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1. Introduction 

 

This curriculum has been developed for adults who operate or plan to operate micro/family rural 

tourism businesses based on acquiring and or improving entrepreneurial and transversal skills within 

this field. There are no prerequisites for this training. 

The aim of the training is to support adults with regards to rural tourism business, with a particular 

emphasis on understanding and developing entrepreneurship education. Along with this the objec-

tive is to enable business providers to be able to deliver innovative, high quality products and ser-

vices and manage their business in a sustainable and responsible manner.  

The training should be discussion-driven with a strong emphasize on team problem-solving, entre-

preneurial ways of re-thinking problems and concrete professional skills acquisition. 

Based on research studies in partner countries, 14 interviews with stakeholders and over 140 inter-

view questionnaires/interviews with micro/family owned rural tourism businesses, we have assessed 

the specific needs for entrepreneurial and other transversal skills development. From this in depth 

research we have ascertained that the following training needs exist: 

GENERAL BUSINESS SKILLS/COMPETENCES 

 

business/strategic planning 

networking/cooperation 

laws/regulations 

defining tourism service/product 

efficient management/goal orientedness 

dealing with competitors 

hospitality/communication 
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COMPETENCES FOR USING ICT 

use of mobile applications related to tourism 

placing adverts on Internet 

using blogs, forums for information sharing 

creation of digital content (image, text, 

multimedia) 

use of e-tools for learning 

use of web 2.0 tools for tourism (booking, 

etc.) 

use of social media for web promotion 

 

 

COMPETENCES FOR DEVELOPING SUSTAINABLE AND 

RESPONSIBLE TOURISM 

awareness of local values/culture 

green marketing 

accessibility of services  
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TRANSVERSAL SKILLS 

risk taking 

lifelong learning 

teamwork  

problem solving 

organisation/planning 

time management 

innovation 

creativity 

flexibility 

 

This curriculum consists of five learning units that are divided in objectives, themes, methodological 

indications and learning outcomes. The aim of the training courses, based on this curriculum, is to 

provide knowledge, skills and competences in most vital fields of business development in rural are-

as. According to the glossary of the recommendation of the European Parliament and of the Council 

on the establishment of the European Qualifications Framework for lifelong learning, the following 

definitions are applied: 

• “Knowledge” means the outcome of the assimilation of information through learning. 

Knowledge is the body of facts, principles, theories and practices that is related to a field of 

work or study. In the context of the European Qualifications Framework, knowledge is de-

scribedas theoretical and/or factual.  

• “Skills” means the ability to apply knowledge and use know-how to complete tasks and solve 

problems. In the context of the European Qualifications Framework, skills are described as cog-

nitive (involving the use of logical, intuitive and creative thinking) or practical (involving manual 

dexterity and the use of methods, materials, tools and instruments). 

• “Competence” means the proven ability to use knowledge, skills and personal, social and/or 

methodological abilities in work or study situations and in professional and personal develop-

ment. In the context of the European Qualifications Framework, competence is described in 

terms of responsibility and autonomy. 

Source: www.eucen.eu/EQFpro/GeneralDocs/FilesFeb09/GLOSSARY.pdf  
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This training curriculum is oriented at Level 4 of the European Qualifications Framework. The learn-

ing objectives of each unit mirror the requirements with view to each particular issue. 

Overview: 

Rural businesses often lack the footfall and the on-the-doorstep support networks of their 

city-based counterparts. This creates unique challenges around recruiting staff, transporta-

tion and access to advice; how can rural businesses overcome barriers to growth and are 

they connecting with the expertise they need? 

Rural businesses are unlikely to benefit from having access to the same size of local custom-

er base as urban areas, unless they’re near busy roads or in villages that attract a lot of visi-

tors, so it’s common for them to look online to generate trade. 

This training will offer support and guidance to the target group by providing: 

*advice and support for establishing and/or improving their business through a wide range 

of tools 

* Allow the participants to “take time” from their hectic schedules in order to reflect and 

evaluate their businesses and move forwards in a productive way.  
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2. Learning Unit 1: Creation and development of a rural touristic business 

 

2.1. 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 anlysing trends. 

 

2.2. Themes 

Market research is an essential part of any business that wants to offer products or services 

that are focused and well targeted. Good business decisions are based on good market re-

search and intelligence.  By researching the market thoroughly, adults can minimise the risk 

to their business, identify new opportunities, while helping them communicate better with 

their customers. From market research and a SWOT analysis the entrepreneur can create a 

business plan. This can be created in various forms including a written document that de-

scribes their business. It covers objectives, strategies, sales, marketing and financial fore-

casts. SWOT Analysis is a useful technique for understanding Strengths and Weaknesses, and 

for identifying both the Opportunities open and the Threats you could face. Used in a busi-

ness context, it helps to carve a sustainable niche in the market.  

 

Market Research is the systematic, objective collection and analysis of data about a particu-

lar target market, competition, and/or environment. It always incorporates some form of 

data collection which is collected directly from a respondent whether secondary research 

(often referred to as desk research) or primary research. 

 

Market research uses scientifically-led studies to collect necessary market information, ena-

bling entrepreneurs to make the right commercial decisions. 
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The purpose of any market research project is to increase understanding of this subject. 

With markets throughout the world turning highly competitive, market research has never 

been more important for all organisations, especially for small, rural businesses. Market re-

search determines the feasibility of a project and it is an essential tool in adapting a business 

strategy (communication, pricing policy, products, range…) for the best results. 

 

Therefore, without proper market research, the projected targets are not very valuable. 

 

 

 

In concrete terms, it is important to carry out market research in order to: 

1. Adapt one’s strategy, that is to say adapting the product range, the communications 

strategy, the pricing policy and the choice of the site in relation to the market re-

search results. 

