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��Based on situational analysis 
done, interviews with key 

stakeholders and representatives 
of Regional Government, we 

assume that broader Baikal area 
(Irkutsk Region and the Buryat 

Republic) is becoming one of the 
key connecting hubs for political, 
economic and cultural cooperation 

between Russia and the Asia-
Pacific region. 

 
 

 
 
 
 
 

��We assume that this cooperation 
will be followed by significant 

increase of the services industry 
and experience based travel 

industry, where Baikal Lake, with 
its natural and cultural values, acts 

as a natural icon and image 
generator. 

 
 
 
 

��We assume that global value of 
the Baikal Lake and the whole set 

of its surrounding attractions, 
coupled with changed business 

environment in this new, quickly 
emerging, geostrategic arena, will 
act as major drivers of dynamic 

growth of the tourism sector in the 
years to come, providing viable 

tourism development strategies & 
policies are put in place. 
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Vision: Underlying principles 
 
 

��Baikal welcomes the guests from 
all around the world;  

��Baikal Region as a whole, by 
means of tourism development, 
expressess its pride, identity, 
cultural distinctions and natural 
uniqueness; 

 
 
 
��Baikal is a tourist region that 

appreciates and protects all its 
natural and cultural resources; 

 
 
��Baikal is percieved  by the 

international tourism market as a 
safe, clean, interesting, unique, 
and somewhat exotic destination; 

��Baikal Region offers various 
tourist products derived from 
diversified and well distributed 
attractions structure capable of 
generating tourist demand 
throughout the year; 

 
 
 
 
 
 
��Baikal Region population and 

political elite accept tourism as an 
important factor of economic 
development and wealth creation;  

��Baikal Region applies modern 
infrastructure, knowledge, 
education and transfer of new 
technologies to all stakeholders in 
the tourism industry.  

 
 
 
 
��Baikal Region aims to 

dramatically increase the present 
number of tourist 
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arrivals/overnights, employment 
level and tourism receipts by 
means of its proactive and 
innovative tourism development 
policy. 
 
 
 
 
 

��Modern tourism industry operates 
within a huge range of world 
known destinations (clusters) 
which are competing in different 
business sectors. The ultimate 
goal of each destination tourism 
policy is to develop specific 
competitive advantages in each 
sector they are competing in. 

 
 
 
 
 
 
��The group of people that are 

looking for similar tourist 
experiences form a demand 
category. Today worldwide, there 
are more than 300 tourism 
demand categories considering 
both general as well as special 
interest ones.  

 
 
 
��The demand for sun & beach, 

skiing, adventure holidays, bird-
watching, cycling holidays, 
sailing holiday, business 
incentives etc., are well known 
examples of demand categories. 
For each demand category there is 
a specific product category, and a 
mix of both categories (demand 
and product) makes up a market. 
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��Set of companies that serve this 

market form a business sector. 
With this regard, every market / 
product or tourism business sector 
has its own and different long 
term attractiveness, rules of game, 
key success factors,  information 
framework,  buying habits and use 
habits. Each sector is subject to 
specific competitive forces 
(Porter) and, in consequence, has 
a specific return that makes it 
more or less attractive.  

 
 
 
 
 
 
 
 
 
��The profit made by a destination 

(cluster) in a specific sector is 
related to combined pressure of 5 
competitive forces (bargaining 
power on suppliers bargaining 
power of buyers, threat of 
substitutes, threat of new entrants, 
and rivalry between the 
competitors) which affects long 
term sector attractiveness. 

 
 
 
 
��Collective power of those 5 forces 

determines the average capacity to 
obtain benefits/profit in each 
business sector. Whichever the 
power of these forces are, the aim 
of the competitive positioning of a 
tourism destination is to find a 
position within the sector that is 
going to be able to defend itself as 
much as possible against 
mentioned forces, or even reverse 
them in their favour (Porter). For 
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example, 40 years ago nearly 80% 
of total global tourism could be 
attributed to sun & beach 
holidays. Today the same sector 
has less than 40% and this 40% 
has been significantly segmented 
in various sub sectors based on 
segmented demand needs. 

