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I. INTRODUCTION 

 

Rural tourism is one of the major economic pillars of rural regions in Europe, representing a sustainable 

approach to economic development especially in times of crisis, facilitating new employment and 

contributing to the conservation of the natural, social and cultural heritage.  

Rural tourism is particularly significant in remote, less developed regions where agricultural activities or 

industry are restrictive and economy is reliant on tourism.   

To develop sustainable rural tourism businesses, entrepreneurial and competent human resource is 

needed. Creativity and entrepreneurial thinking plays an important role in diversifying rural tourism 

services, sustainable strategies being the motor of local development.  

The Erasmus+ project entitled SKILLTOUR with partner organsiations from Belgium, Cyprus, Greece, 

Netherlands, Romania, Spain and United Kingdom aims to foster the development of entrepreneurial 

and transversal skills of those running micro/family tourism businesses in less developed rural areas of 

Europe, in order to be able to deliver innovative, high quality products and services and manage their 

businesses in a sustainable and responsible manner.  

In order to achieve this aim a tailored curriculum and training material will be developed for 

entrepreneurship education along with an online learning space including an interactive video tour of 

competences (study video) that will guide current and future rural entrepreneurs in their key 

competences development through a structured learning experience. 

As the first core intellectual output of the SKILLTOUR project, the present research study was 

conducted on the basis of prior investigations by partner institutions in order to allow a detailed 

analysis of requirements and training needs of the target groups of the project, adults who run or plan 

to run micro/family rural tourism businesses (pensions, farm-stays, restaurants, village inns, camping or 

guest houses, etc,), adult education providers with high exploitation potential of the project output. 

The objective of the research study is to give a short overview of rural tourism development in partner 

countries and especially in the regions in focus for in-depth research, and to identify main problems of 

rural tourism, good initiatives, training offers and training needs to boost entrepreneurship in rural 

tourism. 

Soros Educational Center Foundation (SEC), M-Ciuc, Romania 
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Soluciones Tecno-profesionales Consulting, Spain  

CIEP, Belgium  

Technical Training Center Cyprus, Cyprus 

Mewcat, Greece 
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II. METHODOLOGY 

The research methodology was planned and agreed by the partnership to include the following parts:  

a) desk research collecting information on the situation of rural tourism in each partner region and 

country in focus and information on how training for rural tourism entrepreneurship is organized in 

these regions;  

b) interview questionnaire based survey with micro/family owned rural tourism businesses to assess 

the specific needs for entrepreneurial and other transversal skills development; 

c) interview questionnaire based survey with experts in rural tourism development and/or adult 

trainers in each country in order to have another perspective on the skills needs. 

The objectives of the research are: 

• to identify the needs for development of up-to-date, modern transversal and entrepreneurial 

skills of the target group of each SKILLTOUR partner region  

• to have an overview of rural tourism development situation in each participating country with 

focus on micro/family owned rural tourism businesses from remote, less developed areas of 

the partner countries 

 

II.1. Desk research 

Desk research has been conducted according to the same criteria in all partner countries, based on a 

common content structure agreed in the first partner meeting, with the aim of collecting information 

on the situation of rural tourism in each partner region and country in focus and information on how 

training for rural tourism entrepreneurship is organized in these regions. 

A full version of the desk research guideline can be found in Annex I.  
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II.2. Interview questionnaire based survey with micro/family owned rural tourism 

businesses 

The purpose of the guided interview was manifold: 

• raise awareness of the SKILLTOUR project by introducing its aims and objectives 

• to have a perspective on the general training and development needs of the target group 

• to have a general overview of the current level of the to have a perspective on the in small 

rural tourism businesses (using the method of self-evaluation) 

• to prioritize the development needs of the target group as seen by small business owners, 

managers and people who wish to start a small tourism business 

• gather suggestions for the future development of the SKILLTOUR outputs 

An initial draft of the needs analysis questionnaire was prepared by Soros Educational Center (SEC) 

based on European level documents as far as most important skills in rural tourism are concerned. 

During the first transnational partner meeting consistent time frame was allocated for group 

discussions concerning the draft, each partner contributed to its content and its final version was 

agreed by the partnership.  

The questionnaire consisted of the following parts: 

1. Profile of the interviewee: 

• current business situation 

• motivation for establishing the business 

• services provided to customers 

• number of people/employee working in the business 

• type of income created by the business: main income or complementary one 

• type of business: seasonal or all year around  

• promotion of the business via networks 

• educational background, training level and experience of the interviewee 

2. Open questions: 

• most important skills needed for a sustainable tourism business 

• actual training need of staff working in the business in order to increase its success 

• characteristics of a training course which would be attended by the interviewee 

• the way the interviewee gained his/her business skills so far 
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• continuous training gained in the field of tourism 

3. The third part of the questionnaire, using a 4-point Likert scale, gathered information related to the 

level of various categories of skills/competences (based on self assessment) and expressed their 

intention to develop these: 

• general business 

• use of ICT 

• developing sustainable and responsible tourism 

• personal traits 

The last part of the questionnaire, using an open question, collected information on other areas of 

difficulty where training would be useful for the interviewee. 

The survey was available to complete in two formats: electronic (word) and paper based format. The 

survey was written in English and translated into the native languages of the partner country where 

necessary. 

Respondents auto-evaluated their own level of the listed knowledge, skills and competences on a scale 

from 1-4 and indicated their intention to develop these or not.  

A full version of the survey can be found in Annex II. 

 

II.3. Interview with experts in rural tourism  

The aim of the interview was manifold: 

• raise awareness of the SKILLTOUR project by introducing its aims and objectives 

• to have a different perspective on the specific needs for entrepreneurial and transversal skills 

development of the target group 

• gather suggestions for the future development of the SKILLTOUR outputs 

Similarly to the previous two research instruments, an initial draft of this interview questionnaire was 

prepared by Soros Educational Center and commented and agreed by partners in the first transnational 

partner meeting.  

Interviews were possible to be conducted either face to face or via technology (telephone, Skype, etc). 

In terms of conducting the interviews, a semi-structured approach was preferred as interviewers were 

trying to elicit the expertise and knowledge from the interviewee and given the regional or national 

dynamics, the situation in each partner country/region was different. 

A full version of the interview questions can be found in Annex III. 
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II.3. Data collection and analysis 

Data collection for the needs analysis survey and desk research elaboration as well as the interviews 

with experts took place between the end of February and end of May 2016 in Belgium, Cyrus, Greece, 

Romania, Spain and United Kingdom.  

Partners registered the answers of the respondents on individual forms then summarized the national 

results based on a template prepared by SEC, and sent to SEC. Similarly the information gathered via 

desk research and interviews with experts were compiled into national reports and sent to SEC to 

compile the transnational report.  

All the survey data were transferred to Microsoft Excel, summarized and analyzed.  Descriptive 

statistics were used to describe the quantitative group responses from each partner country.  

Findings of the desk research (section III.), survey results (section IV.) and summary of  interviews with 

experts of rural tourism (sections III and V.) are presented in the present report. 

 

 

III. OVERVIEW OF THE SITUATION OF RURAL TOURISM IN 

PARTNER COUNTRIES 

The first part of the present research study consisted of the desk research carried out by six partner 

organisations which had in focus the rural tourism development in partner countries and especially in 

the regions in focus for in-depth research with the aim to identify main problems of rural tourism, good 

initiatives, training offers and training needs to boost entrepreneurship in rural tourism. 

 

III.1. Rural tourism development in Belgium  

 

III.1.1 Contextual information about rural tourism in Belgium  

 
More than three quarters of Wallonia consists of farmland, woods and forests. The Walloon space is 

therefore essentially rural and gives de facto tourism its dominant character. For this reason, the 

concept of rural tourism is not restricted to the activities around the farm (farm and agro-tourism). The 

Walloon rural tourism has a variety of products: active tourism, cultural, environmental tourism or 

ecotourism, to discover the local culture and tourism of the region, intended to consolidate under this 

name authentic products such as rooms & board and activities offered by the locals [Jurdant, 2004]. 
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In Wallonia there is a decree that regulates tourism in general and rural tourism in particular (Decree 

on the organization of tourism 27 May 2004), besides there is also specific legislation related to specific 

activities such as Gîtes (lodging/bed and breakfast). 

In Wallonia, the local tourism (tourisme de terroir) was legalized in 1981 through a decree which 

contains the official authorizations of designations (names), the implementing rules, the awarded 

grants, the classification criteria and the applicable fire codes and standards. 

In general, there is no obligation to apply for designation authorization but it is not allowed under any 

circumstances to use protected designations or to use official/state advertising. But it is possible for 

those wishing to be allowed, to ask for a specific authorization. 

The Decree is coordinated and administered by the General Commissioner for Tourism (Commissariat 

Général du Tourisme = public interest organization in Wallonia) and especially by the Direction of 

Tourism Accommodation. 

The missions of this cell are: 

• authorize the use of the names protected by the decree (= official certification); 

• classify the institution; 

• grants to the creation, renovation or improvement of facilities; 

• periodically monitor compliance with tourism regulations; 

• inform and advise farmers. 

The main “Reference” document in tourism in Wallonia is the Walloon Code of tourism (le Code Wallon 

du Tourisme). 

 

The graph below describes the organization of tourism in Wallonia: 
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Source : Gîtes de Wallonie  

 

 

In Belgium, the labour laws/regulations are negotiated between social partners (employers and trade 

unions under the responsibility of the Government). The results of these negotiations are casted into a 

legal agreement inside Joint Committees at sectoral level (Commission Paritaires).  

 

There is a general strategic action plan regarding the tourism in general, the specificities of the rural 

tourism are fulfilled by the sectors such as Guest Rooms in rural areas (les gîtes) which created a 

federation responsible for elaborating and carrying out training and communication strategies 

(Federation of Guest rooms in rural areas – Fédération des gîtes de Wallonie) 

Some relevant national data on rural tourism: 

• 325 hotels (16.002 beds) recognized and 125 (6.124) not recognized 
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• 3.723 rural accommodation (24.557 beds) recognized and 1.065 (11.010) not 

recognized 

• Vacation villages: 22 establishments (10.302 beds) recognized and 8 (2.500) not 

recognized 

• Social tourism (youth hostels mostly): 33 establishments (3.783 beds) recognized and 

57 (3.424) not recognized 

• Camping: 175 (28.632 beds) recognized and 22 (4.728) not recognized 

• 223 cultural attractions: 28 castles & citadels; 13 historical monuments & Castles; 182 

Museums 

• 34 natural attractions: 9 caves and cavers; 14 nature reserves, parks & gardens; 11 zoos 

and wildlife parks 

• 53 recreational attractions: 24 water-based attractions; 29 attraction parks  

In 2015 some 2.860.000 tourists visited Wallonia (75% for leisure & 25% for business) with 6.620.000 

overnight stays. The average length of stay is of 2.3 overnights.  

Regarding the origin countries of tourists, 58% are national tourists from Belgium, 14% from The 

Netherlands, 11% from Spain, 9.6% from France, 4% from Germany and 3.7% from GB. 

 

1.961.000 tourists use and visit the rural tourism attractions mostly for leisure (96%) and the rest for 

business (4%). The origin countries of the tourists are as follows: Belgium (72.6%), The Netherlands 

(17.1%), France (5.9%), GB (2.7%) and Germany (1.2%).      

