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Case Study

MEZYAD DESERT PARK
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The roles



“

Role Playing

3 -4 groups
Elaborate developing strategy for the Mezyad Desert Park
Use the business canvass model+ other marketing tools

Prepare Power Point presentation (for 12/13 December)
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The area



The geographic area

Immagini £2016 NASA, TerraMetrica  Termini e condizioni d'uso
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The Country — Abu Dhabi Emirate (UAE)

v Strong increase of tourism arrivals
v' Guest arrivals in hotel establishment increased to 4.1 million in 2015 up from 1,54 in 2009

v Average lenght of stay is 3 days in 2015
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Actual Guest Arrivals Guest Nights
2009 1.540.348 4.318.504
m 2010 1.812.011 5.132.323
m 2011 2.111.611 6.269.682
m 2012 2.388.023 6.996.724
W 2013 2.806.283 8.789.215
12014 3.494.063 10.463.137
W 2015 4.105.846 12.243.096
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Seasonality, Abu Dhabi 2013-2014

» Occupancy rate (and therefore revenues) show a relevant seasonality

« Demand falls particularly in July, whilst it is higher from October through
April
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Guest nights nationality, Abu Dhabi 2015

» About one-third (30.9%) are from UAE

* 8.1% are from India and 7.8% from UK, which precedes USA (5.7%),
Germany (5.1%)

UAE 30,9%
India 8,1%
UK 7,8%
USA 5,7%
Germany 5,1%
Egypt 2,9%
Saudi Arabia 2,5%
Philippines 2,4%
China 2,2%
Italy 2,2%
Jordan 1,9%
France 1,7%
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Hotel establishments supply in different Abu
Dhabi locations. 2015

* Abu Dhabi city provides 88.5% of hotel establishments’ rooms and
93.4% of those of hotel apartments

Number Rooms %  Number Rooms %
Abu Dhabi City 86 20,418 88,5% 54 6,252 93,4%
Al Ain City 12 1,465 6,4% 5 445 6,6%
Western 11 1,180 5,1% 0 0 0,0%
Total 109 23,063 100,0% 59 6,697 100,0%
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Guest Nights at Different Abu Dhabi
locations. 2012-2015
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Abu Dhabi City Al Ain City Western
m 2012 6.153.000 571.000 272.000
= 2013 7.803.000 641.000 346.000
m 2014 9.430.554 697.243 335.340
= 2015 11.144.878 737.444 360.774
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Visitors to cultural sites

« The index of the number of visitors to the cultural sites and events for each 1,000
inhabitants decreased from 1,848 in 2006 to 1,577 in 2014

« Such index includes public parks and zoo. If only “cultural” attractions are
considered attendance is also much lower

* Al Ain Museum, Al Ain Palace Museum, Dalma Museum and Al Jahili Fort Museum
as a whole accounted for 237,620 visits in 2014 (up from 109,672 in 2006 when
Dalma Museum and Al Jahili Fort Museum were not available)

« The figure equals 5.7% of total visits to cultural sites and events

« The index of the number of visitors to such attractions for each 1,000 inhabitants
stood at 90 in 2014 (it was 77 in 2006)

« This means that the increase of cultural supply has not been accompanied by a
proportional increase of visitor demand, which stands low compared to that to
leisure-oriented sites
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Visitors to leisure attractions

Item 2006 2013 2014 2015

Total 2,628,486 3,058,612 4,179,728 2,606,494
Zoo 619,042 999,174 966,530 890,774
Hili Fun city 235,132 238,046 240,024 -
Public Parks 1,664,640 1,624,630 2,735554 1,469,054*
Al Ain Museum 53,110 49,281 54,702 50,834
Al Ain Palace Museum 56,562 120,906 146,039 151,611
Dalma Museum** - 2,297 2,960 2,875
Al Jahili Fort Museum™*** - 24,278 33,919 41,346
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The UNESCO site

* A 4th millennium funerary landscape cluttered with tombs
* Mysterious dome-shaped tombs, known as Hafeet tombs

» Are the earliest tombs of the Bronze Age in the UAE and defined a period
known as "the Hafeet period”, which dates from 3200BC to 2700BC

» About 500 of these 5,000-year-old tombs lay scattered at the bottom of
Jebel Hafeet mountain
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The project area

* The site is of approximate 4000 ha, located 20 km to the south of Al Ain

» Limited to the east by the Jebel Hafit Massif, to the west and north with

highway and to the south with the international border of the Sultanate of
Oman

 ltis currently un-exploited, with camel farms




The Neolitic stones
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The situation

