3.11 Developing your product
@

Tailoring your product
to your market

Satisfy the “want”

Yukon itself
satisfies a want

EVELOPING YOUR TOURISM PRODUCT is all about tailoring it to your market. It is a

process first of analyzing and inventorying your ideas, resources and the resources/attractions
of your area, and second of analyzing your marketplace. Based on this research, you can begin to
develop a product that is both within your capacity to offer, and that meets an identified need.

A viable tourism product is one that satisfies a want that a potential tourist has. Products are far more
than physical objects. For example, a tourist who buys a river trip receives conveyance, food and
beverages, equipment, a guide and other provisions. What is being satisfied, however, is the tourist
want for adventure, excitement and companionship with people who are like minded. Satisfying the
tourist want will depend on all of the tourism products required to make up the river trip, both physical
and experiential.

When you begin your inventory of resources and attractions, start with the Yukon itself. The great
majority of tourists interviewed in the Yukon Visitor Exit Survey (1994) indicated they were pleased
with their visit to the Yukon. Many people identified scenery as their favorite attraction in the Yukon.
History such as the Klondike Gold Rush, and culture such as the Yukon First Nation cultural

heritage, are also major attractions for visitors to

the Yukon. Clearly, a wilderness, wildlife, historic or
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Be creative with
your product

Fully describe
your product

Be precise

Advantages of product
description

No end in sight

want a high-quality, comfortable experience. You will want to know whether the market segment is
large enough, and what it is willing to spend. Now is also the time to determine if your competitors
are already offering this kind of service/product, at what cost and to what percentage of the
market. You would then take all you have learned and try to develop a unique, reliable product that
is within your capacity to deliver and that is specifically tailored to the needs and wants of this market
segment.

A creative approach to your product design is essential. Potential tourists are comparing your
product to many other Yukon products, to Alaska products and to products of other countries. Your
product must be different enough from the others to stand out. Establish a theme for your product,
something that will express an image of the type of experience you are offering. Ensure that your
product is of a quality and reliability that will make it attractive to the travel trade (that group of
wholesalers and others who sell tourism products to travellers). Remember too that the motivation
to travel is no longer merely escapism but enrichment—tourists want to experience something unique
and different. They want to participate, not just observe; see the animals not just be told about them;
run the river, not just look at it.

You can describe your product in several different ways. Make sure you are clear on the want which
your product is aimed at satisfying so you can relate your product descriptions to markets where
demand exists. This description should include:

= a general product description, listing all its components

= existing suppliers and their products (local, regional, national, international)

e resource requirement

= |ocation

= markets (existing and potential)

= structure requirements (buildings, roads, other access)

= capital requirements

= limiting factors (regulations, laws and conservation requirements)

= opportunities for growth

(Source: Adventure Travel in Western Canada, Product Development Strategy; Tourism Research
Group; 1988)

When you describe your product, it is important to be precise. For example, adventure travel is a very
general product description —too general to be useful to the business operator. Wildlife viewing is
more precise but you can aim at even more precision by getting to the level of bird watching, caribou
watching, and bear watching. For most businesses, this level of detailed product description will be
required to make the description useful to your market plan.

There is a strong link between tourism training and product development. Tourism product always
involves delivery of a service and these services are always delivered by people. The quality of the
service will depend on the skill level, enthusiasm and commitment of the operators and their
employees. So, product development almost always includes people development. Check with the
Yukon Tourism Education Council to find out about tourism training and industry certification.

Product development for your business starts when you first conceive of your business idea and it
should go on as long as your business operates. Tourism is a dynamic, evolving and constantly
changing industry, and it is critical that your products evolve with it. For your continued success, you
must stay abreast of changes and trends, communicate with your customers, actively seek their
feedback, and monitor growth or decline within your sector.