 

The tourism contribution to the GDP of Wallonia is about 6.12%. The calculating of the contribution of 

tourism to the GDP is made on basis of “economic sectors” and not on basis of the distinction between 

rural and not-rural tourism. The 6.12% above is broken down as follows: 

• 2.3% catering 

• 1.5% transport 

• 0.9% other services 

• 0.6% tour operators 

• 0.5% commercial accommodations 

• 0.3% non-profit accommodations 
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Wallonia is a dynamic and very creative laboratory in rural tourism. It has one of the densest 

accommodation network in Europe, of tourist attractions and of marked hiking routes officially 

authorized in rural areas. Rural tourism development is constant and the sector is in permanent 

change. The latest trends are: hotel fleet renewal, further development of the rural (cottage) 

accommodation, closing of low quality campgrounds and small outdated hotels, development of new 

holiday villages, launch of label “Wallonia Destination quality”, development of bikes markups with 

'points nodes' system, launch of the "Green key" label, breakthrough of the "unusual" qualified 

accommodation, anticipation of the infrastructure equipment in order to face the climate change. 

The main opportunities of the area consist of: renewal of the fleet of holiday villages; Continuation of 

the renovation of the hotel park and campsites; maintenance of the positioning of the museums and 

tourist attractions; reduction of energy consumption; service and maintenance of the quality of various 

public and private investments. 

 

The Office of Tourism and Trade Union of the sector (Office du tourisme et le syndicat des initiatives): 

Tourist organizations designed to develop tourism in the municipality and shall be provided with a 

reception and information desk. 

These include: 

• Orientation, reception and information on site. 

• The organization of guided tours. 

• The type and maintenance of rides, 

• The organization of activities and thematic events. 

 

The Federation of Gites of Wallonia: 

The Gîtes de Wallonie Federation is a network of tourist accommodation owners of land and self-

catering holiday that are authorized by the General Commission for Tourism and meet the 

requirements of a quality charter. 

According to Art. 80.D.5 ° and s.81, Wallonia farms Federation is part of the technical committee of 

local tourism and holiday furnished and has an active role. 

 

The following services are proposed by the federations: 

• Promotion of local tourist accommodation, authorized by the General Commission for 

Tourism (awareness campaigns, press-release, websites, social networks, development, 

implementation of thematic stays, etc.) 

• Training and support of the owners (information sessions, field visits, personalized 

support for the implementation of projects, supervision of needed authorization, etc.) 
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• Representation and defence of interests of the sector at regional, national and 

international levels. 

 

III.1.2 Training for rural tourism entrepreneurship in BELGIUM 

 

In Belgium the Sector’s federations are in charge of establishing policy and/or programmes for human 

resource development in tourism. 

The regional and local offices of the Tourism Ministry give information and advice to the tourism 

operator regarding legislation and standards. 

There are no rules mandating basic pre-entry business skills for new entrants to the tourism market, 

the rules of the legal agreement inside Joint Committees at sectoral level are the only regulation 

regarding skills, tasks and wages. 

The federations of the sectors are the bodies who offer programmes, schemes, subsidies or other 

mechanisms to the labour force in tourism about management, legislation, funding, HR management. 

It exists also a bachelor degree program in the fields of tourism proposed by some universities and high 

schools in Belgium (HECH – Haute école Charlemagne & ILFOP). 

Below is presented an example of the proposed curriculum (ILFOP 2016) 



                                                                                                                                                         
                                                                                                                                    

13 | P a g e  
 

 

 



                                                                                                                                                         
                                                                                                                                    

14 | P a g e  
 

III.2 Rural tourism development in Cyprus 

 

III.2.1 Contextual information about rural tourism in Cyprus 
 

Tourism has been a key pillar of the Cyprus economy for decades. The sector has remained 

economically robust and is the only commercial sector in Cyprus with continuous growth throughout 

the global financial crisis. The number of tourists visiting the island in 2015 reached almost 2.7 million, 

matching a previous record set in 2001. With a strong focus on further developing niche tourism and 

extending the season, the country’s efforts to diversify its offering are beginning to bear fruit. 

Rural Tourism in Cyprus entrenches elements as the environment (natural and built) regional culture 

traditional way of life and everyday activities of inhabitants which give visitors the chance to try several 

activities such as hiking, biking, food-tasting and wine-tasting: 

• natural Environment 

• cultural Activities 

• Cypriot cuisine – local products 

• cycling routes 

• hiking routes 

• cultural routes 

• religious routes 

• wine routes 

• accommodation 

Tourism in Cyprus has evolved into one of the most important socioeconomic activities and 

undisputedly the most important industry for the country’s economy. The legal framework that coacts 

the operation of the tourism establishments and services aims to safeguard the value and quality of the 

services. All the relevant laws and regulations are congregated under Cyprus Tourism Organisation. 

Legally, there is a definition for rural tourism industry with respects to some programmes by the land 

department – in Ministry of Interior - which defines specific villages prioritising them according to the 

current situation with regards to tourism and the prospects for their development as an agrotourism 

area. For an establishment to be considered an agrotouristic entity it has to fulfill specific rules and 

regulation of the land department, Ministry of Interior, and of the government. 

In Cyprus there is no specific labour law for the tourism sector. The labour laws with regards to tourism 

are under the general legislation of labour market of the government. However, some tourism 

enterprises can employ staff through collective agreements but this is not obligatory. 

Regarding the current strategic action plans elaborated in Cyprus and in Larnaca region there is a 

European programme by the Department of Town Planning 2014-2020 (Agrotourism Plan Cyprus) that  
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will be open in 2016 and subsidize many new rural businesses mostly houses/hotels, small-medium size 

enterprises with 50% of the investment cost. The Ministry of Agriculture will implement new funding 

program in 2014-2020 for rural enterprises from the rural development plan according to the needs of 

each region. 

 

National and Regional Data of tourism and rural tourism industry 

 

Share of rural tourism in the tourism industry in Cyprus and in Larnaca Region for 2014: 

• The share of rural tourism in Cyprus is 1,2% 

• The share of rural tourism in Larnaca is 7% - Larnaca is first in rural tourism regarding bed 

occupancies 

 

The estimated size of the rural tourism sector in Cyprus and in Larnaca for 2014: 

• Units in Larnaca Region were 54 and 468 bed capacity 

• Units in Cyprus were 161 and 1386 bed capacity 

• As far as gests nights are concerned in agrotourism establishments are count for 0.5% of all 

occupancies in all over Cyprus 

• Net Room Occupancies - 21,9% in Cyprus 

• Net Room Occupancies - 22% Larnaca 

• Gests nights in licensed agrotourism accomodation in Larnaca were 34.349 

• Gests nights for tourism in Cyprus were 77.034 

• The share of rural tourism in the tourism industry in Larnaca is 7%. 

 

The current strategic action plans elaborated in the region is the European Programme of Agrotourism 

plan 2014-2020. Also, Larnaca Tourism Board has a regional strategy for the entire region of Larnaca 

which includes specific actions for the development of rural tourism. 

 

Rural Tourism in Cyprus and Larnaca Region 

 

The first idea of rural tourism enterprises in Cyprus was founded in 1988 by Cyprus Tourism 

Organisation (www.visticyprus.com). The first rural tourism enterprise in Cyprus was established in 

the early 90s. Specifically together, 9 units (agrotourism accommodation) were established in all over 

Cyprus: Skarinou, Tochni, Pafo-Kourdalia, Kalopanagioti, Kalavasos. 
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In 1996, in Cyprus, the villagers have started, through governmental subsidies and incentives, to 

renovate their old houses (100-300 years old), and convert them into traditional lodgings ready to 

accept visitors from around the globe. The need for a better and more organize co-ordination of all 

these SME’s Cyprus Tourism Organization established the Cyprus Agrotourism Company, a body dealing 

exclusively with holidays in the Cyprus countryside. The Company started with only 7 members during 

the 90” and today we have more than 77 members (Owners of renovated units), 100 traditional houses 

and boutique hotels in 60 villages around Cyprus. It is estimated that the number of the agrotourism 

establishments will be increase until the end of 2016, due to the EU funds. 

In Larnaca Region, the first rural tourism enterprise was established from Sophronis Potamitis – 1991 – 

Larnaca Tochni/Kalavasos Villages. This unit was a traditional old house with equipped kitchens; 

showers/bathrooms etc. in some cases provide swimming pools and fire places, air-conditioning, 

gardens, stone yards, beautiful balconies and outdoor furniture under the vine shades. 

Moreover, the most important structural change is the regulations set as to what defines a rural 

agrotouristic establishment. Current trends of rural tourism are the increased need of the visitor for 

the traditional experiences and the fact that tourists engage themselves in local activities including 

gastronomy, local crafts, harvests, poetry, biking etc. 

The rural tourists services provided by rural agrotourism enterprises in Larnaca are: 

• Accommodation  

• Visit at folklore-art museums 

• Crafts – pottery making 

• Nature walks and cycling in the country site 

• Fun traditional activities (e.g. donkey rides) 

• Harvests 

• Local restaurants – taverns – coffee shops 

The tourism industry certification in Cyprus is a licensed issued by Cyprus Tourism Organisation. 

 

III.2.2 Training for rural tourism entrepreneurship in Cyprus 

 

Cyprus government has established programmes for human resources development in tourism. 

Specifically, has established a certification by the Human Resources Development authority for specific 

position in tourism industry. Larnaca region has its own tourism consultation centres: Larnaca Tourism 

Board, Larnaca District Development Agency, T.T. Technical Training Centre of Larnaca. However, the 

participation in these trainings and consultation is not as expected.  

Unfortunately, there is not a regulation for new entrants to the touristic market.  
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The basic training for tourism industry is based on Human Resources Development Authority which 

organise through its VETs training courses regarding the tourism industry (hotels, rural tourism, tour 

operators etc.). Moreover, many private Vocational Training Centres and District Development 

Agencies in all over Cyprus organise training and seminars for people working in the tourism industry 

by themselves (e.g. hotels, potteries, wineries, rural tourism enterprises, tour operators etc).  

The funding sources for tourism entrepreneurship training are coming from Human Resources  

development authority, Cyprus Tourism Organisation and European Programmes. 

 

III.3 Rural tourism development in Greece 

 

III.3.1 Contextual information about rural tourism in Greece 
 

In Greece there is no clear differentiation between agrotourism, agritourism or rural tourism. More or 

less all forms of so called agrotourism in Greece can be considered rural tourism, agro tourism can be 

considered to be and is promoted as an important ‘tool’ for rural development in Europe. In Greece, it 

was ‘officially’ introduced through EU subsidies to Greek farmers or women’s cooperatives in the 1980s 

and since then has grown significantly.  

Following the paper from Thanasis Kitzos, the development of agrotourism in Greece from its 

conception has encountered a series of drawbacks and contradictions. On the one hand, it has been 

quite successful in terms of the number of farms that have developed such activities and services. On 

the other hand, it lacks coherence and strategy at a national level, and remains fragmented at the local 

level. Meanwhile, it has been claimed that it is more ‘tourism’ than ‘agro’ in terms of the most 

commonly used definitions. 

Alternative tourism offers, or is alleged to offer, quality products and services, puts emphasis on the 

local character and provides ‘authentic’ experiences and personal contact between the tourist and the 

provider of the service. One of the forms of alternative tourism is rural tourism and more specifically 

agrotourism.  Agrotourism refers to specific places, and its activities are linked with certain local 

traditions and landscapes. In Greece this means micro sized family farms in the rough and rocky islands 

like the Cyclades and big farming units on, like in Crete or parts of the mainland. 

