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Learning Unit 1: Creation and Development of a Rural Touristic 
Business 

I. INTRODUCTION 

 Creating and/or developing a business from a concept in a rural touristic area can be 
challenging and difficult to start. There are various tools available to help with this although 
not necessarily in rural areas and focused on tourism.  

A small business should follow different processes and procedures to ensure the business is 
developed correctly. Each stage of the development process requires attention and detail. 
Whether you are creating or developing your business you must follow the process from 
idea to launch and adhere to stringent standards along the way. To increase the chances of 
business success, the business owner should adhere to proper preparation and 
development at all stages. 

Below we outline the steps involved in the process of creating and developing a rural 
touristic business: 

Creation 

Brainstorming is the key to thought creation. You want to additionally keep track of all 
the ideas that are generated. At this point, all of the ideas are varied and potentially 
relevant. You will want to review every plan and/or idea to see its appropriateness along 
with assessing every plan and/or idea and then verify that one which is most valuable and 
can generate the most profits. 
 
Assessment 

Concept assessment involves market research where data concerning your plan is collected 
and analysed. It is essential for a small business owner to conduct market research in 
order to see whether the concept is viable. The owner should perceive their target market, 
what the market desires and is searching for, or lacking, along with what the market is 
willing to pay for. You will need to assess all aspects of the concept before moving on to the 
next stage. 
 
Planning 

You must produce an intensive business plan. Inside your business plan, you will need 
to clearly determine your business goals. Provide data concerning your balance sheets, 
income statements and cash flow. A well-defined business plan can steer the business in 
the right direction and can increase the probabilities of having a successful product launch. 
 
Development 

During this stage, you may take your concept and place it into more of a fixed form. You 
may develop a prototype of your product that you simply can give to the market. You should 
also create manufacturing and operations processes, plans for your marketing launch and 
your market testing plans. 
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Testing 

This stage involves a test market that's as near to a “true market state of affairs” as possible. 
You may release your prototype into the general public marketplace. Your prototype should 
be tracked and your market test results ought to confirm that this can be a sound plan and a 
valid idea in order to move forward as a product. 
 
Launch 

A productive and successful product launch ought to address whether the acceptable 
variety of merchandise/product exists, whether you have correctly planned and executed 
your marketing activities along with your promotion activities, whether all the acceptable 
documents have been developed and most importantly whether your staff are properly and 
legally trained and prepared to support the merchandise/product. 
 

Objectives 

The objectives of this learning unit are: 

 To develop strategical planning and knowledge based skills in creating an effective 
business plan and formulating an efficient marketing plan. 

 To obtain creative competences in developing a unique branding. 

 To acquire essential key skills in researching markets and analysing trends. 
 

II. Theoretical Approach 

II.1. Market Research 
 

Market research is a necessary and essential part of any business that desires to 
supply and/or offer merchandise or services that are focused and well-targeted. Good 
business choices are based on effective market research and intelligence. By researching the 
market thoroughly, you will minimise the risk to your business, determine and identify new 
opportunities, whilst helping you to better communicate with your customers.  
 
Market research is the systematic, objective assortment, collation and analysis of a 
specific target market, competition, and/or environment. It incorporates some sort of data 
collection that is collected directly from a respondent, whether secondary analysis (often 
cited as table analysis) or primary research. Market research uses scientifically-led studies to 
gather necessary market data specific to your product and service, enabling entrepreneurs 
to formulate the right decisions for them. 
 
The purpose of any market research project is to increase understanding of the subject 
matter. With markets throughout the world turning highly competitive, market research has 
never been more important for all organisations, especially for small, rural businesses. 
Market research determines the feasibility of a project and it is an essential tool in adapting 
a business strategy (i.e. communication, pricing policy, products, range) for the best results. 
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Therefore, without proper market research, the projected targets are not very valuable. 
 
In concrete terms, it's vital to carry out market research in order to: 

1. Adapt your strategy. It may be necessary to adapt the variety of the product range, 
the communications strategy, the pricing policy and the alternatives available 
because of the research results. 

2. Professionalise the start-up approach and help convince financial partners and 
others to become involved in the business. 

3. Estimate the turnover and longer-term goals of the new business. 
4. Be able to decide whether to launch the business.  

The market research characteristics you might be looking at can include: 

1. The geographical location: local, regional, national, European and/or international 
market. 

2. The sort of product/service: a product group (i.e. homemade jams), a sort of product 
(i.e. apple), a branch of the merchandise sort (royal gala apple jam) or 
a specified product (a particularly unique jam). In this case the service is a rural 
touristic business.  

3. Chronological/time-oriented: past, present or future market. 
4. The customer’s profile: sex, age, socio-economical classification, level of education, 

etc. 
5. The intermediates or the final end-user profiles: suppliers, retailers, wholesalers, 

couples, families, etc. 
 

Alongside market research, a clearly outlined and defined business plan is critical when 
thinking of creating and developing a rural touristic business. A business plan can: 

1. Clarify a business idea. 
2. Spot potential issues or problems.  
3. Define future goals. 
4. Measure progress.  

II.2. Market Trend Analysis 

Imagine that the very first mobile telephone has just been released. The general public 
is excited and confused by the concept of carrying a phone outside of their home. 
Few people have mobile phones, and many are unsure that they will ever become popular. 
Move forwards 20 years and the streets are dominated by people using mobile 
phones.  One or two years later, the smartphone takes over and revolutionises the market. 
Take a glance at the market today; there are smartphones, tablets, and even watches 
that permit you to make and receive phone calls.  

This change within the communication market is a superb example of a market trend. A 
market trend is something that alters the market your company operates in. 
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In order to keep a company ahead of the competition, it's vital to utilise market analysis to 
evaluate changes to the market. Market trend analysis looks at how your business started 
within the market, how it has grown, and where it is expected to move towards. With 
regards to the mobile phone example, the market analysis would look at how mobile 
phones were initially developed and marketed, how their popularity modified, and how 
the makers and retailers expected the market to alter and change. 

Common Trends 

In market analysis, you may need to look and research several trends relevant to your 
organisation. Think about the phone industry again as an example. The market trends in 
technology, changes to customer needs and requirements, and communication 
trends are necessary trends to research and analyse. Different market trends that 
will be necessary or important to your business include changes to your market 
demographics and changes within the economy. 

 

If you only look at technology, you would possibly miss necessary and 
important information on customers’ needs and interests. Also, if you simply scrutinise the 
economy, you would possibly not be considering the trends that are relevant and necessary 
for your business to develop and grow. All trends can influence your organisation 
in varied ways; therefore you need to be sure to look at all the trends that are relevant. 

Customer Needs and Interests 

When you conduct a market trend analysis, you will also need to think about the 
requirements and interests of your customers. If you do not meet the requirements and 
interests of your customers, you may be left standing as they move forwards on to 
the services they want and need. 

 

Consider that the mobile phone is currently used for email, Facebook, Skype, 
and numerous alternative ways of communication. Due to these market changes, the 
phone business is continually yearning for new ways in which to satisfy the 
requirements and interests of their shoppers. Phones are getting smaller and easier to hold, 
they currently have cameras, alarms, schedule books, and a few can even be used  
to turn the lights off in your home. 

 
Market analysis permits the phone business to understand what the requirements of 
their customers are, and therefore, they are able to make the phone fit the daily desires and 
requirements of those who wish to shop for the product. Leave the kitchen appliance on at 
home? No downside, your phone will flip it off! By analysing this and future desires and 
interests of your customers, you'll be able to guarantee your product and 
services are innovative. 
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Exercise 1.1  

The trainer introduces the topic of market research by discussing the reasons for market 
research, and the benefits for completing it. 

Activity 1 will be distributing case studies related to rural touristic businesses and 
questions to the groups.  The participants will choose a case study and read it carefully. 
Following this they will answer the relevant questions.  

Activity 2 will be group work, whereby the groups will develop an imaginary network of 
partner businesses, suppliers, customers, etc., all based around the case studies. This will 
be followed by open questions and discussions. 

Activity 3 (Self Study Area / Self-Assessment) will be working individually on a marketing 
plan for either developing of the participants’ business or helping to start a business. Use 
table 1 to help you.  
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Table 1: Outline for a Marketing Plan 

Marketing Plan: Company Name  
 

QUESTION ANSWER 

1) Objectives 
What are the specific goals of your business 
this year? 

 

2) Your Product/Service 
What product or service do you offer?  

 

3) Customers 
Who buys (or should buy) your service?  
What do they need it for? 

 

4) Competitors 
Who are your top competitors and what 
are their strengths? 

 

5) Positioning 
Given your competition, what makes your 
business great and unique to customers? 

 

6) Pricing 
How will you price your product/service? 

 

7) Sales & Support 
How and where will you sell and service the 
service? 

 

8) Promotion 
How will people find out about you and 
your service? 

 

9) Budget 
How much money do you have to promote 
the service? 

 

10) Action Plan 
What will you do and when to sell and 
promote your service? 
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II.3. Business Plans 
 
Why Complete a Business Plan? 
 
To Map the Future 

A business plan isn't simply needed to secure funding at the beginning of a business’ life, but 
it is also an important aid to assist and help you to manage a business a lot more effectively. 
By committing thoughts to paper, you'll be able to perceive and understand your 
business better and chart specific courses of action that will be required to boost your 
business. A business plan will detail different and alternative future scenarios and set 
specific objectives and goals along with the resources needed to attain these goals. 
 
By understanding your business and the market better, along with planning 
how best operate within this environment, you will be better placed to ensure long-
term success. 
 
 
To Support Growth and Secure Funding 

Most businesses face investment decisions throughout the course of their lifespan. Often, 
these opportunities can't be funded by free cashflows alone, and the business must look for 
external funding. However, despite the fact that the marketplace for funding is 
extremely competitive, all prospective lenders would require access to the company’s 
recent Financial Gain statements/Profit and Loss Statements, along with an up-to-date 
business plan. In essence, the former (financial statements) helps investors 
to understand the past, whereas the latter (business plan) helps to provide them with a 
window into the future. 
 
When seeking investment in your business, it's necessary to clearly describe the 
opportunity, as investors will want and need to know: 

 Why they might be better off investing in your business, instead of leaving their 
money in a bank account or investing in another business? 

 What the Unique Selling Proposition (USP) for the business is? 

 Why people should part with their money to help and finance your business? 
 
 
 
 
A concise but effective business plan will assist you in conveying these points to prospective 
investors, helping them to feel confident in you, the business and the investment decisions. The 
most crucial part for them will be obtaining as clear proof and evidence as possible of the 
company’s future ability to generate sufficient cash flows to satisfy debt obligations, whilst 
enabling the business to work and operate effectively. 
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To Develop and Communicate a Course of Action 

A business plan helps an organisation or business   to assess future opportunities 
and commit to a specific and/or particular course of action. By committing the “plan 
to paper”, all different choices are effectively marginalized and the company is aligned 
to target key activities. The plan can assign milestones to specific individuals and ultimately 
help management to monitor progress. Once written, a plan can be disseminated quickly 
and will also prompt further questions and feedback by the readers helping to ensure a 
more collaborative plan is produced. 

To Help Manage Cash Flow  

Careful management of cash flow is a key requirement for all businesses. The 
rationale is simple – many businesses fail, not because of them 
being unprofitable, but because of them ultimately becoming insolvent (i.e. they are unable 
to pay their debts as they occur). Whereas the break-even point – where total revenue 
equals total costs – is a critical figure to have at hand for start-ups, once a business is up and 
running productively, this figure becomes less important. 

 
Cash flow management then becomes more important once businesses pursue investment 
opportunities where there are important “cash-out” flows, in advance of cash flows coming 
back in. These opportunities must be assessed against any seasonal differences within 
the business and therefore the temporary arrangement of the flows. If you are a “cash-only” 
business, you will be able to bank the financial gain immediately; but, if you sell on credit, 
you receive the cash in the future and therefore may have to pay many your own expenses 
before that financial gain hits your account. This could ultimately place an extra strain on 
the company’s economic condition and hence a well-structured business plan will assist you 
to manage your funding requirements in advance. 
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Tips for Drafting a Business Plan: 

- Be Concise 

It’s necessary for potential investors to understand what the business is all about from a 
quick look at the plan. Make sure to incorporate an outline of the business, and what the 
plan is for generating cash flow from the beginning, and most importantly, use simple and 
easy to understand language throughout. 

- Be Specific 

Being specific is just as important as being concise. The details will help to drill down into 
how you will deliver the plan. 

- Know your Market 

A big part of knowing whether a business will be successful, is knowing and 
understanding what the customers/consumers need and want. Make certain the plan is 
clear concerning the target market – who will you be selling to and how many other 
companies are already selling related products/services. 

- Know your Finances 

The other essential part of a business plan are the finances. If the business isn’t going to 
make you any money, it won’t achieve success, therefore you need to be very clear in the 
plan on how you plan to make a profit. Use the business plan to your advantage –  it will be 
incredibly useful when it comes to securing loans and investment, but that’s not its only use. 
It’s also a personal tool to help you understand your objectives. Knowing how the industry is 
influenced by market trends is crucial to staying competitive and meeting customers; needs 
and desires.  

II.4 Costs and Revenues of your Business 

Before creating a business, it is necessary to know and understand the typical prices and 
revenues required to operate it. It is essential that you identify and forecast these expenses 
and revenues accurately, so as to remain on top of operations and achieve success in the 
business. 

Costs and revenues which should be identified and forecasted include: 

 Advertising; 
 Rent; 
 Wages and salaries; 
 Inventory; 
 Revenues; and 
 Profits. 
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Alongside this is financial support. There are various support packages available to assist 
with start-up costs and research will need to take place for each participant.  

Exercise 1.2  

Trainer to discuss with the participants the benefits of having a business plan and what 
they are used for.  
 
Activity 1: Start an open discussion on what the participants understand with a business 
plan: 
- What need are you addressing? 
- What makes you different? 
- Who are your customers? 
- How is your business going to make money? 
- How will you promote your business? 
- What do you need to get started? 
 
Activity 2: (Self Study Area / Self-Assessment) Participants to complete a business plan that 
relates to their current situation. Use the following templates of a business plan, 
projected balance sheet and projected profit and loss statement to help you draft your 
own business plan. 
 

Business Plan 

template - Skilltour.pdf     

Projected Balance 

Sheet  template - Skilltour.pdf      

Projected-Profit-and-

Loss Statement template - Skilltour.pdf 
 
Activity 3: Trainer to discuss with the participants a best practice video from YouTube 
“Skilltour” (see links below). Following this, there should be large group discussion and 
Q&A. Trainer to guide the discussion and questions towards:  

- Why has this business been chosen as a best practice? 
- What needs is the business addressing? 
- Who are their customers? 
- How are they promoting their business? 
 

Potential links are:  
- https://www.youtube.com/watch?v=Rxb87H0MZfc&list=PLyotAhvKRgEVGJGp1JI608

bQu9SPbUSe1&index=3 
- https://www.youtube.com/watch?v=NfXAZc4PXpA&list=PLyotAhvKRgEVGJGp1JI608

bQu9SPbUSe1&index=2 
- https://www.youtube.com/playlist?list=PLyotAhvKRgEVGJGp1JI608bQu9SPbUSe1  

 

 

https://www.youtube.com/watch?v=Rxb87H0MZfc&list=PLyotAhvKRgEVGJGp1JI608bQu9SPbUSe1&index=3
https://www.youtube.com/watch?v=Rxb87H0MZfc&list=PLyotAhvKRgEVGJGp1JI608bQu9SPbUSe1&index=3
https://www.youtube.com/watch?v=NfXAZc4PXpA&list=PLyotAhvKRgEVGJGp1JI608bQu9SPbUSe1&index=2
https://www.youtube.com/watch?v=NfXAZc4PXpA&list=PLyotAhvKRgEVGJGp1JI608bQu9SPbUSe1&index=2
https://www.youtube.com/playlist?list=PLyotAhvKRgEVGJGp1JI608bQu9SPbUSe1
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II.5. SWOT Analysis 
 

SWOT is a comprehensive audit and competitive analysis that analyses the Strengths, 

Weaknesses, Opportunities and Threats (SWOT) facing a business. An honest SWOT analysis 

helps a business determine and identify what it is doing well, where it can improve, 

and where it fits within the competitive landscape. 

What is the Purpose of Conducting a SWOT Analysis? 
Performing a SWOT analysis helps a business to totally perceive and understand his or her 
business by presenting a viewpoint of the company's operations from a unique and different 
angle. For brand new businesses, this analysis is crucial to the organisation's planning 
process. It can, however, be performed at any time. A company's distinctive “SWOTs,” 
as they're typically noted, can help to get a new business on the right track. 
 
Strengths and Weaknesses  
The strengths and weaknesses component of SWOT are internal to the business. As an 
example, one strength may be an organization's intellectual property, while low domain 
authority or poor physical location may be a significant weakness. While these internal 
positives and negatives can be altered, doing so usually takes a considerable amount of 
work. 
 
Opportunities and Threats  
Opportunities and threats are usually external to the organisation. An example of an 
opportunity is the potential to establish a fresh relationship with a new supplier while a 
possible threat may be a new competitor. 
 
Who Should Be Involved in the SWOT Analysis? 

A SWOT analysis is only effective if it takes everything into consideration. No area of the 
company should be left out or disregarded, making it vital to include and incorporate 
representatives from every department or team of the business. The analysis may bring 
issues to light that were not previously on a company's radar. 
 
How to Perform a SWOT Analysis? 

 Begin by creating a list of strengths, weaknesses, opportunities and threats. 
 Consider holding a group brainstorming session to pinpoint factors in each category. 
 Alternatively, you can ask each team member to work on his or her own, then share 

and compile the results. 
 Don't concern yourself with elaborating on the factors of each category on the first 

attempt. Start out with bullet points to identify relevant factors in each category. 
 Once the brainstorming is complete, build a definitive version of the SWOT analysis 

listing all of the factors in each category with the highest priority placed at the top 
and the lowest at the bottom. 
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Exercise 1.3 (Self Study Area / Self-Assessment) 

Test your SWOT analysis ability by placing the following statements into Table 2 below 
(based on a small café in a rural touristic area).  

