 6.2 and 9.11), the
organization of the destination was carried out on their own initiatives, they are able to actively
take it further within the framework of their own meetings on a regular basis. Design-thinking
was an integral part of this discovery and value display process, since it channelled the initial
non-structured, messy and idea-like proposals into a transparent framework, so in the case of
the Ipoly region we were able to create an implementable framework that reflects the same
philosophy, viewed from the perspective of consumers and demand in the end (Figure 58). The
application of the so-called Value map, or value set map (Figure 56) brought the Pains together,
defining the Pain Relievers, Gains and Gain Creators by mentioning the existing and the
proposed products, facilities and services. The customer or visitor Empathy maps (Figure 33),
reflecting the Pain-Gain approach, too, were able to outline and compose the typical visitor

characters coming to the destination for market segmentation.
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Figure 58: Value and narrative design synthesis canvasses (own design)
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IV. CONCLUSIONS AND FUTURE RESEARCH DIRESTIONS
11.0 CONCLUSIONS

In order to draw conclusions, the research part itself must first be examined. To reach this goal,
the author begins with the broadest categories of research (ongoing / periodic / as-needed), then
moves on to qualitative adequacy (focus groups / individual depth interviews / observation /
case studies in the primary research design), and then presents what further research and areas
are worth conducting (physical products / people / packaging / programming) for the future

destination management organization (Morrison, 2013).
11.1 Research design evaluation

A. Non-ongoing research type

A significant part of this doctoral dissertation is based on research, qualitative research, which
cannot be considered continuous in the sense that an existing destination periodically asks
experts or its stakeholders. If it were a question of continuous research, which must be carried
out after the destination has been created, then marketing evaluations, marketing plan analyses,
situation analyses, communication channel analyses, feeding market analyses, visitor

satisfaction surveys, or website attendance indicators would be marketing-type surveys.
B. Partially periodic research type

Considering this research as periodical, since the author examined a basic or initial situation, a
competitive pontificate, carried out comparative analyses, included image-type theories and
practices, analysed potential customer profiles according to behavioural pattern categories, all
in such a way that for the well-being of the region addressed working professionals and
managers, entrepreneurs and mayors. It is periodic, as the organizations working on the
development of the affected area will carry out new, now narrowed, feasibility studies in the

near future using the results of this analysis.
C. As-needed research type

This research methodology and interpretation of results can mostly be fitted into the category
of as-needed analyses, as it reveals a potential situation and opportunities, serves as a basis for
subsequent studies, product developments, the development of community sustainability
programmes, the evaluation and implementation of events and other value chain-type ideas by
naming competencies and sustainability and competitiveness, we can safely say for a shadow

destination.
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D. Primary research design evaluation

The secondary part of the research, which means the theoretical part, received a lot of support
thanks to the processing of Tourism (marked by capital letter A throughout the whole study)
as the main domain of activity and development. Already in the theoretical part, the author
offers solutions and his own derived concepts (patchwork dissertation type), which he interprets
with such a large number of illustrations (science visualization), because the topic is complex,
and the other supportive leg is Design (marked by letter C). The two theoretical areas are
merged by the field of practical implementation, the Destination (B), as the primary research,

along the main spine into which the author fits the processing of the topic: the Learning.

Since a region becomes the centre of interest through narratives, and even after a visitation, the
visitor shares narratives, in visual, textual and other terms, therefore the UDL as a model that
assigned basic questions to the guiding thread of the research is also a relevant element. The
basis of destination development is learning, since the visitor also learns during the visit
(experience), and in fact, this is one of the most effective ways of learning in terms of moving
information or memories. The TLA destination creation and operation model also reflects on
the learning process. The concept of learning is strengthened by the realization of creative
abilities based on knowledge transfer, for which the most suitable method is a series of
workshops designed both in terms of content and form, as well as the supporting, also design-
driven interview. The intersection of horizontal narratives (comprehensive, true for a larger
region) and their vertical (true for a local and small-scale region to be developed) creates new
narratives that position the region and can even make it future-proof.

Almost all of the primary qualitative research methods were used. These include the guided or
moderated workshops or focus groups, the in-depth interviews, and the case studies, which were
interesting because of the comparative content and applicability of the methods. The research
does not cover areas that are well summarized by 4P, or only touches on them, because the
subject of the research is a design area that has not yet been realized. Visiting the places (site
inspection) appears as a side thread of the research at the same time as the Physical product, but
by definition no business performance measurement or test purchase (mystery shopping) took
place. The People part of product development research is also partially covered, more rather
than less. It did not affect the workforce, but the community, and assessed the services (based
on the foundational studies). The Packaging part is strong, as it defined routes, but at the same
time only superficially referred to the Programming component.
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E. Patchwork dissertation type evaluation

The author summarizes the advantages of his patchwork dissertation according to an academic

set of points of assessment (Sinner—Irwin—Jokela, 2018) in the table below:

Chart 12: Advantages and the achievements of the patchwork-type dissertation

ENCOUNTERING
Difference:
Just as one of the conditions for the
visibility of a tourist encounter is
astonishment, sight, contrast,
touching the visitor, the first
characteristic of the dissertation
related to tourism, defined by the
author, is the encounter that
involves the reader, the reviewer,
and later any user in a non-
traditional intellectual adventure.

ENFLESHING
Insights:
The dissertation provides a
deeper interpretation of many
concepts through insights, and
also suggests that the
narratives of the region can be
established with the help of
the addressed stakeholders and
experts. Some insights are
given by the examples as well
as the cases mentioned.

ENTAGLING
Quialitative research:
The methodology of the research is
qualitative precisely because the
connections and the creation of
additional products are based on the
approach in which the author
interprets the macro-destination
narratives and then introduces them
into the vertical, micro-situations
together with the respondents and
those involved.

Adventure:

What's more, the concept of
adventuring gains a double
meaning, since the group of terms
that can be relevantly assigned to
the region is defined around
adventure tourism.

Alternatives:

Alternatives seem to fragment
linear knowledge. The
dissertation may seem
fragmented at first, but as the
parts are strung together, it is
built into a whole.

Creativity:

It is a skill that the workshop
participants could use, as the
explanatory canvases prepared by the
researcher promoted abstract and
simple thinking and laid the
foundation for design-thinking.

Visualisation:

The visualized interpretation and
the large number of figures enable
the rapid flow of knowledge, and it
is also more emotionally
provocative, resulting in the birth of
new ideas, giving room for free
ideas and creativity. It was a
grounding idea behind the
workshop design and management.

Multi-purpose toolkit:

The dissertation has got a
clear objective: to facilitate the
destination basement building.
The practice-based or
practice-led approaches are
tied to some relevant
conventional science models,
and provide academically
contextualised guidelines.

Artistic knowledge exchange:
The exchange of opinions and
knowledge, incubation, in addition to
cooperation, is one of the necessary
elements to increase the adaptability
of the destination. The author paid
attention to the knowledge exchange
of the workshops, followed by the
design of the routes where the weaker
supports the more advanced one.

Involvement:

There are participants in the
research, of course, but speaking
with pictorial narratives also
facilitates the acceptance of the
dissertation, it can transform its
readers from a passive status to an
active one. It may showcase the
linkages and relationships in a more
brain-involving manner.

Conceptualisation:

The dissertation provides a
new level of merging two
areas and establishes the
design-driven destination
concept or tourism design
suggesting how important the
role of the human impact and
creativity is in order to
transform places future-proof.

Critical assessment:

There are situations that not only tell
about the convenient best practices or
cases to study, but also point out the
bad ones, the failures or things to be
avoided. This is not discourtesy, but
rather a diversion from the semi-
professional but convenient view to
the more perfect out of the box view
to facilitate competitiveness.

Status quo:

The dissertation produced in this
way confirms the author that he has
a field, a place, and room for
movement in academia, that he is
able to meet the demands of
searching for alternatives. The
academic level of the profession
can also recognize his work, as the
author has already proven to have
achieved this in practice.

Conversations:

New pathways of cooperation
are introduced in the
conversations carried out
during the workshops in both
halves of the region. This
methodology is based on
freedom and equality of the
involved people in the data
collection as well as in the
elaboration or assessment.

Associations and narratives:
The goal was to provide easy-to-
refer-to classic, explore and trendy
narratives embedded in values,
knowledge and organizational skills
that can be extracted from the region,
which are able to place the shadow
destination on the mental map of the
visitors, which will be promising for
them and a breakout opportunity for
the locals.
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11.2 Reflection on the research problem areas

The author does not publish a long conclusion chapter here because the previously known
literature and sub-thematic chapters often contain stoppages, so the sentences described here
are based on previous chapters, figures, or tables, which are put into brackets to quick

references.

As the in-depth expert interviews confirm, considering the first research problem area (Multiple
means of expression and action), if we want to position any (micro) or all (macro) of the
Danube's sections in the market, it is essential to plan and coordinate the processes by a catalyst.
The creation of a flexible and not a traditionally rigid, function-based framework should seem
like a workable catalysator idea, in such a way that the individual spaces (small scale locations)
can cultivate their own development within it (Point 7.3). The practices so far do not prove that
management can be implemented organizationally successfully (refer to the 4" and 5™ columns
of the table in the entry of 8.5.3) and in the long term by directing from above (top-down), but
it does prove that many micro-regional or neighbouring connections (enabling economy based
on networking or the TLA structures) can be successful (Point 7.1). The activities of the new
Visit Esztergom destination management organization and its new direction are the same as the
findings that it prefers complementary products in the field of product development (wire

ropeway connection over the river, water-based man-powered but safe devices: multimodality).

Having examined the second research problem area (Multiple means of representation), posing
a question whether we can associate a tourism product package or value chain to the spaces of
various sizes and locations along the Danube, the conceptual answer is also affirming. All of
the interviewees clearly emphasized adventure tourism and its integrative role (Point 2.1),
which presents the arrangement of historical values, natural features, architecture, and
gastronomy into a flow. One of the tools lies precisely in the relational power and relational
capital of the Danube, since everything it can connect (with inter-city shipping, e.g. the Twin
City Liner between Bratislava and Vienna) also represents the role of a conductor, which makes
it clear that it is also necessary to organize, order and emphasize the tourist products, even in
such a way as to allow the visitors to have their own organization and discovery, even against
rigid or impenetrable categories (Point 5.3). The issue of representation includes the existence
of the organizing concept, i.e. the network, which echoes in the interview proposals as well.
According to them, it is necessary and advisable to implement and promote connections both
along the river, longitudinally and transversely (Point 9.5).
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As one of the interviewees said, the Danube and any of its sections can perhaps fulfil its mission
most successfully by slowing down (Point 2.4) and involving the stakeholders. It is a clear
reflection to the third research problem area (Multiple means of involvement). In addition to the
visitors, of course also the decision-makers should be addressed. There is no proven, blue-print-
like model for the management of the space, but at the same time, dialogue and openness,
receptiveness are the first conditions for involvement (Point 6.2.3). In most cases, civilian or
other organizations can directly be linked to an integrative person, for whom the Danube,
because of its meaning, has not only become a part of their life and work, but also represents
their own identity. Yes, they have the power, they have their own preferences to visualise a

sustainable future for the regions along the Danube and the Ipoly Valley (Point 6.1).
11.3 Narratives derived from the research

The narratives in the following table (Chart 13) are as yet incomplete slogans or product
descriptions. These outline one of the most visible results of the research work, the narratives
that the destination management organization to be established in the future can incorporate

into its communication and brand strategy in order to reach each target group (Point 4.3.4).

