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Tourism has become one of the most prospective alternative businesses in rural areas. It is necessary to summarise what has been done, to set new goals for development and to define opportunities for targeted and co-ordinated RT promotion. This document defines the existing and eventual clientele of the Baltic RT, channels to reach it, the key components, resources and influencing factors of RT. The strategy will serve as an investment guideline to RT entrepreneurs for development and improvement of the product. This strategy views the three Baltic countries as a single destination. 

Even if this strategy is mainly based on the analysis of RT in Latvia, the Baltic countries should be regarded as a single travel destination. Therefore an insight into RT marketing activities of Estonia and Lithuania is given.

This marketing strategy is intended as a part of the Latvian national tourism marketing strategy. Based on this document, LC will develop annual marketing plans according to the budget  availability and national tourism development plans.
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