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INTRODUCTION 

The United Nation‟s World Tourism Organization (UNWTO) has called upon students from 

the Ecole hôtelière de Lausanne to work on a strategy plan for the countries involved in the 

Silk Road project. This paper addresses the member state Greece which is often seen as the 

bridge between Western and Eastern civilizations in history. It is hence the aim to develop a 

tourism strategy that best positions Greece as a maritime Silk Road destination among the 

other member states. In the case of Greece the Silk Road Strategy (SRS) mainly focuses to the 

United Nation‟s Millennium Goal Nr. 7 “Ensure Environmental Sustainability” which shall 

involve the local community for a sustainable tourism1, not just in ecological terms but also 

social and economic sustainability (The United Nations, n.d.). This allows engaging a long 

term tourism strategy which also encourages entrepreneurial spirit among the local 

communities.  

OVERVIEW “GREECE” 

The Greek tourism industry has been analyzed particularly with regard to a strategy 

promoting the Silk Road. The most important factors have been summarized in the SWOT-

table below.  

Strengths Weaknesses 

 Numerous World Heritage sites 
 Healthy and popular cuisine 
 Up-to-date transportation network   

 Bureaucracy 
 Reputation as a „cheap tourist destination‟  
 Seasonality in tourism 

Opportunities Threats 

 New emerging inbound markets 
 High investment in marinas, facilitating 

maritime tourism 
 Labor is available (high unemployment) 
 People return to rural regions  

 Greece‟s role on the Silk Road is not as 
evident as other countries 

 Lack of investment 

 

  

                                                 
1 Clear definition of the word is given in the glossary (Appendix E) 
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Culture 

Culinary Adventure 

SILK ROAD STRATEGY (SRS) 

The SRS promotes an authentic experience for tourists to 

share the life style of the local community. Based on 

Greece‟s strengths „cuisine, culture and adventure‟, travelers 

will have the opportunity to choose among a tremendous 

amount of activities and areas in the Aegean belonging to the 

Silk Road. A friendly user website will support the whole 

concept by giving a glimpse at the extraordinary adventure to 

be experienced, practical information and an easy way to 

book. 

Culture - Greece is the birthplace of the Western civilization. As such it plays a crucial role 

on the Silk Road, stimulating the exchange between Asia and Europe. The concept will hence 

promote cultural heritage sites, traditions and practices as well as religion alike.  

Adventure - Adventurous tourism enjoys increased popularity among travelers from 

different segments (Strietska-Ilina & Tessaring, 2005). The Silk Road theme presents an 

excellent opportunity to cater to this market. Activities can range from hiking tours and 

sailing trips to visiting thermal springs. Since some of these activities require special 

equipment, they will be organized in collaboration with small local entrepreneurs2.  

Culinary - The Silk Road is also known as Spice Road. For many tourists culinary 

specialties will therefore be part of the discovery trip along the Silk Road. People in 

developed tourism markets are increasingly interested in the origin and production of food 

and beverage. Wine tasting, cooking classes and food production with local people will offer 

them exactly this authentic experience the travelers are looking for.  

INVOLVING THE LOCAL COMMUNITY  

At the core of this concept lie Greek families and individuals. Whether it is a room in their 

home or a cooking class, it is up to them what and how much they offer to visitors. By 

directly connecting the tourist with his or her local host, the project guarantees authenticity 

                                                 
2 Clear definition of the word is given in the glossary (Appendix E) 
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and promotes the entrepreneurial spirit among the local community members which manage 

their own business and revenues within the tourism sector. 

It is further suggested to involve local entrepreneurs to provide transportation and experience 

activities (such as sports, food production, etc.) which would complete the Silk Road Label.  

REGIONS  

According to the map used by the UNWTO (Appendix A), Greece was above all important 

for the maritime trade on the Silk Route. Subsequently it has been decided to hold on to this 

original seaway for the purpose of this project. For this reason several regions were selected 

and ranked according to the three above discussed factors. All regions were identified to have 

good resources to cater to the SRS. 