The specialty of the region is the common ethnographic, linguistic and cultural roots, but
besides it, the Ipoly Valley represents the cultural differences that have developed between

the two countries in the last fifty years, offering visitors uniquely memorable discoveries.

Chart 13: Narratives that the micro-destination may use in the future

colourful and alternative
tension: hilly and flat
tension: low and high
communal and individual
experimental

challenges the ‘sparkling’
respected nature / culture
powerful and active
cross-border experiences
caves, springs, streams
spas, railways, ruins
BOBI, trails, ropeways

blue and yellow
traditions, heritage
reliable packages

local and small markets
balanced and balancing
provides the “still’
cultural experiences
accessible and affordable
bridging the differences
outlook, sacredness
churches, calvaries, chapels
Sacher House, folklore

green and blue

unusually off the beaten
hidden, non-official
extremely sporty
transformative

‘still + sparkling’: 2inl
paddles & fun

ownable stories
highlighting the contrasts
boat lifting, hectic waters
api-house, mill houses
rose garden therapies

The horizontal narratives that can be extracted from the in-depth interviews are suitable for
narrowing down or specifying the Ipoly Valley narratives like this: "Active & Mental

Transformation by the Twin Pearls of Danube™.
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11.4 Summarized conclusions derived from the research outputs

Numerous studies explore the extent to which strategies built on narratives are able to shape the
perspective of stakeholders and the place's own transformation in the creation and development
of a tourist destination. Image building and branding are tools for which design-thinking
supplies raw materials (Lichrou—O'Malley—Patterson, 2010).

The most exciting question clearly is: Who tells Which story and Why? (De Fina, 2008). This

dissertation is to link the micro and macro contexts in consumable narratives. As a result, if we
understand the request: Who comes to Which part of the destination and Why?, then we can
get the answer (Figure 26). It has also been proven that storytelling can strengthen the cohesion

of communities and increase the number and quality of interactions within the community.

Macro-narratives are necessary because our society is institutionalized, and the people living
in it are able to express their values individually or in a community. Clear and simple wording
is essential for the human being when we communicate and exchange information between each
other representing distant cultures sometimes. When we, as visitors, arrive at a specific place
where there are local values, identities and promises (Figure 19), the micro-narratives are
more effective, but the transition is only uninterrupted if the larger-scale narratives are also
flashed. In this case, the brain does not experience the stories as a conflict, but as a connected

whole (Figure 31).

To conclude, we can firmly state that design can underpin the visibility, presentation and
management of a geographically not nearly homogeneous region (the whole of the Danube
at macro-level, and the Danube Bend or the Ipoly Valley as smaller units at micro-level), which
is not balanced in its services, by creating a framework that is meaningful, transparent and
complementary to its differences. The content analyses of the personal interviews with the six
experts clearly reinforce that a destination thus framed can be associated with a tourism
product bunch or structure that is based, both in terms of motivation and responsibility, on
quality leisure time, adventure, landscape diversity and multimodality, i.e. the use of
different environmentally friendly modes of transport. Another aspect is derived from the
workshops, underpinning the view that stakeholders, local authorities and development
practitioners can integrate future tourism developments in the area covered by the
framework into a comparable rating system so that individual developments can be evaluated
against each other, according to a set of criteria that will help in the planning and design of

the experience routes through the area.
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11.5 Future research directions

It is also worth talking about possible future research here, because it is justified to examine
what direction the development ideas of a given area take after the passage of time, during
the realization of the tenders, and how well the final implementation proves not only from a
natural and social point of view, but also from an economic point of view, operational, from a
management point of view, even just looking at human resources and the success of involving
regional actors, as sustainable, profitable and competitive in the long term. If the professional
ideas outlined in the Ipolymente (Ipoly Valley) programme will be implemented in the future,
it is worth reassessing to what extent the new portfolio of elements that had been expected
come alive when the tenders were evaluated: intermodality, exchange of values and culture,
preservation of tradition, innovative developments, the actual involvement of local people, etc.
Of course, many analysis solutions are at hand, it would be worthwhile to measure the position
and acceptance of adventure tourism, to examine to what extent it is an integral part of the
strategies along the Danube now and, thanks to the developments, in the near future.

11.5.1 Further DMO or supplier content analyses

A good and relevant direction from the point of view of design themes is the analysis of visual
contents, the evaluation of videos and image films along a detailed and similarly defined
system of criteria. It would also be worth examining at what level the Danube values
determined by the present research interweave the communication along the Danube, which
layer or destination size, which culture is the one that does this successfully and what are the
possible additional obstacles, challenges and difficulties. It is also worth further investigating
how macro-level communication elements (narratives) are incorporated into micro-level

destination brands and publications and online interfaces.
11.5.2 Further CGC analyses

If the necessity of design and joint product planning was stated in this doctoral thesis, it would
be essential to investigate what evaluation points the newly designed space, Ipolymente / Ipoly
Valley, as a tourist destination, to see to what extent visitors are enabled to rate and provide
opinions or recommendations not only about the individual services, but also about the
experience chains (Points 4.1 and 9.4). It is also worth interpreting the Danube-associations
from this point of view, because in many cases it is the visitors who are able to deliver the best

solutions to the management of the area (Figure 26).
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11.5.3 Further comparative studies

Lake Balaton as a region appears at some points in this doctoral thesis, from the point of view
of being able to compare the course of developments, the possibility of avoiding problems,
and the options for organizing management (Point 8.1). An important additional element of
research could be to compare the best tourism practices of the Balaton region with the practices
of the Danube regions, and even to identify the immediate intervention points for both soft

and hard cases, looking at the threats surrounding Balaton (Point 9.10.2).
11.6 Limitations of the dissertation

It cannot be said that the author was stingy with the visual topic support, which at first glance
is really a striking feature of the dissertation. At the same time, this represents a limitation,
because many examples that are tangentially related to the topic, but could have made the
processing even more complete, unfortunately either did not make it into the work, or had to be
removed due to the supervisors' or opponent's suggestions. Of course, it would have been nice
to give more space to the conceptual development of tourism, to present it in more detail, but
the limitations of the volume gave only a limited opportunity for this, and they appear in the

dissertation more in relation to today's transformations.

The author is committed to making the relationship between Tourism and Design accessible to
the general public in the pages of a book (with the title “Tourism Design™) that relies on the

theoretical and practical materials discussed here at many points.
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Appendix
A. Tables

The tables in the appendix are in Hungarian, because the author prepared them for the purpose
of making them available later. Point 9.6 describes all important details of the tabular scheme
in English. The categories and aspects in the tables are the intellectual works of the author,
while the content assigned to them are sentences formulated jointly in the workshops. The
additional explanations are suggestions and additions based on the conclusions of the
workshops, formulated by the author.

B. Maps

The maps of the investigated area or design area (Ipoly Valley) had been designed by the
previously mentioned authors who prepared the foundational study. The maps were originally
made in Hungarian, but for easier understanding, the author of this dissertation translated them
into English. The maps show the following topics:

e Towns by population;

e Economic background of the settlements;

e Accommodation facilities in categories;

e Hospitality services in categories;

e Highlights in terms of attractions and narrow-gauge forest railways;
e Active tourism products, services and related events;

e Other characteristics with the main theme-based delimitations.
C. About the author

The author is a recognized specialist in the field of tourism, which is supported by the list, in a
very concise form, which summarizes his tourism and design-orientation, managerial

experiences as well as his commitment in the field of design-based destination development.
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Projekt megnevezése: Ipolydamdsd, Vadr: lakétorony épités, vdrfal konzervdlds HU
A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** **%*) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség *** | Ajelentés A VR-
Relevancia ** | mennyiségii technoldgia
Kézeli llleszthetdség ** | visszaépités képes a )
; Eldugott o e e helyett, vagy kordbbi Kulturdlis
Atado Uzemeltethetdség A 5 Trendi
Ismeretlen e | mellett felvételek s
rea b q ..
Felfedezetlen el - = érdemes a alapjén ando
JelentGség . . o1
= Virtual Reality rekonstrudlni
Fenntarthatdésag S , )
Kozbsségi koh&zio = alkalmazdsa. a helyszint.
A projekt jol kidolgozott és elGkészitett, kulturdlis értelemben relevans. Mivel
dtaddpontként poziciondljuk a telepiilést, igy a megdllitds indokolt. J6I kapcsolhatd a
Kiegészités | Szobon és a déli zéndban, magyar oldalon kérvonalazddé egyéb kulturdlis elemekhez Feltétlendl /
és (Mdrianosztra). Amennyiben a trendi (kerékpdros, vizi és szakrdlis termékcsoportok Feltételekkel javasolt a
magyardzat: | technoldgiai érdekl6désii szegmenseit) szdlitja meg a javasolt VR megolddssal, illetve fejlesztése
bemutatott fényfestéssel, tartalmas idét ad a Idtogatéknak. Allandéan iizemeltethetd.
Egyszerd, de az egységes tdjékoztato rendszer vezessen a legkbzelebbi informdcids ponthoz.

nl Projekt megnevezése: Ipolydamadsd, Ipoly-part: viziturisztikai intermoddlis megalléhely HU
A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség *H* | Stégek Mosdo,
Relevancia *** | beszerzését 6lt6z6,
lleszthetdség *** | irdnyozza elé. zuhanyzé, Aktiv
) Kozeli Yonzeréképesség ** Ugy érdemes értékmegérz, Vizi
Atado Népszerdi Uzem.el.te’thef(iség” i FE ) e gvaldsitani, | fedett Felfedezé Kerékpdros
Kiprobalt Kreatl\’l’ltf:ls, ujszerliség : hogy egyé b keré kpdr
Jelentéség = szolgdltatast is | tdrolo, telefon Idszakos
Fenntarthatdsag AL , 1
Koz6sségi kohézid - telepitenek. toltok.
A projekt alapvetéen illeszkedik az intermodadlis, a zéld, emberi eréforrdsra tamaszkodo,
aktiv és nem témeges turizmus mingségi kiszolgdldsdnak célrendszerébe, igy megvaldsitdsa
o hasznos. A kerékpdros, térségi utvonalakhoz, valamint az dthaladd kerékpdrturizmushoz L
zlsegesntes komplementer lehetGséget biztosit, azdltal, hogy alternativ mozgdsformat kindl szamukra, Feltém solta
magyarazat: kényelmes dtszdlldsi lehetdségként. Lényeges, hogy a ponton legyen fedett kerékpdr tdrold, fejlesztése
mosdo, zuhanyozo, zdrhatd értékmegdrzé, telefontdlts, valamint informdcids tabla, amely a
lehetséges utvonalakrdl térképpel, id6tartam-magaddssal, vendéglatohelyek ajdnldsdaval
kiegészitett. A térség egységes honlapja legyen kommunikdlva a tovdbbi lehet6ségek miatt.

kapu poziciéit is, s6t megnyitja jelen desztindciot déli iranyban, pl. Esztergom bejdrdsdra is.
A BOBI akkor lesz sikeres, ha azt az egyes pontokon, teljes hosszon, tartds feliileteken
kivitelezett informdcids és térképes rendszer is tdmogatja, applikdcio is kiséri.