 
 
 
 
 
 
 
��Threat of entry of new 

competitors and/or substitutes 
determines the attractiveness of 
the sector in the long run. 
 
 
 
 

��In case of the Baikal Region's 
"winter skiing" business sector, 
taken as an example, in order to 
assess the threat of new 
competitors, one should initiate a 
profound search for actual and 
potential competitors throughout 
the Russian mountains with 
potential for winter  holiday 
business, since all these 
destinations are competing on the 
same market (for the same 
customer).  
 

 
 
 
 
 
 
��On the other hand, the threat of 

present and potential substitutes to 
the "winter skiing" business sector 
influences its long term 
attractiveness and is even greater, 
since more and more leisure 
activities are appearing on the 
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market which daily serve as 
substitutes for other leisure 
activities. 
 

 
 
��The power to negotiate with 

buyers and sellers, plus the 
pressure of rivalry between the 
competitors will determine both, 
the production costs, and the 
selling prices, and therefore the 
benefits/profits of the sector.  
 

 
 
��That is why each business tourism 

sector within the whole tourism 
cluster (destination) should focus 
on building its ability to create the 
benefit/profit or its capacity to 
compete with the best in the 
sector. It can focus either on 
selling   at higher prices, or 
operating at lower costs. That is 
why each company competing 
within this sector and within the 
destination should understand 
internal rules of the game within 
each specific sector, as well as 
key success factors,  use of 
information framework, buying 
and usage habits of specific sector 
demand etc. 
  

 
 
 
 
 
 
 
 
��In case of the Baikal Region's 

tourism industry today, this can be 
best explained on the example of 
touring based on nature 
experience. This business sector 
has much stronger negotiating 
power than any other tourism 
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business sector, since in the past 
years of relative boom of touring, 
key rules of the game in this 
sector have been learned by 
Baikal travel/hotel companies. 
 

 
 
 
 
��In order to understand better 

sector internal factors which are 
changing dynamically, one should 
take into consideration the fact  
that tourism industry has radically 
changed from an old to a new 
paradigm  under which business 
sectors are competing globally. 

 
 
 
��Old paradigm was focusing on 

services as key generator of 
economic value, on rest as a key 
desire, on general interest as a 
main kind of tourism and on 
commoditization as a key 
tendency. 

 
 
 
 
 
 
��A new paradigm is focusing on 

experiences and stories as a key 
generator of economic value, on 
emotional pyramid as a set o 
desires, on special interest as kind 
of tourism and on personalization 
as a key tendency. 

 
 
 
 
��Coming back to a skiing sector as 

one of future relevant business 
sector in Baikal tourism region, 
competitive rules of the game 
which are recognized as global 
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�
���	������� ��������. 

��-����� ���� � �
����� 
�!	��� ������� ��� � ��	��� 
�� ������	�� �
������ 
��������
����� ���	
�� � 
���� 
� ����������� �
���	�, 
��, 
�� ��		�� �
���	 
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industry practice should be 
applied if this region wants to 
compete globally. In forthcoming 
planning and development process 
of skiing business in the Baikal, 
one should have a clear 
understanding whether this sector 
has the potential to be developed 
(i) to challenge the global leaders, 
(ii) to act as the follower or (iii) to 
just be present on market serving 
local demand.     

 
 
 
 
 
 
 
 
 
 
��While assessing the competitive 

positioning of each destination, 
one should have in mind which 
sectors or chosen destination 
product portfolio is able to create 
specific competitive advantages, 
since each of them is based on 
specific tourist experiences that 
require specific competitive 
activities in order to result with 
market success. These 
competitive activities are related 
to previously mentioned sector 
internal rules of the game, key 
success factors and other 
competitive rules and activities 
that are present in each sector.  