 Culinary Adventure Culture 

Dodecanese Islands ** ** *** 

Crete *** *** *** 

Cyclades ** * ** 

Peloponnese *** *** *** 

Ionian Islands ** ** ** 

Epirus ** *** *** 

Athens *** * *** 

Epirus is the least developed region in Greece (Egnatia, 2006).  In order to support the 

economy of the region, Epirus has been chosen to act as a trial region. The rich natural 

resources invite tourists to enjoy several sporting activities such as hiking, water rafting and 

biking. Additionally, Epirus‟ rich historical heritage and culinary wealth favor tourism in that 

region. Given the fact that Epirus is neighboring with Albania – also a Silk Road Strategy 

member country - collaboration might be enforced between these two states in order to 

enhance the Silk Road spirit.  

THE SILK ROAD LABEL 

In order to best promote the SRS a label is suggested which certifies members of the program. 

The label shall clearly indicate the participation of Greece in the Silk Road strategy (SRS) of 

the UNWTO. In order for the label not to drown in the crowd of many sustainability 

certificates available, it is suggested to work with an established certifier. A possibility would 

be „Travelife’ (Appendix B). These standards should be open to the public to establish 
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transparency and align customer expectations with the offer. The website is the suitable place 

to do that. 

TARGET MARKETS 

According to the statistics of tourist arrivals, three segments are particularly interesting: the 

Western Europeans, the Scandinavians and the Russians. The Russians account for a small 

part of arrivals but it is strongly increasing, the 2015 forecast is 70% higher than the actual 

data (Euromonitor International, 2011). The Scandinavians are high spenders and most of 

them are looking for unusual and unique experiences (Mindemeistet, 2011). As of Western 

Europeans, they are the actual main Greek market even though it is decreasing according to 

the latest forecast (Le Point, 2012). Their main shared characteristic is that they are more and 

more booking their holidays through the internet.  

 

THE SILK ROAD WEBSITE 

DISTRIBUTION  

The website functions not only as a search engine but also as a booking tool. Customers can 

book directly through the website whereas a 10% commission will be held back and the rest 

directly settled at the host. The 10% commission is purely used to cover the most necessary 

cost. This simple revenue model allows reducing economic leakages since a non-profit 

organization is replacing an industry intermediary.  

 Russian Scandinavian Western European 

Share of arrival 3% 9% 53% 

Length of stay 
(days) 6.6 10 4 

Booking behavior Internet Internet Tour Operators 

What are they 
seeking? 

Hedonists, new 
experiences 

Unusual travel 
experiences Beach holidays 

Challenges Last minute bookings Demanding, climate 
conscious 

Difficulty to market Silk 
Road to established image 

    

Demographic 
behavior Young Travelers or Empty Nesters or Couples with no kids/Singles 

Psychographic 
behavior Independent, authentic experience seeker, likes to be involved 
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PROMOTION 

TOURISTS 

The distribution mode is well in line with the targeted 

customers, as they are very intensive users of internet. 

Measures have to be taken in order to attract travelers 

to visit the Silk Road website, one of the most 

convenient and successful at the moment being Facebook. In May 2012, 847 million users 

were registered, 31 million from the UK, followed by Germany and France. Also 

Scandinavian countries have a high penetration rate. Although Facebook only has a 

penetration rate of 4.10% in Russia, it is believed that more tech-savvy people are using 

Facebook in Russia, which is in line with our targeted segment. (Facebook statistics, 2012). 

Using Facebook‟s customized add campaigns, the targeted customers can be reached and 

leakage will be reduced. Furthermore, a dedicated management of the search engine „Google‟ 

allows better appearance in the search results.  

HOSTS 

Active participation of the local community is essential to the success of this project. Since 

the project cannot survive without these stakeholders3, large scale promotion in the concerned 

regions is necessary. Possible tools could be radio and TV adverts, leaflets, communities‟ 

visits or Facebook advertisements. The most effective option is visiting the communities and 

collaborating with the local churches if possible in order to reach potential hosts, which is the 

proposed option to start off this project. 