Statement list: 

1) Unique concept (not many other themed cafes like ours) 
2) Close to the ferry port 
3) No customer base 
4) No built-in brand equity 
5) Other cafes in the area 
6) Ability to hire people from the area 
7) No experience opening/running a business 
8) Interest and knowledge in running a business 
9) The ability to expand (open branches in other areas) 
10) Changing market tastes 
11) Starting costs would be higher than a normal café due to the rural location 
12) Close to public transport 
13) Ability to attract customers  
14) Limited income of target market 
15) Broad range of skills possessed by the owners 
16) Owner operated (lower operating costs and more control over the business) 
17) Ability to build brand equity 
18) Other cafes opening in surrounding area (opportunity for more competition)  
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Table 2: SWOT Analysis – Worked Example 

Strengths Weaknesses 

Unique concept (not many other themed 
cafes like ours) 

Close to the ferry port 

Interest and knowledge in running a 
business 

Close to public transport 

Broad range of skills possessed by the 
owners 

Owner operated (lower operating costs and 
more control over the business) 

No customer base 

No built-in brand equity 

No experience opening/running a business 

Starting costs would be higher than a normal 
café due to the rural location 

Opportunities Threats 

Ability to hire people from the area 

The ability to expand (open branches in 
other areas) 

Ability to attract customers  

Ability to build brand equity 

Other cafes in the area 

Changing market tastes 

Limited income of target market 

Other cafes opening in surrounding area 
(opportunity for more competition)  
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Exercise 1.4  

Participants to work on the SWOT analysis form individually for their own business and 
then come together in small groups to discuss them.  
 

SWOT Analysis Worksheet 

STRENGTHS: 
What do you do well? 
What unique resources can you draw on? 
What do others see as your strengths? 

WEAKNESSES: 
What could you improve? 
Where do you have fewer resources than 
others? 
What are others likely to see as 
weaknesses? 

 
 
 
 
 

 

OPPORTUNITIES: 
What opportunities are open to you? 
What trends could you take advantage of? 
How can you turn your strengths into 
opportunities? 

THREATS: 
What threats could harm you? 
What is your competition doing? 
What threats do your weaknesses expose 
to you? 
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II.6. Brand Development  
 
Brand development is essential in the process of creating and strengthening a business 
professional services brand.  

 The first phase is getting the brand strategy right and aligned with the participants 
business objectives. 

 Second is developing all the tools they will need to communicate the brand, such as 
logo, tagline and website. 

 Finally, there is the phase of strengthening their newly developed or updated brand. 
 

 

 

What is the Purpose of Developing a Brand? 

A strong, well differentiated brand will make growing their business much easier. But what 
type of business do they want? Are they planning to grow organically? Their overall business 
strategy is the context for their brand development strategy, so that’s the place to start. If 
they are clear about where they want to take their business, their brand will help them to 
get there. 

Figure 1: Strategic Development of a Brand 

 

Reference: rivermill.co.uk  

https://hingemarketing.com/library/article/differentiation-guide-for-professional-services-firms
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Exercise 1.5  

Activity 1: Trainer to show a MS PowerPoint with the “basics of branding”. 

Activity 2: In small groups participants should develop a brand for either their businesses or 

a business idea. 

 

 

Learning Outcomes 

Upon completion of Learning Unit 1, the participants will be able to: 

 Identify potential business opportunities based on various resources.  

 Understand how to research their market. 

 Develop strategical planning skills e.g. an effective business plan. 

 Analyse trends and markets along with gaining competencies in developing a marketing 
plan. 

 Create or develop their brand by providing them with the opportunity to develop their 
attitudes with regards to their business. 

 Understand how and when to finance their business by developing skills in what is 
available to them. 
 

Useful References: 
http://startups.co.uk/10-steps-to-starting-a-business/ 

https://www.inc.com/encyclopedia/businessbudget.html 

https://www.young-enterprise.org.uk/what-we-do/higher-

programmes/?gclid=EAIaIQobChMIp9an5d-m1QIVmKntCh3VogFXEAAYAyAAEgLBLvD_BwE 

https://www.score.org/event/how-develop-business-plan-six-easy-steps 

https://www.mindtools.com/pages/article/developing-strategy.htm 

https://www.esomar.org/market-research-explained 

http://www.brand-development.com/ 

https://blog.hubspot.com/blog/tabid/6307/bid/34238/the-marketer-s-guide-to-developing-a-

strong-brand-identity.aspx 

 

For more e-learning exercises please visit: skilltour.eu 

http://startups.co.uk/10-steps-to-starting-a-business/
https://www.inc.com/encyclopedia/businessbudget.html
https://www.young-enterprise.org.uk/what-we-do/higher-programmes/?gclid=EAIaIQobChMIp9an5d-m1QIVmKntCh3VogFXEAAYAyAAEgLBLvD_BwE
https://www.young-enterprise.org.uk/what-we-do/higher-programmes/?gclid=EAIaIQobChMIp9an5d-m1QIVmKntCh3VogFXEAAYAyAAEgLBLvD_BwE
https://www.score.org/event/how-develop-business-plan-six-easy-steps
https://www.mindtools.com/pages/article/developing-strategy.htm
https://www.esomar.org/market-research-explained
http://www.brand-development.com/
https://blog.hubspot.com/blog/tabid/6307/bid/34238/the-marketer-s-guide-to-developing-a-strong-brand-identity.aspx
https://blog.hubspot.com/blog/tabid/6307/bid/34238/the-marketer-s-guide-to-developing-a-strong-brand-identity.aspx
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Learning Unit 2: Sustainable Management 

I. Introduction 

Nowadays every project manager has to think about the environmental, social and 
economic issues linked to a project’s activities: scarcity of the natural resources, ethical 
management of the supplier chain, staff welfare, efficient use of energy, waste 
management and also opportunities to find new markets and to innovate, which are critical 
in a project’s life process. 

The complexity and the heterogeneity of these issues require a coherent and systemic 
approach deeply rooted in daily actions and management. We should think 
entrepreneurship and innovation in the interest of human development. 

Entrepreneurship should take into account the environmental, the social and the economic 
dimensions simultaneously. Combining the impacts of our economic activities with a model 
of responsible, profitable and efficient management is a strategic issue. 

Upon completion of Learning Unit 2, the participants will be able to: 

 Develop key skills in the assessment of their business; 

 Look at attitudes with regards to human resource management and development; 

 Develop competencies in order to adapt to change and be flexible; 

 Assess decision making/problem solving needs; and 

 Develop skills and sustainable competences / green marketing. 

The main objectives of this Learning Unit are mainly to: 

 Manage schedules and follow up on projects and actions; 

 Establish professional documentation, keep up them to date, sort and organize 
sources of information; 

 Design, adapt, manage and monitor projects; 

 Manage and anticipate priorities; 

 Coordinate and lead teams; 

 Structure and balance offers and products according to the profile of the target 
audience; and 

 Develop sustainable skills / green management. 
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This Learning Unit 2 is divided into four complementary sub-units: 

 The first one examines stakeholder analysis techniques. 

 The second one examines the management of flexibility and adaptation. 

 The third one examines green or sustainable management. 

 The fourth one examines the decision-making process in entrepreneurship. 

Each sub-unit starts off with the theoretical approach to learning, includes exercises and 
worked examples, has a self-assessment section and concludes with learning outcomes.  

II. Stakeholder Analysis  

II.1. Theoretical Approach 
Analysing your stakeholders is crucial to the success of your business or project. This sub-
unit #1 is designed to stimulate managers’ critical thinking about the role of stakeholders 
and their potential contribution to the success (or failure) of the project. Ideally this analysis 
should be done integrating issues of sustainable development (see sub-unit #3) and of team 
management and decision making (see sub-unit #2 & 4). Stakeholder analysis can be 
undertaken throughout all stages of the project cycle, but it should definitely be undertaken 
at the outset of a project or programme. In particular during the “Define phase” stakeholder 
analysis is a crucial component of situation and context analysis. 
 
A stakeholder analysis can help a project or programme’s manager to identify: 

 The interests of all stakeholders who may affect or be affected by the 
programme/project; 

 Potential conflicts or risks that could threaten the initiative; 

 Opportunities and relationships that can be built on during implementation; 

 Groups that should be encouraged to participate in different stages of the project; 

 Appropriate strategies and approaches for stakeholder engagement; 

 Ways to reduce negative impacts on vulnerable and disadvantaged groups and on 
the environment. 

Workshops, focus groups and interviews are three common approaches mostly used to 
carry out a stakeholders’ analysis. One of the techniques used to proceed is creating 
matrices. Creating these matrices requires a pen and some paper. You will also require the 
input of your team members. Begin by making a list of anyone who has interest or influence 
over your project. Examples of stakeholders may be investors, clients, chairpersons, public 
institutions, funders, etc. Once created, you can then use this list to weigh the influence of 
each person. The following list shows the needed steps to draw up such matrices: 
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1. Draw a box divided into four equal quadrants (Make sure you create this box large 
enough to fit in the various stakeholders). 

2. Divide each quadrant into fourths again. You should now have sixteen quadrants.  

3. Label down the left side starting at the top with “Significant Importance", “Some 
Importance", “Little Importance" and “No Importance"  

4. Label across the top starting at the left with “Significant influence", “Some 
influence" “little influence" and “No influence"  

5. Begin to organize your stakeholders according to importance and influence (in focus 
groups, interviews and/or workshops) 

 

6. When you are done, your matrix will be a graphic display of who holds the most 
importance and influence (the group in the upper left-hand corner) and who holds 
the least amount of influence and importance (the group in the lower right-hand 
corner). Those in the high importance/influence category will be the first ones to 
consult since they carry a heavy weight in the direction of the project 

7. Then you could address your strategy and adapt it to each specific group. 
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You will end up with the matrix indicated in Table 3. 

Table 3: Stakeholder Matrix Example 

 Significant 
influence 

Some influence Little influence No influence 
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Case study: Green Valley 

Study material: Video « Green Valley » http://skilltour.eu/en/page/150/downloads  

Invite participants to watch the video and ask them to work in small groups to put on a 
paper the main stakeholders cited in the video and their importance and influence regarding 
the issue. 

 

 

 

 

http://skilltour.eu/en/page/150/downloads
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Exercise 2.1  

 Choose a project, ideally your own project. 

 Make your stakeholders’ analysis using the proposed matrix above. 

 Present it to the other participants or peers for feedback. 

III.  Adaptation to Change 
 

III.1. Theoretical Approach 
 

The current acceleration and intensification of technological, socio-economic and 
environmental changes makes adaptation an essential element for many of our activities. 
The word adaptation comes from the Latin "apere" (link, attach) added to the word "of" (at, 
to the) gave the verb "adaptare" (adjust to, in order to). 

In biology, adaptation is confused with life itself. Adaptation is one of the first and general 
conditions of all existence. If a being lives and reproduces, it is because it has made an 
adaptation/adjustment of Its biological functions with external conditions (see for example 
Edgard Morin "La vie de la vie", 1985). 
In psychology, for some authors, adaptation can be considered as one of the best indicators 
of mental health. However, changes in the physical environment (urbanization, media and 
technologies ...) and the rhythm of life (transportation/trips, acceleration ...) can be 
stressors. Adaptation can be seen as an exchange between the individual and his 
environment in which the individual adjusts his behaviour in order to restore his internal 
equilibrium against the elements that threaten his integrity and his well-being. When the 
constraints persist, the adaptation system is exhausted and diseases could appear. 
Moreover, in spite of its immense potential, humans are unsuitable since birth (as compared 
with other animals, humans experiences a very long post-natal dependence), hence the vital 
necessity for him to develop social bonds and ties. 

In the social sciences, adaptation does not necessarily mean conformism and determinism 
since adaptation to an environment can introduce the notion of innovation or modification 
of this environment. Similarly, for some authors (Crozier, Friedberg, 1977) the “actor” is free 
to deviate from expectations by choosing a set of possibilities rather than by passively 
adapting to the organisation of which he is a part. Adaptation can therefore be seen as the 
result of deliberate choices in order to escape the constraints of the environment. 

Change, innovation, adaptation, adjustment 
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Adaptation or innovation 

Change can be pro-active, "pioneering", innovative and thus can change the environment 
and the rules of the game. Rather than adapting to circumstances, new business models are 
created that sometimes can cause that competitors to adapt their way of doing business. 

But, more generally, change comes from a more or less vital need to adapt to 
circumstances: 

 Your current functioning is no longer able to provide answers to new problems that 
cannot be solved with the usual known solutions. 

 When your activity is destined to lose the essence of its existence if it does not 
change. 

In depth-adaptation or simple adjustment   

As we have seen, adaptation can therefore lead to profound changes of activity, its way of 
functioning, big or smaller changes in order to adjust to the context. In psychology, the 
adaptation of the subject to his environment is an ongoing search for a balance between 
"closure" and "openness": of assimilation (integration of new elements in own way of 
functioning) and accommodation (modification of its activities to adjust to new data) (See 
for example Jean Piaget, 1967). 

Exercise 2.2  

Participants should try to identify in small groups a good example of tourism or 
agricultural activity that has successfully transformed the product or service it offers. They 
should then present this example to the whole group by highlighting the following 
aspects: 

- Is it an adaptation or an innovation?  

- Was this change necessary and in what way?  

- Was it an in depth-change or a simple adjustment? 

Why the need to adapt? To adapt to what? 

To adapt to the environmental factors 

The reasons for changing, adjusting your professional activity in the tourism or agricultural 
sector can be various: respond to commercial opportunities, improve image or profitability, 
diversify activities, secure the future or simply survive. 
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Change is most often the result of a need to adapt to a changing environment: 

- To adapt to external circumstances and opportunities: 
o economic (crisis, globalisation, competition, price, etc.) 
o ecological (climate change, energy saving, etc.) 
o territorial (urbanisation, mobility, local tourist attractions, etc.) 
o policies (legislation, taxation, quotas and subsidies, etc.) 

- To adapt to the user: to modify his services offer and bring him closer to the needs 
or tastes of the customers who may be influenced by many factors: 

o demographic (aging, tourist visits, etc.) 
o technological (new means of information and communication) 
o cultural (values, beliefs, modes and trends) 

Adaptation as both process and purpose 

However, adaptation is a concept that is difficult to grasp because it refers to both a 
process / action and a state / purpose (this is why, with our limited human perception of 
time, observed adaptations may appear stable, they are the result of a slow and permanent 
evolution like that of the species). 

- Adaptation as a process: What do I put in place to adapt? What are my strengths 
and my obstacles/weaknesses to get there? 

- Adaptation as a purpose: What results / changes do I want to achieve?    

 

Exercise 2.3  

Useful videos to watch: 

- A farmhouse develops a cottage and a golf course: 
https://www.youtube.com/watch?v=blOYD_VOlr0 (from beginning till 6’)  

- A mustard factory relies on tourism by creating a non-profit organisation: 
http://www.matele.be/focus-economique-la-moutarderie-bister (from 10’27’’ till 
13’46’’)  

- Read more: http://archives.lesoir.be/namur -the-tourism-of-business-from now-
driver-by-an_t-20011105-Z0L4GF.html  

 

 

 

 

 

 

https://www.youtube.com/watch?v=blOYD_VOlr0
http://www.matele.be/focus-economique-la-moutarderie-bister
http://archives.lesoir.be/namur%20-the-tourism-of-business-from%20now-driver-by-an_t-20011105-Z0L4GF.html
http://archives.lesoir.be/namur%20-the-tourism-of-business-from%20now-driver-by-an_t-20011105-Z0L4GF.html
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Discuss these video examples in groups:  

 What opportunities and what types of environmental changes do the 
projects in these videos meet? 

 What are the differences and commonalities between these two examples? 

 What are their respective strengths? What means have been put in place? 

Talking about change is indirectly asking the question of duality “stability/change”. Stability 
and change are neither positive nor negative in absolute terms, so it is important to know 
why we want to change or not. Even though our current society tends to value change more 
as a self-evident objective, it must be remembered that developing at all costs the capacity 
for change, rapid responsiveness and constant adaptability can lead to psychological, 
structural and organizational damage. The qualities of adaptation for tomorrow should not 
always take priority over current competences. 

In the end, a compromise must be found between change and respect for one's identity, 
which by definition needs stability. This is not necessarily the result of inertia, of negative 
immobilisation: it can also be the result of dynamic processes. 

In psychology, adaptation is the modification of the behaviour of the individual who 
maintains his life in relative harmony with the data of the environment, without calling into 
question his identity. Adaptation therefore aims to maintain its identity, its activity in a 
changing environment. Not to destroy or completely replace this one. 

To read: 

An article taken up by the United Nations environmental program warns against the 
negative socio-cultural effects of tourism, in particular changes or loss of identity and 
local values caused by several interrelated influences: standardization (e.g. tourists 
often seek recognizable facilities in an unfamiliar environment, such as fast-food 
restaurants and well-known hotel chains) or adapting to the tourist requirements of 
local handicrafts and traditions that turn them into an impoverished commodity and 
makes them lose their substance since they are adapted to the tastes of new 
customers. 

http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/Factsan
dFiguresaboutTourism/ImpactsofTourism/Socio-CulturalImpacts/NegativeSocio-
CulturalImpactsFromTourism/tabid/78781/Default.aspx 

 

 

 

 

http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/FactsandFiguresaboutTourism/ImpactsofTourism/Socio-CulturalImpacts/NegativeSocio-CulturalImpactsFromTourism/tabid/78781/Default.aspx
http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/FactsandFiguresaboutTourism/ImpactsofTourism/Socio-CulturalImpacts/NegativeSocio-CulturalImpactsFromTourism/tabid/78781/Default.aspx
http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/FactsandFiguresaboutTourism/ImpactsofTourism/Socio-CulturalImpacts/NegativeSocio-CulturalImpactsFromTourism/tabid/78781/Default.aspx
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Exercise 2.4  

Identify examples of adaptation that go too far, which destroy an already existing identity 
and which, in this sense, have not worked well. 
Example: Owners of a farm who, by investing in a party hall for rent, have negative impacts 
on their agricultural and tourist activities (e.g. noise pollution for the environment and 
livestock, construction of a parking lot, upgrading to standards which distort the building, 
etc.). 
Discuss them in subgroups, emphasizing the following points: 

 Was this an adaptation? If so, under what circumstances and is this adjustment 
really necessary? 

 What was the basic identity of the activity and what impact did the changes have 
on it? 

III.2. Self-Assessment / self study 
 

Go around the table and ask each one to explain briefly to the whole group whether at the 
end of this learning unit they identify a realistic change in particular to bring to their tourist 
or agricultural activity, by focusing on the following elements: 

- To what factor (s) of the environment would this change adapt? 
- To what necessity (vital or accessory) would this adaptation respond? 
- What impact would this change have on the identity of the core business? 
- What are the main means of achieving the desired change? 