nl Projekt megnevezése: Ipolydamdsd, BOBI: Bérzsény Bike HU
A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség ** | AHRés Szervezeti
Relevancia *** | informdciés hattér Aktiv
Kézeli 3':;::':;:(‘;5‘)eiség ::: fejlesztéf SZ L Klasszikus Kulturdlis
o ) ., = — alapvetd. uzemben ,, Kerékpdros
Atado Népszerti Uzem.ellte’the’t.oseg” i o Lényeges a tartdshoz, a Felfedez6 iy
Markds Kreatn’{lt?s, ujszertiseg = rendszer révid szdllitdshoz, Trendi
Jelentség Ll .. . p
Fenntarthatosag v sz.ov?g.]es ?sl az eselt/eges Allandé
Kbzbsségi kohézio = vizudlis leirdsa. | mentéshez.
Elénye, hogy hdrom alapvetd kerékpdros szegmens keresletét (TREK, MTB, CITY) egyszerre
képes kiszolgdlni. Tovabbd, szamos attrakcio elérhetd dltala, mdr Verdcétél, Szobot is
o érintve akdr, éppugy képes megalapozni az aktiv turizmust, mint amennyire hozzdjarul a o
ElsegeSZ'tes kulturdlis attrakciok kényelmes és természetbardt felfedezéséhez. Az Esztergom—Pdrkdny Felté% a/ solt a
magyarazat: (Mdria Valéria) rendszerével kompatibilis a tervezet, igy erésiti nem csak Szob, de Pdrkdny fejlesztése
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bakancsos turaszakaszok, a kisvasut dltal egy kulturdlis/szakrdlis utvonalba s,
pihendpontként is szolgdl. Megvizsgdlandd, hogy az elldtds tekintetében milyen helyi
lehetdségek dlinak rendelkezésre, amelyek kéziil a helyi termeléi piac is helyet kaphat.
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A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség * Erdemes az Megdillé
Relevancia *** | ilyen tipusu, pontrdl Aktiv
Tévoli IlleszthetSség *** | egyszeriibb beszéliink: az ki U/fflf dlis
) Népszer(i MoDZekOkcpess e ** | szdlldshelyet egyszerd, 5 Zar Gnﬂ’fo_k
Koztes Mérkds Uzem.elltetthe’t.oseg” i :: i aak @ helyi meleg- Felfedez6 S'zakralls
Kiprobdlt :(reat",','t?s’ ujszerdseg . zardndokoknak | konyha Kisvasutas
elentdség P e p
T " elerh'etove Pevonasa o
Kozosségi kohézio *x e indokolt.
A kordbbi iskolaépliletben térténd szdlldshely kialakitdsa (bdvitése) mindenképp egy Feltétleniil /
témogatando terv. A zardndoklds eddigi egyik hazai céldllomdsa Mdrianosztra, a Pdlos 70 | Feltételekkel javasolt a
o zardndoklat is ide érkezik. A Dunakanyarban mdr elsé szakaszdban megvaldsult hdrom fejlesztése
Z;egeszutes utvonalas Pélos Ut hdlézat tovdbbi fejlesztése a Bérzsonyben keriil majd megvaldsitdsra,
magyarézat: igy a zarandok-szdlldsok kihaszndltsaga egyenletes lesz. Jol illeszthet6 és bekapcsolhato a

5. Erm——— T
A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** **%*) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség * A piac lehet Kommuni- )
Relevancia *** | egyszerd, de kdcid. A helyi Akt"{
vl Illeszthetdség *** | az, hogy mikor | beszdlliték Kult,uralis
, Népszerti ez s 6 * van nyitva, az | bevondsdra és 5 Zar a”‘?‘?k
Koztes Mrkds Uzem.el.te’the’t.oseg” i @ lényeges. Kell a jé gyakorla- Felfedez6 Szakrdlis
Kreativitds, Ujszeriiség O . p fes Kisvasutas
Felfedezetlen Jelentdség = egy,eztetn/ a l.“ok dtaddsdra
Fenntarthatosag - zarandcilklat . ja\{lasolt 1-2 .
R IEReE w7+ | szervezbkkel is. | mihelymunka. Iddszakos
020sségi kohézio
A kéz6sségi értékkifejezés, a kisléptékl vendégldtds, a Idtogaté—helyi taldlkozds egyik Feltétleniil /
kulcspontja a piac, a helyi, termeldi kitelepiilés. A magdnhdzak megnyitdsa abban a Feltét9|?kkE|J?V35°|ta
Kiegészités tekintetben is tdmogatja a projektet, hogyha egy csoport érkezik, akkor szivesen fogyaszt fejlesztése
és jellegzetes, hazi készitésii ételeket, italokat. Nem sziikséges ezeket tulgondolni, inkabb az
magyarazat: informdcid, és a kiszamithato elérhetdség, nyitva tartds a lényeges. Nagy mennyiségeket
nem fogyasztanak az aktiv/zardndok Idtogatdk, a kaldria és az iz lényegesebb. A helyi
termelGket képes megmozgatni és 6sszekovdcsolni k6z6sségi szinten is a lehetdség.

A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség *** | Célszeriia helyi | Az informd- )
Relevancia *** | termelbket ci6 dtadds is Aktiy
Kozeli IlleszthetSség *** | bevonni, a helyi | lényeges. e
Atadd Eldugott Nonzerkenessee ::: és a Szalkai ezek feliiletei |  Kiasszikus Kerékpdros
tado Ismeretlen :(Jzemfe I.t e,thejoseg,, . rE lakosokkal legyenek Felfedezé Kulturlels
reativitds, Ujszeriiség k6265 mea. Zarha- Esemény
Felfedezetlen Jelentdség = " g, rha
— programokat to tdrolok is ;
Fenntarthatésag *kok R L Allandé
Kbzbsségi kohézio ¥+ | megvaldsitani. sziikségesek.
A telepiilés turisztikai vendégldtds szempontjabdl jo ellatott. Kiépitett kerékpdr utvonal Feltétleniil /
végpontja is. Jol kialakithaté akdr révidebb kerékpdros kér, de kézenfekvé a kenuba | Feltételekkel javasolta
L Gtszdllds, vagy abbdl itt térténd kiszdllds. A hid alkalmas arra, hogy a helyi, kézm(ives és él6 fejlesztése
ElsegeSZ'tes tdjhdzi hagyomdnydpoldst a szlovdk oldali Ipolyszalkdn is datélhetévé tegye. Mdr vannak
magyarazat: piacnapi rendezvények, igy a helyi termék kindlatot, térségi, desztindcios szinten is erdsiteni
lehet. A pihenépark alkalmas rendezvények befogaddsdra is. Magdn egzotikus dllatkert van
a telepiilésen, a Mdria ut érinti. Lényeges, hogy legyenek zdrhatd boxok a vizi / kerékpdrral
mozgok szamadra, kisebb javitdsokara alkalmas szervizpont.
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Projekt megnevezése: Szob, Kisvastti telephely ‘ HU
A. B.

C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség ** | Mivel be- és Informdcids .,
Relevancia ** | kilépési pontrol | pont, bérlés, Ak,t’.v
Kézeli leszthetdség *** | van sz6, inkdbb | zdrhato Klasszikus uE
K Népszerdi Yuonzerf:kté:e:fé,g ::* itt sziikséges tdrolok, Felfedezé KK ul,tlilr(?hs
WU Wirkss  |oemelethetluds "0 | gy komplex | bife,mosd6 | Trend Kisvasutas
Kiprébdlt JelentGség = tl,JrISZtIk,aI" kialakitdsa Felelds
= ldtogatdkézpont | elenged- .
Fenntarthatésag ek . Allandé
Kozbsségi koh&zio = megvaldsitds. hetetlen.
A remizhez kapcsolodo kerékpdros pihend kialakitdsa a terv. Inkdbb ezen a ponton célszer(i Feltétlendil /

egy turisztikai fogaddpont komplex kialakitdsa, mint Ipolydamdsdon, amelyik egy | Eeltételekkel javasolta
dtaddpont a rendszerben. A nagy- és kisvasuti végdllomds kapcsolat, (a kézésségi fejlesztése
kozlekedéssel a gépkocsi kivadltdsa) is indokolja ezt, illetve azt a helyzet, hogy innen Szokolya,

Z;egeszutes Madrianosztra, Nagyb6rzsény, sét kirandulva Kemence is elérhetd. Kérturdra és kimondottan
magyarazat: a z6ld turizmus megvaldsitdsdra alkalmas pont Szob, hiszen bekéthetd a kérturdba Letkés—

Ipolyszalka—Helemba—Ipolydamdsd, vizi kézlekedéssel. De kerékpdron is folytathatd az ut,
Letkés—Ipolyszalka—Bajta—Garamkévesd—Pdrkdany—(Esztergom)—Szob) utvonalon,
utobbi viszonylatban a Dundn, hajon. Kulturdlis szempontbdl is jelentds. A kisvasut
telephelyének felujitdsa lehet6vé teszi szdlldshelyek kialakitdsdt is.

g Projekt megnevezése: Szob, B6rzsény Muzeum ‘ HU
A. B.

C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség ** | Interaktivitds és | Kisebb
Relevancia ** | nem pusztdn programok,
Kozeli Illeszthetdség *** | tdrlatvezetés. animdcio N
Népszerii Y°"zer6képesfé§ : Bekacsolni a szinesebbé . Kulturdlis
Kapu Ismeretlen zzen:.ell'ie’the’t_oseg” i . Duna-parti és o G Klasszikus ) )
Felfedezetlen J;;antIZ’Isng’ HISZETUSCe | 1 jelen desztind- | tdrlatot. Eqy Allandé
— cios vérkerin- régios kdrtya
Fenntarthatdésag o ,
Kbztisségi koh&zi % | gésbe. eleme lehet.

o A kidllités egyel6re nem tul vonzd és nem interaktiv, de a tdrlatvezetés, amely elérheté Feltétlenal /
Z'Segesz'tes jelenleg is, kompenzdlja mindezt. A felujitds és bévités indokolt, annak ellenére, hogy nem %{3"350“ a
magyardzat: | ¢ legkeresettebb turisztikai termékek kézé tartozik. Mégis, tematikdjdndl fogva, j6 és dtfogd ejlesztese

képet nyujt a térségrél, érdemes kihaszndlni a belépési pont funkcidjat a varosnak ezzel is.

nl Projekt megnevezése: Garamkdévesd, Apihouse és pihenéhely SK
A. B.

C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség *** | A méhészet és Glamping
Relevancia *** | a bordszat megvaldsitdsa o
Kézeli Illeszthetdség *** | révén bekap- is elképzel- Rekredcios
P . KKK , . o 2 2
Eldugott Yonzerlc;ke:esseg —__| csolddnia helyi | hetd, ha Trendi Esemeny
Koztes UzemeltethetGsé S Lo 5 Y Bordszat
Ismeretlen il T | termék kézés- | éppen nem Felelés
Kreativitds, Ujszerliség z e .
Felfedezetlen " s ségek életébe, itt, akkor
Jelentéség . .. Id6szakos
= pdrkdnyiakat dsszefogva
Fenntarthatésag rorx e .
KozBsségl kohézi ~ megszalitani. mdsokkal.
A gyogyité erejl, és minden szempontbdl ujszerd, izgalmas, relaxdcids, stresszoldd, Feltétleniil /

méhterdpids APl house és borterasz kialakitdsa egy sz6lGiiltetvény kézepén, csodds | Feltételekkel javasolta
kilatdssal az esztergomi bazilikdra. A teriilet mellett halad dt a Mdria Ut is, s6t kiépitett fejlesztése

zlsegeSZ'tes északi kerékpdrut a szlovdk oldalon Zseliz fel6l, érintheté az észak-dunai Eurovelo 6-os
magyarzat: utvonal, a lovasturisztikai utvonal, s6t, a pdrkdanyi wellness és fiird6turizmus szdmdra is egy

kisléptékd, de autentikus élményt képes biztositani. Tandsvény is megvaldsul majd, ami
edukdcios tartalommal bir, események, rendezvények szervezhetdk ide, hiszen a Garamtdl
keletre elteriil6 borvidék déli csiicske a hely. Borterasza mdr most boresteknek ad helyet.
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az egylittmiikddés a két teleplilés k6zétt mdr csak ezért is kivanatos. Csoddlatos, nyugodt
kdrnyezet révén a rekredcios vonalra is felfiizhetd, életstilust és életérzést kbzvetit.

