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Best ways to develop company visits

Abstract

Nowadays, company visits seems to be a growing and changing market. Firms have switched
from transactional marketing — the aim of which is to do business — to relationship marketing,
which takes into consideration the customer as a real person. Firms now understand that in
order to do business, customers must be well treated. Customer satisfaction is therefore very
important, and that’s why managers are now opening their companies to customers.

However, opening firms to the public can not be improvised. This requires even now high
technical tools.

The purpose of this paper is to show how to successfully implement effectively the company
visit on a territory. In the first part, we define what company visit is. In the second part, we
analyze the perspective of six territorial advisers from several chambers of commerce (the
body responsible for assisting companies in France). Thanks to their expertise, it is possible,
after analysing their discourse to propose methods to better develop company visits.
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| THEORETICAL SETTING OF THE RESEARCH

Defining where this research lies theoretically comes back to clarifying what is meant by the
concept of industrial tourism.

1-CONCEPT DEFINITIONS

According to Gouault et al." “Le tourisme de découverte économique” (in English “economic
tourism”) is the most general and practical term used to refer to the different types of tourism
to do with businesses and the economic world in general. However it is possible for it to be
considered a generic term and so it is necessary to explain the different concepts that lie
behind the term more clearly.

It is thus useful to distinguish between five (a non-exhaustive figure) kinds of business
tourism.

Since the general term puts the emphasis on ‘economic’, it is interesting to define what
exactly is meant by the notion ‘economic tourism’. It is a very broad term that can be
understood to cover the group of activities that lead the public to visit a collection of places of
interest in diverse sectors, be they primary, secondary or tertiary.

Other designations that are used alongside the term but independently of it are scientific,
technical and industrial tourism. Included in these are company tours in all sectors but the
agricultural sector.

The aim of technical tourism is the visiting of companies with an economic role and
therefore excludes the visiting of museums.

Industrial tourism, the main term used to refer to the economic discovery of the French
industrial heritage, today seems too simplistic as the industrial sector is the only sector
included in the name.

Business tourism, despite the name, refers only to the different kinds of incentive trips
offered to company personnel and can be accompanied by company tours.

Finally, the term company tour, at the same time both specific and more general in its field of
application, can be understood as “any kind of physical opening to the public of a place of
economic role in its working conditions or conditions that facilitate the imparting of know-
how?”. It is on the basis of this term, therefore, that our study will develop.

2-MOBILISED CONCEPT ISSUES

In France, companies wishing to open their doors to the public often have difficulty knowing
what methodology to use to go at best.They therefore rely on the expertise of Chambers of
Commerce and Industry to glean advice. These chambers have advisers who can help
entrepreneurs. However, these advisors are not always trained to meet the demands of
business and do not always have the desired information. In addition, there is no document in
which the counselor Chambers of Commerce and Industry can refer.

! Gouault, P., Held, V., Ficquelmont (de), G-M, The visitor, company tour guide, Dunod, 1992.
% Gouault et al.



Il METHODOLOGY AND RESULTS OF THE RESEARCH

1- PRESENTATION OF THE METHODOLOGY USED

The goal is to identify existing best practices in order to compile a guide for entrepreneurs.
For this purpose, emblematic counselors of Chambers of Commerce and Industry with
experience of visiting company were interviewed to identify working methods that worked
best. These interviews were conducted either by direct interviews meetings with counselors or
by a visit to the territory of work of counselors.

2 - PRESENTATION OF RESULTS

The results have allowed us to evidence several steps to follow before visiting a project
business.

The first step is the first startup:

Before entering into the operational phase, it is necessary to ask different questions: Project
definition: What are the objectives? What are the target audiences? What is the project? (short
or long-term) What types of businesses will be visited? What are the partners involved? What
are the available financial resources? What is the "phasing"(the calendar).

Then you have to identify what exists: Must identify the offer to visit the territory. There are
actually many events in France such as "Welcome to the farm™ or "craft days" or "vineyard
and discovery.” In this way, companies can be visited. Finally, you should contact the
companies and preferably the entrepreneur to be on site to verify the feasibility of the visit.

The second stage is marked by the councilors project development:

The first axis is to promote territorial marketing by enhancing local know-how by visiting:
It will set up an annual calendar of occasional visits valuing expertise and dynamism of the
territory while organizing the meeting with key economic players in the region. It will
therefore primarily target the most innovative companies or the most representative of the
territory.

The target population will be local people who wish to discover businesses even if passing
tourists themselves can also be affected. The public school students and business people (B to
B) are also concerned.

The generalist model can be type "open days" which is to open up the business to the public
in a limited time (about a week). Model "industry event” for which it is possible to choose a
chain or a particular sector (eco-construction, for example) or a theme (innovation).
Model "special event” that showcases a unique company can also be selected as an event in
the context of a more global event (with open days for example) that can pool resources
including communication and marketing. At least six months before it will find partners
(technical or financial) and at least one month before, it will give the rules for example by
making reminder that the entrepreneur's safety, hospitality and guide visitors.
During the event, it will be necessary to create mini-events (visit two or three companies for a
day) and communicate with the press. After the event, it will be necessary to assess the action
taken to make it evolve.



The second focus is to enhance the development of tourism in building a standing offer and
qualified tour.

This offer will target local visitors and tourists. The visit will become a strategic issue for
companies or additional revenue. To do this, you must select the companies and help to verify
the feasibility of the project, helping to find financial support, to define schedules ideals of
openness, regulatory compliance and implementation site security. Similarly, it is possible to
help the company create a website reservation to implement a circuit guide and adjust its trade
policy for this job visit. Subsequently, the company may seek a label.

The third stage is marked by advisors networking actors

To network all public companies to create a territorial dynamics that facilitates adherence to
corporate project. This also offer services tailored training, exchange of experiences, sharing
of resources (guide, bulk orders), communication (website presence in salons), marketing
(central reservation). Another way to structure the offer through the creation of tour routes
that can combine several kinds of offers: a thematic route, multi-product packages, tour
packages and catering or transportation of packages and tour (by bus).

CONCLUSION

The goals of this study were to clarify as much as possible the concept of the company tour in
order to try to understand it better.

Tour operation business must be programmed for a limited period (3 years). It must be
regularly evaluated by the advisors of the Chamber of Commerce and Industry. This will
assess the number of companies affected and labeled, the satisfaction of public business
satisfaction, the financial results of the operation. The counselor should always be looking for
new businesses and create new synergies. It will also offer to change the visit by changing
their offer to visit especially for new technologies (flash codes, video) to make visits more fun
and interactive. Simplify and make visible the company visit is undoubtedly the future.
Development platforms booking is an example. It will also require the consultant to develop a
business culture, exchanging visits with colleagues responsible for similar projects and
learning other techniques at national or international level.
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