Agrotourism around the Mediterranean, including Greece, is a much more recent phenomenon than in 

Northern Europe. In countries such as Britain, France, Germany, Austria, Switzerland, the Scandinavian 

states, the Netherlands and Belgium, agrotourism has a longer history, as the industrial revolution and 

the rise of urban societies have alienated town dwellers from agriculture since the early twentieth 

century, and created rural tourism as a temporary ‘return’ to nature for holidays and recreation. Even 

in mountainous countries with limited potential for intensive production, a good number of farmers 

are involved in these kinds of activities. 
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In Greece the roots of agrotourism can be found in various forms of rural tourism and take place on 

religious holidays (Christmas, Easter, local saints’ days, when urban dwellers visit the countryside) and 

at weekends. This rural tourism was renamed ‘agrotourism’ after the 1980s and coincides with two 

developments. The first was Greece’s entry to the European Economic Community in 1981, followed by 

the launching of a series of programmes and initiatives for local and rural development. The second 

was the growing emphasis on issues such as gender equality and the living standards of rural 

populations, especially in mountainous and less favoured areas. 

Gender equality and agrotourism are interrelated in a number of ‘women’s agrotourism cooperatives’, 

namely cooperatives of women in rural areas, which produce local products and/or offer 

accommodation.  

This initiative did not include the establishment of an advisory body that could help farmers manage 

their units, promote their services and/or products and establish contact with other units in the area. 

This assisting body was very important (LEADER files 1994) for people who had no previous experience 

in managing a complex unit, let alone a tourist one. Therefore, the plan was implemented by private 

enterprises (farms or small cooperatives), resulting mainly in the building of rooms, rural houses, small 

hostels or other types of accommodation in rural areas. These disadvantages, along with the relative 

absence of a coherent mechanism for monitoring by the EU agencies and/or national bodies, 

contributed to a great extent to the contemporary character of agrotourism in Greece. 

In the region of Southern Aegean Cyclades, which was chosen for the implementation of the Skilltour 

Project, a very special situation is the basis for agrotourism or rural tourism. 

As from the '70s a kind of individual tourism has been developed on the islands of Cyclades, the 

population of the islands was confronted with an increasing number of visitors with various 

expectations. Whilst the backpack tourists were having low expectations as to services and offers and 

were expecting pure nature, traditions and typical rural Greek life (including the non professionalism of 

service providers- e.g. the fisherman who would serve two fried eggs) another group of more 

demanding visitors (cruises, sailing boats, financially strong groups, etc.) more and more changed the 

icon of the Island Tourism. A rapid development took place after Greece`s entry into the European 

Union and available support was provided for agroutourism activities. This support was mainly used for 

building accommodation units, linked to a rural micro enterprise, not farms in the sense of Northern 

Europe but small units, sheep holders, wineries, or simply owns of farmland, also fishers or local food 

producers. 

This development supported sustainable patterns of tourism, the exploitation of traditions, local 

products etc. European or national support was and is available through a series of programs such as 

Leader, Espa and regional funds such as PEP program or RIS3. 
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In Greece available funds differ from region to region, so the Southern Aegean was not as much 

favored in the provision for support for agrotourism as other agricultural regions in Greece which are 

presenting a pure agricultural economic structure like Northern Greece-Ipeiros, or Makedonia, but on 

the other hand the Greek Islands were favored due to their remoteness as weak regions. 

The Southern Aegean Cyclades region is the only one in Greece, where actors of rural tourism sector 

managed to have strict land use plans which favorize sustainable development and avoid uncontrolled 

expansion of investments and urban sprawl like it happened on many Greek island. They also managed 

to boost the cooperation with the private sector, regional authorities and travel agencies. 

 

III.3.2 Training for rural tourism entrepreneurship in Greece 

 

Nowadays a lot of positive rural tourism businesses have been initiated and in spite of Greece`s critical 

financial situation, the flow of tourism to Cyclades is constantly increasing and the population`s interest 

to enter the tourism market is strong.  Delays in payments of European support and bureaucracy 

although complicate the implementation of available support structures. There are no available 

structures for systematic vocational training of those who enter tourism market from other agro 

cultural or rural branches, like fishermen, farmers, or people involved in food production, despite the 

fact that rural tourism expansion is possibly only by the education and training of its players. 

Especially for the Greek islands rural tourism is perhaps the only industry which has a future to 

develop.  

In the SKILLTOUR partner region (Southern Aegean Cyclades) rural tourism is the biggest chance for 

regional and economic development 

Therefore, vocational training structures and training for entrepreneurship in rural tourism should be 

the high priority aim of the Greek Tourism Industry. The offer for rural entrepreneurship development 

is very limited in the region selected for the Skilltour project, but in general the islanders lack 

information about trainings or about funding for trainings and are located far away from big cities 

where quality trainings could be accessed. Currently no online trainings are available for training 

people involved in rural tourism. 

 

III.4 Rural tourism development in ROMANIA 

 

III.4.1 Contextual information about rural tourism in ROMANIA 

 
In Romania rural tourism is a sustainable, multifunctional activity based on local resources related to 

the traditional agricultural activity, cultural or natural values in the countryside or in small towns where 
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tourism is not the main source of income (definition by ANTREC, the National Association for Rural, 

Ecologic and Cultural Tourism). 

Further definitions include more specificities of rural tourism as compared to other forms of tourism: 

• recreation activities that cannot be experienced in major cities; 

• makes use of the complexity of the area; 

• must ensure the sustainability of the values of the rural area; 

• local service providers must benefit from it as much as the customers; 

• the human aspect of the economic activity and the communication between guests and service 

providers is of primary importance; 

• guests get an insight into the life and habits of the locals; 

• guests are expected to respond with respect towards local values and people. 

 

Rural tourism includes primary tourism activities (such as accommodation and food, routes and 

programmes for visitors, supplementary services) as well as other economic activities (predominantly 

agricultural activities but also activities related to traditional crafts and arts), leisure activities. 

 
Governmental Ordinance no/ 62 of 24 august 1994 (approved by law no. 145/1994) defines two basic 

terms of rural tourism in Romania: “pensiunea turistica” (“boarding house” or “guest house”) “ferma 

agroturistica” (“agro touristic farms”).  Later governmental ordinance nr. 1328/2001 respectively the 

Ordonance of the Ministry of Tourism no. 510/2002. 242 bis/1999) have merged these terms into one 

generally used term : “pensiune turistica rurala” (rural guest houses).  

Definition as by the above mentioned legislation is: 

• “Pensiunile turistice rurale” (possible English translations: rural bread & breakfast, rural guest 

houses, boarding houses) are structures with a capacity up to 10 rooms, 30 beds, located in rural 

areas, situated in the same building with the owner’s house or in separate buildings. Rural guest 

houses have facilities for accommodation as well as for preparing and serving meals.  

• “Pensiunile agroturistice” (agro touristic guest houses) offer part of the meals from locally 

produced food products.    

Main legal conditions for rural guest houses: 

• located in safe areas, far from potential sources of pollution 

• facilities within the accommodation area is used exclusively by the guests (not shared with the 

owners’ family) 
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• locations for serving meals – if used by guests from outside the accommodation area -  have to 

be accredited according to the rules for accreditation of restaurants (Ordinances of the 

Ministry of Tourism no. 242 bis/1999, no 582 bis/2002); 

• Locations for camping sites have to be accredited according to the specific rules as by the 

Ordinance of the Ministry of Tourism no 582 bis/2002); 

In order to assure the quality of rural tourism products the rural guest houses have to comply with the 

applicable laws of tourism. Depending on the quality of the services provided the rural guest houses 

are classified by “margaret” (“flowers”) (equivalent of “stars” used for classifying hotels), service level 

ranging from one flower to five flowers. The norms and criteria used for classification by number of 

flowers is described by the Ordinance of the Ministry of Tourism no. 20/1995. 

Further laws on tourism (including rural tourism): 

• Ordinance no.  65/2013, modified by Ordinance no. 221/2015 for approving methodologies for 

certification of tourism establishments and providing tourism certificates and licenses.   

• Ordinance of the Ministry of Transport, Constructions and Tourism no. 516/2005 for approving 

the framework for commercializing tourism service packages. 

• Ordinance of the Ministry of Transport, Constructions and Tourism no. 637/2004 on 

methodology regarding conditions and criteria for selecting, training and certifying and 

employing tourist guides. 

• Governmental Ordinance no. 20/2012 for approving the multiannual marketing and promotion 

of the Multiannual programme for the development of tourism forms, destinations and 

products.  

• Ordinance no.132/2103 for establishing Regional Offices for Promoting Tourism 

(“Reprezentanţelor şi Unităţilor Teritoriale de Promovare Turistică”) 

 
For developing rural tourism, a number of legislative initiatives have been issued. One of the most 

relevant ones is the Governmental Ordinance no. 63/1997 (M.O. nr. 226/1997): 

• giving priority at installing telecommunication networks; 

• technical assistance to small tourism business from the Ministry of Tourism and professional 

associations; 

• including the services offered by small tourism businesses in the promotional materials issued 

by the Ministry of Tourism and ANTREC; 

• including specific issues of small tourism businesses in the training programme of tourism and 

agricultural schools; 

Regarding labour laws there is no specific regulation applying for tourism businesses in Romania. 
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The “Master Plan for Developing National Tourism 2007 – 2026” has been elaborated by a team of 

experts of the World Tourism Organisation and representatives of the Romanian Government. The plan 

proposes to apply the principles of sustainable development of tourism as defined by the UNWTO. The 

plan presents the importance of tourism within the economy of Romania, what can Romania offer in 

terms of tourism (natural resources, cultural heritage, transport, accommodation, human resources) as 

well as a set of objectives and measures, some of them applying primarily to the development of rural 

tourism: 

− Developing the mountain areas and mountain resorts to offer facilities and attractions throughout 

the year.  

− Supporting the development of ecological tourism in areas such as the Danube Delta, national 

reservations and nature marks, rural areas. 

As for the development of human resources the plan enlists a number of weak points in initial and 

continuing training of people working in tourism, such as low level of awareness of the economic 

importance of tourism, lack of awareness of the positive influence of interaction with foreign visitors 

upon the local societies,  low level of professional skills and competences of people employed in the 

tourism sector,  the preponderance of theoretical education in vocational schools for tourism and the 

lack of practical skills and competences,  qualified workforce going abroad for better salaries and 

opportunities.  

Therefore, the Master Plan proposes a set of measures, such as: awareness rising about the importance 

of tourism, training of vocational students, public workers and employees in the tourism sector for 

caring more about the client, establishing a consultative committee for Human Resource Development 

with members from the private sector, the ministry of Tourism and national tourism organisations for 

supervising education and training services provided for the specific needs of the sector. 

In Romania the direct contribution of tourism to the GDP is approx. 2%, which is much below the global 

average of 5,2% In the neighboring countries this percentage is also much higher (11,9% in Croatia, 

5,8% in Hungary, 3,8% in Bulgaria. The number of employees in tourism is only 2,3% of the total 

employees, much lower as the global average.  

 

There is a specific certification system for rural guest houses, as mentioned before, where not stars but 

“flowers” are assigned to each certified accommodation service.  If having fulfilled a certain number of 

criteria, the tourism services can get 2 to 5 “flowers” as follows:          

• 5 flowers - for min. 150 points 

• 4 flowers - for min. 120 points 

• 3 flowers – for min.  80 points 
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• 2 flowers -  min. 40 points 

Certificates are revised from 3 to 3 years. 

 

Harghita county, the administrative division (NUT S-III) focused on in the present report makes part of 

the Centru Development Region (NUT S-II) of Romania. 

The county is situated in the inner part of Eastern Transylvania, its territory is of 6639 km2, with a 

population that in 2011 numbered 310,867 people. 