III.3. Learning Outcomes  
 

Upon completion of Learning Unit 2, Sub-Unit 2, the participants will be able to: 

 Actively take ownership of the concept of adaptation in its complexity; 

 Identify and anticipate the possible necessities of making changes to your own 
tourism or agricultural activity during the analysis of the surrounding environment; 

 Have concrete negative and positive examples of changes; and 

 Reflect on the impacts of changes on the identity of a tourism or agricultural activity. 
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IV.  Rural Tourism Inside its Environment  
 

IV.1. Theoretical Approach 
 

This sub-unit aims to develop a company’s understanding of the economic, environmental 
and social issues, to contribute to understanding the issues of sustainable development for 
the strategic development of the company.  

The objectives of the sub-unit are: 

 to provide appropriate understanding of the tools necessary for the development of 
a strategy of sustainable development and of its daily implementation within the 
company; 

 to underline the progress made and opportunities that exist in terms of 
environmental, social innovation and clean technologies; and  

 to provide the necessary knowledge to deal with the evolution of management jobs 
with a particular focus on general management, human resources management, 
sales management, communication management and financial management. 

A project should fit in its surrounding area and environment, and that is even more critical 
for a project that combines tourism and rurality. A business will have social, human and 
environmental consequences. So, we must anticipate them and imagine how we can limit 
the impact of our project on nature/environment, but also on the life in the locality (i.e. the 
community) that will welcome it. In order to take into account these parameters and to 
ensure a smooth integration of the project, it is necessary to master the demography of the 
locality, the number of residents who live there permanently and their social life will have to 
be weighed against the number of touristic establishments already present.  

 
In this sub-unit, we explore the impact of our project on the environment (nature) and 
identify the savings that can be achieved by thinking about energy consumption since the 
beginning of the project. 

 

Why consume less? 

Today, energy is a major environmental challenge. The consequences of our over-
consumption are multiple: climate change, rising oceans, disturbance of the Gulf Stream, 
public health risks, acid rain, disappearance of biodiversity, etc. 
Al Gore presents his film "An Inconvenient Truth" with this metaphor: “Place a frog in a pot 
of boiling hot water and the little green amphibian will instantly jump right out, 
right?  However, place a frog in another pot of water that’s lukewarm, and he won’t jump 
out.  Yet, what if one turns up the temperature very slowly over an extended period of 
time?  Well, the frog does not seem to notice because the increments are somewhat 
imperceptible, perhaps even to the point where it’s too late to notice.” 
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The ecological footprint 

Have you ever wondered what were the consequences of your activities (personal or 
professional) are on nature? You can discover it by measuring your "ecological footprint”.  
The ecological footprint is an indicator that measures human pressure on planet earth. In 
other words, it measures how much land and water you need to be able to produce what 
you consume and to absorb what you throw away. The ecological footprint can be 
expressed in "number of land" or "hectares" and sometimes even in "football fields". 

There are currently more than 6 billion humans on earth, and millions of people still do not 
have the minimum subsistence level. In fact, 20% of the world's population enjoy 
unprecedented material comfort while the same number of people live in absolute poverty. 
The richest 20% consume 80% of natural resources. If the 6 billion humans all lived and 
consumed like the Europeans, we would need 3 planets to sustain them. 

Exercise 2.5 (Self Study Area / Self-Assessment) 

Calculate your ecological footprint. In the calculation mode we propose, the result of your 
calculation should be expressed in "number of planets Earth" that would be needed if the 
6 billion humans lived like you.  

Use the following links to help you: 

 http://footprint.wwf.org.uk 

 http://www.footprintnetwork.org/en/index.php/GFN/page/calculators/ 

 

Four steps to reduce your bills. 

1. The first step is to monitor and record your consumption (gas-electricity-water), to 
understand the quantities of energy used by your activity and what it costs you, in 
order to intervene quickly in case of overconsumption. 

2. Then, identify the various elements of your consumption, list the different 
equipment and draw up their consumption with a wattmeter (average electrical 
consumption table / 24H). Without using a power meter, it is also possible to 
evaluate the power consumption by increasing the power and multiplying it by the 
operating time (e.g. 40W bulb operates 4H => 160 KW consumption). 

3. Once you know what you are consuming and how, the next step is to set your own 
goals of two types: improving your setup/installation and implementing energy-
saving behaviours. 

4. On a periodic basis, re-check your consumption, compare it with that of the previous 
period and see if you have achieved any of your goals. You will then be able to assess 
the strengths and weaknesses. 

 

http://footprint.wwf.org.uk/
http://www.footprintnetwork.org/en/index.php/GFN/page/calculators/
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Habitat / facilities and insulation 

A poorly insulated building consumes +/- 30% more energy in heating and cooling than a 
well-insulated house. Furthermore, passive houses (which do not require heating or cooling 
to be at the optimum temperature) allowed much more important savings. Care must be 
taken to ensure effective ventilation when insulating a house. The insulation must be 
protected by a brake or vapor barrier. This protection must be placed with great care to 
achieve air tightness. 

How to isolate? 
The best system is to insulate your home from the outside and cover the insulation with 
another facade cladding, waterproof panels, wood and bricks. Insulation from the outside 
makes it possible to avoid thermal bridges. It also makes it possible to have the load-bearing 
walls inside the insulation. As these are mass elements, they store heat and serve as 
regulators. This regulator function is also very important for the summer. 

Which Isolation Materials? 
- Polystyrene is derived from petroleum and its manufacture releases toxic substances. It is 
waterproof, the moisture cannot escape. 

- Mineral and glass wool are good insulators, but the micro-particles that escape from them 
are very irritating to the respiratory tract. 
- Natural insulation: cellulose, hemp, wood fibre, cork are very effective and are not 
polluting or irritating. 
- Natural insulants such as cellulose and hemp are slightly more insulating in cold weather 
than mineral wool, but they are much more effective for resistance to heat (3 to 4 times 
more). 
They are therefore particularly recommended for insulation of roofs. 

 

How to isolate an existing house? What are the priorities? 

Isolate the roof or floor of the attic. 
2) Place windows with high performance double-glazing and with high performance sealing. 
3) Flush out air. Be careful not to forget the ventilation. The principle is to renew the air in a 
maximum of 15 minutes, after which the leakage of calories is again prevented. 
4) The most difficult element to fight are thermal bridges. The floors and interior walls 
attached to the exterior walls are thermal bridges. 
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Exercise 2.6 (Self Study Area / Self-Assessment) 

 Calculate the insulation of your building. 

 Imagine a wall model (e.g. stone wall) and calculate the insulation coefficient.  

 Then repeat the exercise by adding to the stone a thickness of insulation (ex: 
cellulose pulp).  

 Compare for both exercises the energy gain (energy losses, cost of heating) and the 
cost of the investment.  

 Use the following link to help you: 
http://www.toutcalculer.com/batiment/isolation-thermique.php 

Habitat / facilities and ventilation 

With the increased cost of heating, we have isolated our homes/facilities with double glazed 
windows and insulating walls. We leaked air through the tightness of windows and doors. 
When installing double glazing, we had to place small ventilation grilles, which was rarely 
done. So we have more economical houses, but not ventilated ones. 
The humidity we produce, the humidity of our washing machines, bathroom and kitchen 
remains trapped there. But we also have other lesser-known and less visible pollutants, such 
as carbon monoxide, nitrogen dioxide, formaldehyde, or other volatile organic compounds. 
This shows us that we have polluted our homes with our insulation, detergents, deodorants, 
etc. 

 
What do we have to do? Ventilate 

The simplest method is to open a door or window, but be careful; 15 minutes are enough to 
replace the volume of air without cooling the building (inertia of the walls and ceilings). This 
must be done several times a day. 
In this way, it is difficult to renew the air of all the rooms of the house and the heated air is 
sent to the outside. 
There is another solution that allows to renew the air without losing the calories and which 
renews all the air of the house. It is the dual flow controlled mechanical ventilation (VMC). 

Watch the video: https://www.youtube.com/watch?v=5FVkbnCzUYg 

The main energy expenditure categories:  

Depending on the country, the energy used in homes for heating can reach 79% of energy 
use. 
Given the increasing weight of energy bills and the high percentage of energy used to heat 
homes, changing habits and analysing our heating system could help us to reduce this 
energy. 

 

 

http://www.toutcalculer.com/batiment/isolation-thermique.php
https://www.youtube.com/watch?v=5FVkbnCzUYg
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Some questions to ask: 

 Do occupants feel cold in some rooms? If so, try to define together under what 
conditions this happens. 

 Climatic conditions (wind, very low outside temperature) 

 Air flow (door opening, door and window frames, kitchen hood, dryer) 

 Humidity (traces of moisture in the corners of the room, behind furniture, below 
vinyl) 

 Cold surface (large metal surface) 

 

The reflex in situations of discomfort is to increase the temperature of the premises, but 
that is what costs most money and impacts our environment, so is it a good reflex? 

 

Points to consider: 

 

- On the premises 

 Are the heating elements free and clean? 

 Are the radiators purged (after purging, check the heating circuit pressure)? 

 Are there thermostatic valves? Are they set according to the appropriate room 
temperature? 

 Is there a room thermostat with clock for night-time lowering? 

 Is it possible to place reflectors behind the radiators? 

 Pipes passing through unheated rooms. Is it insulated? (Note: by isolating 1 meter of 
piping, you can gain 6 litres of oil per year). 

 If there’s a curtain, does it fall behind the radiator? 

 Are the curtains closed at dusk when lighting is needed in the premises? 

 Is the room thermostat well positioned? 

 Is the temperature of the premises the right one? It is necessary to adapt the 
temperatures in the different rooms? Decreasing the temperature by 1 ° C decreases 
the consumption by 7%. 
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- Boiler 

 Is the water pressure of the heating circuit correct (between 1.5 and 2.5 bar) to be 
checked after purging the radiators? 

 Maintenance and sweeping: For heating oil, it is compulsory every year. For gas 
heaters, every 2 to 3 years. 

 For heating with a radiator, if there is no control with an external sensor, the 
thermostat of the boiler must be adjusted to different positions depending on the 
outside temperature (season). 

 Check the speed of the circulator, and if it is at its maximum, decrease the speed of 
one position (saving electricity). 

 If the domestic hot water production is independent of the heating, when the 
outside temperature is above 20 ° C, switch off the heating and circulation pump. 
 

- When changing a boiler 

 Is the capacity of the installed boiler always in line with current needs? If an addition 
of insulation/removal of radiator/change of glazing is planned, it must be reported to 
the heating engineer before they submit a cost estimation. 

 What fuels are used (e.g. gas, oil, pellet stove, heat pump)? 

 What are the various labels of the boiler (high-efficiency, condensing boiler)? 
 

- Heating of sanitary water 

At what temperature should domestic hot water be? 

 For water heaters: between 40 and 50 ° C. 

 For boilers: between 50 and 60 ° C (be careful not to go too low with the water 
temperatures of a boiler because there is risk of legionellosis). 
 

- The savings 

 Isolate the hot water pipes; 

 Limit the flow of hot water’ 

 Leakage hunt; and 

 If possible, dissociate the production of domestic hot water from the heating, to be 
able to cut the heating in summer (this possibility exists on more recent boilers). 
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Exercise 2.7 (Self Study Area / Self-Assessment) 

Use Table 4 to compare the main features of different types of heating. Find the most 
suitable type of heating for a selected building/your project (e.g. small detached house or 
adjoining building in a town). Also evaluate the mode of diffusion according to the use of 
the room (ex: underfloor heating or radiator). 

Table 4: Different Types of Heating  

 

 

Gas 
condensation 
boiler 

Heat pump 
Fuel oil 
condensation 
boiler 

Solar water 
heater  

LOCALISATION  

Required Space Low Medium Medium Medium 

Suitable for co-
ownership 

Yes No No Yes 

Suitable for heating Yes Yes Yes No 

Suitable for underfloor 
heating (low 
temperature) 

Yes Yes Yes No 

Suitable for radiator 
heating (high 
temperature) 

Yes No Yes No 

COSTS 

Installation costs Low High Medium Medium 

Operating costs Medium Low Medium Low 

Dependency on prices 
of fossil fuels 

Yes No Yes No 

SUSTAINABILITY 

CO2 emissions Low Neutral Medium Neutral 

Use of renewable 
energies 

No Yes No Yes 

 



                                                                                                                                                      

                                                                                                                                    
 

38 | P a g e  
 

Lighting  

Postulate: it takes 3 kWh of primary energy to produce 1 kWh of electricity. (Power plant 
efficiency, line losses and an incandescent / halogen lamp has a 5% efficiency, everything 
else goes into heat). Therefore, it is necessary to consume as little electricity as possible to 
light up and to favour natural lighting. An average household consumes 800 kWh in lighting, 
about 100 euros per year. 
 

- Which lamps to choose (see Table 5): 

 Conventional or incandescent lamp: 5% efficiency, short life – 1,000 hours. Should be 
banned. 

 Halogen lamp: choose 220 volts lamps without transformer, they consume less, 
lifespan of 2,000h. 

 Fluorescent tubes (neon): consume 4 times less than a conventional lamp, choose 
electronic ballasts and type 830 for offices, lifespan of 9,000h/ 

 Low-energy (fluo-compact) lamps: different versions, consumes 3x less and have a 
lifespan of 10,000 h. 

 LED lamps: very low consumption 3W, lifespan of 100,000 h. Given higher costs, 
choose this lamp to use in places lit for long durations (security, exterior, corridor, 
etc.). 

 

 

 

 

Table 5: Types of Lamps 

Classic Lamp (1,000h) Low-energy Lamp 
(10,000h) 

Led Lamp (50,000h) 

25W 7W 1.5W 

40W 9 or 11W 5W 

60W 13 or 15W 7W 

75W 18 or 20W 6W 

100W 25W 9W 

 

For example, if a 60W lamp that is turned on for 8 hours a day and is replaced by a 13W low-
energy lamp, the cost is recovered in 2 years or 3,000 hours. 
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- General advice 

 In general, you need a maximum of 10 to 15W per m² for conventional lamps or 2 to 
5W per m² for low-energy lamps. 

 Focus on lighting that is close to uses rather than high-power but general lighting 
(reading, kitchen, living room). 

 Avoid indirect lighting because 75% of the light is lost (ex: standing halo lamp: 1,000 
kWh / year for 35 min / day). 

 Use timer switches for places where you can forget light and presence sensors for 
the outside 

Electrical appliances in households  

Household appliances account for 60% of household electricity consumption (excluding 
heating). 
 

Large electrical household appliances: 

In order to guide us in our purchases, the European Commission has adopted a regulation 

on the labelling of electrical appliances, which aims to encourage the purchase of low 

energy-consuming devices: the energy label (see Figure 2) 

-  

 See: https://ec.europa.eu/energy/en/energy-labelling-tools  

 

Figure 2: Example of an Energy Label 

  

https://ec.europa.eu/energy/en/energy-labelling-tools


                                                                                                                                                      

                                                                                                                                    
 

40 | P a g e  
 

The label proposes a classification from A to G: the most low-energy consuming devices 
carry the label ‘A+++’ and the more energy-consuming devices carry the label ‘G’. ‘A+++’ 
labelled devices are sometimes more expensive to buy but their low consumption, high 
robustness and longer service life quickly compensate for the additional cost.  

WARNING: Some devices on standby consume more energy than when they are used! 

Water  

Average consumption per person per day: 120 L of drinking water. The breakdown is: 
35% for toilet flushing, 33% for laundry, 14% for personal hygiene, 4% for the garden, 4% for 
the house, 7% for dishes and only 3% for foodstuffs (which should be Drinking water). 
 
What to do in general? 

 Monitor any possible leakage. 

 Monitor your water consumption (keep a small table with periodic readings). 

 Adapt flow reducers to your valves, where possible. 

 Think that the products, used daily, usually land in the sewers and are the cause of 
the increasingly difficult treatment of water. Before buying a cleaning product, 
gardening product (e.g. pesticide, fertilizer), laundry product, etc., inquire about the 
pollution it causes. Choose biodegradable products. 

 Container parks are useful to collect your oils, waste paint, etc. 

 If you are considering important work for your home/establishment, consider also 
the feasibility of installing a rainwater tank. This can be used for a lot of use; 
remember that you need only 3% of drinking water for food. 

 For heating water: use solar panels, which are an inexhaustible and free source of 
energy. In addition, certain subsidies are granted for the installation of solar panels 
(60% energy saving when producing hot water). 

Develop a project in accordance with your environment 

It’s important to identify local producers in your area and consider the seasonality of 
products in order to “green” your activity. You should develop partnerships with these local 
producers and processors, give a local dimension to the “cooking/cuisine” that you propose 
to your customers, give a boost to the local economy and preserve the environment. Many 
local initiatives may exist – find out how to locate them and to identify possibilities for 
collaboration. 

Examples of local initiatives:  

- Joint purchasing groups. 
- Associations for the maintenance of peasant agriculture/farming. 
- Producers’ cooperatives. 
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Consumption goes through responsible purchasing. Eco-consumption is a mode of consumption 
compatible with sustainable development. Eco-consume means using your purchasing choices to 
limit pollution, save natural resources and produce less waste. Responsible consumption involves 
simple gestures and attitudes that turn everyone into a responsible actor from the moment of 
purchase. 

Exercise 2.8 (Self Study Area / Self-Assessment) 

Identify the main stakeholders promoting sustainable development in your area using the 
stakeholders’ analysis matrix (see Sub-unit #1) and elaborate strategies of collaboration 
with them. 

IV.2. Self-Assessment 
Self-assessment will be made after each exercise, whereby each group will assess the work 
of other groups. Sharing the results and the joined-up thinking of all groups will provide an 
extra look at everyone's understandings. 

IV.3. Learning Outcomes 
Upon completion of Learning Unit 2, Sub-Unit 3, the participants will be able to: 

 Be aware of the energy and water footprint left by the activity of a project and of its 
importance; 

 List the problems related to energy and water consumption in their establishment; 

 Orient investment choices towards energy and water saving options that respect the 
environment; 

 Practice techniques to regularly monitor and evaluate consumption; and 

 Provide good arguments to support investors, architects and professionals. 
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V. Decision Making and Problem Solving  

 

See the POWTOON video developed by CIEP   

 
 

Useful References: 

https://www.iisd.org/business/pdf/business_strategy.pdf 

http://www.energysavingtrust.org.uk/business 

www.mdpi.com/2071-1050/9/5/818/pdf 

http://www.quaestus.ro/wp-content/uploads/2012/03/ogarlaci4.pdf 

 

For more e-learning exercises please visit: skilltour.eu 

  

https://www.iisd.org/business/pdf/business_strategy.pdf
http://www.energysavingtrust.org.uk/business
http://www.mdpi.com/2071-1050/9/5/818/pdf
http://www.quaestus.ro/wp-content/uploads/2012/03/ogarlaci4.pdf
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Learning Unit 3: New Ways of Communication and Digital 
Marketing 
 

The objectives of this learning unit are: 

 To acquire the necessary factual and theoretical knowledge of effective 
communication with customers and in digital marketing. 