2. Professionalise the setting-up approach and convince financial partners and others to 

get involved. 

3. Estimate the turnover of the future organisation. 

4. And finally to be able to decide whether or not to launch a business. 

 

The market research characteristics could be : 

 

 

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

2. The type of product/service: a product group (i.e. cosmetics), a type of product (i.e. 

perfume), a branch of the product type (women’s perfume) or a specified product (a 

particular brand of perfume) 

3. Chronological/time-oriented: past, present or future market 

4. The buyers’ profile: sex, age, socio-economical classification, level of education, etc. 

5. The intermediates or the end user profiles: stockists, retailers, wholesalers, manufac-

turers, mothers, children, etc. 

 

Alongside market research, a clearly defined business plan is essential when thinking of cre-

ating and/or developing a rural touristic business. A business plan can: 

1. clarify a business idea 

2. spot potential problems 

3. set out goals 

4. measure  progress 
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Why complete a business plan? 

 

1. To map the future 

A business plan is not just required to secure funding at the start-up phase, but is a vital aid 

to help to manage a business more effectively. By committing thoughts to paper, you can 

understand your business better and also chart specific courses of action that need to be 

taken to improve your business. A plan can detail alternative future scenarios and set specif-

ic objectives and goals along with the resources required to achieve these goals. 

By understanding your business and the market a little better and planning how best to op-

erate within this environment, you will be well placed to ensure your long-term success. 

 

2. To support growth and secure funding 

Most businesses face investment decisions during the course of their lifetime. Often, these 

opportunities cannot be funded by free cash flows alone, and the business must seek exter-

nal funding. However, despite the fact that the market for funding is highly competitive, all 

prospective lenders will require access to the company’s recent Income Statements/Profit 

and Loss Statements, along with an up-to-date business plan. In essence the former helps 

investors understand the past, whereas the business plan helps give them a window on the 

future. 

When seeking investment in your business, it is important to clearly describe the opportuni-

ty, as investors will want to know: 

• Why they would be better off investing in your business, rather than leaving money 

in a bank account or investing in another business? 

• What the Unique Selling Proposition (USP) for the business arising from the oppor-

tunity is? 

• Why people will part with their cash to buy from your business? 

A well-written business plan can help you convey these points to prospective investors, help-

ing them feel confident in you and in the thoroughness with which you have considered fu-

ture scenarios. The most crucial component for them will be clear evidence of the compa-

ny’s future ability to generate sufficient cash flows to meet debt obligations, while enabling 

the business to operate effectively. 
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3. To develop and communicate a course of action 

A business plan helps a company assess future opportunities and commit to a particular 

course of action. By committing the plan to paper, all other options are effectively marginal-

ized and the company is aligned to focus on 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. 

 

4. To help manage cash flow  

Careful management of cash flow is a fundamental requirement for all businesses. The rea-

son is quite simple–many businesses fail, not because they are unprofitable, but because 

they ultimately become insolvent (i.e., are unable to pay their debts as they fall due). While 

the break-even point–where total revenue equals total costs–is a highly important figure for 

start-ups, once a business is up and running profitably, it becomes less important. 

Cash flow management then becomes more vital when businesses pursue investment op-

portunities where there are significant cash out flows, in advance of the cash flows coming 

in. These opportunities need to be assessed against any seasonal variations in the business 

and the timing of the flows. If you are a “cash-only” business, you can bank the income im-

mediately; however, if you sell on credit, you receive the cash in the future and hence may 

need to pay some of your own expenses before that income hits your account. This will put a 

further strain on the company’s solvency and hence a well-structured business plan will help 

you manage funding requirements in advance. 

 

Below are some tips when completing a business plan: 

Be concise 

It’s really important that potential investors can understand what the business is all about 

from a quick glance at the plan. Make sure to include a summary of the business, and how it 

will make money right from the start, and use simple language throughout. 

 

Be specific 

Being specific is just as important as being concise. The details will help to drill down into 

how you will actually deliver the plan. 
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Know your market 

A big part of knowing whether a business will be successful is understanding the audience. 

Make sure the plan is clear about the target market – who will you be selling to and how 

many other companies are already selling similar products? 

 

Know your finances 

The other essential part of a business plan is the finance section. If the business isn’t going to 

make any money, it won’t be successful so you need to be very clear on how you will make a 

profit. Use it to your advantage – your plan will be incredibly useful when it comes to secur-

ing loans and investment, but that’s not its only use. It’s also a personal tool to help you un-

derstand your objectives.  

 

 

Knowing how the industry is influenced by market trends is essential to staying competitive 

and meeting consumers' needs.  

Market Trend Analysis 

Imagine that the first cell phone has just been released. People are excited and confused by 

the idea of carrying a phone outside of their home. Few people have cell phones, and some 

are uncertain that they will become popular. Fast forward 20 years and the streets are dom-

inated by cell phones. A couple years later, the smartphone takes over. 

Take a look around you today; there are smartphones, tablets, and even watches that allow 

you to make phone calls. This change in the communication market is an excellent example 

of a market trend. A market trend is anything that alters the market your company operates 

in. 

In order to keep a company ahead of the competition, it is important to utilize market trend 

analysis, or the process of evaluating changes to the market. Market trend analysis looks at 

how your industry started in the market, how it has grown, and where it is expected to go. 

For example, how cell phones first come about, how their popularity changed, and how 

manufacturers and retailers expect the market to change. 