Harghita county is a historically multi-ethnic region, where the majority (85%) of the population speaks 

Hungarian as a native language, Romanians representing approx. 13%, while Roman is the 2% of the 

population.) This cultural characteristic defines the tourism sector as well, where most services are 

targeted at visitors coming from the neighboring country, Hungary. 

The county has four municipalities (the largest of – with 38.000 inhabitants – being the administration 

center, Miercurea Ciuc), 5 smaller towns, 58 large and 266 small villages.  This predominantly rural 

nature of the county, topped with the less developed transport infrastructure in the region defines the 

economy of the region. The rural characteristic of the area favours rural tourism, as visitors can find 

track not only of rich natural resources, but also of less industrialized, almost XIXth centrury lifestyles 

and community organisation. 

 

Analyzing the position of Harghita county within the general economic landscape of Romania, we can 

have a double perspective. From geographical perspective Harghita county is situated relatively far 

from the leading economic centers, prospective cities of Romania. From the economy’s point of you 

Harghita county makes an integrant part of Romania’s economy and it is influenced by the major 

tendencies of national economy.  A relevant indicator to illustrate the economic power of the county is 

the GDP.  While the inhabitants of the county give approx 1,15% of the country’s population, only 

1,16% of the GDP comes from the county.   

Due to its characteristic geographical position, limited accessibility, low density of population, rural 

characteristics, low developed technical infrastructure has not been in favour of attracting foreign 

investments, foreign capital.  At the end of 2011 in the county there were only 2071 companies 

registered with foreign capital, this representing only 15% of the total companies, and even less, 3,7%. 

of the total capital. 

 

In the structure of local companies, micro-companies are absolutely predominant (approx. 88%). As 

compared to national average, the proportion of small (10,13%) and medium (1,83%) enterprises is 

somewhat higher. Therefore, for Harghita county it is one of the major objectives to facilitate the 
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development of micro companies and SME, especially those owned by locals, and that can easily adapt 

to macroeconomical changes. Tourism has usually been seen as a major development pillar, but the 

share of tourism industry in the region is more important in terms of the number of companies (8% of 

total) then by the number of employees (4,6% of total employees), the turnover (1,7% of total 

economic turnover) or the net income generated by tourism (only 3 million lei, i.e. less than 700.000 

euro in 2013). 

 

The last strategy dedicated exclusively to the Development of Tourism in Harghita was elaborated in 

2009, proposes, among others, the strategic objectives of developing human resources and optimizing 

the training offer for the real needs of the sector. 

 

The Economic Development Programme of Harghita County for 2012-2020 is also a strategic planning 

document, considers tourism one of the four priority areas of economy, considering that “it has still 

been a strong point of local economy that has to offer a set of yet unexploited opportunities.” To reach 

the strategic objectives the County Council has initiated and/or supported a set of operational 

programmes, such as: 

• “Infrastructure development supporting tourism” 

• “Well-organised tourism” (implementing TDM /travel destination management/ models  

• Setting up the DESTOUR system (online destination management programme) 

• “Tourism for 365 days” / coordinating local and regional offers and programmes for tourists 

• “Supporting internal tourism” 

• “Supporting high quality tourism” / development of human resources, vocational training and 

continuing training 

• “Mass tourism” / promoting tourism opportunities widely 

 

Types of tourism services in Harghita county: 

o Tourism services around nature parks, reservations, lakes (accommodation, restaurants, hiking 

trails): Cheile Bicazului, Lacul Rosu, Lacul Sf. Ana 

o Spa and recreation services around the Salt Mine of Praid and surrounding salt lakes (the Bear 

Lake) 

o Cultural tourism services based on traditional crafts (pottery, straw) 

o Spa resorts for medical purposes (balneotherapy, aerotherapy, climate-therapy) 

o Ski resorts of local importance 

o Nature paths, education paths for watching the flora and fauna a great biological diversity 
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o Informal education programmes on hay meadows of great bio-diversity, formed by traditional, 

non-industrialized agriculture 

o Tourist routes of the built heritage (traditional rural architecture, fortified medieval churches, 

XIXth century urban architecture) 

o socio-cultural, religious, musical, artistic celebrations 

 

III.4.2 Training for rural tourism entrepreneurship in ROMANIA 

 
All tourism agencies and accommodation services must be run by someone having a license (“brevet”) 

in tourism. This is a document that certifies that the person has the professional skills in the field of 

tourism. Depending on their level of education and professional training, as well as a number of further 

criteria, the tourism license can be issued for the following jobs: manager in tourism, director of a 

tourism agency, hotel manager, restaurant manager, cabin administrator. 

Anyone applying for such a license needs to undergo a min. 6 months (720 lessons) long accredited 

training programme.  

Presently over 250 accredited training programmes for qualification, re-qualification and in-service 

training in the tourism sector are offered by public and private providers in one of the following areas: 

• technician/worker in agrotourism activities 

• tourist guide 

• manager of tourism activities 

• tourism agent 

 

The National Master Plan for the Development of Tourism foresees a number of further initiatives for 

the development of human resources in the sector, such as: 

• Establishing adult education institutions for re-training and continuing training for workers in 

tourism; 

• Revising and updating the course programmes and course contents; 

• Updating the occupational standards for various tourism-related professions; 

• Inviting international trainers to lead trainings for developing professional competencies of the 

managers and employees; 

• Developing communication courses for employees of tourism information centers; 

• Including a “training tax” in the price of hotel rooms; 

 

According to the legislation in force any business owner in the tourism sector is responsible for assuring 

qualified personnel for running the tourism services.  
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All tourism agencies and accommodation services must be run by someone having a license (“brevet”) 

in tourism. This is a document that certifies that the person has the professional skills in the field of 

tourism. Depending on their level of education and professional training, as well as a number of further 

criteria, the tourism license can be issued for the following jobs: manager in tourism, director of a 

tourism agency, hotel manager, restaurant manager, cabin administrator. 

Anyone applying for such a license needs to undergo a min. 6 months (720 lessons) long accredited 

training programme. 

The National Programme for Rural Development supports diversification of rural businesses with non-

agricultural activities. Recently most support to rural tourism has come through different measures of 

this development programme, using mostly European structural funds.  

Most continuing development and training programmes are available on regional and temporary basis, 

usually organised as part of tourism development programmes. 

The funding sources four tourism entrepreneurship training in Romania are the below ones: 

• European Social Funds – Sectoral Operational Programme for Human Resource Development  

• Erasmus+ programme 

• Leader projects 

 

 

III.5 Rural tourism development in SPAIN 

 

III.5.1 Contextual information about rural tourism in SPAIN 
 
Although lodging traditional rural tourists has so far enabled the emergence of a secondary group of 

activity businesses directly driven by this homecoming and familiar rooted class, their capacity to 

stimulate new and professional business-oriented activities has been traditionally low. This tourism 

arose in a spontaneous way and its repercussion has never become considerable. Consequently, more 

professional and associative attitudes among local potential entrepreneurs are required as to enhance 

the impact of the tourism related activities in the host economy in terms of wealth generation, without 

causing strangulation problems. It is also incontestable to put forward new and more elaborated 

supply, in order to attract those known as “modern tourists". 

 The results suggest that both traditional and modern managers in tourism are keen on preserving the 

natural resources. In other words, this behavior is not a specific feature of the new category because 

either kind of tourist displays a sensibility for the rural resources. 
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In the last two decades and more so in the 90s, there has been a growing presence of new modalities 

of tourists in rural spaces, with a pattern of behavior clearly different from the homecoming motivation 

mostly inherent in the traditional rural tourism. In OECD countries and especially in Spain, an increased 

tendency in urban people to choose rural zones for their holiday destination has been combined. This 

new framework turns around a new profile of the “modern rural tourist” (a new denomination not yet 

spread in the literature). It has probably emerged due to growing demand, together with the renewed 

strength acquired by two brand new motivating shafts: environmental quality and the search for the 

authentic. Other contributing factors are the growing tendency towards splitting holiday periods, no 

longer concentrated entirely during the summer, and the preference for short distance travels. With 

regard to the supply, tourists expect to make a much deeper and profitable use of the landscaping, 

environmental, natural and architectural resources. Their contributions to the rural economy can be 

expressed not only in financial terms, but also in the creation of new types of jobs, in addition to 

injecting new vitality into traditionally weakened economies. Well managed and focused rural tourism 

might become a new source of income and employment and, at the same time, fulfill the broader role 

of breaking down social isolation and encouraging the repopulation of such non-urban communities. 

On the whole, tourism is responsible for up to 17 potential benefits related to rural development. 

According to some studies during the last 20 years in Spain, the new tourism types are the most 

appropriate in Spanish rural areas, especially addressed to the population between 25 and 45 years 

old, with high sociocultural level, medium-high purchasing power, and urban area living. This segment 

displays a proactive attitude towards enjoying typical rural activities, including sports, agriculture-

related labors, and landscape viewing, among others. Such tourists take advantage of existing supplies, 

including small “charming” hotels and small living rooms and bedrooms on farms. This type of tourist 

spends more than a traditional one in cultural and natural resources. 

 

Rural tourism is now a widespread activity across Spain and forms part of the portfolio of leisure and 

recreation activities in every region, although its relative significance does of course vary considerably. 

There are now over 170 rural tourism associations in Spain performing promotional, information and 

booking functions-. 

 

In Aragon, 36 ‘Sport tourism’ businesses were active in 2003 offering a wide range of activities and 24 

of them also provided accommodation. This greatly expanded provision relates to some quite 

fundamental social and cultural changes, in Spain over the past three decades and the support 

received, both financially and technically, from a variety of public sector agencies. A range of 

organisations have also encouraged more effective marketing, quality control and development. 
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A good example of this concerns the skiing industry, which is effectively organized under the Asociación 

Turística de Estaciones de Esquí de Montaña (ATUDEM), established in 1974 and representing the 28 

recognised ski ‘stations’ in Spain (16 of these are in Aragon, the Pyrenees). 

 

A characteristic of adventure tourism in rural areas is that many of the businesses are started by 

relatively young individuals who themselves are keen participants in the activities concerned. It is also 

the case that many of them tend to set up their business 

in their municipalities of origin. In this sense, many aspects of adventure tourism can be viewed in 

more sustainable terms, although we should recognise that some ctivities may well have deleterious 

environmental implications and for most aspects of adventure tourism careful attention needs to be 

given to the carrying capacity of local areas 

 

Overall, this range of tourism activity and its recent growth implies a much more varied use of the 

countryside in Spain. Although this, in itself, does not amount to a complete restructuring of rural areas 

and such activities are concentrated into particular areas, they certainly indicate significant change for 

the localities concerned. 

 

An important issue in the changing context of rural tourism is the question of changing 

gender roles. Early research in villages affected by tourism growth in Aragon showed that women had 

been most active in taking up opportunities offered by the rise of tourism.   

Also significant is the very positive reaction of many rural dwellers to agrotourism activities, largely 

because they see an improvement in facilities, increased value of their property, and a rather better 

quality of life overall. 

 

III.5.2 Training for rural tourism entrepreneurship in SPAIN 

 

There are tourism courses all over Spain and Aragon that offer professional development 

opportunities, certificates, and diplomas to help individuals and the tourism industry to take the next 

step toward excellence. 

 

Requirements vary for tourism courses, some requiring a university degree, others requiring 

completion of secondary school education. Based on the area of interest, there are many tourism 

courses to fit the needs of everyone, some examples being certification in hotel management, 

hospitality certificate and diploma programs, event coordinator courses, tourism policy and planning, 

diploma in cuisine, and hospitality administration. 
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There are as well Hospitality management focusing on principles, norms and values required for 

developing business strategies in an industry concerned with providing quality food, accommodation, 

and activities to tourists. Hospitality management deals with the establishment and implementation of 

efficient and responsible steps in order to achieve customer satisfaction. 