 To develop cognitive and practical skills in effective communication with customers 
and skills in using digital marketing tools. 

 To gain competences in effective communication and in using digital marketing 
tools. 

I. Communication 
 

I.1. Introduction 
To be successful in a business, especially in social business, you must be able to create 
effective communication with potential fund givers, target group and customers. Therefore, 
in the unit we will concentrate on communication and the new ways of communication.  

I.2. Theoretical Approach 

 

What does Communication Mean? 

Our everyday life is connected with communication – at home with family members, at 
work, at the market, on the street, etc. But what does this word “communication” mean? 

The word communication has been derived from Latin word “communicare”, meaning "to 
share". In this course, we will use a wider definition: 
 

Communication is a two-ways process of reaching mutual understanding, in which participants 

not only exchange information, news, ideas and feelings, but also create and share meaning. 

Types of Communication  
Traditionally, communication has taken place via different channels: 

● Oral;  
● Written; and 
● Non-verbal Communication i.e. body language. 
 

In this Unit, the Following Statements will be Analysed:  

1. Traditional ways of communication vs. New ways of communication; 

2. What is social networking; and 

3. How new ways of communication can develop further my business or brand.  
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New Ways of Communication 

 Face to face e.g. in meetings, where the people communicating are in each 

other’s physical presence; 

 Via social media networking (see Figure 3); 

 Via mobile devices; 

 Via email – quick, cheap and works great for companies / less personal than 

face to face communication; 

 Via online platforms/forums for knowledge sharing and group discussions;  

 Via training;  

 Via blogs; and 

 Via Instant Messaging - an instant message, or IM, is the process of sending 

real-time messages from one user to another. 

Figure 3: Leading Social Networks Worldwide 
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I.3. Case Study: Dominos 
Domino’s Pizza has been using the same recipe for the last 50 years. However, recently their 

sales have been reduced. To solve the problem, they decided to communicate with their 

customers and ask for their opinions to help them understand how they can increase sales. 

That shows that direct networking communication with customers can have beneficial 

results for a company. 

Figure 4: Domino’s Pizza  

 
 

Exercise 3.1  

In two to three groups discuss, as an owner of a family rural business, one new way of 
communication (as analysed above) which can help you to develop your business further 
and present your idea to the whole group.   

I.4. Structure of Training Program 

1) First meeting/training course:  

Duration: 3 hours  

Provide participants with information on various web tools, online services and social media 

platforms. Give them examples of best practices which use the websites/social media by 

business sector. 
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Examples of communication tools:  

 Booking.com; 

 TripAdvisor; 

 Facebook; 

 Twitter; 

 Google +; 

 LinkedIn; 

 Instagram; and 

 Pinterest. 

E-learning/Self-Study: 
Create an advertisement of your rural tourist business using a web tool of your choice by 

referring to the following questions as guides: 

 What do I want to communicate to my potential clients? 

 Why do I want to communicate with my potential clients? 

 Who do I want to communicate with? 

 What do I want to say? 

 How do I want to say it? 

 Which communication channel do I want to use to say it? 

 What is my budget? 

 Etc.  

2) Second meeting/training course  

Duration: 6 hours  

Present and discuss the advertisements developed by participants for their rural tourist 

business and evaluate them.   

3) Third meeting/training course:  

Duration: 2 hours 

Discuss with the participants the importance of body language in communication. Look at: 

 Posture; 

 Eye contact; 

 Gestures with hands and arms; and 

 Tone of voice. 

The trainer can use pictures and video examples of best practices.  
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4) Fourth meeting/training course: 

Duration: 8 hours to prepare the role play as e-learning/self-study and 4 hours in the fourth 

meeting to carry it out and discuss the results 

Prepare a role play scenario where: 

 Your employee who is on-duty has just called in sick; 

 A client has complained that the dinner just served was very poor, whereas your 
advertising leaflet showed something more luxurious;   

 Your son is waiting on the phone for you to let him know if you can go to his first 
football match; and 

 A new couple has just checked-in and is waiting for their room, which is not 
currently.  ready.  

 

Have participants split into groups and carry out the role play scenario in front of the rest of 
the groups, using traditional and new methods of communication. Discuss how each group 
tries to manage the situation.  

 

I.5. Self-Assessment 
We propose developing assessment questionnaires on new ways of communication to be 

used by training participants to evaluate their understanding of Learning Unit 3.  

I.6. Learning Outcomes 
Upon completion of Learning Unit 3 relating to communication, the participants will be able 
to: 

 List new ways of communication for rural tourist businesses; 

 Be able to select the most appropriate communication tool according to their target 
audience; and 

 Understand how to use new ways of communication to grow their business. 
 

II. Digital Marketing 
 

II.1. Introduction 
The evolving world of information and communication technology and the evolving face of 
social media have significant impact on consumers' behaviour and how tourism businesses 
interact with them. Traditional marketing methods created significant barriers to entry for 
micro/family tourism businesses, with huge budgets required to reach the visiting and 
consuming public. Relying on costly and time consuming traditional marketing methods such as 

print advertising and direct mail is not trendy anymore. The digital age is here and it brings 

along exciting new ways of online communication. For a micro/family tourism business, it is 
crucial to have a strong online presence these days in order to be competitive.  
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According to a recent Boston Consulting Group survey, 95% of tourists use digital channels - 
websites and mobile apps - not necessarily for booking but for gathering information and 
getting inspired for organising their travel, as well as for sharing their travel experiences.    

Digital marketing can offer small tourism businesses solutions to align to these online trends 
and help them identify the right online channels so they can communicate with their target 
audience in the most effective ways. This unit will help rural tourism entrepreneurs to 
understand the importance and benefits of digital marketing and to learn how to use its 
tools and channels.   

II.2. Theoretical approach 

Exercise 3.2 

The trainer introduces the topic of digital marketing by brainstorming with the whole group 

what digital marketing is. Participants should prepare together a mind map on the topic. 

Activity 1: The trainer invites participants to watch a short introductory video 

(https://www.youtube.com/watch?v=QudH93m8gmg) on South Africa tourism about digital 
marketing, after which trainees in smaller groups complete the original mind map.  

Activity 2: Trainer presents a best practice tourism business, which is promoting itself on various 
digital marketing channels, and based on these elicits answers to the question:  

What exactly is digital marketing?  

(e.g. Guesthouse http://www.lesmazures.com/en)    

Digital marketing is the promotion of products or brands via one or more forms of electronic media 
and differs from traditional marketing in that it involves the use of channels and methods that 

enable any business to analyse marketing campaigns and understand what is working and what is 
not – typically in real time. 

Figure 5: Examples of Digital Marketing Platforms  

 

 

https://www.youtube.com/watch?v=QudH93m8gmg
http://www.lesmazures.com/en
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Why is digital marketing important? What are its benefits? Digital marketing relies on 
strategies that work efficiently via the internet and mobile devices. For micro/family tourism 
businesses with goals of reaching wide audience and small budgets, this type of marketing 
has significant benefits.  

Exercise 3.3 

Based on the introductory video and a second video 

(https://www.youtube.com/watch?v=aprtcfHQqs8), trainees are invited to discuss in groups 
the reasons why a micro or family tourism business should exploit the power of digital 
marketing. 

Following this, the trainer explains some of the advantages of digital marketing in more 
detail, such as: 

1. It is more cost-effective (achievable from low budget) 

Most traditional forms of marketing such as print, radio and television advertising can be 
expensive and it can be difficult to measure their return on investment. The reason for this 
is because traditional marketing usually works in the form of one-way communication, 
making it difficult to measure the effectiveness of the single actions. Digital marketing offers 
many other ways and instruments businesses can use such as email, social media, or banner 
ads. These methods offer ways to open engaging conversation with clients and owners of 
micro tourism, and businesses can track the results by measuring clicks, email responses 
and general interaction with customers. 

2. Assures real-time results 

Digital marketing enables businesses to implement a campaign almost immediately. The 
added benefit is that the tourism business owner can monitor the digital marketing action 
results whilst these are carried out so if they are not performing as well as hoped, new 
actions can be implemented. 

3. More engaging relationships can be built with clients 

There is significantly more potential to reach larger and more targeted audiences using 
digital marketing. With this comes the opportunity to engage with the right audience in 
more meaningful ways. Tourism businesses can respond quickly to queries, join in 
conversations, reach potential audience and react on any feedback instantly. 

4. Easily measurable results (easy to track a specific digital marketing action's impact) 

Tourism businesses can see the impact of their marketing actions almost immediately. This 
will help them to measure things like how well their social media campaigns or promotions 
are performing; if the number of subscribers or website visitors have increased since the 
start of a campaign; and what content is driving them to their site. From this one can 
analyse what is and is not working. 

 

https://www.youtube.com/watch?v=aprtcfHQqs8
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5. Niche audience can be easily targeted and tailor tourism services accordingly 

 

Following the video https://www.youtube.com/watch?v=xf4e-8WIyOE trainees are invited to 

discuss in small groups:  Can digital marketing grow your own tourism business? How? Opinions 
are to be shared with the whole group and discussed, moderated by the trainer. 

The benefits of digital marketing (as shown in figure 6 ) seem undoubtedly significant for 
micro/family tourism businesses. It does not cost a lot, it can be highly effective in attracting 
new clients, increasing sales and servicing customers in real time. 
 

 

Figure 6: Benefits of Digital Marketing  

 

II.3. Digital Marketing Channels 
Online marketing does not only mean a tourism business' website.  Although this is an 
important part of it, small tourism businesses should be aware of other channels that should 
be core part of their digital marketing strategy. 
 

Exercise 3.4 

- Referring to the following videos (https://www.youtube.com/watch?v=QudH93m8gmg ; 
https://www.youtube.com/watch?v=ap; https://www.youtube.com/watch?v=xf4e-8WIyOE, 
https://www.youtube.com/watch?v=LrtGM_XN1wE), discussions in small groups should 
be organized related to the most important channels of digital marketing. Opinions to be 
shared with the whole group. 

 
Further on, participants are asked to discuss in smaller groups what channels they already 
use to promote their own businesses. Opinions to be shared with the whole group. 
 
 

https://www.youtube.com/watch?v=xf4e-8WIyOE
https://www.youtube.com/watch?v=QudH93m8gmg
https://www.youtube.com/watch?v=ap
https://www.youtube.com/watch?v=xf4e-8WIyOE
https://www.youtube.com/watch?v=LrtGM_XN1wE
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The most important channels of digital marketing a small tourism business should exploit are 
shown in Figure 7. 
 
 
Figure 7: Channels of Digital Marketing 

 

 

Channel 1: Effective Websites 

The website of a micro/family tourism business is a powerful instrument within its 
marketing strategy. Most of the time this is where the business will be directing its 
customers to when communicating with them. Hence it is very important to ensure to have 
interesting content to keep clients on the site for a longer period. 
 
With new technologies, more and more people are reading content on their mobile phones 
and tablets than ever before. Tourism businesses have to make sure that their website is 
easy to browse and interact with on different devices so that clients can have a good user 
experience while accessing it. It should be designed and developed as a tool to engage 
clients and inspire, encourage them to action. 
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Exercise 3.5 

1) Effectiveness of the website 

Trainees are asked to assess their own business' websites by completing the following 
checklists: 

Structure of your website: 

Does your site look the same in Chrome, Firefox, Safari and Internet Explorer?  

You may always use Chrome, but your visitors might not. To check this, you will need 
to download and install these browsers or use tools like Browserstack or 
Browsershots 

 

Does your website work on tablets and Smartphones as well? 

 Your visitors will be looking at your site on mobile as well. Google page-speed offers 
an audit or emulate mobile browsers using tools like Browserstack or MobileTest.me. 

 

Is the homepage understandable within 5 seconds?  

Visitors need to get the basic idea of your homepage in a quick scan. Can you grasp 
the meaning and point of the site by doing so? 

 

Does the homepage communicate people what your business does?  

All information crucial to understand who you are & what you do should be on your 
home page. 

 

Design of your website: 

Is the text legible over the background?  

Test the contrast on your site with tools like CheckmyColours. 

 

Have you used a sympathetic or complementary colour scheme?  

Adobe Kuler can test drive combinations for your site. 

 

Does your site use high quality and recent images (or videos) of your business?  

Images help bring your website to life. Use quality images that “sell” what you do 
and try and avoid stock images. 
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Navigation on your site: 

Do you have obvious and consistent navigation on every page?  

Navigation menus and buttons are the spine of a website, they need to be obvious 
and consistent across the site. Equally ensure the labels are clear and reflect the 
content they lead to. 

 

Are your links all obvious and consistent?  

Links indicate where you want a visitor to click, help them do that by making them 
obvious (underlined or a certain colour) and make that style consistent across the 
site. 

 

Do all your links work?  

Make sure to check your links regularly as broken ones can and do put visitors off. 
Use a tool like W3C Linkchecker to speed things up. 

 

Using your website: 

No matter where you are on the site, is the next step obvious?  

Clear instructions are important on websites, even if that means providing them 
throughout (read clients' opinions, contact us to book etc). 

 

Do you provide options to follow and share links to your social media?  

Users expect to be able to interact via social media, that means not only following 
you but also quickly sharing. Link your social media profiles clearly from your website. 

 

Have you written concise and web friendly content?  

People tend to scan websites rather than read in depth, therefore use headings, 
bulleted lists, short and concise paragraphs to show text in a catchy way. 

 

Can you find the contact information very quickly?  

Clients contacting you is key. Make sure your contact information (phone, email, Fb 
profile, etc.) is very clear, visible and shown consistently across all the pages of your 
site.  
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Responsiveness of your website: 

Does your website look OK when accessing it via mobile phone?  

Does your website look OK when accessing it via a tablet?  
Does your website look OK when accessing it via laptops of various sizes? 

Check if your website is responsive at http://responsivetest.net or 
http://ami.responsivedesign.is  

 

Effectiveness of your website text: 

Is your website text written for your audience in terms of both style & content?  

Is your website text written in a conversational and non-corporate manner?  

Does your website text include keywords and search relevant terms for your 
business? 

 

Have you emphasised the benefits for your audience (what they get from it)?  

Is your website text clear, free of jargon and technical terms?  
 

Results are shared by the trainees with the whole group and the discussion should be led 
by the trainer on the issues mentioned by them. 

The trainer presents a small tourism business' website as a good example to refer to (e.g. 
participants in small groups can agree or not on its effectiveness). Opinions are shared 
with the whole group. 

2) Planning the visitor journey on a website 

Websites are designed to facilitate clients to undertake certain actions. Therefore, the key 
point is “what do we need to do for them to get to their end goal?” If we make it difficult or 
confusing they won’t get to that goal, no matter how nice it looks or how well it is ranked on 
Google.  

An example of visitor journey is shown in Figure 8 for the website of a 4-star quality rural 
Bed & Breakfast. You can use it as a guide to complete your own. 

 

 

 

 

 

http://responsivetest.net/
http://ami.responsivedesign.is/
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Figure 8: Visitor Journey for the Website of a 4-star rural Bed & Breakfast 

 

 

3) Thinking from a visitor’s perspective when creating a website 

To consider the visitor’s perspective you need to put yourselves in their shoes and examine 
the decision-making journey through your website. This involves thinking at specific stages 
about the information they need to make a positive decision and achieve the end goal; that 
of buying your tourism services. 

Based on the result of the visitors' journey plan you can map out an architecture diagram 
for your website. This is a simple hierarchy diagram that includes all the content you want 
to include, but should maintain the focus on the vital elements to get visitors from the 
homepage to the point of action that of buying your tourism services. An example is shown 
in Figure 9. 
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Figure 9: Architecture Diagram for Websites 

 

Channel 2: Search Engine Optimisation (SEO) 

Small tourism businesses can stay ahead of their competitors by creating traffic to their 
website using Search Engine Optimisation (SEO).  

SEO works by optimising a business' website to increase its organic ranking in search engine 
results (for example how high up it would appear in a search list on search engine e.g. 
Google), so that customers will be more likely to visit it. Search engine marketing focuses on 
improving the business website ranking using specific methods such as improving the use of 
keywords (words and phrases relevant to what the business does on its site).  

SEO is often part of an overall online marketing strategy and complements other tactics like 
social media marketing, content marketing and more. 
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Basically, a tourism business website ranking depends on (in order of importance): 

 What words are used on the website  

 What titles are given to its pages 

 Where the links to the website come from 

 What words those links use to describe the site  

 How quickly the site loads and performs  

 The reputation and credibility of the tourism business   

 How frequently the site is updated 

Essential SEO tips 

Significant part of SEO is based on finding and optimising your site around keywords and 
phrases i.e. the words users will type into search engines (e.g. Google). You can plan and 
identify your keywords by either: 

 Looking at your web statistics (Google analytics) to see what people are searching for 
when they find your website; 

 Using Google’s free Keyword Planner or the free version of Traffic Travis; and 

 Putting yourself in the shoes of your visitors and imagine what keywords would you 
use while searching for tourism services/businesses. 

Once you have your keywords, make sure to check the following elements to improve your 
SEO: 

Unique title tag completed for each page  

Keywords included in the meta description tag  

Keywords included in your primary headings  

Keywords included in your body text  

ALT and TITLE tags on all images  

Your site’s performance is checked on Google PageSpeed  

Inbound links got from good trusted sites are relevant to you  

Sitemaps submitted to Google, Bing and Yahoo  

TIP: 

Micro or family tourism businesses can save considerable amount of time by finding an 
expert who can help them with their website SEO. 

 

 

 

https://adwords.google.com/ko/KeywordPlanner/Home?__u=5631237155&__c=7833929675&authuser=0
https://www.traffictravis.com/
https://developers.google.com/speed/pagespeed/insights/
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Exercise 3.6 

Trainer presents a good practice example of a tourism business website whose SEO works 
excellently and explains it in more detail. Various examples can be shown based on the 
participants profile - some might be owners of restaurants, others of pensions, etc. (e.g. 
http://www.balingupheights.com.au/)  
 
Participants in small groups will check if their own websites are highly ranked or not in 
search engine results, and concrete suggestions for SEO will be made by the trainer for 
one of the cases. 
 