Common Trends 

In market trend analysis you will want to look at several trends relevant to your organiza-

tion. Consider the phone industry. The market trends in technology, changes to customer 

needs, and communication trends are likely important trends to analyze. Other market 

trends that may be important or influential to your business include changes to your market 

demographics and changes in the economy 
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If you only look at technology, you might miss important information on customer needs and 

interests. Also, if you only look at the economy, you might not be considering the trends that 

are relevant and important for your business. Each trend will affect your organization in var-

ious ways so you want to be sure to look at the trends that are relevant, and consider more 

than one trend 

Customer Needs and Interests 

When you conduct a market trend analysis you want to consider the needs and interests of 

your consumers. For example, as technology advanced, so did cell phones. As cell phones 

advanced, so did the needs and interests of the customers. On the other hand, if you don't 

continue to meet the needs and interests of your customers, you will be left in the dust as 

they move on to the products they desire. 

Consider that the cell phone is now used for email, Facebook, Skype, and various other 

methods of communication. Because of these market changes, the phone industry is con-

stantly looking for new ways to meet the needs and interests of their consumers. Phones are 

becoming smaller and easier to carry, they now have cameras, alarms, schedule books, and 

some are even able to turn the lights off in your home. 

 

Market analysis allows the phone industry to understand the psyche of their consumers, and 

thus, they are able to make the phone fit the daily needs and interests of the people who 

want to buy the products. Leave the oven on at home? No problem, your cell phone can turn 

it off! By analyzing the current and future needs and interests of your customers, you can 

ensure your products and services are cutting edge. 
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Costs and Revenues for Type of Business 

Before starting a business it is important to understand the average costs and revenues 

needed to operate their business.  It is essential that the entrepreneur identifies and fore-

casts these expenses and revenues accurately in order to stay on top of their operations and 

achieve success in their business. 

Costs and revenues which should be identified and forecasted include: 

• Advertising 

• Rent 

• Wages and salaries 

• Inventory 

• Revenues 

• Profits 

Alongside this is financial support. There are various support packages available to assist 

with startup costs and research will need to take place for each participant.  
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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. 

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. 
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2.3. Methodological indications 

Aimed at adult learners, the Skilltour training for “New Skills for Sustainable Rural Tourism” 

must ensure a good mix of background information and experience along with an active in-

volvement of the participants and an environment promoting the gain of learning experi-

ence. However, the methodological indications in this and the following units are only rec-

ommendations; trainers are encouraged to adapt them to specific target groups of “train-

ees/learners” and to consider cultural and regional opportunities and particularities.  

The first part of learning unit 1 starts with a practical exercise in utlilising an existing rural 

tourism business as a case study. The participants working in small groups will develop an 

imaginary network of institution, partners, suppliers, consumers around this business.   

Open questions are clarified and the inputs briefly discussed in plenary. In the next step. 

Each of them will perform a SWOT analysis (Strengths, Weaknesses, Opportunities, Threats) 

based on their business or business idea.  

The second part of learning unit 1 consists of watching a best practice video from our 

Skilltour collection, followed by open questions and discussion. Following on from this will 

be developing a business/marketing plan (templates provided). The last part of this unit will 

compromise of brand development. This will be a brainstorming session using arts and crafts 

(working again in groups) to support each other and develop a branding for their business or 

proposed business.  
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Duration 

andtiming: 

 

• Case Study exercise and SWOT analysis : 2 hours 

• Best Practice video from Youtube Skilltour videos “How to create a rural tour-

istic business) 

https://www.youtube.com/channel/UCI2nRgFai1aNWlRJn1U7Njw/videos,foll

oed by questions and group discussion 30 mins. 

• Business plan development and marketing plan: 3 hours 

• Brand development: 1 hour 

Tools • SWOT Analysis 

• business plan development 

• Best Practice video 

 

Materials • Marketing plan template 

• Business plan template 

• Best Practice Video. 

https://www.youtube.com/channel/UCI2nRgFai1aNWlRJn1U7Njw/videos 

• Paper, pens, arts and crafts material for brand development. 

2.4. Learning outcomes 

Upon completion ofLearning Unit 1, the participant 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  

• Analyze 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 avail-

able to them. 
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3. Learning Unit 2: Sustainable Management 

 

3.1. Objectives 

The objectives of this learning unit are: 

• Manage schedules and follow up projects and actions 

• Establish professional documentation, keep up them to date, sort and organize 

sources of information 

• Design, adapt, manage and monitor projects 

• Manage priorities, anticipate 

• Coordinate and lead teams 

• Structuring and balancing offers and products according to the profile of the target 

audience 

• Develop skills and sustainable skills / green management 

3.2. Themes 

Nowadays every project manager has to think about the social and economic issues linked to 

its activities: scarcity of the natural resources, ethical management of the suppliers’ chain, 

staff’s welfare, rational use of energies, waste management and also opportunities to find 

new markets, new innovation tracks are crucial in a project life process. 

The complexity and the heterogeneity of these issues require a coherent and systemic ap-

proach deeply rooted in daily actions and management. We should think entrepreneurship 

and innovation in the interest of human development. 

Entrepreneurship should take into account both the environmental and the social and eco-

nomic dimensions simultaneously. Combining a careful thought about the meaning and the 

impacts of our economic activities with a model of responsible, profitable and efficient man-

agement is a strategic issue. 
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This Learning Unit 2 is divided into 4 complementary sub-units: 

The first one examines the stakeholders’ analysis techniques 

The second one examines the management of flexibility and adaptation 

The third one examines the green management  

The fourth one examines the decisions’ taking in an entrepreneurship process 

 

SUB-UNIT #1 Stakeholders analysis  

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 under-

taken throughout all stages of the project cycle, but it definitely should be undertaken at the 

outset of a project or programme. In particular, during the “Define phase”, stakeholder anal-

ysis 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 pro-

gramme/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 
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SUB-UNIT #2 Adaptation to change 

Introduction 

The current acceleration and intensification of technological, socio-economic and environ-

mental 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 that he has made an adapta-

tion/adjustment of Its biological functions with external conditions (see for example Edgard 

Morin"Laviedelavie",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 stress-

ors. 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 im-

mense potential, man is unsuitable since his birth (as compared with other animals, he expe-

riences a very long post-natal dependence), hence the vital necessity for him to develop so-

cial 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 passively adapting 

to the organization 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. 
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Change, innovation, adaptation, adjustment… 

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 should adapt their way of doing busi-

ness. 

