
PRE-TASK III

DEVELOPING OFF-THE-BEATEN 

TRACKS TOURISM PRODUCTS FOR 

THE ITALIAN AREA CALLED 

“ROMAGNA”

Meggy Jänckel  Christopher Hosmaj  Rens Theunissen



Table of contents

Target group
Tourism 

product
Promotion



Target Group

Dutch elderly travelers

o Age 55 and above

o Higher segment of income

o Holiday essentials: nature, historical sites, rest and serenity

o Cultural tourism, culinary tourism, beach tourism



Target group

They are looking for: higher-quality accommodations

:easy access to medical and health facilities

:involvement in local activities



Tourism Product

Tourism product: cultural culinary biking

o Different themed biking tours covering:

o Local cultural sites

o Native landscapes

o exploring traditional and unique food culture (f.i. parmesan and Lambrusco)

o Biking as healthy but fun activity

Why should it be promoted?

o Lack of culinary/cultural bike tours

o Not enough elderly focused tourism products



Tourism Product

What activities are available for the tourists ?

o Visit cultural sights like Faenza lands

o Enjoying wellness retreat in Riolo

o Exploring castles and fortresses

o Relaxing at Maritime Park coast

How long should average tourist from target group be there?

o 4-7nights



Promotion

I. Following the customer journey

II. Cooperate with travel agencies

III. Target group still books tickets/holidays through travel agencies

IV. Cooperate with tour operators

V. Communicate new projects to tour operators

VI. Make special arrangements with tour operators as economic incensive



Promotion

oUse of social media

oApproximately 90 
percent of target group

is active on social media

oFacebook best option

Graph highlifting social media usage in the Netherlands by age group
Source: CBS.nl
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