Helpful tools for testing websites’ SEO and other functionalities: 
- Google: https://www.google.com/webmasters    
- Bing: http://www.bing.com/toolbox/webmaster  
- Independent: http://seositecheckup.com/   

Channel 3: Pay-Per-Click Advertising (PPC) 

Pay-per-click (PPC) is an advertising model that helps to increase traffic to a business 
website using a clickable advert (e.g. a banner ad), which is hosted on websites or search 
engines. The advertiser pays the publisher (the website owner) for the amount of times the 
advert is clicked. PPC relies on the use of effective keywords or phrases together with well 
written website content that will engage your clients enough to click on your links and visit 
your site.  
 

Figure 10: Pay-per-click Advertising (PPC) 

 
 
 
Examples of these ads are to be found on popular sites like Facebook or search engines like 
Google.  One can set their own budget and turn the advertising on and off when needed so 
it is a great option for micro or family tourism businesses looking to test different marketing 
instruments and channels. 

http://www.balingupheights.com.au/
https://www.google.com/webmasters
http://www.bing.com/toolbox/webmaster
http://seositecheckup.com/
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PPC is a way to pay for visits to the own website or landing pages to compliment the organic 
traffic that the tourism business is already experiencing. The most common types of PPC 
advertising are through search engines, such as Google AdWords and Bing Ads and social 
media platforms such as Facebook, Twitter, LinkedIn, and Pinterest. 

Exercise 3.7 

Existing examples of PPC of small tourism entities both on Facebook and Google will be 
shown by the trainer and their step-by-step implementation explained. Similarly, the 
difference between paid search and organic search will be explained. 
 
Figure 11: Examples of PPC on Facebook 
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Figure 12: Examples of PPC (Google Ad Words) on Google 
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Trainees in small groups will simulate PPC solutions (e.g. Google Ad Word, Facebook ad) 
for their businesses.  

Channel 4: Email Marketing 

Email marketing is an effective method to build your target client list in a cost–effective 
way. Once your subscribers have agreed to receive information from your tourism business, 
you can contact them directly with offers, promotions, attractive content and news. Make 
sure you address them personally and only send content that is relevant and engaging to 
ensure your clients read it. There are a number of email marketing services available with a 
variety of packages for micro/family businesses as well such as www.mailchimp.com   
www.constantcontact.com, www.wiredmarketing.co.uk, etc. 
 
Most of the email marketing services offer the possibility to monitor results so you can 
follow how many people have read your email and what links they are clicking on within it. 

 Mailchimp 

MailChimp is one of the most popular email marketing service providers. It offers an easy to 
use interface with efficient tools and support. It includes an easy email creator, merge tags, 
autoresponders, segmenting contacts into groups, and tracking and analytics. It also allows 
to schedule delivery times based on user’s timezones and setup segmenting based on 
geolocation. Support is offered by email, live chat, and knowledge base with videos and 
tutorials. MailChimp offers a free plan which allows sending 12,000 emails for up to 2,000 
subscribers.  
 

http://www.mailchimp.com/
http://www.constantcontact.com/
http://www.wiredmarketing.co.uk/
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 Constant Contact 
 
It is one of the largest and fastest growing email marketing service providers. It is also the 
most easy to use and beginner friendly email marketing service. You can easily manage your 
email lists, contacts, email templates, etc. Each account gives you access to easy tracking 
and reporting, built-in social media sharing tools, an image library and 1GB of storage for 
your own files. Constant Contact offers support with live chat, email, community support, 
and a library of resources. It offers a 60-day free trial.  
 
Figure 13: Constant Contact 

 

 
 

Exercise 3.8 

Participants are invited to share their experiences related to email marketing, if any, and 
whole groups discussion should be led by the trainer on problematic issues related to the 
topic. 

Trainer shows a concrete example on how to use Mailchimp.  

Channel 5: Social Media Marketing 

Exercise 3.9 

Participants are invited to watch a short video on Social Media Marketing -- How it Affects 
Your Business https://www.youtube.com/watch?v=yDA864UskXc.  

A discussion is initiated by the trainer on the topic with the whole group. 

 

 

 

http://www.wpbeginner.com/refer/constant-contact/
https://www.youtube.com/watch?v=yDA864UskXc
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Figure 14: Social Media Marketing Platforms 

 

Social media has become one of the most powerful marketing instruments a micro/family 
tourism business can use. Tourists, customers frequently rely on social networking sites to 
discover and learn about new travel destinations and to make key decisions when 
organising their trips. They share their travel experiences and impressions online, similarly 
their opinions about guesthouses, hotels, restaurants, airlines or even car rental services, all 
of which has a direct impact on future tourists/clients and their future travels. 
 
Social media plays a substantial role in many aspects of tourism, particularly in information 
search and decision-making behaviours, tourism marketing activities and in focusing on best 
practices for interacting with customers. Travel and tourism depend to a high extent on the 
word of mouth – opinions, recommendations and comments on social platforms such as 
Facebook, Twitter, TripAdvisor, Youtube, etc., and enable customers to share suggestions 
and tips. 
 
The majority of customers tend to trust recommendations from acquaintances, friends and 
family members, more than any other form of advertising. In addition to that, customers 
tend to like photo posts on Facebook, TripAdvisor or Twitter and to get inspired by 
magnificent views for their holiday choice and travel plans. Even when not fully aware of it, 
our likes, comments and discussions may affect other's travel decision making. 
 
The following sections focus on learning how to use the most important functions/tools of 
Facebook, TripAdvisor and Youtube; three of the most important social media marketing 
tools currently available.  
 
 
 
 
 
 
 
 
 
 
 



                                                                                                                                                      

                                                                                                                                    
 

64 | P a g e  
 

 

1) FACEBOOK 
 

Facebook statistics reveal that there are over 1.86 billion monthly active Facebook users in 
the world (source: Facebook as of 02/01/17), making it the most popular of the social media 
networks. 

What are the Benefits of Facebook to a Micro/Family Tourism Business? 

Various benefits of using Facebook can be identified, both at individual or business level: 

 it provides your tourism business web presence in a network where there is a large 
potential audience, for free; 

 helps you reach a targeted (or niche) audience; 

 allows the tourism business to communicate with existing and future clients and 
help build their loyalty; 

 enables immediate customer support; 

 increases the business' website traffic; 

 lowers the marketing expenses of the business; 

 it is easy to use; and 

 can boost SEO of the tourism business' website. 
 
From the point of view of a micro/family tourism business, the main benefit of Facebook lies 
in the more business oriented Facebook Pages. The advantage of this function is the ability 
to connect with some of the many people now using the Internet to search for information 
about holiday destinations, booking possibilities, etc. 
 
A well-structured, informative Facebook page of your tourism business can be a cost 
effective and efficient way of promoting your tourism services to potential clients. 
 
How does Facebook Work? 
 
Facebook users can add their personal profile, follow friends, share links as well as publish 
photos and videos. The central updating facility in Facebook is its newsfeed, which 
continually updates messages and links from "Friends" as they occur in real time. Private 
messages and a chat facility are also embedded in this social platform. Facebook also allows 
businesses to create a business Facebook Page and do similar things to the personal profile 
at a business level. 
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Figure 15: Comparison of Personal vs Business Facebook pages 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Exercise 3.10 

Setting up a Personal Facebook Profile 

A Facebook profile can be set up via either a personal (individual) profile or a business 
account. It is advised that you set up a personal account even if you only use it to manage 
your page and not connect with other users, using the following steps: 
 
1. Access Facebook’s Home Page: www.facebook.com  
2. Fill in the requested details at the right-hand side of the page using your personal details, 
not the business details, and click “Sign Up”. 
3. Follow the prompts to fill out your Facebook profile (including adding a profile image 
and personal details and finding friends who already have a Facebook account through your 
email address). 
4. Connect with people, add comments in the status update and start sharing images, links 
and videos with people who have accepted you as a Facebook friend. These connections are 
personal ones.  

 

Friends 

Timeline 

Personal content 

(photos, videos, 

etc) 

Business content 

(photos, videos, 

links, events, etc) 

Wall 

Likers 

Personal 

profile 

Facebook 

page 

http://www.facebook.com/
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Setting up a Business Facebook Page 

A Business Facebook Page is like a basic website set up with an updating newsfeed designed 
to contain content, advice and conversations relevant to a business - an excellent way for a 
micro/family tourism business to advertise their presence to Facebook users. If visitors are 
interested in the services offered by a tourism business they will tend to “like” its page by 
clicking on the “like” button. 
 

See figure 16 for an example of a Business Facebook Page for the Hotel Tierra de Biescas, a 
family tourism business located in the Pyrenees, Spain.  

Figure 16: Example of a Business Facebook Page for Hotel Tierra de Biescas 

 
Screencapture copyright: Facebook 

 
An effective Facebook Page: 

 provides relevant and quality content (photos, images, illustrations, videos, texts); 
and 

 interacts with your audience promptly, answers questions and provides up to date 
information. 
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As social media engages the customer in a two-way conversation, the most effective 
communication style used for a Facebook Page is quick, concise with a conversational even 
humorous tone.  
 
The layout of a tourism business' Facebook Page can/should be customized in line with the 
business' brand and/or website design. 
 
Trainer should show examples of popular and effective Fb pages that use the above 
techniques.  

Exercise 3.11 

Setting up a Business Facebook page  

Start from your personal profile on Facebook (see above) and create the Facebook Page 
for your Business using the following steps: 
 
1. Access www.facebook.com/pages/create and select the most relevant type for your 
business - most of tourism businesses will use “Local business” or “Place” (see Figure 17). 
 
Figure 17: Screenshot of how to Create a Facebook Page 

 
 
 
 
 

https://asponcy-my.sharepoint.com/personal/info_aspon_com_cy/Documents/CLIENTS/ERASMUS%20-%20SKILLTOUR%20PROJECT/1.%20Training%20Materials/Write%20ups/www.facebook.com/pages/create
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2. Fill in the requested details about your tourism business, click on the box to accept 
conditions and create your page. 
3. On your new page, upload your businesses profile image (your logo or a quality photo 
that represents your tourism service offer), fill out all of the fields in the Info page, add 
photos to your page, write your first status update and like your page. Make sure you edit 
your page details and assign a custom URL so people can find you at 
ww.facebook.com/TourismBusiness  
e.g. https://www.facebook.com/hotelenelpirineo (referring back to the example shown 
above). 
4. Click on the Share link of your page and tell your personal friends about it –this is a first 
step to start getting “likes” and new potential customers. 
5. Now that you have a Facebook business page, post regular and attractive updates and 
share your page with your existing and future guests. 
 
Creating Facebook Content 
 
From a small tourism business perspective, captivating content may include the 
following: 

 images of local scenery of the tourism entity; 

 dates of local events of interest such as festivals or sporting events; 

 videos of local interest (such as a tour of local wineries); 

 relevant news; 

 open ended questions to create interaction of your page; 

 information related to matters of historical interest; and 
 contests. 

Promoting a Business Facebook Page 

The Facebook Page of a micro/family tourism business offers an excellent opportunity to 
interact with people who are considering using its services. As interaction works both ways, 
promoting it is about seeking “likes” which means getting people be interested to follow the 
business pages' updates. 
 
So, once your tourism business' Fb Page is created, how can people can be encouraged to 
like it? There are many ways to do this but the most important one is keep the page 
constantly updated. Each time you interact with your “likers” you are increasing your 
chances for more visibility among their friends via their newsfeeds. Facebook uses a formula 
to decide whose news shows up in the feed, however some actions such as questions, 
videos and photos are more likely to show up as they require more interaction. 
 
 
 

https://www.facebook.com/hotelenelpirineo
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The most important thing to have in mind is that your posts should entice “likers” to interact 
with you by liking, commenting or sharing with you. While keeping your business Facebook 
page's content updated you could for instance: 

 Use your own social media network to post links to relevant Facebook posts on your 
page. 

 Boost your posts' content. 

 Create Facebook Ad campaigns. 
 

Exercise 3.12 

Trainer explains the step-by-step implementation of the above functions (boosting, ad 
campaigns, etc) of Facebook and participants create their own personal/business pages 
individually or in pairs.  The trainer also explains how to use the Facebook Help Centre to 
get support in solving problems which may occur while managing pages, as well as ad 
campaigns or boosts. 

The monitoring of Facebook ad campaigns is possible with Adverts Manager tool, which is 
similarly explained by the trainer.   

With the support of the trainer, participants should use various functions of Fb in order to 
promote their page.  

2) TRIPADVISOR 
 
Originally established in 2000, TripAdvisor (www.TripAdvisor.com) is considered as the 
“world's largest online travel community” that provides reviews and other information for 
consumers about travel destinations around the world. It now has over 300 million unique 
visitors each month. 
 
TripAdvisor contains advice, opinions, reviews and information on travel destinations and 
related products and services throughout the world.  One of the pioneers of user generated 
content, the site publishes reviews and travel tips from registered users addressed to other 
tourists. 
 
Users who submit a review are asked to rank holiday sites, restaurants, hotels and other  
travel related products and services according to a number of criteria. Users can also enter a  
personal review. The tourism product, service or attraction is ranked on the site within its  
category and location according to a complex algorithm based on the number of overall 
positive reviews. It is free to use and extremely user friendly. 
 
 
 

https://asponcy-my.sharepoint.com/personal/info_aspon_com_cy/Documents/CLIENTS/ERASMUS%20-%20SKILLTOUR%20PROJECT/1.%20Training%20Materials/Write%20ups/www.tripadvisor.com
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Benefits of TripAdvisor to a Tourism Business 
 
There are numerous benefits of monitoring your TripAdvisor listing:  

 
 It gives your tourism business visibility on one of the largest travel review websites, 

allowing you to connect with more than 300 million visitors per month who use the site 
to plan their holidays; 

 
 It is free to use (unless you upgrade to the paid listing); 
 You can respond to the reviews of your clients; and 
 It is extremely easy and quick to set up and use.  

 
Figure 18: Example of a Listing on TripAdvisor 

 
 

 
Why is TripAdvisor so Popular? 
 
People believe reviews from other people more than advertising. Numerous surveys have 
shown consumers place higher faith in reviews from peers than those provided by 
traditional forms of advertising, such as television, radio, newspaper or magazines. 
Therefore, having a business listed on the travel site, which generates regular positive 
reviews, should be a cost effective, efficient and credible way to reach potential customers. 
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How to Set Up and Claim your Listing on TripAdsvisor?  
 
Listing your small tourism business on the travel site will take you a few minutes and is free 
to do. 
 

 First, you’ll need to go to the business pages of TripAdvisor; 
https://www.TripAdvisor.com/GetListedNew.    

 Click through on one of the four categories: Hotel; Restaurants; Attraction; Vacation 
 Rental. 

 Enter your small tourism business on the site and follow the prompts to add your 
business as a free listing. 

 
Optimising your Listing to Get Reviews 
 
While you are setting up your listing, make sure all details entered on TripAdvisor are 
correct and that customers are engaged by making the listing attractive. Use:  
 

 Photos; 

 Videos; and a description of your tourism products/services.   
 
TripAdvisor also provides a number of tools in the Management Centre on the site (see 
Figure 19) including badges and widgets (little applications to display your listing on your 
website), email links, custom cards and flyers to assist in reminding clients to write a review 
of the business once they leave.   
 
To review a few ideas on how to set up your listing to encourage reviews, visit your 
TripAdvisor owner centre on www.TripAdvisor.com/Owners.  
 
Figure 19: Free Tools in the Management Centre of TripAdvisor 

 
 
  
 

https://www.tripadvisor.com/GetListedNew
http://www.tripadvisor.com/Owners
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Additional Opportunities with a Business Listing on TripAdvisor and the Facebook “like” 
button 

- Business listing  
 
As well as tapping into the vast number of TripAdvisor site users, a business listing may also 
give you the chance of being listed in other top travel sites. More information and relevant 
costs can be found at:  www.TripAdvisor.com/vpages/business_listings_faq.html and  
www.TripAdvisor.com.au/BusinessAdvantage (see Figure 20) 
 
 
 
Figure 20: Business Advantage Products on TripAdvisor   

 

 
 

- Facebook “like” Button  
 
As the key to this form of communication is sharing and interactivity, many users who have  
 
enjoyed the experience of using your small tourism business may take advantage of 
the Facebook “like” button located at the top of your TripAdvisor listing to 
recommend your operation to their friends.  
 
 
 
 

http://www.tripadvisor.com/vpages/business_listings_faq.html
http://www.tripadvisor.com.au/BusinessAdvantage
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The process for your Guests to Leave you a Review  
 
Your listing allows your guests to leave you reviews. The process they follow is:   
 

 Travellers review your property (hotel, restaurant, etc.) on your listing and include 
comments, ratings, photos; 

 The review is approved by TripAdvisor and posted; and 

 You receive a notification email about the new review and you have the possibility to 
respond to it. 

 
TripAdvisor also allows you to easily monitor your online reviews. The fact that all  
reviews are located in one convenient place under your business listing will save you a lot of  
time.   
 
 
Other Benefits 
There are many tools supplied by TripAdvisor to help track and measure vital information, 
which include the ability to sign up to be notified by email whenever a user review is 
generated. Close monitoring of negative feedback should alert the business owner to any 
problems, which can be dealt with to ensure an ongoing good service. Good feedback left 
as reviews should also be followed up, not only to thank the reviewer but also to show 
other potential customers that management takes its customer relationships seriously. A 
listing on TripAdvisor also gives your tourism business the opportunity to add the site’s 
traveller review badges on your own site, helping to encourage people to book your service 
as they browse through your site. 

Exercise 3.13 

The trainer explains step-by-step how to use of most important tools/functions of 
TripAdvisor and participants are invited to work in pairs to list their own businesses, etc., 
on TripAdvisor. In case their business is already listed, the trainer will designate various 
exercises based on their needs.   
 
The trainer also explains how to use the TripAdvisor Help Centre to get support in solving 
problems which may occur while building a listing of a tourism business. 
 
Finally, reviews and monitoring tools are explained by the trainer.  
 

3) YOUTUBE 
 
YouTube is currently the second most popular search engine in the world, which means that 
people are actively searching for videos every day and your tourism business could be 
benefiting from all of that online traffic.   
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Exercise 3.14 

The trainer introduces the topic by showing a video of an existing tourism 
business on Youtube (e.g. La Torre del Visco from Spain:  
https://www.youtube.com/watch?v=TYjcbhHMGqA). Discussions on how the 
video can help your tourism business and why should you consider using it are led 
by the trainer with the whole group. 
 
Videos usually sell and showcase your tourism products and services better than any text or 
photo could do. Making a personal connection with potential customers is extremely 
valuable and easily achievable using videos.  
 
Video is similarly an excellent way to rank your business in search engines. Sometimes, 
when Google considers it is relevant, video search results will be displayed within the 
“everything” search results. Google calls these blended results “Universal Search”. However, 
it is difficult to foresee for what keywords Google will display videos on the “everything” 
search results page. Google also provides a video-specific search results page. 
 