 

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 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 ad-

aptation of the subject to his environment is an ongoing search for a balance between "clo-

sure" and "openness": of assimilation (integration of new elements in own way of function-

ing) and accommodation (modification of its activities to adjust to new data) (See for exam-

ple Jean Piaget, 1967). 

 

Why the need to adapt? To adapt to what? 

To adapt to the environment factors 

The reasons for changing, adjusting your professional activity in the tourism or agricultural 

sector can be various: respond to commercial opportunities, improve its image or profitabil-

ity, diversify its activities, secure its future or simply survive... 

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, globalization, competition, price ...) 

o ecological (climate change, energy saving, etc.) 

o territorial (urbanization, mobility, local tourist attractions, etc.) 

o policies (legislation, taxation, quotas and subsidies ...) 
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- 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 ... 

 

 

3.2 Adaptation as both process and purpose 

However, adaptation is a concept that is difficult to grasp because it refers to both a pro-

cess / 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 evolu-

tion 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 purpose: What results / changes do I want to achieve?    

 
 

1. Adaptation and identity 

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, struc-

tural and organizational damage. The qualities of adaptation for tomorrow should not al-

ways 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 

immobilism: it can also be the result of dynamic processes. 

In psychology, adaptation is the modification of the behaviour of the individual who main-

tains his life in relative harmony with the data of the environment, without calling into ques-

tion his identity. Adaptation therefore aims to maintain its identity, its activity in a changing 

environment. Not to destroy or completely replace this one. 
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SUB-UNIT #3 Rural tourism inside its environment  

This sub-unit aims to develop the understanding of the economic, environmental and social 

issues. To contribute to understanding the issues of sustainable development for the strate-

gic development of a company. To provide appropriate understanding of the tools necessary 

for the development of a strategy of sustainable development and of its daily implementa-

tion within the company. to underline the progress made and opportunities that exist in 

terms of environmental, social innovation and clean technologies. 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 manage-

ment, financial management 

A project fits in its surrounding area and environment that is even more valid 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 that will welcome it. 

In order to take into account these parameters and to ensure a smoothly integration of the 

project it’s necessary to master the demography of the locality, the number of residents who 

live there permanently, their social life will have to be weighed against the number of touris-

tic establishments already present. Are we not going to distort a community? 

 

Let’s look in this module at the impact of our project on the environment (nature) and on 

the savings that can be achieved by thinking about energy consumption since the beginning 

of the project. 

 

Why consuming less? 

Today, energy is a major environmental challenge. The consequences of our overconsump-

tion are multiple: global warming, rising oceans, disturbance of the Gulf Stream, public 

health risks, acid rain, disappearance of half the species on earth, 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 a long 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 activity (private or profes-

sional) on nature? You can discover it by measuring your "ecological footprint"…What is it? : 

The ecological footprint is an indicator that measures human pressure on planet earth and 

allows to follow its evolution over time. In other words, it measures how much land and wa-

ter you need to produce what you consume and absorb what you throw away. The ecologi-

cal footprint can be expressed in "number of land" or "hectares" and sometimes even in 

"football fields"…What is the actual situation? 

We are currently more than 6 billion human beings on earth and millions of people still do 

not have the minimum subsistence level. In fact, 20% of the world's population enjoy un-

precedented material comfort while the same numbers of people live in absolute poverty. 

The richest 20% consume 80% of natural resources! If the 6 billion human beings lived and 

consumed like the Europeans, we would need 3 planets!! 

 

Four steps to reduce your bills. 

 

1. The first step is to record the consumption (gas-electricity-water) in order to really 

know the quantities of energy used by your activity and what it costs you, in order to 

intervene quickly in case of overconsumption (see annual table of energy consump-

tion in annex). 

2. Then, identify the various items 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 (eg 

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 saving be-

haviours. 

4. On a periodic basis, read your consumption again, compare it with that of the previ-

ous period and see if you have achieved your goals. You will then be able to assess 

the strengths and weaknesses. 
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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 are very isolated) 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 vapour 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 an-

other facade cladding, waterproof panels + wood, bricks, ... 

Insulation from the outside makes it possible to avoid thermal bridges. It also makes it pos-

sible 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 pollut-

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

1) 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 is to fight thermal bridges. The floors and interior walls attached to the 

exterior walls are thermal bridges. 

 

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 were rarely 

done. So we have more economical houses, but poorly or 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? Ventilating! 

How to 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) 

The main energy expenditure categories:  

A reality 

Depending on the country, the energy used in homes for heating can reach 79% of energy. 

Given the increasing weight of energy bills and the high percentage of energy used to heat, 

changing habits and analysing our heating system could help us to reduce this energy. 
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- 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 tem-

perature? 

• 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 (by isolating 1 meter of piping, 

you can gain 6 litres of oil per year)? 

• If 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 tem-

peratures in the different rooms, decreasing the temperature by 1 ° C decreases the 

consumption by 7%. 

- 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 radiator, if there is no control with external sensor, the thermostat 

of the boiler must be adjusted to different positions depending on the outside tem-

perature (season) 

• Check the speed of the circulator, 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 out-

side 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 addition of 

insulation, removal of radiator, change of glazing is planned it must be reported to 

his heating engineer before he submits a cost estimation. 