BEING A SILK ROAD HOST 

APPLICATION PROCESS 

In order to become a host and operate within the Silk Road label a simple application process 

is suggested in order to establish standards as well as providing information and assistance for 

the hosts.  

                                                 
3 Clear definition of the word is given in the glossary (Appendix E) 
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CRITERIA TO BECOME A SILK ROAD HOST 

In order to best guarantee a certain degree of continuity certain criteria need to be defined. 

This allows a standardization of the different offers which helps to better market the product 

as one. 

 

TRAINING & MONITORING 

The concept is not only about positioning Greece as a Silk Road country, it is just as much 

about giving Greek citizens the opportunity to become successful entrepreneurs. To develop 

this entrepreneurial spirit, people have to be trained. The objective of these courses is to make 

sure all participants understand the framework, their role in it, and how to be a successful 

host.4 

An eight step monitoring process is proposed. To illustrate how these steps can be applied, the 

example of the yearly audit has been chosen (Appendix C). To guarantee satisfying results, all 

aspects of the project need to be monitored (e.g. training, distribution).  

FINANCIAL PROJECTIONS 

As mentioned previously 90% of the revenue generated by travelers booking through our 

website will benefit the hosts directly. 10% of the revenue will be used by SRS to cover 

marketing costs, training of hosts, monitoring costs and website maintenance. The project will 

be profitable as of year 3. The loss from the first two years will be covered in spring of the 

fourth year (Appendix D). Due to the economic instability, investments are lacking. The 

project anticipates this threat by requiring a small initial investment. 

                                                 
4 Suggestions for a curriculum can be found in the support document 

Application First  
assessment 

E-Learning 
courses Test Certificate 

Seperate bed rooms for 
guests 

Access to warm water, 
electricity, sanitary 
installations, etc. 

Safe housing 
environment & good 
standard of hygiene 

Proof of good hosting 
qualities, service 

oriented 
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CONCLUSION 

In order to be aligned with the Millennium Development Goals, the strategy has a main focus 

on „Environmental Sustainability‟. The project will have the main following benefits: 

Ecological Social Economical 
 Use of local resources 

Promotion of local products 
through workshops. Activities 
in the region.  

 Use of existing resources 
No new infrastructure is 
needed, reduction of 
unemployment. 

 Raise awareness of sustainable 
practices 
Hosts will be trained in 
sustainable practices; tourists 
will be confronted with issues 
through the contact with locals.  

 Create self-sustaining business 
Participants are encouraged to 
become autonomous 
entrepreneurs.  

 Development of remote areas 
Allowing less developed areas 
to improve tourism industry 

 Skills development 
Education opportunity thanks 
to the learning platform.  

 No major extra expenses 
Use of existing infrastructure 
and no bigger investments 

 Reduction of economic 
leakage 
90% of the revenues benefit the 
local community directly.  

 

 

LIMITATIONS 

 Language: the e-learning platform is a good support for the business management 

education. Language learning however is a long process. Therefore, the potential hosts 

must have basic English skills for them to be able to communicate with their clients. 

 Level of technological knowledge: To participate, hosts need to have a certain level 

of technological knowledge. 

RECOMMENDATIONS 

 Involve the local community and nurture the spirit of entrepreneurship 
 Take the advantage of the less popular regions and their natural and cultural resources 
 Cater to the trend of individualization of tourism 
 Enhance customer participation in travel experience 
 Face collaboration with other Silk Road member countries 

NEXT STEPS 

 Field research: are people in these regions actually  interested in participating, what are 
their decision criteria 

 Work with the ministry of education to develop an effective learning tool 
 Look into other labels and see if a merger is feasible and beneficial for all parties 

involved (joint platform, etc.) 
 Elaborate monitoring process  
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What is ‘Travelife’? 

„Travelife‟ is an international certification scheme which has been developed by the travel industry 

for the travel industry. „Travelife‟ has been designed as an affordable and fair system that helps 

hotels and accommodations to improve the way they manage their social and environmental issues, 

by complying with the requirements of its 99 robust sustainability criteria. And if a property meets 

the criteria requirements, they will receive a „Travelife‟ Bronze, Silver or Gold award, allowing 

them to proudly display their award status on their websites, stationery and in their properties. 