 

 

III.6 Rural tourism development in United Kingdom 

 

III.6.1 Contextual information about rural tourism in United Kingdom 
 

 

In United Kingdom rural tourism means tourist activities in geographical areas that sit outside the main 

urban areas of England. (source: Department for Environment Food & Rural Affairs (DEFRA)) 

Rural tourism allows the creation of a replacement source of income in the non-agricultural sector for 

rural dwellers. 

ONS, in collaboration with DEFRA, Department for Communities and Local Government (DCLG) and 

Welsh Government has developed a rural-urban classification system based on 2011 Census data35. It 

treats output areas in England and Wales as being ‘urban’ if they were allocated to a built up area with 

a population of 10,000 or more. The remaining ‘rural’ output areas are also grouped into three broad 

morphological types based on the settlement size and the population density of surrounding areas.  

The Office for National Statistics (ONS) Intelligence Unit defines tourism based on internationally 

recognised concepts of tourism and the visitor economy developed by the UN’s World Tourism 

presents the Standard Industrial Classification (SIC) 2007 footprint for the tourism sector which 

includes 45 five digit SIC codes.  

The 45 SIC codes were grouped into six tourism sector sub groups: 

• Accommodation; 

• Food & drink; 

• Real estate & rental; 

• Recreation activities & facilities; 

• Transport; and Travel agency & tours. 

 

In the UK there is a strategic action plan for tourism 2010-2020. DEFRA commissioned URS 

Infrastructure and Environment UK Ltd (URS) in November 2013 to develop a baseline and monitoring 

and evaluation framework to measure the impact of five rural tourism measures identified under the 

Rural Economy Growth Review (REGR) known as the Rural Tourism Package (RTP). 
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The RTP was announced in November 2011. It was designed in response to the Government’s wider 

Growth Review and recognising that tourism is a key sector that drives economic growth, particularly in 

rural areas. The RTP was designed to develop and promote rural tourism in England to stimulate 

growth in rural areas and help businesses reach their full potential. The RTP is part of the Government’s 

wider response and drive to maximise tourism’s contribution to the economy and the industry’s 

government backed aspiration to achieve 5% year on year growth in the value of the tourism sector up 

to 2020. 

The Rural Tourism Action Plan was developed by Visit England and industry partners to support the 

delivery of the Strategic Framework for Tourism, above. The Action Plan outlines the following three 

objectives and actions: 

• supplement income streams of businesses operating or fixed in rural locations;  

• support the economic viability of communities;  

• support the conservation and enhancement of England’s natural and built environment in rural 

areas. 

DEFRA produced the Rural Statement in 2012 to underline its commitment to Rural England. It reflects 

a vision of successful rural businesses and thriving rural communities in a living, working countryside 

and builds upon the Rural Economy Growth Review. The Rural Statement is based around the following 

three key priorities for Government action in England: 

• Economic Growth – ensuring rural businesses are making a sustainable contribution to national 

growth; 

• Rural Engagement – a commitment from DEFRA to engage directly with rural communities so that 

they can see that Government is on their side; and 

• Quality of Life – ensuring rural people to have fair access to public services and to be actively engaged 

in shaping the places in which they live. 

Many of the projects introduced as part of the Rural Economy Growth Review provide the backbone of 

the economic growth strand of activity. As well as these specific measures the Statement also outlines 

how DEFRA have supported a number of national-level policies and initiatives, designed to promote 

business and deliver growth in both urban and rural areas, for example by cutting red tape, simplifying 

the planning system, delivering new infrastructure, improving local high streets, raising skill levels and 

supporting business, who make up a significant element of the rural economy. 

 

In total, domestic rural tourism in UK was worth £11.7bn in 2011, the vast majority of this spending 

(75%) was associated with domestic tourism day trips. 
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Domestic rural tourism accounts for approximately a fifth (19%) of all domestic overnight trips made in 

England in 2011 (including business trips and visits to friends and relatives). These trips generated 60m 

nights and nearly £3bn in spend. A larger proportion of day trips as opposed to domestic overnight 

trips were recorded in the countryside, accounting for 25% of all domestic tourism day trips. 

In Cornwall - the region selected for the Skilltour project - the average domestic overnight tourism in 

2009 – 2011 was: 

• 4,245,000 trips 

• 21.754,000 nights 

• Generating £1,122 million 

Domestic tourism included holiday trips, business trips and trips to visit friends and relatives. 

Holiday Tourism only in Cornwall generated £948 million involving: 

• 17,754,000 nights 

• 3,114,000 trips 

 

According to Visit Cornwall`s Report, Value of Tourism 2011, 25% of all employment in Cornwall is in 

the tourism industry. This relates to 60,921 jobs. 

In Caradon (South East Cornwall) 20% of all employment is in the tourism industry accounting for 6,827 

jobs. 

The number of UK visitors who took accommodation in Cornwall in 2011 was 456,412,000. 

Similarly, based on data from 2011 of UK: 

• Rural tourism activity accounts for 441,225 employees and 55,165 businesses in England. This is the 

equivalent to 18.6% of total tourism employment and 21.2% of business stock within England’s tourism 

sector39. 

• The ‘Food and Drink’ sub-sector accounts for the largest proportion of employees and business, 

44.0% and 42.6% respectively. It is also the largest sector in terms of turnover, accounting for 29.5% of 

turnover in the rural tourism sector. The ‘Transport’ sub-sector also accounts for over a fifth of rural 

tourism – 22.9% although it is relatively small in terms of employee and business numbers. 

• Rural tourism businesses have an average of eight employees per business, slightly larger than the 

average business in England – five employees40. Businesses within the ‘Accommodation’ sub-sector 

have the largest number of employees on average (18) whilst the businesses within the ‘Real Estate 

and Rental Sector’ are the smallest. 

 

III.6.2 Training for rural tourism entrepreneurship in United Kingdom 
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In the UK there are legal requirements for tourism businesses very much dependant on the service 

provided. The first step would be to talk to the local council or authority who would offer support and 

guidance with regards to setting up and establishing the business. With regards to accommodation 

there are many legal duties attached to starting or running a tourist accommodation business. 

All tourist accommodation providers must receive certification from the Local Council or Local 

Authority before they are allowed to begin operating.  

Whether you’re providing serviced or self-catering accommodation, you must also follow the law in 

respect of: 

• planning permissions 

• building control 

• business rates 

• environmental health 

• health and safety, including fire safety 

• discrimination and equality 

• data and customer protection 

• signage 

• licensing 

If you intend to offer tourist accommodation in, you must apply to have your premises certified. 

New ventures need to be certified and inspected before they are allowed to trade legally. Existing 

businesses will have to be inspected at least once every four years, to ensure they still meet the 

minimum standards.  

VisitEngland published the fully updated 2014 edition of The Pink Book: Legislation for Tourist 

Accommodation. The Pink Book is a guide to legislation relevant to accommodation providers in 

England. Attraction operators will also find legislation applicable to their business, such as regulations 

on hiring staff and health and safety. It covers important areas such as whether you can charge a guest 

if they don’t turn up, whether you need music and film copyright licenses and guidance on marketing 

your business within regulations. 

In the UK there are also quality standards and quality assessment which provides useful information to 

consumers about the quality of accommodation that is currently available in and around the UK. 

Acting as a reliable regulatory body for the accommodation and tourism industry, it can make potential 

guests aware of what they can expect before they make a booking. 

The standards that Quality in Tourism assess have been created as a result of harmonising standards 

from the National Tourist Boards for England, Scotland, Wales, Northern Ireland and also with the 

cooperation of the AA. 
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Most of the schemes featured recognise increasing levels of quality using a rating system of 1 – 5 stars. 

In a select number of schemes, excellence is further acknowledged with the use of the acclaimed Silver 

and Gold awards. 

VisitEngland (VE) was formed in April 2009 as the national organisation for tourism in England. 

Its foundation was a key outcome of the British Tourism Framework Review and now, through the 

Chairman and stakeholder Board, VisitEngland leads the way in development and marketing of 

England’s visitor economy. 

Working in partnership with an array of industry, regional and local tourism bodies through the 

Partners for England Forum, VisitEngland is the custodian of the VisitEngland consumer brand and the 

England tourism strategy. It also acts as the authority for tourism in England. 

VisitEngland overall role is to develop accommodation schemes, set standards, champion the ratings it 

awards and promote only quality-assessed accommodation in the enjoyEngland campaigns and in all 

VisitBritain international marketing activities. 

Local, regional and destination partners support the quality agenda by promoting quality-assessed 

accommodation in publications, websites and in Tourist Information Centres. 

Quality in Tourism (QiT) is the official assessment service provided for VisitEngland. With a field force of 

more than 60 experienced assessors and a highly dedicated in-house team, the organisation carries out 

assessments and handles the administration of the national quality assessment schemes on behalf of 

VisitEngland. 

Over 18,000 accommodation businesses are assessed annually across eleven different schemes, making 

VisitEngland (in conjunction with Quality in Tourism) the largest provider of quality assessment in 

England. 

With regards to training in tourism businesses it is not compulsory for staff to hold a certificate in 

tourism education only as mentioned above for certain jobs within the organisation. There are many 

educational courses available such as Tourism and Hospitality Management. Through these 

programmes, students have the opportunity to work in a vibrant and welcoming environment in 

sectors such as transport, hotel and restaurant, tourism, travel, and more. The programme can include 

courses in general business management as well as specific courses related to the field of hospitality 

and tourism. 

A management course in tourism and hospitality covers the fundamentals of each industry including 

tourism economics, food service, and legal issues. This course can help develop management and 

entrepreneurship skills necessary to work in establishments related to the field. It also provides the 

knowledge and ability to develop marketing strategies based on a practical business plan. This may be 

of benefit when applying for a job in Tourism industry but is not a legal requirement. 

Alongside this some Local, Regional and National Partnerships specialise in working in partnership with 

others, including: 
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• destination management organisations (DMOs) 

• tourism agencies 

• sector-specific groups 

• employer associations 

• consortia 

• banks and funding organisations 

• local enterprise partnerships (LEPs) 

Together, we help tourism businesses locally, regionally and nationally to improve performance, build 

profits for re-investment and grow successfully. 

Through this there are various packages to help and support touristic businesses but many are costly 

and time consuming a factor most businesses struggle with. 
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IV. RESULTS OF THE TRAINING NEEDS SURVEY 

IV. 1. Profile of the interviewees 

 

IV.1.1. Business situation 

 

The interview questionnaire based survey with micro/family owned rural tourism businesses was 

planned to include at least 120 VET small tourism business owners (20 from 6 SKILLTOUR partner 

regions). 

In total 118 questionnaires were received as below: 

 

Table 1. 

 

Belgium Cyprus Greece Romania Spain 
United 

Kingdom 

Nr. of respondents 20 17 21 21 19 20 

Data collected show that out of the 118 respondents 7 plan to start a small rural tourism business, the 

rest of the interviewees have significant experience in running their own businesses (12.71% have more 

than 20 years of experience, 1.69% between 15-20 years, 25.42 between 10-15 years, 26.27% with 5-10 

years and 22.88% below 5 years of experience)  

Table 2. 