• The different fuels (gas, oil, pellet stove, heat pump,). 

• The various labels (high-efficiency, condensing boiler) 
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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 the water tempera-

tures of a boiler because there is risk of legionellosis) 

 

The savings 

• Isolate the hot water pipes 

• Limit the flow of hot water 

• Leakage hunt 

• 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 recent boilers) 
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Gas condensation 
boiler 

Heat pump 
Fuel oil condensa-
tion 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 tempera-
ture) 

Yes Yes Yes No 

Suitable for radiator 
heating (high tempera-
ture) 

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 

SUSTAINIBILITY 

CO2 emissions Low Neutral Medium Neutral 

Use of renewable ener-
gies 

No Yes No Yes 
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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 5% efficiency; everything else 

goes into heat ...) 

Therefore it is necessary to consume as little electricity as possible to light up, favour natural 

lighting. 

An average household consumes 800 kWh in lighting, about 100 euros per year. 

 

Which lamps to choose: 

• Conventional or incandescent lamp: 5% efficiency, short life: 1000 h: to be banned. 

• Halogen lamp: choose 220 volts’ lamps without transformer, they consume less, 

lifespan 2000h. 

• Fluorescent tubes (neon): consumes 4 times less than a conventional lamp, choose 

electronic ballasts and type 830 for offices, lifetime 9000h 

• Low-energy (fluo-compact) lamp: different versions, consumes 3x less and have a life 

of 10.000 h. 

• LED lamps: very low consumption 3w, lifetime 100,000 h. Given its higher cost, 

choose this lamp to use in places lit for long durations (security, exterior, corridor,). 

 

Classic Lamp (1000h) Low-energy Lamp (10.000h) Led Lamp (50.000h) 

25w 7w 1,5w 

40 w 9 à 11 w 5w 

60 w 13 à 15 w 7w 

75 w 18 à 20 w 6w 

100 w 25 w 9w 

 

A 60w lamp that is turned on for 8 hours a day and replaced by a 13 w lamp is recovered in 2 

years or 3000 hours. 
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General advice: 

• In general, you need a maximum of 10 to 15w / m² for conventional lamps or 2 to 5w 

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: 1000 

kWh / year for 35 min / day). 

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

outside 

 

Electric households 

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

heating). 

 

Large 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 the low ener-

gy-consuming devices: the energy label. 

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



 

 

   

 

The label proposes a classification from A to 
G: the most low-energy consuming ones carry 
the label A and the more energy-consuming 
the label G. 
A-labelled devices are sometimes more expen-
sive 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!!
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Water 

 

Average consumption per person per day: 120 L of drinking water 

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 the waters. Before buying a cleaning product, garden-

ing (pesticide, fertilizer), laundry, inquire about the pollution it causes. Choose biode-

gradable products. 

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

• 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 panel an inexhaustible and free source of energy. In addi-

tion, 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…let’s go! 

It’s importance to identify local producers in your area and consider the seasonality of products 

in order to “green” your activity. To develop partnerships with these local producers and pro-

cessors, to give a local dimension to the “cooking/cuisine” that you propose to your customers, 

giving a boost to the local economy and preserving the environment. 

Many local initiatives may exist around you know to locate them and to identify possibilities of 

collaboration. 
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Examples of local initiatives:  

- Joint purchasing groups. 

- Associations for the maintenance of peasant agriculture/farming. 

- Producers’ cooperatives. 

In fine, consumption goes through responsible purchasing. Eco-consumption is a mode of con-

sumption compatible with sustainable development. Eco-consume means making other 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 his purchases. 

 

SUB-UNIT #4 Decision making and problems solving  

Interactive online exercise  

 

3.3. Methodological indications 

Entrepreneurship should take into account both the environmental and the social and econom-

ic dimensions simultaneously. Combining a careful thought about the meaning and the impacts 

of our economic activities with a model of responsible, profitable and efficient management is a 

strategic issue. 

The first part of this unit examines the stakeholder’s analysis techniques with a practical exer-

cise and case study (its own project or the Green Valley case study). The stakeholder’s analysis 

matrix will be used. 

The second part examines the management of flexibility and adaptation using focus-groups 

techniques and analyzing case studies (Golf farmhouse & Mustard factory). 

The third part examines the green management using the techniques of calculation of footprint 

and calculation of insulation performance of its company. 

The fourth one examines the decisions making in an entrepreneurship process by using a PPT 

decision making tool.  
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Duration and ti-

ming: 

 

• Case Study exercise and SWOT analysis : 2 hours 

• Best Practice video from YouTube Skilltour videos 

http://skilltour.eu/en/page/150/downloads by questions and group dis-

cussion: 30 mins. 

• Adaptation: 1 hour 

• Green Management: 2 hours 

Tools • Stakeholders analysis matrix 

• Print-foot calculation tools 

• Best Practice video 

 

Materials • Stakeholders’ analysis matrix template 

• http://www.toutcalculer.com/batiment/isolation-thermique.php 

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

• Best Practice Video.  

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

https://www.youtube.com/watch?v=blOYD_VOlr0 (from beginning till 

6’)  

http://www.matele.be/focus-economique-la-moutarderie-bister 

(from 10’27’’ till 13’46’’)  

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

• Paper, pens, arts and crafts material. 
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3.4. Learning outcomes 

 

Upon completion ofLearning 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 

• Develop skills and sustainable competences / green marketing 
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4. Learning Unit 3: Communication and digital marketing 

4.1. Objectives 

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. 