 
 
 
 
 
 
��Since the competitiveness of the 

Baikal Region as a tourist 
destination is composed from 
different products/market sectors 
being able to compete globally, 

��, 
�� ��		�� �
���	 
��	���
� ����������� � 
��	���
	��� �� ��
���	�� 
�������
, �	 ��!
	 ������� 
������ ��	���
	�	�� ������, 
������
 ������� ����	�		�� 
������� ���������. - ���
 
��
����� 
�� ����
��� 
��	�����	��  �������� 
�!	��� ���	
�� 	� �����
 
������������� 	��� ��
�� 
�
���
 ��
�����
	�
 � 
���
	���
 �������� "���� 
�
�����, �.
., �
��
� � 
�� 
��������� (i) � ���
���
 
�
��
�	��� ��	���
	�� 
������� ��
��� � "��� 
������, (ii) � ���
���
 �
���	�-
�����!��
� ������� ��
���, 
�� (iii) ������ ��� ��
����� 
����
����
	�� �
��	��� 
������.     

��%�� ��
	�
  ��	���
	�	��� 
�������	�����	�� ��!���� 
	�����
	�� �
��
� ��
�� � 
����, ����
 �
����� �� ����� 
�������� ��	������ 
����
���� ��		��� 
	�����
	�� ������	� ������� 
��	��
�	�
 ��	���
	�	�
 
��
��� 
����, �������� 
��!��
 �� 	�� ������
��� 	� 
��	��
�	�� ���
 ��������
���� 
��������, ������� ��
��
� 
��	��
�	�� ��	���
	�	�� 
�
������ �� �����!
	�� 
���
�� 	� ��	�
. $���
 
��	���
	�	�
 �
������ �����	� 
� ���
�����	����� 
�������� ���� �	���� 
�
�����, ���
���� &�������� 
���
�� � ������� �������� � 
���
���� ��	���
	�	�� 
������, ������
 �� 
������ � 
��!��� �
����
.  

��%������� 
��	���
	��������	���� 
����������� �
���	� � 
���
���
 ��������
����� 
	�����
	�� �����
� � �
�� 
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regionally and locally, the issue of 
global competitive positioning of 
the Baikal must reflect this fact, 
since competitive positioning first 
of all means the ability of the 
destination to penetrate with its 
products (and sell them) on 
different markets.  

 
 
 
 
 
 
 
 
��Competitive positioning is a first 

step in setting the final market 
positioning. In case of the Baikal 
today, it is obvious that 
competitive positioning should 
predominantly relate to its diverse 
nature and other experience based 
products, not only with global 
experiential markets, but also with 
different geographical markets, as 
it is shown on the next slide.  
 
 

��� �����	�� 
���������/�
������ ��	��, 
������
 ������	� 
��	���������� 	� �������, 
�
���	��	�� � �
��	�� 
����	��, ������ � 
�������	�����	�� �
���	� � 
������� ��	���
	��� ��!
	 
��������� "��� &���, ��� ��� 
��	���
	�	�
 
�������	�����	�
 ��
!�
 
��
�� ��	���
� ������	���� 
��		��� 	�����
	�� ���	����� 
�� ������ ���������� 	� 
�����	�
 ��	�� (� ��������� 
�� ���).  

��*�	���
	�	�
 
�������	�����	�
 – �
���� 
��� � ����
��
 ���
�

	�� 
���	���
�	�� ������� 	� 
��	�
. ) ��
��� �
���	��	
� 
�������� � ���������� 
�
���	
 ��
���	�, ��� 
�� 
��	���
	�	�
 
�������	�����	�
 ��!	� 
��
!�
 ��
�� ���
	���������� 
	� ���	�������
 
�� ���������, 
��	���		�� 	� �� 
����� 
� 
������	�� � ������ ����� 
�������, ����
� 	
 ����� 	� 
������� ��	��� ������� 
��
���
	��, 	� � 	� �����	�� 
�
����&��
���� ��	���, ��� 
������	� 	� �
��� 
� ����
.  
 

 