Years of 

experience 
< 5 years between 5-10 between 10-15 between 15-20 more than 20 NA 

Tourism 

businesses 
22.88% 26.27% 25.42% 1.69% 12.71% 

11.02

% 

 

 Chart 1. 
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IV.1.2. Motivation of the respondents to start their business 

The majority of the respondents’ (owners of small rural tourism businesses) were motivated to set up 

their rural tourism business for a variety of reasons such as: preserving natural heritage sites and 

culture, making use of local values and resources, creating new jobs for the community, 

complementing already existing services (e.g. farming activities/production of local/organic food), 

meeting emerging market needs, exploiting new opportunities, personal reasons (e.g. change of 

lifestyle, passion for tourism) and  only 19.419% started their businesses with the purpose of gaining 

complementary income. 

 

IV.1.3. Services provided to customers 

When asked what services their business offer to the customers, respondents mentioned various 

categories such as: 

• accommodation 

• enjoying food, drink 

• business meetings and team building 

• nature/sightseeing and visiting villages 

• arts and crafts 

• farm-shops 

• horse-riding;  

• fishing 

• bird watching 

• mountain-biking, cycling 

• adventure sport 

• wildlife park/hunting 

• visiting historic sites 

• camping and caravanning 

• music and dance 

• canal boating 

• conservation holiday 

• educational farm 

• medicinal plants 

• traditional furniture painting 

• golf course 

• sleigh tours 

• beekeeping 

• surfing school 

While most of the rural businesses interviewed offer services like accommodation and food, business 

meetings and team building, nature sightseeing, visiting historic sites or camping/caravanning in just a 

few cases are the less usual services provided such as: golf courses, sleigh tours, beekeeping, surfing 

school, furniture painting, medicinal plants. 
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Chart2.

 

 

 

IV.1.4. Size of the rural tourism business 

When asking the respondents about the size of their tourism businesses (nr. of working staff) the 

majority of the businesses interviewed (90%) had either family members or employed personnel as 

staff members.  

Table 3. 

Nr. of tourism businesses with staff: Myself 
Myself and 

my family 

Employed 

staff 

BE 1 15 4 

CY 1 9 7 

GR 2 10 9 

RO 5 10 6 

ES 0 3 16 

UK 2 6 9 
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Chart 3. 

 

 

 

IV.1.5. Income generated by the tourism business 

More than half of the respondents (58.26 %) stated that the income generated by their businesses are 

their main income. 

Table 4. 

Income generated by the business: Main Complementary 

BE 8 12 

CY 11 5 

GR 12 9 

RO 4 16 

ES 17 1 

UK 15 5 
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Chart 4. 

 

 

IV.1.6. Type of the rural tourism business 

Surprisingly 64.4 % of the tourism businesses are all year round businesses, the rest offer services only 

seasonally.  

Table 5. 

Type of tourism business Seasonal All year round 

BE 7 13 

CY 1 16 

GR 18 3 

RO 10 11 

ES 2 17 

UK 4 16 

Chart 5. 
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IV.1.7. Promotion of the rural tourism business 

 

The majority of the respondents (86.95%) advertise their businesses via various networks/portals such 

as:   

• local, regional and national networks (16.1%) 

• social media (Facebook, Twitter,) (4.24%) 

• accommodation sites (booking.com, Airbnb, Homeaway, Tripadvisor) (38.98%) 

• tourism offices (3.39%) 

• local, regional newspapers (1.69%) 

• tourism magazines (0.85%) 

Table 6. 

Promotion of the business Yes No 

BE 19 0 

CY 17 0 

GR 21 0 

RO 14 5 

ES 13 6 

UK 16 4 

 

Chart 6. 
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Table 7. 

Nr. of rural tourism 

businesses 

advertised 

tourism 

networks 

social 

media 

accommodation 

sites 

tourism 

office 
newspapers magazines 

BE 6 1 6 1 
  

CY 2 1 11 2 
 

1 

GR 1 1 12 
   

RO 8 1 6 1 1 
 

ES 1 
 

10 
   

UK 1 1 1 
 

1 
 

 

 

Chart 7. 

 
 

 

IV.1.8. Participation at business training of the interviewees 

Data collected on transnational level show that only 28.45% of the respondents have participated in 

formal training in business field, 26.72% attended non-formal trainings and 44.83% haven't got 

education in this field.  

Table 8. 

Business owners' participation in initial 

business training 
None Formal training 

Non-formal 

training 

BE 6.00 6.00 3.00 

CY 6.00 0.00 9.00 

GR 11.00 10.00 9.00 

RO 9.00 1.00 6.00 

ES 3.00 16.00 1.00 

UK 17 0 3 
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Chart 8. 

 
 

 

IV.1.9. Participation at training in the field of tourism of the interviewees 

 

Similarly data on transnational level show that 19% of the respondents have participated in 

apprenticeship programs in tourism before setting the own business, 19% in vocational training, 34% 

participated at BA/MA program and 11% attended other forms of trainings.  

Table 9. 

Business owners' participation in 

initial training in tourism apprenticeship vocational BA/MA other 

BE 0 0 1 1 

CY 0 1 9 7 

GR 14 14 13 1 

RO 1 7 7 1 

ES 8 1 10 0 

UK 0 0 0 3 
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Chart 9. 

 
 

 

IV.1.10. Work experience of the interviewees before having started the own business 

The majority of the Interviewees (69.16%) gained work experience before setting up the own business. 

Table 10. 

Work experience gained in tourism 

before starting own business 
Yes No 

BE 17 0 

CY 12 4 

GR 8 11 

RO 16 3 

ES 10 9 

UK 11 6 

 

Chart 10. 
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IV.1.11. Skills needed for successful management of a rural tourism business 

 
The ranking of skills considered as mostly needed by the interviewees in order to successfully run a 

rural tourism business can be followed in the Chart nr.11 below. Based on respondents' opinion 

competences in communication, management, foreign languages, awareness of local values, marketing 

and organisational skills seem to be the most valued ones. 

 

   

 

Chart 11. 

 
 

 

IV.1.12. Expectations towards a training course to develop business 
 

The most representative  opinions shared by the interviewees in relation to expectations towards a 

business development training course are listed as below: 

 

Feature of the training course: 

• online, interactive 

• short course 

• attractive, including visual learning materials 

• thought provoking 

 

Content/ topics covered by the training course: 

• networking 

• communication 

• creation of promotional material with the use of IT 
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• webpromotion 

• networking, new technologies 

• marketing and advertising 

• exchange of experiences with other similar businesses 

• creativity and innovation -> diversification of services 

• new forms of tourism 

• exchange of experience with similar rural tourism entities 

• new ways of communication, use of social media 

• time management, organisational skills 

• practice oriented 

 

IV.1.13. Business skills gained  

As shown in table nr. 11 below the majority of the respondents (68%) gained their business skills on the 

job training or at work only 17% at school and 10% through consultants. 

Table 11. 

How have you gained the business 

skills necessary for running your 

business? 

at school 
on the job 

training 
at work 

through 

consultants 
other 

BE 7 4 13 3 6 

CY 4 0 15 1 0 

GR 1 3 0 0 0 

RO 5 1 17 6 0 

ES 3 16 0 1 0 

UK 1 8 8 2 0 

 

Chart 12. 
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IV.1.12. Participation in training in tourism after setting up own business  

 

Surprisingly only 5% of the respondents had continuous training in the tourism field after setting up the 

own business. 

Table 12. 

Have you ever had any continuous 

training experience in the field of 

tourism since you established your 

business? 

No Yes 

BE 17 0 

CY 10 0 

GR 19 0 

RO 15 5 

ES 14 0 

UK 19 0 

 

 

Chart 13. 
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IV.2. Entrepreneurial and transversal skills development needs  
 

IV.2.1. General business skills and competencies 

Based on the data from the survey carried out with 118 small rural tourism business representatives on 

partnership level more than 68.64 percent of respondents would like to improve the general business 

skills listed in this category. Consequently all these skills should be taken into consideration when 

further analyzing the data collected.   

Table 13. 

General business skills 

YES, would 

like to 

improve it 

NO, I 

wouldn't like 

to improve it 

NA 

We   have a clear idea about the long-term 

development strategies of my own tourism business 
69% 10% 21% 

We are able to draw up a business plan. 75% 15% 10% 

We have sufficient financial management knowledge 

and skills to operate the business (including 

knowledge of sources of finance, cash flow, profit & 

loss, pricing). 

76% 16% 8% 

We have a well defined offer that we update 

regularly. 
70% 21% 9% 

We know the needs of our customers. 75% 18% 7% 

We know how to reach our customers. 79% 10% 11% 

We know our competitors and we can distinguish our 

offer from theirs. 
70% 20% 10% 

We can manage well our business to reach the best 

results. 
73% 15% 12% 

We build partnerships and participate in networks to 

create broader offering for our customers. 
75% 13% 12% 

We know the laws and regulations regarding the 

tourism sector where we work. 
80% 13% 7% 

We are aware of a few certification systems 

(EUROPEAN ECO-LABEL, GREEN KEY, BLUE FLAGS or 

similar) for rural tourism businesses. 

81% 10% 9% 

 

When analyzing the current transnational level of general business skills of the interviewees, as shown 

below in table nr.14 more than 43.24 percent of the respondents self-evaluated the level of these 

general business skills as satisfactory (2) to medium (3).  
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Table 14. 

General business skills 

Skills level 

 

(on a scale from 1-4; 

1-unsatisfactory to 4-excellent) 

1 

(%) 

2 

(%) 

3 

(%) 

4 

(%) 

We are aware of a few certification systems 

(EUROPEAN ECO-LABEL, GREEN KEY, BLUE FLAGS or 

similar) for rural tourism businesses. 

30.90 19.62 30.68 18.80 

We are able to draw up a business plan. 12.56 34.55 31.79 21.10 

We build partnerships and participate in networks to 

create broader offering for our customers. 
22.25 21.44 21.80 34.52 

We know the laws and regulations regarding the 

tourism sector where we work. 
14.23 23.83 31.59 30.35 

We   have a clear idea about the long-term 

development strategies of my own tourism business 
8.52 24.31 39.30 27.87 

We have a well defined offer that we update 

regularly. 
10.28 22.55 29.43 37.74 

We can manage well our business to reach the best 

results. 
4.84 17.62 55.34 22.20 

We know our competitors and we can distinguish our 

offer from theirs. 
8.93 17.28 39.94 33.85 

We have sufficient financial management knowledge 

and skills to operate the business (including 

knowledge of sources of finance, cash flow, profit & 

loss, pricing). 

7.39 22.48 30.67 39.47 

We know how to reach our customers. 7.26 19.04 36.72 36.97 

We know the needs of our customers. 2.42 13.21 38.78 45.59 

 

A further analysis, based on the average transnational score that the respondents assigned to the level 

of existing skills (based on self-evaluation), provides a “priority” list of general business skills to be 

developed by the SKILLTOUR project (see Annex IV. Matching skills' denomination with I-statements.): 

 Table 15. 

General business skills 

Average score of skill level 

on a scale from 1 (unsatisfactory) to 

4 (excellent) 

Tourism certification systems 2.37 

Business planning 2.61 
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Chart 14. 

I 

 

Networking/cooperation 2.69 

Law/regulations 2.78 

Strategic planning 2.87 

Defining tourism service/product 

offer 
2.95 

Management 2.95 

Dealing with competitors 2.99 

Financial management 3.02 

Reaching customers 3.03 

Identifying customers' needs 3.28 

IN FOCUS 
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IV.2.2. Competences for using IT 

Data on partnership level shows that more than 63 percent of respondents would like to improve their 

competences for using ICT. Consequently, all these skills should be taken into consideration when 

further analyzing the data collected.   

Table 16. 