APPENDICES 

APPENDIX A – GREECE ON THE SILK ROAD 
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APPENDIX C - MONITORING 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. Planning and Monitoring

The first step is defining goals 
and objectives for the tourism 
proposition. 
- analyze what will be the 
financial and human resources 
needed for the monitoring 
- identify the monitoring’s 
boundaries.

5. Evaluating Results

There are several ways to 
evaluate results:
- Benchmarking against previous 
years
- Establishing limits that should 
not be  crossed (be aware of the 
need to change thresholds over 
time)

2. Scoping Key Issues

Together the stakeholders should 
design key issues through 
different axis : social, cultural, 
environmental and economic. 

- Identify 10 and 20 key issues 

6. Planning the Response

Before finding the appropriate 
response, understand and 
research the cause of poor 
performance. 
-Has the data been properly 
collected?
-Has there been any significant 
change in the sample or data set?

3. Developing Indicators

Develop key performance 
indicators (12 to 24 indicators 
seem to be a good average).There 
are different types of indicators : 

1. Indicators of system distress 
2. Measures of the current state of the 
industry
3. Measures of the impact of tourism 
development on the environment
4. Measures of management response 

7. Communicating Results

Once the results are obtained, 
they should be analysed before 
they are being presented to 
stakeholders. 

4. Collecting Data

There are four steps to take in 
that section: 
1. Identifying what data is needed for 
each indicator 
2.Finding out where to get this data
3. Designing your data collection 
methods, criteria: ease of use, 
reliability, cost, time requirement 

4. Working out how to manage the data

8. Reviewing and Adapting

As the surrounding environment 
changes, it is often sound to go 
over some the following aspects:
- Objectives and Key Issues
- Indicators and Data Collection
- Management of Responses

Example Audit: audits will be 
performed once a year, one 
person will be necessary, the cost 
is €24'000

Example Audit: hosts should be 
sufficiently customer oriented

Example Audit: number of 
people passing the audit

Example Audit: create a 
centralized database for all audit 
reports and extract relevant data

Example Audit: What were the 
complaints, is there a way to 
implement better control over 
these points?

Example Audit: send auditing 
report to the host, schedule a 
meeting in case they didnt pass

Example Audit: Is the sample 
size big enough to draw a 
conclusion?

Example Audit: 97% of all 
hosts have to pass the audit
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APPENDIX D – FINANCIAL PROJECTIONS 

 

  

Revenue 2015 2016 2017 2018 2019

Lenght of stay 4 4 4 4 4

tourists (as % of existing backpackers) 1.0% 1.5% 2.0% 2.5% 2.5%

Number of tourists 9'063                   13'595                18'126                22'658                22'658                

Daily expenditure 85.00                  85.00                  85.00                  85.00                  85.00                  

 Lodging 25.00                  25.00                  25.00                  25.00                  25.00                  

 Activities 35.00                  35.00                  35.00                  35.00                  35.00                  

 F&B 25.00                  25.00                  25.00                  25.00                  25.00                  

Revenue 3'081'420          4'622'130          6'162'840          7'703'550          7'703'550          

 Lodging 906'300              1'359'450           1'812'600           2'265'750           2'265'750           

 Activities 1'268'820           1'903'230           2'537'640           3'172'050           3'172'050           

 F&B 906'300              1'359'450           1'812'600           2'265'750           2'265'750           

 to hosts/restaurants/small companies 2'773'278          4'159'917          5'546'556          6'933'195          6'933'195          

 to label 308'142              462'213              616'284              770'355              770'355              

Expenses 2015 2016 2017 2018 2019

Monitoring cost 8'000                  9'000                  10'000                11'000                12'000                

Website 27'600                27'600                27'600                27'600                27'600                