A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthetGség

Fejlettség * A muzeum Az Gtadé
Relevancia ** | maga lehet funkciét )
Kozell llleszthetdség *** | egyszeriibb,a | erdsitsiik Aktiv
_ Népszerti Yonzer&képesfé’g * kézésségitérés | oda és Klasszikus T aros
Atado Mérkds Uzem.elnte’the’t.oseg i & helyi termék- Visae). Saar Felfedez6 Kulturdlis
Kreativitas, Ujszerliség - L. .
Felfedezetlen Jelentdség = pont funkCI?vaI v12pt?nt ’ A
— tartalmassa odadat, kultu-
Fenntarthatdésag * . L
Kozbsségi koh&zio = | tehetd. ra pedig itt.
A telepiilés multjat és tradicidit 6rzi részben a Falumizeum és a Pincemiuzeum melyek Feltétlendl /
bemutatjdk az 6s6k tradicidit de inkdbb a mez6gazdasdg és a bortermelés szempontjgbél. | Feltételekkel javasolt a
A kézeli hangdr adna otthont a muzeumnak, amely igy médon szinesitené a kulturdlis fejlesztése
Kiegészités kindlatot, hasonlo szerepet kaphatna, mint Szob esetében a Bé6rzsény Mizeum.
és Amennyiben k6z6sségi tér is megvaldsithato az épliletben, a hagyomdnydrzé események és
magyarazat: a helyi termékek sokkal inkdbb elérhetévé, Idthatovd teheték azok szamdra, akik csak
dtkerekeznek a teleplilésen, tovabb a hid felé. Szdllds és vendéglatékapacitdsa erds a
telepiilésnek, ezért hatékonyan és a fejlesztés dltal tartalmasabban képes az id6t névelni.
Mivel szemben, Ipolydamdsdon Iétesiil vizi és kerékpdros turisztikai pont, itt nem sziikséges.
B. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (4tvehetd) meghatarozas illeszthet6ség
Fejlettség *kE A térségi A térségben
Relevancia *** | turisztikai ésszedllitandé Aktiv
Kézeli ct:z:tz;‘;sei = ::: informdcids aktiv és egyéb |  Klasszikus Kulturdlis
P Népszerti Uzemeltet:etc’is:g = 7 gndszer ben e{emekr € Felfedezé Esemény
Madrkds Kreativitds, Gjszerdodg | ¥ kiemelt e Trendi Rekredcids
Kiprobdlt Jelentdség = sz,erepet adnia utvonalalf Felelds )
Fenntarthatosag +7+ | vdrosnak, Yan bemufaf‘?fa, Allandé
KozBsségl kohézio i gyakorlat itt. promdcidja.
Pdrkdny konkrét fejlesztési tervvel nem jelentkezett, de mivel kapu szerepe van, szervesen Feltétleniil /
kapcsolddik a magyar észak-dunakanyari és févdrosi kiildépiachoz, tovabbd a nemzetkézi Fe“éte"?kke' J?V35°|t a
Kiegészités turizmushoz is taldn a leger6sebben, érdemes integrdlni a hdldzatba. 250-300 ezer fejlesztése
és vendégéjszaka, TDM-szervezet, 5 kerékpdros turautvonala révén meg kell ragadni.
magyardzat: Informdcids pontja él6 (még online is), ahol jelen térségiink csomagajdnlatai, utvonalai
bemutathatdk. J6I nyithatd innen a Garam—Ipoly-kéz, ide fut be a Zseliz fel6l a kerékpdrut,
itt halad el az Eurovelo, gasztro- és szdlldshely-kindlata erés.

A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség *** | Humdn A helyi
Relevancia *** | eréforrds és kéz6sségek Kulturdlis
Tdvoli JIEZIRES E0 ::: uténpdtlds megszolitd- Esemény
Atads Eldugott ;:2::;: :::::;::g ——| nevelés, sdban Iés ) Felfedezé Rekredcios
Nepszerti Kreativitds, Gjszerliség | *** sz,a ke,mberek be‘v?naial?an Felelds p
Kiprobdlt [ jcionisée e | Képzése, rejld erd ki- Allandd
Fenntarthatésag v tudasat'adas, haszr’;a/fle.a Idészakos
KozBsségl kohézi =+ | marketing. Letkésrdl is.
Atadé szerepén tul, a helyi hagyomdnydrzés éI6 és aktiv példdja, amelyet minden Feltétleniil /
szempontbdl érdemes tamogatni és fejleszteni. Inkubdcids hdz is, j6 gyakorlatdat at lehet Feltételﬁkkel J'laVaS‘"t a
Kiegészités adni olyan mdr zdrt, de Idtogathatd tdjhdzaknak mindkét orszégban, ahol erre igény fejlesztése
és mutatkozik. Tuddsdataddsi és helyi termék szempontjabdl is kiemelkedd, képes taborokat,
magyarazat: eseményeket vendéglil Idtni, el is szdlldsolni. A szomszédos Letkés kapacitdsai nagyobbak,
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A. B. C. D. E. F. G.
Halézati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** **x) javaslatok (atvehetd) meghatarozds illeszthet6ség
Fejlettség ** | Azelgondolds | Képzési, és
Relevancia *** | jé, érdemes szdllgskindlat Aktiv
Tavoli '"emhftffSég _ ::* egy rendez- bsszeftizése a Kulturdlis
Ismeretlen Kreativitas, Gjszerdség | * e 05'526’0’”" telepL{IeseIf' Felfedezé Kerékpdros
Felfedezetlen Jelentdség = tani, rzvllyen szolgaltato:val.
— eseményekkel | Paldc gasztro Id&szakos
Fenntarthat6sag ** ) f , . e
KozBsségl kohézi +++ | kihaszndlhatd. | kihaszndldsa.
A kézség tulajdondban lévé malom dtalakitdsa, mely ezdltal szervesen kétédne a Feltétlendl /
szomszédsdgdban lévé, mdr él6 kulturdlis kézponthoz, piactérhez, kerékpdrpihenéhoz, | Eeltételekkel javasolta
Kiegészités mintegy rendezvényhelyszinként. Elhelyezkedése a telepiilésnek indokolja, hogy fejlesztése
és elosztopont legyen a kerékpdros turizmusban, illetve erGs a készség a rendezvények, akar
magyarazat: szakmai események befogaddsdra is. A rétessiités tamogatandd, de meg is erdsitendd
egyéb ételek készitésével, illetve a vendéghdz-étlet sem rossz, ugyanakkor a kérnyékben
jobban ellatott telepliléseket is érdemes szdlldskapacitds tekintetében bevonni.

A. B. C. D. E. F. G.
Halozati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** **¥) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség *** | Akapcsolédé Tésa, Lontd,
Relevancia *** | turisztikai Ipolysdg, Aktiv
Kézeli el ::: termékek Szete, Szdzd, Vizi
Népszer(i Kreativitas. iszeriisd v megj,elefntese Kemence,, Trendi Kulturdlis
L , UJ g
Kiprébalt Jelentdség = (kere:'kpar, Ipolyszaka{los ,
Fenntarthatosag +—++ 1 kultura, bekapcsoldsa Allandé
Koz6sségi kohézid - gyalogos utak). | csomagokba.
A teleptilésnek kiilénleges statusza van, amelyet a gyakorlatban igazol is a turizmus madr Feltétleniil /
most, hiszen dtadopont Tésa felé. Egyértelmien a viziturizmushoz kapcsoléds | Feltételekkel javasolta
Kiegészités szolgdltatdsokat érdemes fejleszteni. A vizdllds magas, lassu folydsu, idedlis csalddoknak, fejlesztése
és illetve jol kapcsolhato a kerékpdros turizmushoz (Ipolysdgi és Zselizi utvonalak), jol
magyardzat: kialakithatéak kérék is. Az Ipoly Grand Prix befektetdje is érdekelt benne. Erdemes a mdr
most meglévé edzétdbori érdeklédést is megtartani, erdsiteni. Ldtogatokézpont nem
sziikséges, de alap informdcionyuijtds kiilbnbdzd feliileteken igen.

A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (4dtvehetd) meghatarozas illeszthet6ség

Fejlettség * Erdemes lenne | Nyitott
Relevancia ** | a helyigasztro | konyha
llleszthetSség *** | potencidlt is kialakitdsa Aktiv
Tavoli Yonzer()’képesség e kihaszndlni, a i Vizi
Koztes Eldugott Uzem.ellte’the’t.i)’ség” i S s AR események- Felfedezd Kerékpdros
Felfedezetlen Kreatn’{lt?s, ujszeriiség :* felmeriilt a P )
JelentSség — gasztronapok kapcsolva. Allandé
Fenntarthatosag -
Kozosségi kohézid o gondolata.
Az Ipoly partjan fekvé kuria felujitdsa 16-18 személy elszdlldsoldsdra. Az épiilet Feltétlentl /
multifunkcids, helyet kapna benne: Kajak-kenu tdrolds, mellékhelyiségek. A teriiletén mdr | Feltételekkel javasolt a
o kiépitett kerékpdrpihendhely taldlhatd, j6l bekapcsolhatd a kerékpdros és a vizrél érkezé fejlesztése
ElsegeSZ'tes Ildtogatoi utvonalakba. A kézeli borvidék és az északkeleti iranyban meghatdrozo kulturdlis
magyarazat: vonzerdék is elérhetbk innen. Indokolt a szdllashelybdvités a térségben. A szilva, ko’lpf)szta és
ték megalapozhatja a gasztro kindlat bévitését és az eseményturizmus kindlatot is. Erdemes
lenne a fedett kerti konyha / f6z6hely éGtletet a pihenéhdz / kuria rekonstrukciés pdlydzat
egyik elemeként értelmezni.
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Ml Projekt megnevezése: Szdzd, Kilatopont és extrémturisztikai szolgdltatds SK
A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség * Megadllépont, A féldrajzi
Relevancia ** | extrém adottsdgok
il llleszthetdség *** | traktoros nem terhelé Aktiv
) Eldugott MoDZekOkcpess e *** | kalandtira kiakndzdsa. _ Extrém
Koztes lsmeretlen Uzemle_tta’thce’t.oseg i o3 el s Gt | A st Trendi
Kreativitas, Ujszerliség et o . .
Felfedezetlen Jelentdség = qllomas.a, fotds | turisztikai Id&szakos
= és szelfis hely. elemhez
Fenntarthatdésag S , L.
Kozosségi kohézio * képest dj.
Onmagdban a kulturdlis vonzeré nem annyira jelentds, de azért engedjiik a Idtogatdkat, Feltétlendl /
Kiegészités hogy rdtaldljanak a kistemplomra. A féldrajzi lokdcid, a hegyldbi jelleg mindenképp megér | Eeltételekkel javasolt a
és egy révid tartézkoddst, és teret nyit olyan extrém turisztikai lehetéségek szdmdra, amelyek fejlesztése
magyarazat: nagyon korldatozottan szerepelnek az elképzelések kézott. Szdllashely fejlesztés nem
indokolt, a kérnyékben ezekre tértént javaslattétel.