4.2. Themes 

Businesses communicate with customers in a variety of ways. The communication tools busi-

nesses utilize are often dependent upon the type of budget the company has and the size of 

the audience it is trying to reach. The ways in which a business communicates are often reflec-

tive of the corporate dynamic and can have an impact on its overall success.  

In Person 

Businesses communicate with customers in person on a day to day basis. Effective communica-

tion is an essential tool, especially when it comes to dealing with complex business issues or 

service concerns. That is why it is important that business owners train employees on appropri-

ate customer service applications and good communication skills. Developing and instilling in-

tercultural business communication skills and intercultural competences is also essential in to-

day’s ever changing market. Alongside this is suitable body language and active listening skills 

which play an important role in communication. If you do not communicate with the clients 

effectively, you won’t be able to serve them properly. Effective customer service requires a 

thorough understanding of proper body posture as well as the art of active listening.  

 

 

 

 



 

38  

 This project has been funded with support from the European Commission. This publication reflects the views 

only of the author, and the Commission cannot be held responsible for any use which may be made of the information contained therein. 

Project number: 2015-1-UK01-KA204-013768 

 

 

Online 

Many businesses communicate with customers online, though email exchange, text messaging 

and “frequently asked questions” sections of websites. While less personal than in-person ex-

changes, online communication is typically fast and efficient.  

Social Media 

Businesses are finding value in communicating through social media forums, such as Facebook, 

Twitter and LinkedIn. These venues allow instant interaction between the business and the 

consumer. Businesses are using these forums to conduct contests, announce specials and drive 

traffic to their company websites. 

By Phone 

The telephone remains a popular form of business communication. In addition to talking one-

on-one with consumers/customers, phone systems can also be automated to deliver specific 

responses based on caller prompts. This can be a cost-saving feature for a small business own-

er, who subsequently requires fewer phone operators to staff call centres.  

By Newsletter 

Hard copy and email newsletters are popular ways for small business owners to communicate 

with clients and customers. Newsletters present a viable way to share news and information, 

promote events, introduce new products and publicize sales. Businesses can often recoup the 

cost of this form of communication through selling advertising space. 

Written Correspondence 

Businesses communicate through a variety of different types of traditional correspondence. 

This can include traditional post of business letters, fax communication and direct mail pieces. 

Some businesses still utilize hand-written notes, especially to convey thanks and apologies. 

 

Networking is essential practice with regards to communication and marketing. By building 

your contacts and establishing long-term relationships with people you can sustain and improve 

your business. This can take them form of physical meetings or “virtual networking”. Alongside 

this is experiential marketing. This focuses on communicating the experience that your product 

or service offers to people in an emotional and sensory way. It is hugely powerful because trig-

gering human senses creates strong memories that can be leveraged for recommendations, or 

to drive new custom from the outset.  
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Gone are the days of relying on costly and time consuming traditional marketing methods such 

as print advertising and direct mail. The digital age is here and with it comes exciting new ways 

of communicating online. 

This is not to say that all traditional marketing has been superseded by digital. Every business is 

different. For some, the ideal marketing mix may include TV campaigns, radio spots or print 

advertising. For others, a blend of both digital and traditional could work better. The important 

thing is to take all avenues into consideration when planning your strategy. 

The changing world of technology and the evolving face of social media is having a significant 

impact on how consumers behave and how businesses interact with them. Digital marketing 

methods can offer businesses a way to move with these online trends and communicate with 

their target audience in the most effective ways possible. 

 

 

 Digital marketing 

Gone are the days of relying on costly and time consuming traditional marketing methods such 

as print advertising and direct mail. The digital age is here and with it comes exciting new ways 

of communicating online. 

This is not to say that all traditional marketing has been superseded by digital. Every business is 

different. For some, the ideal marketing mix may include TV campaigns, radio spots or print 

advertising. For others, a blend of both digital and traditional could work better. The important 

thing is to take all avenues into consideration when planning your strategy. 

The changing world of technology and the evolving face of social media is having a significant 

impact on how consumers behave and how businesses interact with them. Digital marketing 

methods can offer businesses a way to move with these online trends and communicate with 

their target audience in the most effective ways possible. 

  
Benefits of digital marketing 

Digital marketing relies on strategies that work well across the internet and mobile devices. For 

businesses with big plans and small budgets, this type of marketing has many benefits. Here are 

just a few reasons why you and your business should harness the power of digital marketing: 

1. It is more cost-effective 

2. Real-time results 

3. You can build more engaging relationships 

4. It is easy to measure results 

5. You can target a niche audience easily and tailor your tourism services to meet specific needs 
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Digital marketing is something that every business should understand and incorporate into 

their strategy. Make sure you keep your overall goals in mind as this will help you determine 

the right online channels to leverage so that you can deliver the best results for your business. 

Digital marketing channels 

 

Online marketing does not only mean a tourism businesses' website. Although this is an im-

portant part of it, tourism businesses should be aware of other channels that should be part of 

their digital marketing strategy. 

Most important channels of digital marketing a small tourism business should harness: 
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Effective websites 

A tourism business' website is a powerful tool within its marketing strategy. Most of the time 

this is where the business will be directing its customers to when it communicates with them. 

So it is very important to ensure to have interesting content to keep customers on the site for 

longer.  

With new technologies, more people are reading content on their mobile phones and tablets 

than ever before. Small tourism businesses should ensure that their website is easy to browse 

and interact with on different devices so that customers can have a good user experience while 

accessing it. It should be designed and developed as a tool to engage your customers and in-

spire them to action. 

SEO 

Small tourism businesses can stay ahead of their competitors by driving traffic to their website 

using Search Engine Optimisation (SEO).  