Educating hosts 48'000                48'000                48'000                48'000                48'000                

   online 24'000                24'000                24'000                24'000                24'000                

   face-to-face 24'000                24'000                24'000                24'000                24'000                

Marketing 331'260              421'890              421'890              489'863              489'863              

   attracting hosts 150'000              150'000              150'000              150'000              150'000              

   attracting customers 181'260              271'890              271'890              339'863              339'863              

Expenses (label) 414'860              506'490              507'490              576'463              577'463              

Profit (label) -106'718            -44'277              108'794              193'893              192'893              
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APPENDIX E – GLOSSARY 

1) Backpackers:  

Leisure departures by type is broken out into backpackers, organized tour groups 

(including school trips and organized sport trips), single, families, friends, couples 

(including gay couples) and others. Others include travelling for a wedding etc. Where 

singles, families or couples go on organized tours or are backpacking then they are 

considered to fall under the latter. If singles, families or couples are not backpacking or 

part of an organized tour group, then they are counted in their respective category. 

(Euromonitor, 2011) 

2) Small Local Entrepreneurs:  

They are any enterprise or individual living out of tourism activities, based locally and 

independent from any big label tour operators. The main point is for them to be free from 

any pressure regarding the offer‟s elements (such as price or exclusivity conditions, for 

example) and to avoid any income drain elsewhere than locally. 

It can be a bike company or an independent tourist guide.  (Group 10, 2012) 

3) Sustainable tourism: 

Sustainable tourism is composed of three pillars: social justice, economic development, 

and environmental integrity. It is committed to the enhancement of local prosperity by 

maximizing the contribution of tourism to the destination‟s economic prosperity, 

including the amount of visitor spending that is retained locally. It should generate income 

and decent employment for workers without affecting the environment and culture of the 

tourists‟ destination and ensure the viability and competitiveness of destinations and 

enterprises to enable them to continue to prosper and deliver benefits in the long term. In 

this sense, development should be a positive experience for local/rural populations, 

tourism companies, workers and tourists themselves. 

Sustainable tourism should make optimal use of environmental resources that constitute a 

key element in tourism development, maintaining essential ecological processes and 

helping to conserve natural resources and biodiversity. It should respect the socio-cultural 

authenticity of host communities, conserve their established and living cultural heritage 

and traditional values, and contribute to inter-cultural understanding and tolerance; while 
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ensuring viable, long-term economic operations, providing equal socio-economic benefits 

to all stakeholders, including stable employment, income opportunities, social services to 

host communities, and contributing to poverty alleviation. (International Labor Office, 

2011) 

4) SRS Stakeholders: 

A person, group, or organization that has direct or indirect stake in an organization 

because it can affect or be affected by the organization's actions, objectives, and policies. 

Key stakeholders in a business organization include creditors, customers, directors, 

employees, government (and its agencies), owners (shareholders), suppliers, unions, and 

the community from which the business draws its resources (Stakeholder, 2012). 

 Guests 

 Hosts (families) 

 Ministry of tourism 

 Marinas, ports, Maritimes company (ferries) 

 Airports 

 Airlines 

 Local entrepreneurs 

 UNWTO 

http://www.businessdictionary.com/definition/person.html
http://www.businessdictionary.com/definition/group.html
http://www.businessdictionary.com/definition/organization.html
http://www.businessdictionary.com/definition/action.html
http://www.businessdictionary.com/definition/objective.html
http://www.businessdictionary.com/definition/policy.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/creditor.html
http://www.businessdictionary.com/definition/customer.html
http://www.businessdictionary.com/definition/director.html
http://www.businessdictionary.com/definition/employee.html
http://www.businessdictionary.com/definition/government.html
http://www.businessdictionary.com/definition/agency.html
http://www.businessdictionary.com/definition/owner.html
http://www.businessdictionary.com/definition/shareholder.html
http://www.businessdictionary.com/definition/supplier.html
http://www.businessdictionary.com/definition/union.html
http://www.businessdictionary.com/definition/community.html
http://www.businessdictionary.com/definition/draw.html
http://www.businessdictionary.com/definition/resource.html

