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1. Introduction 
 

This document is the result of a careful analysis carried out within the R.I.S.To.VET - Rural 

Innovative Sustainable Tourism for VET project (project number: 2019-1-PL01- KA202-

065682) funded by the European Commission under the Erasmus+ Programme - KA2, 

Strategic Partnership for Innovation and Exchange of Good Practices. 

 

The project is carried out by a consortium of partners composed by: WSBINOZ - Wyższa 

Szkoła Biznesu i Nauk o Zdrowiu (Poland) (coordinator), VVTA – Living Stone Dialoog, ViaVia 

Tourism Academy (Belgium), ILI - FRIEDRICH-ALEXANDER-UNIVERSITAET ERLANGEN 

NUERNBERG (Germany), Co.Net - COWORKING E NETWORKING SICILIA APS (Italy), 

Ergasia Ekpaideftiki Anonymi Etairia (Greece), CEIPES – International Centre for the 

promotion of Education and Development (Italy). 

 

This project aims to develop, structure and share the professional knowledge about local -

based sustainable tourism 4.0. in order to face the challenges of contemporary tourism. 

Contemporary tourism businesses in the last decade have been experiencing the challenge 

of new forms of tourism, but also a lack of an adapted and updated professional education in 

this field. All over Europe and beyond contemporary tourists want to enjoy authentic local 

realities together with local inhabitants. On the other hand, the increasing presence of sharing 

economy websites and apps encouraged several non-professionals to open up to tourism 

business. Both these phenomena contributed to the development of non-structured practices 

in the contemporary forms of hospitality and to the increasing obsolescence of traditional 

business models. In this framework this strategic partnership of six institutions among 

European VET providers, higher education institutions, NGOs and SMEs aims to structure 

these practices in a shareable form of professional knowledge. 

 

Contemporary tourism is a complex phenomenon which is rapidly evolving. Among the 

features that characterize this phenomenon we can mention: 

 search for local authentic realities, engagement in local way of life and more authentic 

form of hospitality; 

 increasing attention to the environment; 

 innovative forms of hospitality; 

 sharing economy, decentralised or spread hospitality. 

The EU Policy for Tourism considers the promotion of competitiveness as a key priority, 

together with the promotion of "sustainable, responsible and high-quality tourism". Developing 
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innovation in local based sustainable tourism in order to promote competitiveness and an 

integrated approach fully responds to the EU recommendations, particularly in economically 

depressed rural areas or small cities.  

Partner institutions examined the existing companies operating in the broadly understood 

tourism industry, from hosting and gastronomical to those providing services for organizing 

trips, events, guide services, and finally, those that have transferred their tourist services into 

online ones, connected with augmented reality, virtual tours or tourist applications. Thanks to 

this analysis they have the opportunity to explore and show the reality of modern tourism 

market ideas that could be transferred, applied and adapted to the realities of other places. 

 

VET educational institutions have not yet included these new tools and experiences in their 

educational and training paths for tourism professionals. Tourism phenomena are evolving so 

quickly that formal education has difficulty in renewing itself as rapidly as it would be necessary 

in order to train young people for the real market. To define the gap between it and the VET 

education is the main need upon which this strategic partnership has been developed. 

 

Analysing, comparing and sharing local-based experiences and practices among European 

countries will contribute in defining a set of best practices through which a common European 

training path for sustainable local-based tourism 4.0 will be designed. 

 

The second result of this project will be a shared methodology to systematize the practice-

based knowledge of small tourism businesses in order to make it operational for VET 

education. The first IO is dedicated to the development of this methodology and the definition 

of a set of guidelines to apply it. This first step is essential for the project for two reasons. First 

of all, a solid methodology facilitates the comparison of data gathered in different contexts, 

guaranteeing the balance between the local and the European dimensions. This result, 

moreover, will assure the transferability of the process, because the methodology and the 

guidelines can be applied again in future projects. 

 

As a result, a complete training toolkit and an e-learning platform will be produced and 

delivered for free access. These outputs will give the future tourism professionals not only 

several examples of innovative best practices developed all around Europe, but also – and 

most important – a methodology to identify practices adapted to their own local contexts or to 

develop their own ones through comparison and differentiation. 

 

This document is the result of summarizing the work of the partnership and presents only a 

certain range of results of work of each institution. