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Positioning of historic parks

• Tourism types – linking historic park offering with tourism type. 

• Aim of tourism: recreation, leisure, exploration, education, business, 
etc.?

• Customer (tourist segments): individual tourists, group tourists, 
organized and non-organized (other segmentation approaches).

• Tourism destinations – cities, urban areas, independent locations and 
objects, itineraries, etc. 



Urban destinations

Place for events 
and activities

Sport activities

Memorials, 
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Nature tourism destinations

• Tourism destinations and places: regions, nature parks, historical 
parks, manor parks, recreational destinations, nature objects.

• How palace, manor and historical parks integrate into tourism 
structure?

• Limitations (legal, ownership, accessibility, available infrastructure, 
tourism risk related).



Tourism development

• Tourism destination product diversification in joint cooperation with 
other members of tourism ecosystem (common language).

• Promotion of experienced based destination experience replacing 
mass-tourism “check-in” tourist behaviour. 

• Increasing tourism destination’s value by partnership based product 
development.

• Advancing further growth of culture tourism (Latvia tourism 
development strategic priority).



Targeting tourist segments [approach]

purposeful 
cultural tourist 

sightseeing 
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incident 
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•Time planning of 
thematic activities, 
targeting specific 

customer segments 
(Alberta, Canada) 

•Differentiation of 
routes and themes 

with specific stories.



Vihula, Estonia • Interactive and educative activity – minigolf with marked 
objects, informative explanations.



Virginia, USA

• Winter season and lights to 
position alternative tourism 

offering.

• Managing seasonality challenges 
(short daylight time, winter 

festivity).



Connection to destination

• Wiltshire, 
United 

Kingdom



Integration in tourism destination offering, 
positioning parks as valuable tourism resources 
(offers)

Magdeburg, Germany



Managing 
visitor 

expectations 
and 

satisfaction

Emotional connection

Participatory

Thought provoking

Multiple perspectives



From resource to visitor experience

• Natural and man-made attractions, infrastructure, services, 
and the conditions that attract tourists to an area and may 
contribute to the formulation of a tourism destination.

• Destination infrastructure, tourism service infrastructure and 
destination experience. 

• Tourism product development, tourism marketing strategies and 
product sales.

• Customer satisfaction and tourism flow management. 



Tourism potential

• Low travel – increasing number of visitors from neighbouring 
countries and close proximity regions.

• Further impact of demographics, travel lifestyles promoting 
diversification, personalization and customization of tourism 
products. 

• Tourism recovery and high-culture potential among emerging tourism 
markets. 

• Post-pandemic tourism reinvention – once in a lifetime journeys, 
enrichment, influential experience, in-depth traveling motivation. 



Workshop task: value pyramid 
• Work in groups (6-8 persons per group, break out sessions), defining 

resources, activities, value message, valuables (experiences), identity 
and mission. 

• Aim: to provide heritage park stakeholders’ guide for tourism product 
development and positioning.

• Object: heritage parks as a tourism places.

• Facilitator – working chart (available in Chat, please download and 
save). 

• Please use option to share working document on screen for smoother 
discussion. 

• Time limitation (10 minutes for each step of value pyramid). 

• Summarize group conclusions for presentation and discussion.



Mission level in product development

• Tourism product 
development: place, 

activities.

• Value of historical park 
– delivering value, 

identity and mission 
also to tourism 

destination

 

 
Mission

 Identity

 
Values and experiences 

(tangible and intangible)

 Possibilities (achievements) 
(tangible and intangible)

 Activities, actions, possibilities

 Place, destination, surroundings