Videos are also an excellent marketing tool because:  

 Their production costs are now significantly lower; 

 It only takes minutes to make and upload a short video with a smartphone or tablet; and 

 Hosting is not a problem thanks to all the free video hosting sites.   
 
To effectively use video and ensure it reaches its maximum potential it is important to 
publish it on various social media. Videos should be included on your website, on the video 
media site of your choice (e.g. YouTube, Vimeo etc) and on social networking sites, to 
ensure it reaches the widest audience possible. While sites such as YouTube and Vimeo are 
often counted as social media sites, there are a number of other sites that you should 
publish your videos on, such as your Facebook Page or even your website.  
 
Adding videos to your Facebook Page can be a great benefit to your tourism business as 
recent statistics show that videos are one of the most commonly clicked on items on 
Facebook. Add a video to your Page by sharing the URL of the video (that you have loaded 
onto a video media site) as a post, or include a great video from your tourism business on 
your Facebook page.  

Exercise 3.15 

Following the introduction session, the trainer explains step by step how to create a 
Youtube channel and how to store/publish videos there. 
 
A closing session follows where the trainer summarises all the above tools and adds some 
others e.g. Twitter and Instagram, presenting briefly their particularities, advantages and 

https://www.youtube.com/watch?v=TYjcbhHMGqA
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disadvantages. 
 
The trainer also presents examples of existing small tourism businesses using a variety of 
social media platforms (Facebook, Twitter, TripAdvisor, LinkedIn, etc.) for promoting their 
tourism services, and explains in each case the advantages of using that particular tool.  
 

Exercise 3.16 

Participants are asked to think of a social media plan by choosing the most suitable social 
media tools for their tourism business (based on their social media goals and customer 
profile already defined).  
 
Trainees should bear in mind the following quote: “Show up where your ideal customers 
are.” It’s one of the golden rules of marketing—and it’s what makes a strategic social 
media presence so important to your tourism business. 

Channel 6: Affiliate Marketing 

Digital affiliate marketing means establishing reciprocal content – so a small tourism 
business includes content on its site or newsletter about its affiliate accommodations or 
tours - and they reciprocate with content on your business on their website or newsletter. 
The aim is to provide readers with useful information on other accommodation or tour 
providers. 
 
Affiliates can charge one another a fee for the content, or a commission can be worked out 
for bookings received via an affiliate site or newsletter. Alternatively, small tourism 
businesses can simply work together for the benefit of achieving more traffic with the 
chance to convert more browsers into bookings. 
 
The type of affiliate you look for depends primarily on the service you are providing. Usually 
they will provide complementary services. For example: 
• an adventure tour operator might work with a local accommodation provider; or 
• a B&B could link to local wineries, and so on. 
 

Affiliate marketing works particularly well when a small business' affiliate is viewed as a 
reliable source of information in the specific industry niche of the business. If the tourism 
business is seen to be associated with (or recommended by) them, this increases the 
credibility of the business. 

High-ranking sites are also good affiliates for a lower-ranking site, as searchers are likely to 
find the high-ranking site first and then follow the links. 

 



                                                                                                                                                      

                                                                                                                                    
 

76 | P a g e  
 

II.4. Tool for Tracking your Digital Marketing: Google Analytics 

Google Analytics is a free software that tracks visitors' actions on your website and gives you 
a clear picture of what type of digital marketing is or isn’t working for your tourism business. 
It provides detailed information (data) and insight on how people are finding your website 
(e.g. Google, social media) and also if they become (or not) your paying clients. 

 

Figure 21: Screenshot of Google Analytics 

 

Using Google analytics you can do a free audit of your website and record the following: 

 How engaged are people on your website? 

 What are the top 10 locations and devices your website customers are accessing 
your website from? 

 What are the main sources of visitors to your website in the last 12 months?  

 What has been the top content and top landing pages and on your website?  

 What percentage of visitors are making a booking on your website? 

Use the Google Analytic data to help you focus on: 

 What is/isn’t working to attract people to your website; 

 What you can do to increase the conversion of your website visitors into enquiries, 
booking or other actions (e.g. signing up to your e-Newsletter). 

Tip: If you don’t have Google Analytics installed on your website, then ask your web 
developer to organise this for you or follow these instructions at: 
https://support.google.com/analytics/answer/1008015?hl=en 

https://support.google.com/analytics/answer/1008015?hl=en
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II.5. Self-Assessment  

Think of your own tourism business; discuss the questions below with your group and 
complete the following checklist to determine if you have learned all you need to from this 
unit: 

 Can digital marketing grow my tourism business? How? 

 What digital marketing channel(s) would best support my tourism business? 

 Which social media platform(s) would assure the most efficient promotion of my 
tourism business? Why? 

Checklist: 

I know why digital marketing is important for my small business.  

I can identify various channels of digital marketing.    

I know various platforms of social media.   

I know what Facebook is, how to create my business Facebook Page 
and Facebook ad campaigns. 

 

I know what TripAdvisor is and how to list my business on it.  

I know what Youtube is, how to create my own channel and upload my 
business videos on it. 

 

I know how to use Google analytics for tracking my digital marketing 
actions. 

 

 

II.6. Learning Outcomes 

Upon completion of Learning Unit 3 relating to digital marketing, the participants will be 
able to: 

 Understand the use of web tools/online services and social media. e.g. TripAdvisor, 
Facebook, etc; and how they can assist their business. 

 Be able to select digital marketing tools according to their target audience using word of 
mouth, emails, newsletters and updates and by developing skills and attitudes. 

 Identify networking methods and develop competences in how to use networking to 
promote your business. 

 Develop their skills in understanding experiential marketing and how it could work for 
them. 
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Useful References: 

 

 http://www.managementguru.net/digital-marketing-is-the-future/  

 https://www.theukdomain.uk/2014/08/11/the-benefits-of-digital-marketing-for-
small-businesses/  

 http://www.wpbeginner.com/showcase/best-email-marketing-services/  

 http://www.nairaland.com/2534725/digital-marketing-channels  

 http://www.businesszone.co.uk/decide/technology/five-digital-marketing-channels-
that-can-power-your-small-business  

 https://www.linkedin.com/pulse/impact-social-media-tourism-industry-liudmila-
kazak 

 https://www.statista.com/statistics/264810/number-of-monthly-active-facebook-
users-worldwide/  

 Delivering clear e-knowledge to the tourism industry, Australian Tourism Data 
Warehouse, 2012 

 http://tourismeschool.com/2016-marketing-wishlist-tourism-operators/  

 https://om4tourism.com/articles/affiliate-marketing/  

 

For more e-learning exercises please visit: skilltour.eu 

  

http://www.managementguru.net/digital-marketing-is-the-future/
https://www.theukdomain.uk/2014/08/11/the-benefits-of-digital-marketing-for-small-businesses/
https://www.theukdomain.uk/2014/08/11/the-benefits-of-digital-marketing-for-small-businesses/
http://www.wpbeginner.com/showcase/best-email-marketing-services/
http://www.nairaland.com/2534725/digital-marketing-channels
http://www.businesszone.co.uk/decide/technology/five-digital-marketing-channels-that-can-power-your-small-business
http://www.businesszone.co.uk/decide/technology/five-digital-marketing-channels-that-can-power-your-small-business
https://www.linkedin.com/pulse/impact-social-media-tourism-industry-liudmila-kazak???history=0&pfid=1&sample=6&ref=0
https://www.linkedin.com/pulse/impact-social-media-tourism-industry-liudmila-kazak???history=0&pfid=1&sample=6&ref=0
https://www.statista.com/statistics/264810/number-of-monthly-active-facebook-users-worldwide/
https://www.statista.com/statistics/264810/number-of-monthly-active-facebook-users-worldwide/
http://tourismeschool.com/2016-marketing-wishlist-tourism-operators/
https://om4tourism.com/articles/affiliate-marketing/
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Learning Unit 4: Working Together, Cultural Heritage and Local 
Traditions 
 

I. Introduction 

To be successful in business, especially in the rural tourism business, you must be able to 
create effective communication and network with potential local associations, local target 
group and local authorities. Furthermore, you should be able to contribute to the 
identification, protection and safeguarding of intangible cultural heritage through tourism 
development. 
 
Therefore, this unit concentrates on the following topics: 

1. The first topic will be Creating relationships- including networking and cooperative 
(joint) marketing, as suitable marketing tools for tourism SMEs. Tourism SMEs are 
often the backbone of the tourism industry and their marketing efforts have an 
impact on the perceived image of a destination. SMEs’ networking-cooperative 
marketing is therefore important to the success of the company itself, as is 
destination competitiveness. 

2. The second topic will be Exploring major challenges, risks and opportunities for 
tourism development, related to intangible cultural heritage and local traditions, 
while suggesting practical steps for the elaboration, management and marketing of 
intangible cultural heritage-based tourism products. True partnerships between 
communities and the tourism and heritage sectors can only occur if all sides develop 
a genuine appreciation for each other’s aspirations and values. 

 

 Theoretical Approach II.  

This learning unit is a face-to-face programme lead by a trainer. All topics will be 
implemented in one group, but for the fulfilment of tasks, the group will be divided into 3 to 
4 smaller groups/teams. All topics will consist of theory followed by worked examples and 
the theory will be tested using practical tasks in small groups/teams. 
 
In this module we present and discuss the importance of the network/ relationship 
marketing and the need to acquire an awareness of cultural heritage management 
concepts, ideals and practices. We will use presentations, documentation, videos, role-
playing and interviews to show and discuss some of the most important concepts. 
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II.1. Networking 
 

What is Networking?  

Networking is very important, especially in the early stages of your business. Tourism is all 
about building and maintaining relationships and making people aware of what you have to 
offer. 

Networking consists of meeting and getting to know industry partners and colleagues, and 
keeping in touch with what is going on in the industry. It involves attending industry 
meetings and events, seminars, conferences, etc. Networking is about interacting with 
people and learning about the environment your business operates in, for example, your 
local area, region, market segment or industry sector. Successful tourism operators know 
the benefits of networking far exceed merely working with others to achieve common goals 
or greater bargaining power. Networking ensures a tourism business is market led. In the 
tourism industry, you have to be prepared to network. 

Tourism networks have included working with disparate partners to find solutions to 
problems, or to help people move out of their comfort zones into new market areas. 
Networkers who´ve felt stuck in a groove have benefited from new approaches. 
 
This kind of news business networks offer many benefits to their members, such as services 
that are 100% targeted to the needs of the tourism business, particularly to small-medium 
accommodation providers, visitor attractions, food, drink and retail outlets and tour 
operators. 
 
For this reason, public relationship is the practice of managing the flow of information 
between an organisation and its public. The practice is planned around the core business 
activities of an organisation (in line with its mission, vision and values). It involves making 
sure that all activities carried out by the organisation, its intermediaries and stakeholders 
maintain the reputation of the business. (Wale and Phoenix 2009) 
 
Why Use Networking in the Tourism Sector? 

All too often tourism leaders who are experts in marketing their community to others spend 
little or no time marketing their industry to the local population.  It is essential never to 
forget that if the community does not support the tourism industry, if the community gains 
a reputation for being unsafe or unfriendly, that in the end it will not only destroy its 
tourism industry, but also severely damage its economic development and viability.   

Below are a number or reminders that all of us involved in the tourism industry should be 
implementing:  
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 Make yourself known.  Tourism is a people-industry.  The better you are known the more 
frequently your name is mentioned, the better it is for your business. Attend as many 
functions as possible.  These functions do not have to be tourism related, but they should be 
functions where the attendees may impact your visibility or name recognition.  During the 
function pass out and collect business cards.  Make a note on the back of each collected 
card that tells you something memorable about the person’s card you have just 
collected.  After the function follow-up by writing and calling the individuals you met. 
 

 Never be shy!  Make yourself accessible.  When meeting new people ask them to tell you 
something about their life.  Almost everyone likes to talk about him or herself and most 
people have a unique story to tell.  By getting people to open up to you, you get a better 
idea as to what they need and how you can interact with them.  Once you have this 
information, you not only judge their needs, but you can begin to measure your 
community’s needs (and professional needs) by the other person’s interests and talents. 
 

 Don’t be short sighted.  Someone may not be in a position to help you now, but that does 
not mean that s/he may not be a very valuable person at a later date.  Good manners make 
good networking.  Do not close doors by inconsiderate behavior or assume that you only 
need to speak to people who appear to have immediate “value.” 
 

 Ask others what you can do for them.  Networking is based on the sociological premise of 
“social capital.”  This is a fancy term meaning that you have to give to others in order to 
receive back from them.  The best way to gain something is to give something.  Social capital 
has a limited life expectancy. In order for it to stay fresh, the person has to remember your 
name and who you are. To accomplish this do not limit your relationships with a one-time 
event.  Instead stay in front of the public’s eye and let it be known that you are involved in 
the community. By becoming a community resource you establish yourself as a go-to 
person, and those are the people who network the best. 
 

 Be a volunteer.  Volunteering not only gets your name out and into the community but also 
is a great way to meet other people. Pick the organisation to which you want to become a 
volunteer carefully and make it clear just how much time and energy your can provide to 
this organisation. 
 

 Business cards are not a work of art but something that serves a useful purpose. Too many 
people forget that a business card has to be readable and its data need to be simple to find 
and accurate.  Be sure to distinguish between the small letter L and the capital I, be clear 
what is a “1” (the number 1) and what is the letter “I”.  Use colours that are easy to 
read.  Avoid putting information on a black card and do not clutter the card with logos, 
photos etc. The basic rule is KISS/Keep It Simple Stupid! 
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 Use active versus passive networking tools. Webpages are great to provide information for 
someone who is seeking you.  Nevertheless, they only act as networking tools if the person 
wants to network with you.  Using newsletters, teas, get-togethers, and open houses are 
great ways to start your relationship. Once the relationship is established then you can steer 
people to your webpage. 
 
Networking requires organisational skills. It does only a minimal amount of good if you do 
not have a strategy to find the people with whom you are networking at a later time and 
you lack a follow-up strategy.  That means that after you meet the person, follow-up on the 
meeting with a thank you note, and then with whatever methods are comfortable for you to 
keep your name fresh. It is easy to fall off someone’s “radar scene.”Remember people with 
whom you may want to network are also meeting lots of other people. 
 
Preparing properly for networking is vital. Here is a simple checklist to make sure you are 
ready: 

1.- Have you gathered your networking tools: name badge, business cards etc? 

2.- Do you know the dress code? 

3.- Have you clearly thought out your goals and targets for the event? 

4.- Have you researched who is likely to be there & have you identified key people to meet? 

5.- Have you fine-tuned and practised your personal introduction? 

6.- Have you prepared your conversation topics and questions you want to ask in advance? 
7.- Have you planned to arrive 15 minutes early? 
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 ALWAYS NEVER SOMETIMES 

Do you have all the 
information you 
need for the event? 
Eg. Names and 
organisations of 
participants, aim of 
the event, name 
badges, business 
cards, etc. 

   

Do you know the 
dress code? 

   

Have you clearly 
thought about your 
goals and objectives 
for the event? 

   

Have you identified 
key people to 
meet? 

   

Have you fine-tuned 
and practiced your 
personal 
introduction? 

   

Have you prepared 
your conversation 
topics and 
questions you want 
to ask in advance? 

   

Have you planned 
to arrive in advance 
(at least 15 
minutes)? 
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Exercice 4.1 

Breaking the Ice 

The trainer will distribute a sheet called “broken passport”. The first step is to use the 
passport to answer some questions related to your local area:  

a)  Name……………………………………………………………………….. 

b) Surname…………………………………………………………………….. 

c) Company……………………………………………………………………. 

d) Your hobbies………………………………………………………… 

e) What do you like the most in your zone?....................... 

f) What do you show of your city/village when people come to see 
you?.................................................................................... 

g) What is your passion in holidays?........................................... 

The trainer should keep only the open questions to distribute among the participants, and 
participants should then find out who has their answers. This will establish realtionships 
among all, since they will need to ask around in the group until find their passport. 
 

The second step is for the trainer to analyse all the answers with all the participants. 

 
Finding Partners 
 
A – Physical Networking  
Your time and resources are finite, so working with others can often be a great way of 
sharing costs and saving time. There are a number of potential partners who can help, but 
how do you know who is going to be of greatest value in helping you achieve your business 
objectives? 

Exercise 4.2 (Self Study Area / Self-Assessment) 

To find out, first answer the following questions: 

 Where do my own key strengths lie?  

 What jobs do I most need help with?  
 
The answer to the first question will help you focus on the tasks that you personally need to 
be involved in – it’s what you do best! The answer to the second question will help guide 
your choice of partners. Here’s a quick exercise based on two key factors – location and 
resources – to help you think through what sort of help you need. 
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Keeping your top priorities in mind, analyse your local network.  
 

 Who are your likeliest partners?  

 What local authorities, tourist offices, tour operators exist in your local area that 
could provide support?  

 Who are the local providers in your area?  

 Who are the public actors who work in the tourism field?  

 Who are the main competitors in your area? 
 
Bear in mind your location and available resources.  
 
Location: It’s going to be most convenient for you to work with people based nearby. 
Starting with your most local partners and working outwards (across your destination area), 
who are the people you most need to talk to? Think especially about local tourism contacts. 
 
Resources: Think about the gaps in your skills and/or knowledge. Who has the resources 
and expertise to fill them? What specialist knowledge and contacts could they bring? 
Consider professional bodies, trainers, printers, web experts, designers etc. 

 
Then:  

a. List five gaps in your skills. 
b. List five contacts in your local area. 
c. Complete the following graphic with at least 5 answers for each box.  

 
Figure 22: Physical Networking  

 
 

 
 
 
 
 

 
 
B.- Making the Most of Online Networking  
Networking isn’t just about physical meetings. Nowadays, opportunities for “virtual 
networking” via the internet are becoming more and more significant. Here are a few places 
to look & consider:  
 

 Business networking websites: There are a vast number of such sites. Some are 
trade specific and may be local. Take time to learn about their culture beforehand 
and how best to use the systems before you jump in.   

Local 
Providers 

Competitors Public Actors 
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 Website forums: There is an online forum for just about any subject you can think 
of. Do check however that it’s in line with your brand values and your business 
objectives for networking. 

 Professional body websites. Examples include the Tourism Society, British 
Hospitality Association (or the equivalent in your country) and the Association of 
Leading Visitor Attractions (or the equivalent in your country).  

