The workbook

· helps to recognise and document product development related insights, practices and tacit knowledge

· serves as a continuous assessment tool and helps to apply the ideas of the handbook to one’s own organisational context
· facilitates the implementation of the product development tools suggested in the handbook
The workbook tasks have been divided according to the three different perspectives discussed in the section “day-to-day product development”. The tasks are available in a word-document in which you can directly write your answers.

Tourism co-creation workbook
Pirkko: Initially I got the feeling that this handbook was too broad and demanding. There were many different parts to become familiar with. However, I then realised that it was accompanied by this workbook which was actually very useful. It helped me to work trough and digest the content of the handbook from the perceptive of my own company. Nowadays I always use the workbook when I get a new idea. It is much easier to come back to the ideas when something has been written down on a piece of paper. And the workbook provides such a space – a formal one which doesn’t get lost. I even have been using a separate workbook for each of the ideas I’ve got since I came across with the tourism product developer’s handbook.

Martti: Well, we became familiar with this workbook in a product development seminar we were invited to. We thought that the workbook could be useful for improving and differentiating our products. I’ve just distributed copies of the workbook among our guides. They take it with them when they are in a tour with our customers. In that way they can make some notes on it during or after the programme. We haven’t filled all parts of the workbook at once. They are indeed a lot of issues one needs to think about. Nonetheless, we have read our notices and discussed them from time to time.
The Tourism co-creation workbook has been designed for helping the reader to ponder the content of the handbook in relation to her own situation and thus to help her to find a suitable way of developing products in her own organisation or network. The tasks included in the workbook have been conceived with the purpose of gathering material that can be used in the implementation of the tools. Also some tools can be useful for working on the tasks. Attention to the relations between the tasks and certain tools are drawn across the workbook.
1 Choose a product (idea) you want to develop

In this first task you are asked to select a product (idea) to be developed. The product (idea) will served as a point of reference for working through the different tasks of the workbook. The product can be an already existing one or a simple idea you would like to develop further into a product. Whatever your choice might be, you should make sure that it will be possible to examine it from the three perspectives discussed in the handbook: operating environment, product and customership.
What is the name of your product (idea)?

Why is this product in need of further development? Why should the idea pass go?

2 Day-to-day product development
Write down in the middle of the graphic below the name of the product you want to develop and in each of the circles corresponding elements that are present in your product or that can influence its development and implementation.
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Local practices include local culture and history, current way of life and future prospects, social conditions, natural phenomena and the peculiarities of the place. Business practices refer to the business culture, values, business logic and networking. Customer practices are influenced by worldwide trends, consumption patterns, travelling practices, emotions and meaningful experiences.

2.1. Local practices
2.1.1 A sense of place does not come about through the simple experience of landscape. Considering your community or region, make a list of important historical or current events, interesting people from village idiots to heads of state and all kind of stories and sites related to them. They can inspire, support and give substance to product development – or they may even become products themselves. Below you will find an example of how information can be gathered in a consistent way.
Local people/celebrities; Name; has become known due to; Sites/places related to the person: place of birth, grave, home, monument, etc.; Stories, sayings, beliefs among other things related to the person
In similar way, you can also collect information about different events, both historical and currents. It is important that you write down where, when and why things happen(ed).

2.1.2 Once you have completed the previous tasks by listing the issues that shape the sense of place, ponder what makes your operating environment different and more special than other places.
How can we differentiate our place from the neighbouring localities or competing destinations?

Have these distinguishing characteristics been used in product development? Can they be used in product development at all?

These tasks can be answer with the helps of the following tools: Adhesive Map Workshop and Route Mapping.

2.2 Business practices
2.2.1 What are the principles and values guiding your organisation? How are they reflected in the product (idea)?
2.2.2 Make a list of stakeholders, networks and business partners which are related to the chosen product (idea) and its development. Take into consideration a diverse range of stakeholders – from the firm, national to international level – such as employees, networks, business partners, competitors, cultural administrators, tourism regional organisations, Finnish Tourist Board and actors from other industries. Ponder and write down at what time of the year or season you are in contact and activities with these stakeholders take place.
These tasks can be used as a preparation for the implementation of the following tools: Learning Café and Annual Plan.
2.3 Customer practices
While the spotting, identification and critical assessment of global trends may take some time, enough information about them can be found in the internet and a wide range of publicly available reports.

Martti (our Safari entrepreneur) used Google as a means for spotting trends and weak signals. He looked after global trends in tourism, leisure time and consumer trends by using different search terms. He particularly drew attention to those trends that seemed to be popular and interesting from the point of view of his Safari business. When carrying the critical assessment, he focused on positioning his own business in relation to the trends, reflecting how they affect or may shape his business activities and how address certain trends in his products and daily business operations.
Search online for interesting things that are related to equivalents of the product (idea) you selected

2.3.1 Which of the issues and phenomena that repeatedly arise are interesting from the point of view of your organisation/product (idea)?

2.3.2 In which manner are they related – or could be related – to your customers, business partners and other stakeholders?

2.3.3 When examining the product (idea) you selected, are you able to tell why your customers just choose it or why they would be inclined to choose it? Do you know, for example, whether they are used to have some special activities during their holidays? Or is perhaps their trip related to their work or professional life?
2.3.4 What kind of habits, routines and features become evident among customers who choose or may choose the product (idea) you selected?

The questions of section 2.3 can be useful combined with the following tools: Futures Window and Social Media Monitoring.

2.4 Summary

Once you have worked through the exercises, analyse your own product (idea), whole organisation and how local way of life, business practices, global trends and travel practices are reflected in it? Furthermore, think about how you could promote your business by highlighting certain trends and practices in your own operations.

2.4.1 Critically assess whether your product (idea) could include more local elements. What kind of local elements they might be?
2.4.2 What kind of added value does (could) employees, business partners and suppliers bring to your product (idea)?

2.4.3 Considering your product (idea) and organisation, what kind of interesting trends where you able to spot? In which direction you think they are going to develop?