Projekt megnevezése: Ipolysdg, Villa ArtRoza, mintakert, kertterdpids- és kutatékézpont SK
B. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség ** | Akertterdpids Kis miivész-
Relevancia *** | foglalkozdsokat | telep és Kulturdlis
Kézeli llleszthet6ség X3 pl. a” burn out” | edukativ Esemfén.)f
Népszerq  [—uonzerSképesség 1 civilizdcios foglalkozésok |  Klasszikus Rekredcios
Kapu Madrkds Uzem.e I.t e,the,t.oseg,, - - betegségben megvald- Trendi Lovas
Kreativitas, Ujszerliség LK = g
Kiprébalt Jelent6sé | szenvedd6k sitdsa. ) )
E — vehetnék Specidlis ku- Allando
Fenntarthat6sag R N Idészakos
Kbztisségi koh&zid = | igénybe. tatokozpont.
P6lhés Kertészet néven a csalddi vdllalkozdst P6lhds Imre hozta létre 1985-ben, melynek fé Feltétleniil /
profilia 20 000 balkonndvény virdgzé késznévényként vald elbdllitdsa volt. A vdllalkozds | Feltételekkel javasolt a
2005-ig iizemelt, majd 2021-t6l, uj igényekre alapozva, uj szolgdltatdsokkal bévitve fejlesztik fejlesztése
tovdbb a kertészetet és az ingatlant Villa ArtRosa néven. A lakdterek 6 szobds panziévd
alakitds céljara alkalmasak. Tartozik hozzd egy wellness sziget kiiltéri és beltéri medencével,
Kiegészités szaundval, télikert, 2 db borospince. Az lidiil66vezet alkalmas arra, hogy bemutatokerteket
és (modellkerteket, lasd. Die Garten Tulln, Ausztria) lehessen kialakitani azért, hogy a kert-, és
magyarazat: a rézsakultdra szinvonaldt emeljék, illetve az egészségnevelésre dszténdbzzenek, kapcsolt

programokhoz.

terdpids foglalkozdsok keretében. Komoly az érdekl6dés a g6déllsi és nyitrai egyetemek
specidlis kutatéprogramjanak befogaddsdra a helyszinen. Ezzel névelheté a MICE szegmens
kereslete is a térségben, jol illeszthetd az egynapos, vagy félnapos vdrosi sétdkhoz, lazito
A kerti elfoglaltsdgok jol kapcsolhatok iskolai és mdr kézmdives
programokhoz is akdr, érdemes Ipolszalkdhoz is bekapcsolni.

kélcsénzével. Az atemelés csalddok, vagy sok csomaggal utazo turistdk szamdra nehézkes.

Projekt megnevezése: Ipolyszakallos, Hajos molo és kenukdlcs6nzé SK
A. B. © D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidanyzo elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (4dtvehetd) meghatarozas illeszthet6ség
Fejlettség * A kenuk és A kélcsénzé
Relevancia *** | kajakok helyett )
Tévoli llleszthet8ség *** | Gtemelésére @ AkltI.v
} Eldugott \!onzer()’képesié'g - szolgdlé lenne az ) Vizi
Koztes Ismeretlen Uzem.e I.t e’the:'foseg" y - megoldds dtemelést rinle Lovas
Felfedezetlen Kreatn’lllt?s, ujszeriiség :* beépitése a segiteni,
lelentdség tervekbe. akdra Idszakos
Fenntarthatésag LK i
K6z06sségi kohézio i helyiekkel.
L Tekintve, hogy egy duzzasztogadt van itt az Ipolyon, mindenki megadll, ki- és beszdll. Indokolt Feltétlendl /
zlsegeSZ'tes tehdt a fejlesztés, 50 f&s szdlldshelykapacitdssal bir a telepiilés, egyfajta gyors-szdllds W@awsolta
magyarazat: fejlesztés is elképzelhetd. Kisbusz, utdnfutd és kajak kenuk vdsdridsa, molé kialakitdsa, ejlesztese
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A. B. C. D. E. F. G.
Haloézati Jelen ErtékelS szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség ** | Atuddstransz- Glamping
Relevancia *** | feres kialakitdsdra
vt g e oo | s
Kéztes Eldugott Uzemeltethetdség | et e ; FEIfEdez.o Rekreacios
] (i Kreativitas, Ujszer(iség Hoxx qyakor/atuna’k lzgalr,nassa’ Trendi
Nepszerti Jelentéség = osszeizqnjqola— ter'me a”mar Id&szakos
T v sa a tdjhazak- elerhe:to )
Kozbsségi koh&zio = kal. szolgdltatdst.
A Biocentrum Kft. elképzelése a préshdz funkciokat bdéviti oktatdssal, borismereti Feltétlendil /
Kiegészités tanfolyamokkal és kihaszndlja a sajdt dllatdllomdny adta lehetségeket is. Erdsiti o | Eeltételekkel javasolta
és hagyomdnyérzést, jol sszefiizhetd Ipolyszalkdval és Ipolysdggal kulturdlis tematikdban. fejlesztése
magyarazat: Jelenleg van szdlldskapacitds a panzioban, 15 f6 elhelyezhets. Tovdbbi tematikus
kapcsolodds Zselizzel, az Esterhdzy 6rokség kapcsan.

m Projekt megnevezése: Zseliz, Sacher-hdz és Informdciés kézpont SK
A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (4tvehetd) meghatarozas illeszthet6ség
Fejlettség *** | A marketing- Az Esterhdzy
Relevancia *** | tevékenység, a és Schubert Aktiv
Kézeli "'esz"h‘it"fSég _ ::: kommunikdcids orokség Kerékpdros
Kapu Népszerti \.L{’:Z:;;: :::::;:gg — fel}t’]letek felvillantdsa Klasszikus Kulturdlis
Mdrkds — —+—| szinvonalas mellett a Trendi Esemény
Kreathltas, ujszeruseg 5 . g
Kiprobatt Jelentéség hx ffjleszte'se',. he,YI g C,ISZUO p
Fenntarthatosag v lall‘ogatc’Jkoz;zont- b,ee,plteSE' a Allandé
KazBsségi kohézit %% | Szinten is akdr. kindlatba.
Itt sziiletett Sacher, a cél a csaldd és a zselizi gasztrokultira elmélyitése, valamint, mivel Feltétleniil /
kapupontként szerepel a hdlézatban, célszerii a Idtogatokézpont fejlesztési igényekkel | Feltételekkel javasolt
L dsszevezetni a hdz mdr elkezdett (80%-ban kész) felujitdsdt. Erds szerepe lehet a helynek a a fejlesztése
Z'Segesz'tes helyitermék kultura kimunkdldsdban is. Az egyetlen hely ugyanakkor, ahol viligmdrka-szint(i
magyarézat: vonzerd van, a helyi polgdri tdrsulds marketingeszk6zokkel is él mdr. Mivel kerékpdros
utvonal halad el itt, indokolt a kapuszerep-kiemelés, éndllé szdlldskapacitds fejlesztés
kevésbé, tekintve, hogy a vendégldtds és egyéb szolgdltatdsok mellett ez is van. A vdros ma
is kindl romantikus csomagokat, ezek informdcids elérhetdsége limitdlt.

A. B. [ D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (4tvehetd) meghatarozas illeszthet6ség

Fejlettség * Arra alapozni, | Az él6 tdjhdz Aktiv
Relevancia *** | ami helyben és helyi Kerékpdros
Tdvoli Niiizitgs *** | adott. Szdllds- | termék Kulturélis
) Eldugott |y onzerSképesség ** | hely kialakitdsa | adottsdgok | Kiasszikus Esemény
Kéztes Uzemeltethetdség o : S > .
Ismeretien Kreativitas, Gjszerliség *x "7'7 mekOI,t' b?ep,lt‘ese a Felfedez6 Rekredcids
Felfedezetlen — = kilén nevesi- térségi
Jelentdség tett kildto sem. | kindlatba. Allands
Fenntarthatéség o eieie
Kozosségi kohézié R Id6szakos
Tdjhdz felujitdsa, parkositds, bekeritése és podium kialakitdsa. Osszeflizendé a Feltétlendl /
késébbiekben Ipolyszalkdval is, Zalabdn (Csontos Vilmos kolté) keresztil. A helyi | Feltételekkel javasolt a
gasztrondmiai érdekességek, amelyeket a cigdny kultirdra lehetne alapozni, pl. fejlesztése
Kiegészités ciganykaldcs, kimondottan erdsitik a hagyomdnyérzést és a k6z6sségek egymds mellett
és élését, az elfogaddst. A kerékpdr utvonal dthalad itt. Célszerii lenne a Bérzsény bakancsos
magyarazat: turistaginak megmutatni, milyen is a hegy errél az oldalrdl, mert a kildtds pdratlanul szép.

Utvonal javaslatunkat itt is kiemeljik: Nagyborzsény—Ipolytolgyes—Letkés—Ipolyszalka—
Zalaba—Garamsallé—Zseliz. J6] kombindlhaté a bakancsos és a kerékpdros turizmus. A
borturizmusba is bevonhatd: Peszeki Lednyka innen ered.
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m Projekt megnevezése: Paldst, Torék Park tematikus 6svény és kézmiives utca SK
A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség * A tematikus A kézmlives
Relevancia ** | sétautvonal utca egyfajta
Tévoli lllE-Hheto. o u ™| dllapot-és taldlkozdsi Kulturdlis
ores | St it dommnkics | pomint | s | O
BT Kreativitas, Ujszer(iség * j'GVII‘CIS?,’ szglgal{)af Qe p
Felfedezetlen JelentBség w* m’teqrzlzlasa a k(')zo'ssegl Allandé
= térségi térként is.
Fenntarthatdésag — ,
Kozosségi kohézio s+ | Utvonalakba.
Madr létezik a tematikus Ut, ismertségét, elérhetdségét célszerli lenne erdsiteni, fokozni. Van Feltétlentl /
Kiegészités szdndék a telepiilésen a térténelmi emlékek bemutatdsdra, ugyanakkor a kastély, mai | Eeltételekkel javasolta
és iskola, felujitdsa és kulturdlis kézponttd térténé dtalakitdsa taldn nem redlis cél révid tdvon. fejlesztése
magyarazat: A szabadtéri szinpad elétti kézmiives utca hidnypotlo és kiegészité termdk lehet az egész
térségben, amelyet akdr havi szinten tervez megvaldsitani az 6nkormdnyzat.

g Projekt megnevezése: Felsétur, Drotkétélpdlyds kalandpark és Tanésvény SK
A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (4tvehetd) meghatarozas illeszthet6ség
Fejlettség — Bekapcsolhatd Felsétur és
Relevancia *** | ahelyitermék | Nagytir Aktiv
Tavoli "'esz"h‘it"fSég _ ::: vonal, hamdra | kézés Oko
ttes Eldugott \.L{’:Z:;;: :::::;:gg sae| QYiimoleses taﬁc’)’své,ny— ) Felfedez6 Kulturdlis
Ismeretlen ———— —+| revitalizaciéja is | fejlesztése és Trendi Esemény
Kreativitas, Ujszerliség z p .
Felfedezetlen Jelentdség = cell. A ker‘ek- enn{ek ismer- )
Fenntarthat6sag = | P aroso{(l/s , tetese, L Allando
Kozosségi kohezio ++% | megszolithatok. | marketingje.
A kalandpark egy régi gyiimélcsésben, az erdébe nytlva a Korpona-patak partjan valésulna Feltétleniil /
meg. Az egyetlen attrakcios elképzelés, amely az "ipolyviski" klaszterben szorosan | Feltételekkeljavasolta
kapcsolédhatna az 6sszes projekthez. A gyiimélcsést is revitalizdlnd a terv, lenne mdszéfal fejlesztése
Kiegészités és ijdszat is. 4 pdlyds, szegmentdlt pdlyarendszere vonzo lenne a csalddok szamdra is, jol
és kapcsolhatd a kalandpark az Ipolysdg—Nagytur kerékpdruthoz, érdemes itt is a glamping
magyarazat: szdlldshely bévitési lehetdséget vizsgdlni. Ami ide kapcsolddik, mint 6koturisztikai terv, az a
Turi Gyérgy tanésvénybdvités. A paldsti Toérék Park, Felséturon dt, Nagyturig alkotna egy
utvonalat, integrdlva a ma is meglévé 6 km hosszu, hegyhdton futé ésvényt, 3 pihenével és
padokkal. Javasolt egy kis kildto tervezése is, mert gydnyord a rdldtdsa a Bérzsényre.

telepiilés egyéb attrakcioi k6zétt van a felujitds alatt allo templom, illetve a célkézénség
szamdra kiakndzandd a savanyuviz-forrds is. A kerékpdros ldtogaték megszdlithatoak,
hiszen tervben van a Hont—Gyligy kerékpdrtt tervezése.