 Social networks: There are a vast number of social networks and include all the 
usual suspects like Facebook and LinkedIn. They all have their own distinctive 
membership profile, so it is again important to remain consistent with your brand 
and ensure your business profile and reputation is properly maintained.  

 
The scope for online networking is vast, but it’s got to be right for you and meet your 
objectives. Few modern businesses can afford to ignore it, but to do it well often requires 
time and resources. 
 

Exercise 4.3 (Self Study Area / Self-Assessment) 

List at least five social networks that you could belong to or join.   
 

II.2. Cooperative (Joint) Marketing 
Partnership with others for marketing makes great sense on a number of counts: pooling 
expertise and sharing resources and economies of scale. Joint marketing can come in 
numerous guises, but will usually conform to three main types: 
 

 Promotion of business: Simply pooling resources to showcase your businesses 
together in a single place. 

 Offers: Using the joint opportunity to highlight individual offers. 

 Conditional or packaged offers: Building offers that require a customer to purchase 
from both businesses to gain reward. 

 
Is the opportunity right for me? The biggest question with any proposed joint marketing 
opportunity is whether it’s going to give you the benefit you need. This tool is designed to 
help you do just that.  
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Use the following checklist to evaluate any given opportunity: 
1.- Will the opportunity be valued by your client base? If no, position the offer carefully so 
as not to put off existing customers 
2.- Can it help you reach a new market? If yes, make sure it is a market you want and that 
your business can support/service 
3.- Are you offering something greater than the sum of the parts? Make sure any offer has a 
competitive edge and value in taking up together 
4.- Are you undercutting your own offers? Make sure any joint offer is not giving a better 
deal for the same thing you already offer 
5.- Are you getting fair share of the interest/billing? Even if you are a junior partner, ensure 
you are getting your message across directly 
6.- Can you track and measure the impact to your business specifically? Ensure there is an 
in-built way of tracking benefit directly to you from the opportunity 
 
What is Cooperative (Joint) Marketing? 

Cooperative marketing and evolving relationships can help to create a common group 
identity and a sense of belonging. Cooperative marketing is any agreement to combine 
marketing efforts, and thus it can appear in many forms. Complementary companies, as well 
as direct competitors, can create effective and mutually beneficial cooperative marketing 
campaigns. 
Cooperative marketing groups are common in tourism, particularly in the case of 
destination marketing. Destination tourism marketing groups offer a diverse range of 
tourism products and experiences which complement each other and are delineated by a 
specific geographical parameter. 
 
Cooperative marketing can make greater impact in terms of market presence and can be 
more cost effective. Members need to see the value in their membership in order to remain 
involved. Many tourism product providers are SMTE’s (Small and Medium Tourism 
Enterprises) and as tourism is recognised as a fragmented business, peripherality may play a 
role in isolating some providers. 

Exercise 4.4  

Watch the following two videos. In two groups make a list of whar you consider as 
benefits/disavantanges to belong to a tourism rural network. List at least five benefits and 
disadvantages. Also mention any local and/or national networks you belong to in your 
group. 

a) Australian Sutherland Shire Council whereby the Tourism Manager explains how 
crucial it is to be connected with your local providers, competitors, visitors, etc.  
https://www.youtube.com/watch?v=EoazN_ujm5s  

 
b) New trends in Tourism Networks by Caroline Couret, co-founder of the Creative 

Tourism Network.  
https://www.youtube.com/watch?v=yhPk5rWZ_wM  

https://www.youtube.com/watch?v=EoazN_ujm5s
https://www.youtube.com/watch?v=yhPk5rWZ_wM
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The WTM Responsible Tourism Speed Networking is an initiative helping to drive business 
and add value to both responsible tourism buyers and exhibitors. The Speed Networking 
format enables Responsible Tourism buyers and exhibitors to meet for 5-minute mini-
meetings to discover whether they have similar business interests that they would like to 
pursue during WTM London. See the following video for more information 
https://www.youtube.com/watch?v=EoazN_ujm5s  
 

II.3. Local Distinctiveness / Traditions  
 
What is Local Distinctiveness/Traditions About? 
 
"When a person acquires a service, he buys a set of intangible activities carried out for his 
benefit. Now, when you buy an experience, you are actually paying to spend time 
experiencing a series of events designed and arranged for your enjoyment, and in which you 
are personally involved. " Pine y Gilmore (1999) 
 
Local distinctiveness or traditions is what makes one place different from another. It’s the 
composite of a place’s assets; the landmarks and sights, the landscape, wildlife, built 
heritage, food, festivals, myths and language. 
 
Visitors increasingly want the ‘local’ experience, to really experience places, meet ‘real’ 
people, ‘do’ as well as ‘see’ and not just be ‘tourists’. They want to understand and 
appreciate the essential character of a place, learn something and most importantly, have 
something to share with others when they return home.  
 
How can Local Distinctiveness/Traditions can Benefit your Business; 
 
 

 Longer stays & increased local spend. Forcing visitors to slow down and do more, 
bringing increased income into the local area  

 A more memorable experience. Providing something with real character makes 
visitors more likely to recommend and return. 

 
Example: http://commonground.org.uk/about/cycling. 
 
What Should you be Looking for? 
It goes without saying that you should work with what is within you local area. However, 
you should be focusing on what you can effectively use as part of your business. 
 
 
 
 
 

https://www.youtube.com/watch?v=EoazN_ujm5s
http://commonground.org.uk/about/cycling
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Researching your Local Area 
Too often we overlook what’s right on our doorstep. For businesses, this is missing a trick, as 
knowing your place intimately is vital to be able to understand local distinctiveness and use 
it effectively as a tool. Make life easy for yourself by setting parameters in at least two key 
areas before beginning to gather data. 
  

1. Define your ‘area’. Define the extent of the area you intend to focus on. You are 
looking for a boundary that will make sense to your visitor, but it does not 
necessarily have to have any hard rules. It could include:  

 Administrative: county / district / parish / town  

 Geography: specific portion of coastline, range of hills etc  

 Distance: everything within 10 miles for example  
 
Using these criteria (or any subdivision of them) as a base can help, but remember it’s likely 
that these ‘lines’ will mean little to your visitors, so be fluid in including/excluding things on 
either side. 
 

2. Define your parameters. It’s entirely possible at this stage that you simply 
investigate everything of relevance in that area. However, to keep things focused, 
it’s best to define some parameters as to what you are looking for. 
 

3. Plan your research. Essentially you can undertake three forms of research to help 
understand your place: 

a. Third-party research; before you do lots of original work it’s always worth 
contacting local organisations and reviewing what they have already 
compiled. (e.g. local authorities, trade bodies and so on) 

b. Desk research; It’s always worth undertaking some desk research of your 
own: you will come at things from your own angle and may pick up facts 
others have missed. 

c. Field research; Nothing beats actual first-hand experience of somewhere, 
and you’ll be able to use your local assets more successfully if you can talk 
from experience of being there or doing it yourself. 

Exercise 4.5 (Self Study Area / Self-Assessment) 

Researching local distinctiveness can produce an awful lot of interesting and useful 
information. For future use, it’s helpful to keep it all in one place and catalogued effectively.  
 
 
 
Figure 23 provides a framework for compiling information relating to the local 
distinctiveness of your local area and is simplest kept on a dedicated spreadsheet, with the 
different types of products on different worksheets to make things easy.  
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Use the framework to brainstorm, in two groups, what makes your area unique. Consider 
local traditions, food specialties, environmental attributes, etc., that contribute to your 
own business’ local distinctiveness. The trainer will analyse the answers with all the 
participants. 
 
 
 
Figure 23: Research Local Distinctiveness  

 
 
 
 
 
 
Defining What’s Special 
 
 
 
 
 
 

 

 

Exercice 4.6 (Self Study Area / Self-Assessment) 

Using the results of Exercise 4.5, evaluate and analyse your own business using the two 
sets of criteria outlined below (core and additional). 
 
Core Criteria 
If you answer ‘no’ to any of these then it’s not something you should be looking for. 
 
1. Is it (or could it be) relevant or interesting to my customers? 
2. Is it (or could it be) complementary or have any synergies with my business offer? 
3. Is it something relevant or something that takes into account the local area and its 
distinctive features? 
4. Is it (or could it be) turned into a live experience or something memorable for people? 
 
 
 

Attractions & places of 
interest 

Places to eat & drink 

Accommodation & places to 
stay 

History, traditions, culture, 
legends (the more 
ephemeral things) 

highlights 
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Additional/Useful Criteria 
These are optional but can help frame your thinking and identify elements and experiences 
that will be really effective in inspiring visitors. 
 
1. Is it exclusive or hard to access if you aren’t in the know? Do these distinctive spots have 
good signposting to enable easy access? 
2. Is it something exclusive to the local area? 
3. What activities can be done in each season? 
4.- Can visitors get ‘hands-on’ and involved with the experience? Will it be a fun experience 
for our visitors? 
5.- Is it something currently trending in the tourism field or that taps into current cultural 
‘coolness’? 
6.- Does it give visitors the chance to learn something? 
7.- Does it align with existing or well-known brands or personas of the area? 
 
Making local distinctiveness relevant for visitors is no easy challenge. They need to be able 
to grasp and understand the key ideas and headlines, which need to presented in a succinct 
and easy-to digest manner for it to resonate with and entice them. 
 
The challenge of making sense of a place is one faced by plenty of organisations bigger than 
you. Therefore, before embarking on your own journey, look and see what is already 
available. National parks, local authorities and other tourism management organisations will 
likely have guidance on what is special about a place and how this should be communicated 
and developed for the visitor audience. Look for: 
 

 Sense of Place or shared identity toolkits; 

 Destination marketing or brand toolkits or guides; 

 Tourism strategies or Destination Management Plans; 
 
It may be that no work of this kind has been undertaken for your area, or that you are 
focusing very locally, or perhaps that you overlap several areas and need to make sense of it 
all. If so, these are simple steps to take: 

 Bring your evidence base together. You will need to have a solid picture of what’s 
available and important to your local area before starting. 

 Think from a visitor’s perspective. Set out the important attributes and assets your 
place has, referring to both tangible and Intangible assets. Be as specific as you can 
and apply the following criteria before you put them down: 

o Would/could our key audience be interested in this? 
o Is it something visitors can actually experience?  
o Is it realistic and practical to utilise for visitors? 
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 Focus on the key elements. Once you have laid these elements out, then go back 
over them and mark those that are most important to get across, grouping together 
the assets that are similar. By doing so you should start to see certain key themes 
emerging. These will be generic, e.g. ‘opportunities for outdoor activities’, or 
‘delicious local food and drink’, but that’s the point. Ideally aim for no more than 
four or five to keep things manageable. 

 Pull the structure together At this point you have almost all the ingredients you 
need, so it’s a case of putting them together in a structured format under each 
theme. The simple format is: 

o Have you collected current statistics on visitation to the area where your 
business is to be located? 

o Have you gathered information about similar businesses in your area? 
o Do you have a clear understanding of what your competition offers? 
o Do you have enough information to confirm there is a demand for your 

business in the local area? 
o Have you investigated partnerships with local products and services that 

support or add value to your business? 
 
Once you have this, write it down clearly and keep it to hand. This is the ultimate framework 
of what makes your place special and should be kept in mind as you work through how to 
use it. 
 
If you already know why your area is special and have the evidence base of experiences and 
assets to back that up, the big question becomes ‘How do I use this for MY business?’ 
 
Tip: A single bad experience can colour a visitor’s experience of the whole area. Therefore 
do what you can to maintain the quality of the experience and encourage others to do the 
same. 
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Exercise 4.7 (Self Study Area / Self-Assessment) 

The final way of using local distinctiveness is to make active changes or extensions to your 
business. By doing so you align yourself with the values and assets that make your wider 
context special. Look at the following two case studies, and brainstorm, in two groups, 
how you can use the values and assets discussed to make active changes to your business.  
 
 

 The Dales Tourism Network is an informal network of tourism and hospitality 

businesses. Our focus is on Yorkshire Dales tourism marketing, product 

development and supporting local businesses. We're working together on 

carefully-targeted, practical, and quirky promotional activities to attract 

visitors and increase revenue from tourism in the Yorkshire Dales. Visit us at: 

http://www.dalestourism.com/.  

 The North York Moors Tourism Network is the destination management and 

marketing organisation for the North York Moors, Howardian Hills and 

Yorkshire coast fishing villages, working with the North York Moors National 

Park Authority. Visit us at:  http://www.northyorkmoorstourism.com/   

 

Introducing New Ideas 

 

One of the very best ways of utilising local distinctiveness is to incorporate the qualities and 
assets of the locality into what you do as a business. However, implementing a new service 
or product into your business is a big investment of time, effort and possibly money. It’s 
therefore sensible to evaluate any idea before leaping into it. 

 

 

 

 

 

http://www.dalestourism.com/
http://www.northyorkmoorstourism.com/
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Exercise 4.8 (Self Study Area / Self-Assessment) 

Use the checklist below to evaluate the potential viability of new ideas as products for your 
business: 
1.- Does the new idea reflect an important aspect of your local area? If it doesn’t, could the 
idea be amended so that it does? Great ideas shouldn’t be ignored. 
2.- Will the idea significantly impact on the asset in your locality? If yes, then do not pursue 
this idea. 
3.- Does it complement your existing business? If not, remember you will have to work 
harder to help customers to associate it with you. 
4.- Do you know if your current customers will see it as valuable? If no, you will potentially 
need to target a new audience or develop taster/pilot ideas first. 
5.- Do you have the resources currently to put this into action? If no, then tread carefully 
and consider working with others or piloting first. 
6.- Can you sustain it once implemented? If not, think carefully if it’s worthwhile or make 
sure you manage customer expectations. 
7.- Have you got the necessary channels / expertise to promote it? If this is a new area, 
factor in time/cost and a dedicated plan to raise awareness for it. 
8.- Can you easily track how effective/useful it will be? Knowing the impact it has made is 
vital in future planning. 
 
Understand the Tourism Seasons 

The high and low seasons experienced by the tourism industry are a result of many factors. 
Tourism operators must understand the fluctuations of their particular market. They can be 
caused by weather, climate or holiday periods. You must be ready to cope with the 
demands of the high season and have conservative strategies in place for the low season. 
Again, this comes back to careful planning and understanding of your tourism business. 
 
Some operators choose to value-add during off peak seasons, for example, developing 
packages for slow months, whereas others accept seasonality as an industry reality and 
develop other activities, for example, maintenance, promotion or business planning. 
Tourism is very susceptible to performance fluctuations caused by other factors. Significant 
international and national events, changes in transport routes and costs, or an especially hot 
summer or poor snow season can affect the performance of the tourism businesses. 
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Exercise 4.9 

List a seasonal calendar of local producers in your area. 

 

 

 

 

 

 

 

 

 

 

II.4. Cultural Heritage 
 
Definition of Cultural Heritage ( UNESCO) 
 
The term cultural heritage encompasses several main categories of heritage: 

 Cultural heritage; 

 Tangible cultural heritage and movable cultural heritage (e.g. paintings, sculptures, 
coins, manuscripts); 

 Immovable cultural heritage (e.g. monuments, archaeological sites, and so on); 

 Underwater cultural heritage (e.g. shipwrecks, underwater ruins and cities); 

 Intangible cultural heritage (e.g. oral traditions, performing arts, rituals); and 

 Natural heritage (e.g. natural sites with cultural aspects such as cultural landscapes, 
physical, biological or geological formations).  

Exercise 4.10 

First watch the following video on cultural heritage and identity: 
https://www.youtube.com/watch?v=0AN3eeO94Wg. 

ACTIVITY 1 
ACTIVITY 2 

Etc. 
 

ACTIVITY 1 
ACTIVITY 2 
Etc. 

 

ACTIVITY 1 
ACTIVITY 2 

Etc. 
 

ACTIVITY 1 
ACTIVITY 2 
Etc. 

Summer Spring 

Winter Autumn 

https://www.youtube.com/watch?v=0AN3eeO94Wg
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Then describe in groups the tangible and intangible cultural heritage in your local area. 
Identify 10 different heritage sites in your local area. On the basis of what you have read 
in this section, complete the activity sheet in Table 6. 

Table 6: Activity Sheet 

 Name of the Cultural Heritage Site Location Cultural / Natural / 
Both 

1    

2    

3    

4    

5    

6    

7    

8    

9    

10    

 

 

Useful References: 

 http://www.tourismnetwork.co.uk/networks  

 Benson,l.k Power of E-communication. HDR Press. 

 Fernandez, J Click to Refresh. Marketing Week. 

 Hudson, S. Tourism and Hospitality Marketing. A Global Perspective. 

III. Self-Assessment 

 
III.1  Networking and Cooperative (Joint Marketing)  

 
Local support 

 Do you know your local Network and its contacts? 

 What programs and support services do they offer that will assist your business? 

 How much do these services cost? 

 What programs and support services do they offer that will assist your business? 

 How much do these services cost? 

 Do you know where to find your nearest Business Advisory Service and its contact 
details? 

 What support can they offer you? 

 What insurance do you need and how much it will cost? 

 Have you contacted your local council and found out what is required to develop 
your business in the area? 

http://www.tourismnetwork.co.uk/networks
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 Have you contacted an accountant and discussed your business with them? 

 Have you contacted a solicitor and discussed your business with them? 
 

Case studies 

Discover what a tourism product club is, the benefits that such a club has for you as an 
entrepreneur, and the main steps towards its establishment. Use this video to help you. 
https://www.youtube.com/watch?v=Hg4Xl4Nlmn0 . 
 

III.2. Local Traditions and Cultural Heritage 

 Am I in a protected landscape? 

 What is an Area of Outstanding Natural Beauty? 

 What is a National Park? 

 How do I get to know and work with other tourism businesses in my area? 

 Who do I need to consult before implementing a new idea or service in my business? 

 Will working in a local partnership help me access grant funding? 

 What’s the difference between sense of place and local distinctiveness? 

 How can I find out if someone has already developed a locally distinct offer for my 
place? 

 How can I contribute to my place’s Tripadvisor page? 
 
Each participant should answer an online assessment questionnaire on “How Creative Are 
You?” And “How Good Are Your Communication Skills?” 
 
Use the following videos to help you: 
https://www.mindtools.com/pages/article/creativity-quiz.htm   
https://www.mindtools.com/pages/main/communication_skills.htm 
 

IV. Learning Outcomes 

Upon completion of Learning Unit 4, the participants will be able to: 

 Understand how and why to collaborate with local actors at a local level e.g. 
suppliers, etc.; 

 Develop skills in keeping their local identity, defining what`s special, using local 
distinctiveness; 

 Introduce and develop new ideas for their business; and 

 Develop competencies in making the most of their landscape, heritage and local 
products. 