SEO works by optimising a tourism business' website to increase its organic ranking in search 

engine results (for example how high up you would appear in a search list on Google), so that 

customers will be more likely to visit it. Search engine marketing focuses on improving the sites' 

ranking using specific methods such as improving the use of keywords (words and phrases rele-

vant to what the certain business does).  

PPC 

Pay-per-click (PPC) is an advertising model that helps to drive traffic to your site using a clicka-

ble advert (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 en-

gage your customers enough to click on your links and visit your site.  

You’ll see examples of these ads on popular sites like Facebook or search engines like Google. 

You can set your own budgets and turn the advertising on and off when needed so it’s a great 

option for small businesses looking to test different marketing channels. 

Pay-Per-Click is a way to pay for visits to your website or landing pages to compliment the or-

ganic visits you are 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. 
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Email marketing 

Email marketing is a great way for a tourism business to build target customer list in a cost–

effective way. Once subscribers have opted-in to receive information from a tourism business, 

they can be reached directly with offers, promotions, engaging content and news.  

There are a range of email marketing services available with a variety of packages to suit small 

tourism businesses as well.  

 

Social media 

Social media has become one of the most powerful marketing tools a tourism business can 

have. Customers, tourists, frequently rely on social networking sites to discover and learn about 

new travel destinations and to make key decisions when planning their trips. They share their 

travel experiences, impressions and special moments online, but also their opinions about 

guesthouses, hotels, restaurants, airlines or even car rental services, all of which has a direct 

impact on their peers 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 extend on the 

word of mouth – opinions, recommendations and comments on social platforms such as Face-

book, Twitter, TripAdvisor,  YouTube, etc. and enable customers to share suggestions and tips. 

Affiliate marketing 

Digital affiliate marketing means establishing reciprocal content – so a small tourism business 

includes content on its site or newsletter about its affiliate’s accommodation or tours, and they 

reciprocate with content on the business. The aim is to provide readers with useful information 

on other accommodation or tour providers. 
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Tool for tracking your marketing: Google Analytics 

Google Analytics is the free software that tracks visitor movements on a website and is the 

window into what marketing is or isn’t working in the business. 

It provides a wealth of data and insight on how people are finding your website (eg Google, 

social media) and also if they are converting (or not) into paying customers. 
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4.3. Methodological indications 

 This learning unit will spend time on research and information, as a two way process, “the 

trainer and the participants”. Communication is one of the most important factors in business 

and possibly the learners will become the trainers. By sharing of tools already used by the par-

ticipants we can create a “toolbox” for all participants to share. The trainer must also have a 

selection of tools to share with the group. Time must be taken in moving groups, in order to 

explain the importance of networking and intercultural competences/communication. This time 

taken out of the unit will also be spent on the subject of body language and non-verbal ex-

changes.  

Duration andtiming 

 

• Input, discussion and collation of questions: 90 minutes 

• Exercises and/or role plays of participants : 120 minutes 

• Expert talk: trainers will talk for all communication methods and the 

most important 

• Building an effective presentation of your business idea communica-

tion: 60minutes  

 

Tools • Communication – the most important factor to present information 

to customers 

• Business planning of communication 

• Building up and managing networks 

• Analysis of booking systems  

• Presentation of small business experimental marketing and social 

media to costumers  

• Communication - follow up methods to customers after they have 

visited the business 

 

Materials • Communication plan before visiting the business 

• Communication plan after visiting the business  

• Materials for role play and exercises  
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4.4. Learning outcomes 

Upon completion of Learning Unit 3, the participants will be able to 

 

 

• Understand the use and of web tools/online services and social media. E.g. trip advisor, Fa-

cebook etc.; and how it can assist their business. 

• How to select communication tools according to target audience: word of mouth, emails, 

newsletters and updates by developing skills and attitudes. 

• Identify networking methods and develop competences in how to use networking to pro-

mote your business 

• Develop their skills in understanding experiential marketing and how it could work for 

them. 
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5. Learning Unit 4: Cultural Heritage / local Traditions and working together. 

 

5.1. Objectives 

The objectives of this learning unit are: 

• To expand upon existing knowledge and develop practical skills in working together with 

others in order to improve business 

• To obtain competences in effective methods of making the most of your surroundings 

and how to introduce new effective ideas. 

• To increase factual knowledge of local identity and utilizing local distinctiveness to im-

prove key skills in business. 

5.2. Themes 

Business networking is an effective low-cost marketing method for developing sales opportuni-

ties and contacts, based on referrals and introductions - either face-to-face at meetings and 

gatherings, or by other contact methods such as phone, email, and increasingly social and busi-

ness networking websites. Networking in local areas is essential practice for those businesses 

operating in rural areas in order to support each other and share ideas.  

A business network of contacts is both a route to market and a marketing method. Business 

networking offers a way to reach decision-makers which might otherwise be very difficult to 

engage with using conventional advertising methods. 

In addition, business networking brings with it the added advantage of recommendation and 

personal introduction, which are always very helpful for developing business opportunities. 

Business networking is a way for to make the maxim, "It's not what you know, it's who you 

know.." work. 
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Alongside this, working as a destination, putting the business locality on the map and keeping 

local identity is essential for a successful business, especially in a rural area. Defining the “desti-

nation” and understanding “your place” works hand in hand. It goes without saying that all 

businesses should work with what is within their local area. However, businesses should also 

focus on what they can effectively use as part of their business. It is also important to view the 

assets through the perspective of a visitor. What may seem every day and humdrum could be 

the trigger that makes them visit, stay longer or return. Too often what is on the doorstep is 

overlooked and the obvious is focused on. Knowing the local area intimately is vital to be able 

to understand local distinctiveness and use it effectively as a tool.  