A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség * K6z6s market- A tandsvény
Relevancia ** | ing aktivitdsa | tematikd- )
Tévoli Illeszthetdség *** | szomszédos jénak kidom- Aktiv
. Eldugott Yonzer&képesfé§ * Felséturral és boritdsa, Felfedez6 Ok? 5
Koztes el | e’the"foseg” : :** Paldsstal is. A narrdcioval Felel&s [EREt e
Felfederetien |e2tvids, iszerlsée | * | yigtopont | torténs o
g = a7 Allando
Fenntarthatosag 7 egyslzeru, de elldtdsa 2
Koz6sségi kohezio =% | ldtvdnyos. nyelven.
Rdkapcsolodds a felséturi turistaésvényre és a meglévé tandsvényre. Mint dkoturisztikai Feltétlendl /
terv, része a Turi Gybrgy tandsvénybévitésének. A paldsti Torék Park, Felséturon gt, | Feltételekkel javasolta
Nagyturig alkotna egy utvonalat, integrdlva a ma is meglévé 6 km hosszu, hegyhdton futo fejlesztése
Kiegészités dsvényt, harom pihendvel és padokkal. Javasolt egy kis kildto tervezése is, mert gyonyorii
és a rdldtasa a Bérzsényre. Jo lenne, ha ezen elképzelés nyomdn a két telepliilés k6z6s
magyarazat: marketingmunkdt is végezne, ismertetés, bemutatds és szolgdltatdsfejlesztés terén. A
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A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség * Pihend és A térség
Relevancia *** | piknik-hely kézépsé,
Kézeli lleszthetdség *** | telepitése a NY—K-i A'ktll\f

) Eldugott MoDZekOkcpess e ::* szlovdk oldalon, | Gtjdrdsdt Felfedezé Kerékparos
Koztes el | e e’the't.oseg" : nyitds a zalabai | képes Felel6s Lovas

Kreativitas, Gjszerliség R 2. .z . ol
Felfedezetlen [joientgseg | oS vamos biztositani, Allandé
= mikolai elkép- kisebb kérék
Fenntarthatdésag S ) , .
Kozbsségi koh&zio = | zelések felé. tervezhetdk.
A hid kapcsolatot létesit Ipolypdszté és Vamosmikola k6z6tt, amely jot tesz mind a két Feltétlendil /
oldalnak, hiszen létesiil egy aktiv turisztikai Gtaddpont. A kerékpdros turizmust erdsitené a | Eeltételekkel javasolt a
Kiegészités fejlesztés, a vamosmikolai elképzelések keresletbévitését szolgdind, ugyanakkor a szlovdk fejlesztése
és oldalon meglévé attrakcio-hidny cs6kkentéséhez is hozzdjdrul. Tervezése és kivitelezése
magyarazat: kéltséghatékony, hiszen gépjarmiiforgalmat nem generdl, fenntarthaté modon jarul hozza
a kézlekedéshez és a hdldzatfejlesztéshez. A Letkés—Ipolyszalka atjardst, ami délebbre esik,
valamint az északabbra esé Ipolyvisk—Tésa dsszekottetést kiegésziti a térségben, kézépen.

I e mesnevesése SK
A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidanyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség * Stégek Traktor van,
Relevancia ** | vdsdrldsa, szép terep is, )
Kézeli Illeszthetdség *** | valamint vizi id6szakosan Aktiv
. Eldugott Yonzerc’iképesié’g - pihendpont Javasolt az Felfedezé VIZ,’
koztes [ W ceinelislet TR ::* létesitése. Ezzel | ilyen extrém- Tamal Extrém
Felfedezetlen :(reat",f't?s’ yjszeruscg = a hidnypatlo kalandos .
elentdség . ., o f Id6szakos
Fenntarthatosag " fejlesztéssel ) szafan,tura
Koz6sségi kohézit +++ | bekapcsolhaté. | tervezése.
Tobb elképzelés is van a telepiilésen, kezdve a szdlldshelyfejlesztéssel, majd a kildté Feltétlendl /
Kiegészités épitéssel. Mégis, érdemes lenne inkdbb azokat az erdsségeket témogatni, amelyek a hely | Feltételekkel javasolt a
és adottsdgokbdl a legcélszeriibben kihozhatok. A kandszhdz tdjhdzzd alakitdsa, illetve a fejlesztése
magyarazat: hdromszintes kastély, kordbbi gyermekotthon szdlldshely-rekonstrukcidja kissé nagyivii
elképzelések. A stégvdsdrlds, valamint egy kikGtési pont kialakitdsa redlis elképzelés.

Projekt megnevezése: Kemence, Vdarmegyehdz feldjitdsa és kidllitoterek HU
A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség *** | Atérténelmi Belsé
Relevancia *** | utaldsok és létogatdi
Kézeli lleszthetbség ::: emlékek mel- élményuit- Kulturdlis
Mdrkds — meg a maiige- | tervezese, Trendi
Kreativitds, ujszeriiség L z p
Kiprobdlt  ~jciontaseg SR e e Allands
= feleld interaktiv | mens speci-
Fenntarthatdsag LI o s
KozBsségl kohézi = elemek. fikacioval.
A koradbbi, félévszdzados kézigazgatdsi szerep és funkcio ujszerd, interaktiv bemutatdsa. Feltétlendl /
Tekintve, hogy mds pdlydzati rendszerben is beaddsra keriilt, tdmogatdsa annak | FEeltételekkeljavasolta
fiiggvényében érdekes. A tematika viszont jol kapcsolhaté a térség északi kulturdlis fejlesztése
o kételékéhez, jo kiegészité termék, amely nem csak jo idében, és a vizi-kerékpdros-
ElsegeSZ'tes bakancsos turizmus f6szezoni keresletét indukdlja. Ismert tle/epijlés a térképen, kialakult
magyarazat: szolgdltatéi bdzissal, kedvez6 kapcsolatrendszerrel. Uj kidllitotérként a bértdn

Idtogathatdvd tétele is cél, valamint egy egyedi jatszétér kialakitdsa kapcsolodva a 18.
szdzadi varmegyehdza tematikdhoz. A varmegye elnevezések és koncepcio ujragondoldsa
és visszavétele a hazai kézéletbe jobban indokolhatd, ha ennek érvei és jotékony hatdsa a
tdrsadalmi szervezéképességre igényesen és politika mentesen keriil interpretdciora.
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m Projekt megnevezése: Kemence, Strand ‘ HU
A. B.

C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség ** | Amdiszaki fej- Zdrhato
Relevancia *** | lesztéseken tul, | értékmegér- )
Kézeli IlleszthetSség *** | érdemes a 26s a vizi és _AkthI _
) Népszerti Menfeichepess g ** | tartalmat is kerékpdros, Klasszikus K’S"af”_tf
Kéztes Mérkds Uzem.el.telthe't.oseg i ok fejleszteni, illetve egyéb Felfedez6 Rekredcids
Kreativitds, Gjszerliség . a . . <
Kiprébdlt Jelentdség = kenye!ml ] ldtogatdi e
— szolgdltatdsok, | csoportok-
Fenntarthatdsag *x 2,
Koz0sségi kohézio * animacio. s
L A mai is kedvelt nydri élményelem nagyban hozzdjdrul az aktiv turistdk és a pihenésre Feltétlendl /
Z;egesmtes vdgyok elégedettségéhez. A térséq turisztikai kindlatdt egyértelmden szinesiti és béviti. wpvasolta
magyarazat: Meg kell azonban vdrni a legel6bél térténd dtmindsitést. Lehetdség tovdbbd, az ejlesztese
uszdsoktatds felé torténd nyitds.

m Projekt megnevezése: Kemence, Ifjusdgi tabor ‘ HU

A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség ** | Hagyomdnyér- | A szdlldshely
Relevancia *** | zés szempont- | funkcié )
Kézeli llleszthetdség *** | jabdl jol ka- mellett .Aktlv, .
; Népszerti \!onzeré’képesié’g ** | pcsolhatd Ipoly- | érdemes a Felfedezé K/svas,ut/
Koztes Mérkds Uzem‘el‘te’the’t'oseg" _ AL szalkdhoz is, gasztro Felelds Esemény
Kiprébdlt Kreat",’,'t,as’ djszertseg :: illetve mds, funkcidt is
lelentdség iskolai- fejleszteni a Idészakos
Fenntarthatésag i .
Koz6sségi kohézit - programokhoz. | taborban.
A térség aktiv turisztikai jellegét, kindlatdt és keresletét tekintve, tdmogatandd terv a 70 Feltétleniil /
féréhelyes, fahdzas tdbor korszerisitése és szolgdltatdsi szinvonaldnak emelése, | Feltételekkel javasolta
Kiegészités ugyanakkor nem cél a nagyobb volumenii és magasabb kategdridt keresé vendégkér fejlesztése
és megszolitdsa. Képes hozzdjarulni a térség, illetve a szomszédos teleplilések
magyarazat: szalldskapacitds hidgnydnak kompenzdcicjdhoz, amely egyértelmien hidnyzik a felsé

Garam—Ipoly-kéz telepiilésein, és Ipolyvisk—Tésa dtjdrdssal, meg is kézelithetd. Idedlis
lenne még az Ipolypdsztéhoz javasolt kerékpdros hid déli bekdtése a csomagajdnlatokba.

m Projekt megnevezése: Ipolytélgyes, Viziturisztikai k6zpont és kidllitotér HU
A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség
Fejlettség *** | Avizes ruhdban | Inkdbb a
Relevancia *** | érkezéknek kényelmi, )
Kézeli llleszthetség *** | tisztdlkoddsi és | kevéshé az Aktiv
P A * k% s sy s . i izi
. Népszerti \.{onzemkepesfe? | szdritdsi edukativ Felfedez6 }//z r
Koztes Mdrkds Uzem'el'te’the’t'oseg" i lehet8ség i’ Felelds Kerékpdros
Kreativitas, Ujszerliség L . 7 s
Kiprébalt EEriat —=5 | biztositdsa. A telepitése, a .
6 Vizi-bicikli” relaxdcié Idészakos
Fenntarthatésag LIS ) o, i .
PP < - népszertisitése. | biztositdsa.
K6z06sségi kohézié