 

 

 

 

https://www.youtube.com/watch?v=Hg4Xl4Nlmn0
https://www.mindtools.com/pages/article/creativity-quiz.htm
https://www.mindtools.com/pages/main/communication_skills.htm
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Useful References: 

http://businesscasestudies.co.uk/business-theory/people/working-together-business-

communications.html 

http://www.tandfonline.com/doi/abs/10.1080/17438730903469805?src=recsys&journalC

ode=rjht20 

http://www.telegraph.co.uk/travel/news/Cultural-capital-why-business-now-draws-

from-heritage/ 

http://businessculture.org/business-culture/ 

https://www.linkedin.com/pulse/why-company-culture-so-important-business-success-

peter-ashworth 

https://www.ukessays.com/essays/business/the-importance-of-culture-in-companies-

business-essay.php 

 

For more e-learning exercises please visit: skilltour.eu 

  

http://businesscasestudies.co.uk/business-theory/people/working-together-business-communications.html
http://businesscasestudies.co.uk/business-theory/people/working-together-business-communications.html
http://www.tandfonline.com/doi/abs/10.1080/17438730903469805?src=recsys&journalCode=rjht20
http://www.tandfonline.com/doi/abs/10.1080/17438730903469805?src=recsys&journalCode=rjht20
http://www.telegraph.co.uk/travel/news/Cultural-capital-why-business-now-draws-from-heritage/
http://www.telegraph.co.uk/travel/news/Cultural-capital-why-business-now-draws-from-heritage/
http://businessculture.org/business-culture/
https://www.linkedin.com/pulse/why-company-culture-so-important-business-success-peter-ashworth
https://www.linkedin.com/pulse/why-company-culture-so-important-business-success-peter-ashworth
https://www.ukessays.com/essays/business/the-importance-of-culture-in-companies-business-essay.php
https://www.ukessays.com/essays/business/the-importance-of-culture-in-companies-business-essay.php
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Learning Unit 5: The Personal Approach 

I. Introduction  
 

Objectives 

The objectives of this learning unit are: 

 To increase your awareness of your own personality, personal skills and experiences 
in order to add value to your business whilst developing cognitive behavioural skills. 

 To gain competences in understanding customers’ expectations whilst acquiring 
theoretical key skills in intercultural competences. 

 To create and develop factual knowledge of how to tailor make programmes and 
individualized personal experiences in order to progress their business.  

 

Themes/ Definition of Personal Approach in a Rural Tourism Enterprise  

A personal approach in the rural tourism business can have several meanings:  

 It can refer to the input of the personality of the entrepreneur, his character, 
strengths, hobbies and knowledge in order to create an appealing tourism product; 

 It can refer to research into the personality of the customer and their expectations in 
order to adapt the product to these needs; or 

 It can refer to creating, improving and optimizing the personal contact between the 
entrepreneur and the customer. 

For a rural business, understanding their customers’ expectations is essential in sustaining a 
successful business. In order to develop an appealing product or service it is necessary to 
know something about the target audience they are trying to attract. Existing customers 
represent the current success. These are the people who understand the business and have 
chosen to spend their time and money with them. It is extremely important to understand 
who they are in more depth.  

The main reason for collecting information from customers is to improve the quality of the 
service a business provides to them. In addition to improving the product or service itself, 
information can help to: develop new products and services; improve delivery or promotion; 
or improve other elements of how the organisation is run. Customer information can be 
used to help develop new products and services, but this information sheet does not 
address other aspects of market research such as assessing new markets for products and 
services. 
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The act of carrying out customer research can have other benefits as well, depending on the 
customer. It can engage customers in activities, and as a result of increased contact and 
communication, improve relationships with customers. By focusing on customers’ needs 
and developing a culture of responsive customer service within the organisation, a business 
can enhance customer loyalty and ensure that customers continue to come back. This in 
turn can ensure the survival of an organisation. 
 
Lastly, information will help to monitor the health of the organisation. Information about 
customer numbers, turnover and satisfaction act as good indicators for the organisation’s 
overall health. Being aware of business potential along with individual potential will increase 
confidence and in turn reflect on the future of any business. Questions such as What can I 
do? What can I show? What can I explain? What can I offer? are key to be addressed.  
 
All businesses are unique and diverse, of course the customers are unique and diverse as 
well. Developing a unique and personal experience for them such as time-bound and 
experience-led itineraries or car-free visits can lead the users to feel special and return or 
spread the word to others. 

 
Methodological Indications 

The themes of Learning Unit 5 do not have a common factor for all businesses. Each 
business is unique and enough time must be provided to allow for questions, sharing and a 
plenary discussion.  The main tasks will be to ask the learners “Who are their customers? 
and ‘What is their potential as an individual and business”? This will take place via e-learning 
and/or self-study within their business.  Alongside this there will be a section on 
understanding the importance of “behavioural skills” and role playing will be a part of this.  

 

II. Theoretical Approach 
 

II.1 Developing and Defining the Product/Service 
 

Your Product 

This learning unit is addressed towards everyone planning a rural business but who may not 
have yet determined all the relevant components of their service/product.  

In order to create a personalized offer for your business, undertake the following exercise 
and complete the following checklists to optimise your special tourism product.  
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Exercise 4.1 (Self Study Area / Self-Assessment) 

Answer the following questions to develop and define your product/service and complete 

the following checklists: 

 Which property/nearby features do you have which might be used/exploited for 
your business (e.g. horse carriage, boat, fields, fishing ground, etc.)? 

 Which special interests, hobbies and/or competences do you have which your guests 
might appreciate/ be interested in/ want to learn more about/ could participate in 
(e.g. sports/knowledge connected to traditional heritage like folk dances, music 
/historical knowledge/geographical knowledge e.g. walking paths/ biological 
knowledge/cooking/farming/)? 

Checklist 1: Please check which of the following could be exploited for your business, and/or 
add more items, as necessary: 

 

Existing Equipment / Surroundings 

 Farming equipment (please specify) 

 Lake/river 

 Boat / canoe 

 Forest / walking paths 

 Horse carriage 

 Historical sites / artefacts 

 Sport facilities 

 Kitchen / cooking 

 Other (please specify) 
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Checklist 2: Please check which of the following could be exploited for your business, and/or 
add more items, as necessary: 

Own competences:  

 Historical knowledge 

 Knowledge about nature / herbs / botanics 

 Farming competences 

 Sports / skiing / climbing / diving, etc. 

 Fishing 

 Cooking / traditional food 

 Walking / guidance 

 Dancing / music / singing 

 Other (please specify) 

Exercise 4.2 

Watch a relevant video (e.g. Kivotos, Greece) and list three features which define the 

product/service. You can brainstorm ideas in a group, followed by a discussion.  

How to proceed: 

E learning: Check-lists, Video    
Classroom: Brainstorming in group, Discussion, Video 

 
Your Guests/Customers 

Analyse the customers who visit your region/guests you want to attract/guests you already 
have attracted by noting down their expectations.  

For example, our guests expect: 

- Relaxing atmosphere 

- Sports 

- Family activities  

- Etc.  
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Exercise 4.3 

In groups, compare guest expectations and discuss with other participants what your 
guest expects (e.g. relaxing atmosphere, to be away from it all, sports and activities, 
health values, to be in a car-free zone, language and cultural interests, nature, child 
friendliness, etc.). 

How to proceed:  

Classroom: Discussion, Brainstorming, Interviews with invited stakeholders in the region, 

Statistics, Setting up a list to match expectations with potential tourism product/service 

E learning: Create a list and match customers’ expectations with your personal product 

Exercise 4.4  

As one group, brainstorm and discuss how to match guest expectations your tourism 

product or service (listing at least five potential matches), using Table 7. Use whatever 

information is available, such as statistics, interviews with stakeholders in the region, etc.  

Table 7: Matching Guest Expectations with Personal Tourism Product / Service 

Guest Expectations My personal tourism product 

Walking in nature 

Adventure  

Interest in local cuisine 

 

Knowledge of paths to remote attractions 

A comfortable kitchen, traditional food 

preparation, recipes of the family 

Exercise 4.5 

Tailor a product to one special visitor or visitor group in groups. One participant should 
describe their guest’s expectations and the other group participants should create a 
special offer of product/service tailored to this guest. The results should be discussed in a 
group.  

How to proceed: 

Classroom: Group exercise, Discussion  
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Exercise 4.6 (Self Study Area / Self-Assessment) 

Create a feedback list tailored to your guests, using the example provided in Figure 24. 

Figure 24: Example of a Feedback Form for Guests 

Dear Guest, 

Please be so kind a give us feedback concerning our tourism product/service: 

How content are you with our 

product/service? 

Very content It’s ok It could be better 

Environment (building –garden-

park-fields) 

   

Offer for activities    

Equipment and property    

Supplies     

Possibility to exercise a hobby    

Contact with traditions    

Information and knowledge of 

staff about the region 

   

 

How to proceed: 

Self-Study and E-learning: Creation of feedback list tailored to the guests of my business. 

 

II.2. Adding Value to the Product / Service 
Once your rural tourism product/service is defined or already established, you can still 
reflect on a personal approach to your guests and on how to create a personal atmosphere 
in which the visitor feels comfortable. Within this topic it is very important to also take into 
account cultural differences and similarities, in order to achieve optimum understanding of 
the guests and their expectations and to create a friendly and inviting environment for 
them. 

 

 



                                                                                                                                                      

                                                                                                                                    
 

105 | P a g e  
 

 

Guests of rural tourism businesses most likely will appreciate a nice and friendly relationship 
with the host, they might want to have personal contact with the host as to learn about the 
life of the host, etc. It needs sensibility and awareness from the part of the host to discover, 
up to which extent a personal contact is welcome or where privacy has priority. Behavioural 
patterns are influenced by cultural factors and upbringings and should be analysed. A host, 
being aware of behavioural patterns, both its own and of its guests’, can use them to create 
a satisfying personal relationship with the guest. 

II.3. Personal Contact and Relations 

Exercise 4.7 (Self Study Area / Self-Assessment) 

1) Assess your own personality with regard to your interaction with your guests using 
the following questions: 

 How would you describe your personality: e.g. introverted, quiet, shy, very 
communicative, talkative, loud, funny, etc.; 

 List attributes which you think your guests would appreciate: e.g. friendliness, 
smiley, good-spoken, showing interest, have a good sense of humour, supportive, 
understanding, etc.; and 

 Make a list of positive attributes of your personality, which will match your guests’ 
expectations and which they will appreciate. For example, ‘I’m friendly’, ‘I’m a 
good listener’, ‘I make nice jokes’, ‘Children love me’, ‘I smile a lot’, I explain 
cultures and traditions’, etc.  

2) Then make a list of personality skills, which you would like to improve to create a 
good personal relationship with your guests. 

How to proceed: 

Classroom: Self-reflection, Creating lists, Discussion, Feedback from others 

E learning: Creating lists, Video examples, Video tour  

 

II.4. Hospitality 
Hospitality is one of the most important competences in the rural tourism business. In many 
countries hospitality is a must and there are fixed behavioural patterns to follow, such as 
offering up your seat, buying someone coffee, etc. Other countries due to different 
traditions or modern lifestyles have more or less refrained from traditional hospitality 
patterns. In this section you should analyse your own and your country’s hospitality 
behaviours and select skills you possess or would like to acquire to satisfy these. 
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Exercise 4.8 

1) Discuss the behavioural attributes in your country which show hospitality to your 
guests using the following questions:  

 How do you show hospitality in your home / region / business? 

 How do you welcome your guests? 

 What are the most commonly used welcoming behaviours e.g. words, gestures, etc. 

 

2) Create a personalised list of hospitality signals for your customers in your business.  

Use Table 8 to help you. 

 

Table 8: Hospitality List 

Arrival of guest / Welcoming Speech, gestures, expressions, expressions in 

country’s language, greetings in guests’ language 

Communication every day Questions about well being, greetings, 

conversations, offering assistance 

Furnishing and equipment Decoration, flowers, little snacks, sweets in the 

room 

Invitations and guidance Offering coffee, drink, sweets, offering a seat, 

showing  around in property and region, inviting to 

an event, spending time if desired 

 

 

How to proceed: 

Classroom: Discussions among hosts, Research in region, Group work, Creating lists, Video 

tour of competences, Examples, Role play,  

E-learning: Text, Creating list, Research of region 
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II.5. Intercultural Communication 
With the explosion of global business, productive intercultural communication has become 
important. Successful intercultural communication is effective, frequent and simple while 
also respecting the cultural viewpoints of consumers. The ability to communicate effectively 
across cultures provides businesses and employers/employees tangible benefits, such as: 
quick problem solving, better decision making, increased productivity, steadier work flow, 
strong business relationships, enhanced professional image, etc. Understanding cultural 
history and etiquette are also key stones of successful intercultural communication. 
Successful intercultural communication requires basic understanding of cultural values and 
adapting business communication styles to them as much as possible. 

The basis for successful intercultural communication with your guests is the analysis and 
comparison of your culture to your guest’s culture. Awareness of the differences and 
similarities is important to avoid misunderstanding. Intercultural communication skills guide 
to mutual understanding and to effective interaction. 

Exercise 4.9 

Imagine one guest of yours comes from a different cultural background and create a list of 
behavioural patterns you think you’ll need to adhere to, to welcome them to your tourist 
business. Compare this list with the list of welcoming behavioural patterns for someone 
from your local area. Discuss this list and any similarities and differences with the wider 
group. An example of such a list can be found in (Table 9) 
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Table 9: Example of a Behavioural Pattern List  

 

Cultural behavioural 

patterns and expressions  

 

What happens in my 

country 

         

What my guest(s) would 

expect 

e.g.Mr and Mrs Applebee 

from London, UK 

Language, gestures and body 

language  

Polite form 

Greetings in local language 

Use of words such as hello, yes, 

no, thank you 

Words: Kalimera ti kanete 

 

Gestures: Kissing, Hand shaking, 

embracing 

Etc.  

 

Words: Good morning, how are 

you  

 

Gestures:Hand shaking 

Etc.  

Conversation styles: Asking for 

help 

Complaining 

Politeness 

etc. 

COMPLETE COMPLETE 

Tradition 

Customs 

Festivities 

Beliefs 

Etc. 

Easter/Christmas celebrations 

Local festivities 

Dancing 

Etc. 

Easter/Christmas celebrations 

Etc.  

Daily routine 

Lunch and Dinner times Time 

management 

Eating habits 

Expectations (equipment) etc. 

No breakfast 

Lunch at 14.00 

Dinner at 21:00 

Etc.  

Rich breakfast 

Lunch at 12.00 

Afternoon tea 

Dinner at 18.00 
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You can refer to the following videos for help: 

 https://www.youtube.com/watch?v=SYbynThuONs 

 https://www.youtube.com/watch?v=ZDvLk7e2lrc  

Tips:  

 If you have many guests from one specific country try to get some basic language 
skills in this language. 

 Acquire basic language skills in English as a minimum.  

How to proceed: 

Classroom: Brainstorming, Discussion among hosts, Group work, Creating lists, Video 

examples, Role play,  

E-learning: Text, Creating list, Video 

 

II.6. Body Language and Gestures 
Body language is a language in which physical behaviour, as opposed to words, is used to 
express feelings. Such behaviour includes facial expressions, body posture, eye movement, 
touch and the use of space. 

We all communicate with our body language – whether consciously or not - our feelings, 
thoughts and positions to our conversation partner. Our body language is influenced by our 
personal character, by cultural influences and by our upbringing. 

For the host in rural tourism it is important to be aware of body language patterns in order 
to anticipate and control one’s own expressions. It is also critical to understand how the 
customer uses body language, but mostly in order to use body language as a tool to 
specifically and positively influence the interaction with the customers.  

Especially the host should be able to use body language for welcoming gestures, for 
communicating interest, friendliness and hospitality.  

Exercise 4.10 

-Watch several video sequences about body language and discuss them in groups; 
-Using role play, walk through potential situations with the customer (such as welcoming, 
introducing, asking about wishes, reaction to complaints, etc.); 
-Create an observation list for body language skills and their meanings; and 
-Understand the meaning of different body language skills in communicating expressions.  
 
 
 
 

https://www.youtube.com/watch?v=SYbynThuONs
https://www.youtube.com/watch?v=ZDvLk7e2lrc
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Use Table 10 to help you.  
 
Table 10: Link between Body Language and Communicating Expressions 

Body Language Communicating Expressions 

Smile 

Eye contact 

Moving hands 

Standing upright  

Open arms 

Etc.  

Friendliness, kindness, encouraging 

Interest, seriousness 

Inviting, openness  

Respect,  

Welcoming, sympathy 

Etc.  

 

Refer to the following videos: 

 http://www.enkivillage.com/body-language-examples.html 

 https://www.youtube.com/watch?v=ZDvLk7e2Irc 

 https://www.youtube.com/watch?v=aPhNnk7MDRI 

How to proceed: 

Classroom: Brainstorming, Role play, Video, Observation list  
Self-Study at home: Video, Discussion with Employees, Feedback from collaborators, 
Observation list 
E learning: Video, Observation list 

 

 

 

 

 

 

 

 

 

http://www.enkivillage.com/body-language-examples.html
https://www.youtube.com/watch?v=ZDvLk7e2Irc
https://www.youtube.com/watch?v=aPhNnk7MDRI
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III. Learning Outcomes 

Upon completion of Learning Unit 5, the participants will be able to: 

 Be aware of their own skills and experience and exploit them in order to add value to 
the business. 

 Understand their customers’ expectations and develop skills and intercultural 
competences. 

 Develop and improve their competencies in behavioural skills: friendliness, welcoming, 
language skills, exchange of personal data, children etc., recalling names, inviting, guest 
friendly gestures, body language. 

 Develop attitudes with regards to developing an individualised and personal 
experience. 

 Create tailor-made programmes adapted for diverse target groups. 

 

 

Useful References: 
https://www.gateless.com/articles/market-your-business/the-personal-approach-to-client-
relationships 

http://www.concordia.ca/cunews/offices/vpaer/aar/2017/04/04/a-personal-approach-to-
business.html 

https://www.whoisvisiting.com/taking-personal-approach-hard-arsed-b2b-environment/ 

http://www.businessinsider.com/body-language-is-half-of-business-communication-2011-1?IR=T 

http://www.marketingdonut.co.uk/sales/sales-presentations/understand-body-language-in-
business 

 

For more e-learning exercises please visit: skilltour.eu 

 

https://www.gateless.com/articles/market-your-business/the-personal-approach-to-client-relationships
https://www.gateless.com/articles/market-your-business/the-personal-approach-to-client-relationships
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