Defining what`s special: 

Making local distinctiveness relevant for visitors is no easy challenge for any business. The chal-

lenge of making sense of a place is one faced by many organisations and businesses (especially 

from rural areas). Therefore, research is again needed to see what information is already avail-

able and to use it to the businesses advantage.  

If the business knows why the area is special and has the evidence base of experiences and as-

sets to back that up, the big question will become “how do they use this for their business”. 

Introducing new ideas to a business and extending what they do is also a crucial factor in sus-

tainability. One of the best ways of utilizing local distinctiveness is to incorporate the qualities 

and assets of the locality into what the business does already. However, implementing a new 

service or product into any business is a big investment of time, effort and possibly money. It is 

therefore sensible to evaluate any idea before leaping into it.  

Landscape and scenery generally provides the backbone of the special qualities of a rural busi-

ness, and for visitors, it will form the base of almost all the activities which they undertake. 

However landscape is also sensitive and can be prone to degradation from unchecked visitor 

contact. It is also generally not particularly well understood so presents a significant opportuni-

ty for education.  Utilising local products and helping visitors uncover specialties will also attract 

visitors and therefore enhance a business’s offer.  
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5.3. Methodological indications 

Networking is essentially about building contacts and establishing long-term relationships with 

people / other businesses that can assist in your business. However, everyone is different and 

everyone will have their own preferred style and way of networking which could and should be 

shared. Small group work on this part of the unit is essential in order to share good practices 

and also avoid possible pitfalls.  

This unit will start with knowledge transfer and open questions in which the learners can share 

ideas and “pick up” information from each other. Followed on by e-learning/self-study in which 

the learners can research “their area” and lastly bring this “back to the table” where they can 

identify and differences and/or similarities.  

Duration andtiming: 

 

• Introduction networking: 30 mins 

• Open questions: 30 mins 

• Games: 40 mins 

• Videos and discussion: 50 mins 

• Introduction Local Distinctiveness: 45 mins 

• Open questions: 30 mins 

• Case studies: 40 mins 

Tools • Games, Videos, best practices, presentations, interviews 

Materials • Open questions, videos, exercies, case studies 

5.4. Learning outcomes 

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

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

• Develop skills in keeping their local identity:, defining what`s special, using local distinc-

tiveness 

• Introduce and develop new ideas for their business.  

• Develop competencies in making the most of their landscape, heritage and local prod-

ucts. 
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6. Learning Unit 5: Personal approach 

 

6.1. Objectives 

The objectives of this learning unit are: 

• To increase awareness of personal skills and experience in order to add value to busi-

ness whilst developing cognitive behavior skills. 

• To gain competences in understanding customers’ expectations whilst acquiring theo-

retical key skills in intercultural competences. 

• To create and develop factual knowledge of how to tailor make programmes and indi-

vidualized personal experiences in order to progress their business.  

 

6.2. Themes 

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 needed 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 ser-

vice a business provides to them.  In addition to improving the product or service itself, infor-

mation can help 

to; develop new products and services, improve delivery or promotion, or improve other ele-

ments 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, 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 cul-

ture 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 cus-

tomer 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. Such questions as: What can I do? What can I show? 

What can I explain? What can I offer? are key questions to be addressed.  

All businesses are unique and diverse, of course the customers also. Developing a unique and 

personal experience for them such as time-bound and experience led itineraries, car free visits 

can lead the users to feel special and return or spread the word to others. 

 

6.3. Methodological indications 

The aim is learning to create a personal approach in the own tourism business. This includes a 

personal development process in order to achieve an individual approach in this specific busi-

ness. This development should be based on self-analysis and reflection, but also based on re-

search into guests’ expectations and a combination of both, trying to meet these expectations 

with an individualized and personalized final product.  

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 discus-

sion.  The main tasks will be to ask the learners “who are their customers?, what is their poten-

tial as an individual and business”. This will take place via e-learning and/or self-study within 

their business.  Alongside this will be a section on understanding the importance of “behavior 

skills”, role play will be a part of this.  

As well as for classroom learning as for self-study there will be many prompts in order to stimu-

late the phantasy of the learner and he will be provided with examples to help him to be crea-

tive and develop his specific product. 
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Self-analysis listings based on prompts can be exploited for discussion rounds and role plays as 

well. 

The parts of unit 5 concentrate on 1) the product, that can be individualized, 2) on the guests 

and their expectations and 3) on the personal contact and the interaction between host and 

guest.  

 

Duration andtiming: 

 

• Your special offer/ self-analysis Brainstorming and creation of lists: 1 hour 

• Videos and discussions                                                                              30 mins 

• Research into customers’ expectations, lists and discussions             1 hour 

• Adding value  to the product through personal relations 

• Personal contact :Self-assessment with discussion                               30 mins   

• Hospitality: lists and discussions                                                         30 mins 

• Role play based on video examples                                                      1 hour   

• Intercultural communication: discussion and role play/video         1 hour 

• Body language: video and discussion, role play                                  1 hour 

                              (self-learning part    approx. 3 hours)                                                        

 

Tools • Self-reflection and analysis/ list with prompts 

• Role play based on lists 

• Role play based on video examples 

• Video examples 

• Discussion rounds 

• Field research 

• Video Tour of Competences, Video examples Skilltour and examples 

Youtube 

 

Materials • Questionnaires, created lists, videos, field research results 
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6.4. Learning outcomes 

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

• Be aware of their own skills and experience in order to add value to business. 

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

• Develop and improve their competencies in behavior skills: Friendliness, Welcoming, lan-

guage skills, exchange of personal data, children etc, recalling names, inviting, guest friend-

ly gestures, body language 

• Develop attitudes with regards to developing an individualized and personal experience. 

• Create tailor made programmes adapted for diverse target groups. 
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