A folyéhoz legkézelebb fekvd, ma haszndlaton kiviili épiiletben egy Ipoly tematikdju kidllitas Feltétleniil /
megvaldsitdsa a cél, illetve a vizi tirdzok szimdra alapvets szolgdltatdsokat biztosité | Feltételekkeljavasolt a
kézpont kialakitdsa (mosdd és zuhanyozdsi lehetbség, teakonyha és sdtorozdsi lehetdség). fejlesztése

A kidllitds inkdbb legyen folydcentrikus, izgalmas én interaktiv, a jelennel, de leginkdbb a

Kiegészités jovével, a vizkezeléssel és fenntarthatdésdggal foglalkozva. Az Ipoly-part és a kézpont
és kézotti utvonalra van elképzelés. A vizes élGhelyek bemutatdsa itt is megtérténhet, mintegy
magyardzat: kivezetve a tematikdt a kézpontbdl. Inkdbb kivitelezhetd ez az elképzelés, mint egy 6ndllé

to kialakitdsa. A tanésvény jol kapcsolhato az egyéb edukativ, vagy szoft elemekhez a
térségben, akdr a kemencei ifjusdgi tdbor, a kisvasuti turisztikai, akdr a tdjhdzi
programokat keresék szamdra. A telepiilés ismertsége, mdr mostani turisztikai terhelése
nem fokozandd, de tartalmi értelemben kivdnatos a bévités.
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A. B. C. D. E. F. G.
Haldzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidnyzé elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthet6ség

Fejlettség * A funkciok Az Ipoly-
Relevancia ** | bévitése tolgyesen
llleszthetéség *** | kimondottan adott vizi, az Kulturdlis
kozeli Vonzeréképesség *** | j6, a népszerii erdei él6he- Klasszikus Sy
Koztes Ismeretlen Uzem‘el‘tetthe,t‘t’)’ség" i XS lehetSségek lyek ismerte- Trendi Oko
Felfedezetlen Kreatl\llllt?s, Ujszeriiség :* mellett, tésével jol )
Jelentéscg — megjelenitheté | kapcsolhato Allandé
Fenntarthatésag * - , o4
Kozbsségi koh&zit = az éko-téma. értéklanc.
Erdssége, hogy jelenleg is kidllitohely. J6 gondolat a Bérzsényt kutatok szdmdra Feltétlendl /
o kialakitandd bdzishely funkcio, elhelyezkedésénél fogva ez adott, illetve jol illeszkedik a | Feltételekkel javasolt a
Z;egeszutes kulturdlis, értékmeqgérzé és bemutato funkcik kézé. A MICE szegmenst képes erdsiteni a fejlesztése
magyarazat: térségben, amennyiben szakmai programokat és a kutatéknak szadlldst biztosit, ugyanakkor
az eskiivék és egyéb rendezvények szép és emlékezetes helyet igér. A kutatoprogram
kidolgozdsa tovabbi munkat igényel.

32, LT T
A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidanyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** **%*) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség * A hosszabb A rekredcids
Relevancia ** | idétoltést és aktiv/
Kézeli lllC-anhert Csil *** | kiszolgdlo sport elemek Aktiv
) Eldugott Y°"zer°kepesfe,g * létesitmények, | szétvdlasztdsa ) Rekredcics
Kéztes e Uzem.ellte’the’t_oseg” ‘ ::* WC, valamint térben sziik- Felfedezd
= lakdkocsis egyébként
Fenntarthatdésag x , .
Koz6sségi kohézit =% | megolddsban. konfliktusos.
Az Ipoly mellett egy park kialakitdsa a cél. Jatszotérrel, kondiparkkal, a csaldddal érkezé Feltétlendl /
Kiegészités horgdsz vendégek kiszolgdldsdra szolgdina a fejlesztés. A telepiilési turisztikai, szabadidds | Feltételekkel javasolt
és kindlatdt kis mértékben ugyan, de névelni képes, egyben a helyi lakossdgot is kiszolgdlja. a fejlesztése
magyarazat: llyen jellegli attrakcié, amely a horgdszturizmusra épiil szinte nincs a térségben, vagy
konfliktust teremt a horgdszok és az evez8sék egyiittes vizhaszndlata, pl. Ipolytélgyesen.

informdcids pont indokolt, jellegébdl kbvetkezik az is, hogy megdllo- és tdjékoztato hely. J6
poziciokkal bir a Szob—Kemence utvonalon, de a Kdspallag—Szokolya irdnybdl térténé
megkdzelités is adott, min ahogyan az is, akdr Tésa, akdr Letkés felé a Idgyabb, szelidebb,
feltéltédést kindlo turisztikai termékeket elérhetévé tegylik a magasbol.

A. B. C. D. E. F. G.
Halézati Jelen Ertékel szempontrendszer Fejlesztési Hianyzo elem Célcsoport Utvonalra
pozicié statusz és értékelés (* ** ***) javaslatok (4tvehetd) meghatarozas illeszthet6ség
Fejlettség *** | Informdcio- A csomag-
Relevancia *** | dtadds és ajdnlatok
Healh Niiizitgs | ldtogatome- egyértelm- Aktiv
, Népszerti Yonzemkepesfe,g ——| nedzsment sitése, a Felfedezé Rekredcios
Ugre Mérkds ~ |—romeltethetfség eszkozok, telepiilés Trendi
Kiprobdlt Kreatn’{lt?s, Ujszeruseg :: + tdjékoztatd intergrdldsa Allandé
JelentSség — feliiletek az élmény-
Fenntarthatésag *x , ra .
Kbztisségi kohézio = integrdldsa. Idncokba.
Nagybérzsény funkcidjaban hasonld erével és képességekkel bir, mint a szlovdkiai oldalon Feltétleniil /
ugrépontként megjelélt Zalaba a hdlézatunkban. A kiilénbség taldn az, hogy e telepilés | Feltételekkel javasolta
ismert, jol bejdratott, elérhetd és népszerti turisztikai szolgdltatdsokkal bir, adott, hogy ne fejlesztése
érkezési pont legyen mindGssze, hanem szdmos turautvonal, kisvasutas program,
Kiegészités zardndokutvonal haladjon dt rajta. Cél most a telepiilés hagyomdnyos kézpontjdnak
és tovdbbfejlesztése, a kiszolgdlo funkciok bévitése mosdokkal, kézteriileti fejlesztések,
magyarazat: kidllitétér-informdcios kézpont kialakitdsa, alulhasznositott ingatlanok bevondsa. Az
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3. [T BT
A. B. C. D. E. F. G.
Halézati Jelen Ertékels szempontrendszer Fejlesztési Hidnyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség * Csak kooperd- Szdzd, Szete,
Relevancia *** | ciéban célszerii | Lontd és .
Tavoli llleszthetdség *** | fejiédnie a Ipolyszakdi- Aktiv
ey Eldugott MoDZekOkcpess e * telepiilésnek, los is bele- 5 vl
Atado {smeretlen Uzem.elltetthe’t.oseg” i ahd Ipolyvisk ebben | esik abba a Felfedezé Kerékpdros
Felfedezetlen :(reat",','t?s’ e : partnere lehet. | kérbe, amely . .
elentdség p Allandé
Fenntarthatdésag S ko::npe)f e,l_
Kozosségi kohézio * menyt iger.
A telepiilés a hdldzatunkban mindenképp meghatdrozé, ugynevezett dtaddpontként Feltétlendil /
szerepel. Erdemes a szemkézti oldal szdlldshely sziikosségét ezzel a projekttel kiegésziteni, | Eeltételekkel javasolt a
Kiegészités erdsiteni ezzel a telepiilések kiegészité szolgditatdsait mind a vizi, mind pedig az eqyéb fejlesztése
és turisztikai termékek terén. Amennyiben révidebb szakaszokat és hurkokat terveziink, az
magyarazat: északi szegmensben kimondottan érdemes erre a szdlldshelytipusra koncentrdlni. Az
egykori boltnak és kocsmdnak helyt ado épiiletet az 6nkormdnyzat kiilséleg felujitotta. A
projekt célja a belsé kialakitdsa: szobdkkal és vizesblokkokkal.

| 35. [ [ Hu
A. B. C. D. E. F. G.
Haldzati Jelen Ertékels szempontrendszer Fejlesztési Hidanyzo elem Célcsoport Utvonalra
pozicid statusz és értékelés (* ** **%*) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség * A malom A tematikus
ST ** | funkcidjdnak utvonalak Aktiv
Koztes Ismeretlen Uzemeltethetdség X3 tétele, l”elzes.sen izgalmasak Felfedezd By
—— >0 = benne 6rélini, el | legyenek, ne Trendi
Felfedezetlen ::;antt';'st:s' dEelabe: is vinni valamit, | csak leirds, Allandé
Fenntarthgatésa'g e amit cl)ttst'Jt”a hanem o oz as
Koz6sségi kohézit =+ | vendég beldle. | felfedezés is.
A projekt szdmos elemet tartalmaz: a vizimalom restaurdldsdat, a kérnyezd forrdsok, Feltétlendl /
patakok és felszin alatti vizek védelmét, tisztitdsdt, rehabilitdciojdt. Az épiletben | Eeltételekkeljavasolta
Kiegészités malomtérténeti kidllitds, a muzeumi funkcidjdn kiviil vendégldtdsi és szdlldshely fejlesztése
és szolgdltatdasok kialakitdsa is cél. Hirom tematikus utvonal van tervben: Mesélé vizek és
magyarazat: forrdsok; Malmok utja; Regél6 vdrak - t6bb telepiilést bevonva, programokat és
turautvonalakat rdszervezve. Mindenképp jo a f6 (t6értél (Ipolypartok) kissé tavolabb esé
projektek bevondsa a turisztikai hdlézatba.

izeket, a termelési modszereket. Dobozrendszer mdr miikédik, de ez szélesithets, jobban
kiakndzhato, és bekapcsolhaté a javarész dtmend turizmusba is. A Malom Hdz felujitdsa
ezzel a projekttel mdris Idncot alkot, megfelelé kereszt-promacioval erdsédik mindkettd.