« The client is the Abu Dhabi Tourism and Culture Authority (TCA)
« There was a previous study conducted by an American consulting company

» It was considered uncomplete as it focused mainly on archaeology, with tourist
services limited to a new visitor centre at the entrance of the desert park
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The key issues

« TCA asks for different scenarios of interventions (low, medium, high)

« It asks to strenghten tourist services and to look a wide range of tourists, not only
strictly “cultural” in order to expand business opportunities
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The objectives/deliverables

Stage Deliverable
Stage 1: Gap assessment Gap assessment report

Stage 2: Masterplan Masterplan report and drawings
— Site Management Plan

—————————
_____
~~~~

(_— Business Plan

-~
-~
A

Stage 3: Implementation Implementation Plan report
Plan

d
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The Arab Fort

* Included in the project area
 Close to the international border of the Sultanate of Oman
* Possible location for tourist services
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THE BUSINESS CANVASS
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The Business Model Canvas

Designed for:

Designed by:

Date: Version:

Key Partners

Wiha are our Key Partners?
wno are our key supplers?

\Wnich Key Resources are we acauairing from partners?
Wiich Key Activities da partners perform

MOTIVATIONS FoR PARTNERS
Gpmizarian 2o sranom
Aeduction of isk and uncertainty.

Acquisitan f Garticular resourtes and Aot

6‘7 Key Activities

What Key Activities do aur Value Propositions require?
our Distribution Channels?

Customer Relationships?

Revenue streams?

Py
Praclicton
Proiem Solving
Platformtietwork

Key Resources

What Key Resaurces de our Valuz Propasitions require?
Our Distribution Channels? Custamer Relationships?
Revenue Streams?

TYPES OF RESOURCES
Physical

Intellectus! (brasd patents, copynights, dats)
Human

Value Propositions

What value do we deliver to the customer?
which ane of our custemers prodlems are we
helping to solve?

What buncles of products and services are we
ofering to zach Custormer >

Which customier neecs are we satsfyin

CHARAGTERISTICH
Viermess

Peciomsnce
Customization

“Betting the b Done”

Acossitiity
Camonicnce tisaiitty

Customer Relationships @

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

exampLes
Perscnal assistance

Dedicated ersanat assistarce
serservize

Automsted Services

ities

com
Co-zrenan

Channels [ ]

Thraugh which Channels do our Customer Segments
want b ba reached?

How are we reaching them now?

How are aur Channels integrated?

Which ones wark bast?

Wnich ones are most cost-efficient?

How arc we integrating them with customer routines?

GHANNEL PHASES

psition?

How o we daiier  Value Propositon fa custamers?
5. Attor safes
el 51 rOYIE HOSE-Duehase CUSEOIET SUPPOT

Customer Segments

Far wham are we creating value?
Who ara our mest Impartant customers?

12

3z Warket

Jae-sitec Plattorm

Cost Structure

what are the most important costs inherent in our business model?

VWhich Key Resources are most expensive?
Wrich Key Activities are most expensive?

Cost st siruciune i i
Value i i

Canomes of seape

)

rixen Ricie
L

Revenue Streams

Far wihat value are our custamers really willing ta pay?
For what da they currently pay?
How are they eurrently paying?
Honw wauld they prefer ta pay?

How much goes each Revenua Strearm contribute (o overal revenues?

DYHAMIC PRICING.
Megotianon marE
vieid Management
it

o it

This werk is th
hitp:ffereativecommans.orgili

©@eO®® |

e Allke 3.0 Unporied License. Ta view a capy of this licanse,
icenses/by-5ai3.0/ or send a etter ta Cre

DESIGNED BY: Business Model Foundry AG
The makers of Business Model Generation and Strategyzer

i
attve Commons, 171 Second Street, Suite 300, San Francisco, Califarnia, 94105, USA,

® Strategyzer
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Websites

Cultural Sites of Al Ain (Hafit, Hili, Bidaa Bint Saud and Oases Areas): http://whc.unesco.org/en/list/1343/




CONTACT

Roberto Formato

Laurea in Management Engineering, Polytechnic of Milano (l)

M.Sc. Tourism Planning and Development, University of Surrey (UK)

Executive Master in Public Management, Hertie School of Governance, Berlin (DE)

www.robertoformato.it

robertoformato@libero.it
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