Competences for using ICT 

YES, would 

like to 

improve it 

NO, I 

wouldn't 

like to 

improve it 

NA 

We can search the internet for the information we need 

to improve our business. 
66% 19% 15% 

We are aware of many web tools that support tourism 

businesses (online booking, QR code, etc., Tripadvisor). 
76% 12% 12% 

We can create content (image, text, multimedia) with 

technical tools to improve our business (e.g. a simple 

video film for marketing). 

74% 15% 11% 

We can use the social media (Twitter, Facebook, 

Instagram) effectively for business purposes (marketing, 

communication, networking). 

70% 18% 12% 

We know how to place adverts on internet. 78% 10% 12% 

We can use mobile applications that relate to our 

business. 
78% 10% 12% 

We can use computers/mobile tools/e-learning tools 

for personal development. 
67% 21% 12% 

We can use blogs, forums for information sharing and 

development. 
70% 18% 12% 

We know a few mobile applications used by tourists to 

search for/rate tourism services. 
75% 13% 12% 

We can make tables and charts using software like 

Microsoft Excel or similar 
70% 19% 11% 

We can use office technology (printers fax machines, 

copiers, cash registers, POS, etc) 
63% 25% 12% 

 

When analyzing the current transnational level of ICT using skills of the interviewees, as shown below 

in table nr.17 more than 25.32 percent of the respondents self-evaluated the level of these skills as 

satisfactory (2) to medium (3).  
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Table 17. 

Competences for using ICT 

Skills level 

(from 1-unsatisfactory to 4-excellent) 

1 

(%) 

2 

(%) 

3 

(%) 

4 

(%) 

We can use mobile applications that relate to our 

business. 
38.12 32.96 16.24 12.68 

We know a few mobile applications used by tourists 

to search for/rate tourism services. 
24.01 36.48 29.32 10.18 

We know how to place adverts on internet. 26.24 30.67 22.47 20.62 

We can use blogs, forums for information sharing and 

development. 
17.57 36.20 16.82 29.41 

We can create content (image, text, multimedia) with 

technical tools to improve our business (e.g. a simple 

video film for marketing). 

13.98 32.18 31.28 22.56 

We can use computers/mobile tools/e-learning tools 

for personal development. 
8.31 28.77 30.23 32.70 

We are aware of many web tools that support 

tourism businesses (online booking, QR code, 

TripAdvisor, etc.). 

6.51 21.70 46.41 25.39 

We can use the social media (Twitter, Facebook, 

Instagram) effectively for business purposes 

(marketing, communication, networking). 

4.92 21.01 43.77 30.30 

We can make tables and charts using software like 

Microsoft excel or similar 
9.85 17.38 35.01 37.76 

We can search the internet for the information we 

need to improve our business. 
6.58 10.56 39.66 43.20 

We can use office technology (printers, fax machines, 

POs) 

copiers, cash registers 

9.97 10.46 27.11 52.46 

We can use e-mails for communication. 5.95 8.72 16.60 68.72 

Further analyzing the average transnational score that the respondents assigned to the level of ICT 

using skills (based on self-evaluation), the “priority” list of ICT use related skills to be focused on by the 

SKILLTOUR Curriculum and training materials is the following one (see Annex IV. Matching skills' 

denomination with I-statements.) shown in table nr.18. 

Table 18. 

Competences for using ICT 
Average score of skill level 

on a scale from 1 (unsatisfactory) to 4 (excellent) 

use of mobile applications/tourism 2.03 
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mobile applications used by tourists 2.26 

placing adverts on Internet 2.37 

using blogs, forums for information sharing 2.58 

creation of digital content (image, text, 

multimedia) 
2.62 

e-tools for learning 2.87 

web 2.0 tools for tourism (booking, etc.) 2.91 

use of social media for webpromotion 2.99 

use of data processing softwares 3.01 

Internet search 3.19 

use of office technology 3.22 

email communication 3.48 

Chart 14. 

IN FOCUS 
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IV.2.3. Competences for developing sustainable and responsible tourism  

In table nr. 19. data on partnership level shows that more than 64 percent of respondents would like to 

improve their competences for developing sustainable and responsible tourism. Therefore, all these 

skills should be taken into consideration when further analyzing the data collected.   

Table 19. 

Competences for developing sustainable and 

responsible tourism 

YES, would 

like to 

improve it 

NO, I 

wouldn't like 

to improve it 

NA 

We continuously work on enhancement of the quality 

of our services. 
69% 19% 12% 

We select suppliers and service providers respecting 

products seasonality. 
64% 20% 16% 

We select suppliers and service providers sourcing 

locally, considering the resources scarcity. 
66% 19% 15% 

We know how to develop services which makes 

positive contributions to the conservation of natural 

heritage. 

66% 17% 17% 

We know how to develop products/services that 

respect, harmonize with and make use of the cultural 

heritage. 

64% 20% 15% 

We know how to provide enjoyable experiences for 

tourists through more meaningful connections with 

local people, and a greater understanding of local 

cultural, social and environmental issues. 

67% 19% 14% 

We know how to make our tourism services 

accessible to all (disabled and disadvantaged). 
70% 16% 14% 

We know how to supporting the local economy. 66% 21% 13% 

We know how to get involved in local community 

programmes, events, networks. 
65% 23% 12% 

When further analyzing the current transnational level of "responsible" skills, more than 59.06 percent 

of interviewees self-evaluated the level of these skills as medium (score 3) to high (score 4).  (See below 

table nr.20.) 

Table 20. 

Competences for developing sustainable and 

responsible tourism 

Skills level 

(from 1-unsatisfactory to 4-excellent) 

1 

(%) 

2 

(%) 

3 

(%) 

4 

(%) 

We know how to make our tourism services 

accessible to all (disabled and disadvantaged). 
18.26 22.68 26.53 32.53 

We know how to develop products/services that 

respect, harmonize with and make use of the 

cultural heritage. 

9.88 9.64 36.05 44.43 
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We know how to supporting the local economy. 4.88 12.86 34.88 47.38 

We know how to get involved in local community 

programmes, events, networks. 
2.46 18.49 22.17 56.88 

We know how to develop services which makes 

positive contributions to the conservation of natural 

heritage. 

9.09 11.31 20.61 58.99 

We select suppliers and service providers respecting 

products seasonality. 
6.63 11.19 24.47 57.71 

We select suppliers and service providers sourcing 

locally, considering the resources scarcity. 
4.96 8.89 25.27 60.88 

We know how to provide enjoyable experiences for 

tourists through more meaningful connections with 

local people, and a greater understanding of local 

cultural, social and environmental issues. 

8.17 5.60 20.44 65.79 

We continuously work on enhancement of the 

quality of our services. 
1.67 11.23 26.06 61.04 

 

According to the average transnational score that the respondents assigned to the level of existing skills 

(based on self-evaluation), the “priority” list of "responsible" skills to be focused on by the SKILLTOUR 

Curriculum and training materials is the following one (see Annex IV. Matching skills' denomination 

with I-statements.): 

Table 21. 

Competences for developing sustainable and 

responsible tourism 

Average score of skill level 

on a scale from 1 (unsatisfactory) to 

4 (excellent) 

accessibility of services 2.56 

services based on cultural heritage 3.02 

supporting local economy 3.12 

cooperation with local community  3.19 

offer services with positive impact on natural 

heritage 
3.20 

respecting products seasonality 3.21 

working with local suppliers 3.28 

establish meaningful connection to local people 3.31 

enhancement of the quality of services 3.33 
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Chart 15. 

 
 

 

IV.2.4. Transversal skills (personal traits)  

 

Data on transnational level shows that more than 63 percent of respondents would like to improve 

their transversal skills. Therefore, all these skills should be taken into consideration when further 

analyzing the data collected.   

Table 22. 

Transversal skills 

YES, would 

like to 

improve it 

NO, I 

wouldn't like 

to improve it 

NA 

I can solve problems effectively.  70% 20% 10% 

I can make the most with limited resources. 67% 20% 13% 

I can come up with innovative, disruptive, 

unconventional solutions for the challenges we meet. 
72% 16% 12% 

I can use my creative imagination to improve my 

business. 
73% 17% 10% 

IN FOCUS 
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I am a passionate person and I strongly believe in 

myself. 
66% 23% 11% 

I am a good team-player.  69% 19% 13% 

I manage my time with maximum efficiency. 71% 17% 12% 

I can organize my own work so that I attain the goals I 

have set. 
69% 19% 12% 

I can clearly instruct, advise and persuade others. 69% 22% 9% 

I always listen to other people’s views and try to 

understand their motivation. 
69% 21% 10% 

I know how to deal with risks.  68% 23% 9% 

I am aware and respect cultural diversity of my 

customer.  
65% 24% 11% 

I can efficiently communicate in my mother tongue 

both orally and in writing. (E.g.  when talking to the 

authorities.) 

63% 27% 10% 

I can efficiently communicate in a foreign language 

both orally and in writing. 
74% 16% 10% 

I am aware of the importance of continuous learning 

and development. 
75% 11% 14% 

I have my own personal learning strategies. 75% 13% 13% 

 

The current transnational level of transversal skills is represented in table nr.23. where data shows that 

more than 43.91 percent of interviewees self-evaluated the level of the majority of skills listed in this 

category as satisfactory (score 2) to medium (score 3).   

Table 23. 

Transversal competences 

Skills level 

 

(on a scale from 1 to 4; 

from 1-unsatisfactory to 4-excellent) 

1 

(%) 

2 

(%) 

3 

(%) 

4 

(%) 

I can efficiently communicate in a foreign language both 

orally and in writing. 
18.27 34.01 11.35 36.36 

I know how to deal with risks. 4.80 38.27 36.83 20.10 

I have my own personal learning strategies. 10.56 23.64 46.56 19.24 

I can clearly instruct, advise and persuade others. 6.43 12.27 55.72 25.58 
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I manage my time with maximum efficiency. 4.01 12.23 59.55 24.22 

I can make the most with limited resources. 3.25 23.76 37.33 35.66 

I can come up with innovative, disruptive, unconventional 

solutions for the challenges we meet. 
1.63 19.85 47.15 31.38 

I can solve problems effectively. 0.79 11.46 62.68 25.07 

I can organize my own work so that I attain the goals I 

have set. 
2.50 9.60 61.23 26.66 

I can use my creative imagination to improve my business. 2.38 15.74 44.38 37.51 

I am aware of the importance of continuous learning and 

development. 
8.93 11.60 30.18 49.29 

I am a good team-player. 4.89 14.73 29.18 51.20 

I am a passionate person and I strongly believe in myself. 3.21 5.76 45.69 45.33 

I always listen to other people’s views and try to 

understand their motivation. 
2.42 4.93 43.68 48.97 

I am aware and respect cultural diversity of my customer. 0.79 6.47 25.24 67.50 

I can efficiently communicate in my mother tongue both 

orally and in writing. (E.g.  when talking to the authorities.) 
0.79 0.79 19.52 78.89 

The respondents considered to have fairly high skills in all these areas, the transnational average of 

each skill levels, based on self-evaluation is the following (see Annex IV. Matching skills' denomination 

with I-statements): 

Table 24. 

Transversal skills (personal traits) 

Average score of skill level 

on a scale from 1 (unsatisfactory) to 

4 (excellent) 

communication in foreign language 2.66 

risk taking  2.72 

lifelong learning 2.74 

leading others 3.00 

time management 3.04 

efficiency 3.05 
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innovation 3.08 

problem solving 3.12 

goal orientedness 3.12 

creativity 3.17 

lifelong learning 3.20 

team work/working with others 3.27 

motivation 3.33 

 flexibility 3.39 

intercultural communication 3.59 

communication in mother tongue 3.77 

 

Chart 16. 