JEEH Poickc mesneverese: [ Hu
A. B. C. D. E. F. G.
Halbzati Jelen Ertékel6 szempontrendszer Fejlesztési Hidanyzo elem Célcsoport Utvonalra
pozicio statusz és értékelés (* ** ***) javaslatok (atvehetd) meghatarozas illeszthetGség
Fejlettség *H Csatlakozds a Elérhetdség,
Relevancia ** | REL dltal marketing,
lleszthetdség *** | kidolgozott tdrs- Aty
Tavoli Yonzer()’képesség R védjegy- telepiilésekkel Felfedezs Kulturdlis
Koztes Ismeretlen Uzem.ellte’the’t.éiség” i Gl g ez, megvalGsit- Felelds Esemény
Felfedezetlen Kreat“,flt?s' HBEEIUECE ::* valamint a hato rendez-
lelent6ség kérnyezé helyi | vény naptar. Idészakos
Fenntarthatdésag X ) , ,
Koz6sségi kohezio 7w+ | termékesekhez. | Webdruhdz.
Az 6nkormdnyzati biokertben termelt gyiimélics és zéldség, valamint a béviilé feldolgozott Feltétleniil /
termékkindlatra alapozott a fejlesztés. A termelési infrastruktira bévitése, korszerdisitése, | Feltételekkel javasolta
L feldolgozdsi kapacitdsok bévitéséhez kapcsolédd infrastruktira és eszkézdllomdny fejlesztése
leegesutes fejlesztése, mdrkaépités és értékesités, valamint szervezeti hdttér (szévetkezet) kialakitdsa.
magyarazat: Turisztikai szempontbdl is relevdns a projekt, mert engedi megmutatni a helyi értékeket,
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DESIGN AREA - TOWNS BY POPULATION

PALAST

FELSOTOR
NAGYTUR
szAzo
@
IPOLYVISK
PESZEKTERGENYE o, IPOLYSAG
®
ZSELiZ
LONT TESA  BERNECEBARATI
@, °
GARAMEALLO IPOLYSZAKALLOS KEMENCE
PEROCSENY
IPOLYBEL @
KISOLVED
(] VAMOSMIKOLA
IPOLYPASZTO
ZALABA
KISGYARMAT NAGYBORZSONY
IPOLYKISKESZI .
BENY IPOLYTOLGYES
@
RAMPALD
® (3
woa.vsub
. KOSPALLAG
WICSID: LELéD MARIANOSZTRA
BATA @ .

“ﬂ“"* IPOLYDAMASD

@ °
SZOB

SZOKOLYA

P g Most populated settlements

2021

Hungary:
» Szob (2,585 people),
» Szokolya (2,022 people)

Slovakia:
» Parkany (10,509 people)
* Ipolysag (7,411 people)

Categories (people):

(] below 500
‘ above 2,000

501-1,000

1,001- 2,000

DESIGN AREA - AND ECONOMICBACKGROUND OF SETTLEMENTS

PALAST
FELSOTUR
®
NAGYTUR
szAzo
@
IPOLYVISK
pssz:x‘encmve AT IPOLYSAG
2ZSELiz
Loady TESA BERNECEBARATI
]
GARAMSALLO IPOLYSZAKALLOS KEMENCE
PERGCSENY
1POLYBEL
KISOLVED
@ VAMOSMIKOLA
IPOLYPASZTO
ZALABA
KISGYARMAT NAGYBORZSONY
IPOLYKISKESZI
BENY IPOLYTOLGYES
GARAMPALD
LETKES
IPOLYSZALKA
KOSPALLAG
KICERND; LeLéD MARIANOSZTRA
BATA g
®
HELEMBA  1p0LYDAMASD
GARAMKOVESD o e
L ) SZOB
PARKANY|

IPOLYFODEMES
Categories:
strong local service (base)
O strong local service (tourism)
SZOKOLYA

O significant local employers

A (non-tourism)
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DESIGN AREA - ACCOMMODATION

PALAST

FELSOTOR IPOLYFODEMES
@
NAGYTOR

szAzp

@

MRS /oy oL IPOLYSAG
ZSELiZ D
|:| Lonrdy TESA  BERNECEBARATI

®
GARAMSALLO, IPOLYSZAKALLOS KEMENCE
PEROCSENY
IPOLYBEL
KISOLVED ®
[ ] VAMOSMIKOLA
IPOLYPASZTO
ZALABA
KISGYARMAT NAGYBORZSONY
IPOLYKISKESZI -
BENY @ IPOLYTOLGYES
(€] @
GARAMPALD
® LETKES
IPOLYSZALKA
KOSPALLAG
g MARIANOSZTRA SZOKOLYA
BAJITA - D
0O O
HELEM IPOLYDAMASD
GARAMKOVESD e 0o

© $ZOB
pAm(Am

DESIGN AREA - HOSPITALITY

PALAST
FELSOTOR IPOLYFODEMES
NAGYTUR
szAzp
[
1POLYVISK
PESZEKTERGENYE g, I:] IPOLYSAG
ZSELiZ
. LonTYy TESA  BERNECEBARATI
Ny ¢ [
GARAMSALLO, IPOLYSZAKALLOS KEMENCE
PEROCSENY
1POLYBEL @
KISOLVED
[ ] VAMOSMIKOLA
IPOLYPASZTO
ZALABA
KISGYARMAT NAGYBORZSONY
IPOLYKISKESZI .
BENY IPOLYTOLGYES
i e
RAMPALD
® LETKES
IPOLYSZALK,
KOSPALLAG
MICSIND; MARIANOSZTRA SZOKOLYA
e |
o P
HE

GARAMKOVESD ﬁ‘ I’ﬁm
PARKAJN

169

Categories:
. outstanding

(over 200 beds)
. well equipped

(between 100 and 200 beds)
[:] moderately equipped

(between 20-100 beds)

S N

Categories:
[ well equipped (restaurant)
D other (buffet, pub, bistro)

N



DESIGN AREA - HIGHLIGHTS

PALAST
FELSOTOR IPOLYFODEMES
®
NAGYTUR
szAzo
1POLYVISK
PESZEKTERGENYE oo IPOLYSAG
o
ZSELiZ
lotady TESA  BERNECEBARATI
® @
GARAMEALLE) IPOLYSZAKALLOS KEMENCE
PEROCSENY
1POLYBEL e
KISOLVED 1
® VAMOSMIKOLA
wowvpiszio @ !
ZALABA
KISGYARMAT NAGYBORZSONY
IPOLYKISKESZI .,.
BENY IPOLYTOLGYES ~
~
@
GARAMPALD 1
LETKES 1 \
IPOLYSZALKA \
KOSPALLAG \
KICSIND MARI A s\oKoLYA
o ° o
HEl wou.vn‘nAsn
GARAMKOVESD @ /

® 3zos
PARKANYA

DESIGN AREA - ACTIVE TOURISM

PALAST

IPOLYFODEMES

szAzo
@
PESZEKTERGENVE o
ZSEL|
Loy TESA BERNECEBARATI
®
IPOLYSZAKALLOS KEMENCE '
PEROCSENY 1'
IPOLYBEL

KISPLVED

IPOLYKISKESZI

® -
VAMOSMIKOLA
wol.vaszﬂﬁ.

%
NAGYBORZSONY

ol

IPOLYTOLGYES

iR oS
o -

LELED *.

SZOKOLYA

)
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Cateogories:

settlements with strong
and/or well-known attraction(s).

forest railway

Related special events:

.

BorzsonyRing and Family Ipolykor
Ipoly Grand Prix

Kospallagi Traditional Equestrian
Day

Challenge toursin Borzsony

H Equestrian services
.Ib Water tour moorings
Mountain biking

Cycling routes
Existing, highlighted
(EuroVelob)

Under construction /
Planned

Hiking routes

Bridges



DESIGN AREA - OTHER CHARACTERISTIC DELIMITATIONS, PROPERTIES

Panorama view

Danube,

Danube Bend
(Szob, Kospallag,
Helemba, Parkany)

Borzsony:

Slovak side of Ipoly,
Borzsony
settlements

Wine region <=

PALAST
®
FELSOTOR IPOLYFODEMES
®
NAGYTUR
szhzo ¢ ==P Historicarea
®
PESZEKTERGENYE ® IPOLYSAG
SZETE [ ]
ZSELiZ 9 : ! ]
® A BARA! .
"3 u?; S Cross-border relations:
PY .lrowmuu.os KEMENCE
GARAMSALLO o Ipolydamasd - Helemba
1POLYBEL @ PEROCSENY <« |polytolgyes - Ipolykiskeszi
KISOLVED @ . .
® VAMOSMIKOLA Tesa - Ipolyvisk:
rourphszro @ pedestrian bridge
ZALABA
@
KISGYARMAT umn:nmuv
BENY -ty o Formal tourism
® ® collaborations:
GARAMPALD
® <= @ LETKES
IPOLYSZALKA R Lower-Garam-area
KICSIND. MARIANOSZTRA SZOKOLYA (“ members)
.wu. L J ®
POLYDAMASD Parkany -
AR pettuea O tourist organization -
® SZOB DMO
@
®
PARKANY
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Background

Danube, the river that connects Europe from all directions, is the most authentic teacher of
cooperation to learn. Some prominent features of the river can be used to showcase the values
of tourist destinations. Moreover, the personality and character of a competitive athlete, who is
a daily sportsman on the Danube, breathing with the river, can be seen as a guide in defining

the communication pillars of tourist reception areas. Truly, Danube features are the following:

Faithful and embracing: flowing from the Black Forest to the Black Sea - Danube is about

relationships, politics, geopolitics, history, economy, transport, traffic, commerce, landscapes,

regions, culture, art, music, languages, and more (a multiple and inclusive destination).

Honest and diverse - she has got far more colours than the primary colours in paper printing,

from which every shade, feeling, impression, mood can be produced or mixed: blue, magenta
and yellow. However, as it turns out in additional printing technologies, when the layers of the
three colours are mixed, it results in black, giving some referral explanation for the spring and
the mouth, in fact, some elegance to the narratives when they are merged and simplified (it is a

design-based destination).

The best storyteller - the continent itself, with its personal stories, the ones that make her a

proud woman, always an accepting mother of her “naughty” kids escaping from West to East
time on time. Her waters are dynamic, renewing, elemental, recharging, uplifting, revitalising,

or simply switching off the people being in connection with her (it is a very human destination).

Teaches us to get to know ourselves, to discover ourselves - it is what we travel for, it is what

can be the most fundamental driver and motivating factor in tourism. In a smaller unit, the Ipoly
Valley can be the symbolic and the essential condensation of the whole river (it is a

complementary tourism destination based on meaning communities and adventures).
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Budapest Metropolitan University, awared as "Teacher of the Year 2020". Winner of the "Best
Lecturer” title in the academic year 2018—2019.

#MIND_THE_GAP - Author of the book "Mind the Gap", Creative Tourism Coaching
(Akadémiai Publishing House, 2018), which won the "Publication of the Year" award in 2019.

#MY_BRAND - Compiler of the good practice manual for the "MyBrand" creative-university

competence development programme.

#BRANDBOOST - Award-winning speaker at the 10th International Conference of

Consultants (2021), about launching a tourism social responsibility campaign, "Figure it out™.

#ART _IS_BUSINESS CULTURAL_TOURISM - Co-host and co-creator of the bi-annual

"Cultural Tourism Destination Award” in cooperation with the Art is Business Association.

#FORESIGHT - Participant of the Dutch Fontys Academy For Creative Industries "Teach the
Teachers™ intensive programme (2019), compiler and author of the programme "Handbook"
(2020), certified lecturer and trainer of the "We Are Global Citizens Week" (2021).

#TRANSDANUBE_TRAVEL_STORIES WINTER_SCHOOL - Trainer and examiner for
tourist guides from the Danube countries in the Interreg International Programme (2021, 2022).

TUTSZ - Hungarikum Committee — Creative Industries Roundtable - Hungary NEXT -
Member of the Association of Tourism Developers and Consultants (TUTSZ), member of the
Hungarikum Commission's Specialised Committee on Sport, Tourism and Hospitality, member
of the "Creative Industries Roundtable”, chaired by the Ministry of Culture and Innovation.
Founding leader of the 10-year old Hungary NEXT country-brand-workshop, with 200 projects
managed, 390 satisfied partners, host and organiser of 33 events, speaker of 260 public lectures
(as of 30 November, 2023).
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