 

IN FOCUS 
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IV.2.5. Other areas of difficulty where training is needed 
 

When asked about other areas of difficulty where training would be needed respondents  

highlighted again the importance of the skills below: 

Table 25. 

Training needed in: Nr. of respondents 

Client service/communication 5 

Organisation, planning 4 

Digital marketing 17 

Communication in a foreign language 14 

Time management 4 

Chart 17. 
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V. RESULTS OF GUIDED INTERVIEWS WITH EXPERTS IN RURAL 

TOURISM 

The interviews taken with 11 experts (2 experts from Cyprus, Greece and Romania, 3 from Spain and 1 

from Belgium and United Kingdom) from the partner countries gathered information about topics such 

as: 

• innovational changes in the partner regions within rural tourism and new trends today;  

• difficulties that small rural tourism businesses face and their impact on the community/region; 

•  financial and training support available for rural tourism businesses (organisations/companies) 

• key challenges in terms of sustainability in order to successfully manage a rural tourism 

business 

• training needs of owners/staff running rural tourism businesses 

•  shortcomings of training courses in rural tourism 

• development barriers in rural tourism 

The experts' opinions towards the above issues are presented in section III.  (Overview of the situation 

of rural tourism in partner countries) under each subsection of the partner countries. Furthermore, 

experts have been interviewed about the most important transversal and entrepreneurial 

competences necessary to sustainably manage rural tourism businesses, and asked to rate these on a 

scale from 10 (most important) to 1 (least important).  

Table 26. 

Most important competences RO RO ES ES ES CY CY GR GR BE UK 

organisation, planning 9 6 7 7 10 2 2 10 10 8 9 

controlling, evaluation 8 6 7 9 10 3 3 9 10 8 5 

decision making 8 7 7 7 6 4 4 10 10 10 6 

awareness of local values/own culture 10 10 10 10 10 10 10 10 10 10 10 

hospitality/communication 10 10 9 9 8 9 9 10 10 10 10 

networking/cooperation 10 10 9 7 10 8 8 10 9 10 9 

leading others 8 8 7 7 8 4 4 8 9 8 9 

innovation 9 10 9 9 10 7 7 10 10 10 8 

problem solving 10 10 9 9 6 8 8 10 9 5 4 

being goal oriented 9 9 7 7 10 6 6 10 9 5 7 

creativity 10 10 7 7 9 9 9 9 10 10 8 

lifelong learning 10 10 9 10 10 9 9 10 9 9 5 

team work/working with others 9 10 7 7 9 10 10 10 10 8 10 

motivation 7 7 7 7 10 7 7 7 9 10 10 

flexibility 10 10 7 7 9 10 10 8 10 5 10 
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The ranking of these competences based on the transnational average score of calculated is shown 

below in table nr. 27 and chart no. 18. 

Table 27. 

Most important competences 

Average score on a scale from 

10 - "most” to 1 - "least 

important" 

awareness of local values/own culture 10.00 

hospitality/communication 9.45 

networking/cooperation 9.09 

lifelong learning 9.09 

team work/working with others 9.09 

Innovation 9.00 

Creativity 8.91 

Flexibility 8.73 

problem solving 8.00 

Motivation 7.91 

being goal oriented 7.73 

organisation, planning 7.27 

leading others 7.27 

decision making 7.18 

controlling, evaluation 7.09 

 

Chart 18. 

  

IN FOCUS 
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VI. CONCLUSIONS   
 

Rural tourism is an important and growing sector in all SKILLTOUR partner regions. The majority of 

businesses in this sector are family run, micro businesses, which face different challenges such as high 

operational costs, bureaucracy,  lack of funding and professionalism, difficulties in finding suitably 

qualified and experienced staff in some regions, lack of entrepreneurial thinking, lack of know-how for 

diversifying tourism products/services, poor cooperation among rural tourism actors, low public 

transport network but also preserving natural and cultural resources, limiting negative impacts on 

tourist destinations, reducing the seasonality of demand and increasing the number of overnight stays. 

In order to be sustainable they have to be aware of local values and support local economies, they 

need to become more professional, innovative and flexible, to keep up with the latest trends, to offer 

high quality, modern and diversified tourism services and to create maximum visibility for their 

businesses.  Professionalization does not mean to give up lifestyle tourism enterprise, growth is not 

necessarily reached by expanding the own business, but by a regional expansion and integration of 

closely linked rural tourism enterprises offering a wider variety of tourism services. 

 

Based on the analysis of European level documents the most important skills/competences necessary 

for successful management of a rural tourism business are:  general business skills, competences for 

using ICT, competences for developing sustainable and responsible tourism and transversal skills (see 

these skills specified in details in annex IV). 

 

Following the above mentioned, the Skilltour partners carried out local surveys to identify the current 

level of these skills based on self-evaluation of the surveyed target group (see section IV.2) and to find 

out what skills are considered most needed by the target group itself.  Analysis of secondary sources 

(interviews with 11 experts of rural tourism) showed as well that there is a wide range of skills and 

competences that owners and/or staff of family run/micro tourism businesses should possess in order 

to be successful. (see table no. 27 and chart nr. 18) 

 

Assuming that the results of the survey and of the expert interviews are equally important, the Skilltour 

curriculum, training material and learning space including study video should primarily focus on the 

development of the below competences (as described in tables 28.1-4.): 

• the ones that are currently rated by the surveyed target group below 3 on a 4-point Likert scale 

(tables nr.15,18,21,24 and corresponding charts) 
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• the ones considered most important by the surveyed target group (chart nr.11) 

• the ones considered as crucial by experts of rural tourism for being able to sustainably manage 

a small rural tourism business (table nr. 27, chart nr.18) 

 

Table 28.1 

GENERAL BUSINESS SKILLS/COMPETENCES 

 

business/strategic planning 

networking/cooperation 

laws/regulations 

defining tourism service/product 

efficient management/goal orientedness 

dealing with competitors 

hospitality/communication 

Table 28.2 

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 

deal use of web 2.0 tools for tourism (booking, 

etc.) 

use of social media for webpromotion 

Table 28.3 

COMPETENCES FOR DEVELOPING SUSTAINABLE AND 

RESPONSIBLE TOURISM 

awareness of local values/culture 

green marketing 
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accessibility of services  

Table 28.4 

TRANSVERSAL SKILLS 

risk taking 

lifelong learning 

teamwork  

problem solving 

organisation/planning 

time management 

innovation 

creativity 

flexibility 

 

Skills development opportunities, especially online learning free of charge is very limited at the 

moment, at the same time understanding of the importance of entrepreneurial training is increasing. 

Therefore, the SKILLTOUR Curriculum and training material together with the SKILLTOUR study video 

and learning portal has high potential to be well received in partner regions, with the condition that it 

provides meaningful contents in a thought provoking, attractive, concise and accessible way. 
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Annexes. 

Annex I.  Desk research guideline 
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Annex II.  Interview questionnaire with target group 
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Annex III. Guided interview with experts 
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Annex IV. Matching skills' denominations with I-statements 

 

General business skills 

 

SKILLS DENOMINATION I-Statements 

  

Tourism certification systems 

We are aware of a few certification systems 

(EUROPEAN ECO-LABEL, GREEN KEY, BLUE FLAGS 

or similar) for rural tourism businesses. 

Business planning 
We are able to draw up a business plan. 

Networking/cooperation 

We build partnerships and participate in networks 

to create broader offering for our customers. 

Law/regulations 

We know the laws and regulations regarding the 

tourism sector where we work. 
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Strategic planning 

We   have a clear idea about the long-term 

development strategies of my own tourism 

business 

Defining tourism service/product offer 

We have a well defined offer that we update 

regularly. 

Management 

We can manage well our business to reach the 

best results. 

Dealing with competitors 

We know our competitors and we can distinguish 

our offer from theirs. 

Financial management 

We have sufficient financial management 

knowledge and skills to operate the business 

(including knowledge of sources of finance, cash 

flow, profit & loss, pricing). 

Reaching customers 
We know how to reach our customers. 

Identifying customers' needs 
We know the needs of our customers. 

 

Competences for using ICT 

 

SKILLS DENOMINATION I-Statements 

use of mobile applications/tourism 

We can use mobile applications that relate to our 

business. 

mobile applications used by tourists 

We know a few mobile applications used by 

tourists to search for/rate tourism services. 

placing adverts on Internet 
We know how to place adverts on internet. 

using blogs, forums for information sharing 

We can use blogs, forums for information sharing 

and development. 

creation of digital content (image, text, 

multimedia) 

We can create content (image, text, multimedia) 

with technical tools to improve our business (e.g. a 

simple video film for marketing). 

e-tools for learning 

We can use computers/mobile tools/e-learning 

tools for personal development. 

web 2.0 tools for tourism (booking, etc.) 

We are aware of many web tools that support 

tourism businesses (online booking, QR code, etc., 

Tripadvisor). 

use of social media for webpromotion 

We can use the social media (Twitter, Facebook, 

Instagram) effectively for business purposes 

(marketing, communication, networking). 
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use of data processing softwares 

We can make tables and charts using software like 

Microsoft excel or similar 

Internet search 

We can search the internet for the information we 

need to improve our business. 

use of office technology 

We can use office technology (printers, fax 

machines, POs) 

copiers, cash registers 

email communication 
We can use e-mails for communication. 

 

Competences for developing sustainable and responsible 

 

SKILLS DENOMINATION I-Statements 

accessibility of services 

We know how to make our tourism services 

accessible to all. 

services based on cultural heritage 

We know how to develop products/services that 

respect, harmonize with and make use of the 

cultural heritage. 

supporting local economy 
We know how to supporting the local economy. 

cooperation with local community  

We know how to get involved in local community 

programmes, events, networks. 

offer services with positive impact on natural 

heritage 

We know how to develop services which makes 

positive contributions to the conservation of 

natural heritage. 

respecting products seasonality 

We select suppliers and service providers 

respecting products seasonality. 

working with local suppliers 

We select suppliers and service providers sourcing 

locally, considering the resources scarcity. 

establish meaningful connection to local people 

We know how to provide enjoyable experiences for 

tourists through more meaningful connections with 

local people, and a greater understanding of local 

cultural, social and environmental issues. 

enhancement of the quality of services 
We continuously work on enhancement of the 

quality of our services. 

 

Transversal skills (personal traits) 
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SKILLS DENOMINATION I-Statements 

communication in foreign language 

I can efficiently communicate in a foreign language 

both orally and in writing. 

risk taking  
I know how to deal with risks.  

lifelong learning 
I have my own personal learning strategies. 

leading others 
I can clearly instruct, advise and persuade others. 

time management 
I manage my time with maximum efficiency. 

efficiency 
I can make the most with limited resources. 

innovation 

I can come up with innovative, disruptive, 

unconventional solutions for the challenges we 

meet. 

problem solving 
I can solve problems effectively.  

goal orientedness 

I can organize my own work so that I attain the 

goals I have set. 

creativity 

I can use my creative imagination to improve my 

business. 

lifelong learning 

I am aware of the importance of continuous 

learning and development. 

team work/working with others 
I am a good team-player.  

motivation 

I am a passionate person and I strongly believe in 

myself. 

flexibility 

I always listen to other people’s views and try to 

understand their motivation. 

intercultural communication 

I am aware and respect cultural diversity of my 

customer.  

communication in mother tongue 

I can efficiently communicate in my mother tongue 

both orally and in writing. (e.g.  when talking to the 

authorities.) 
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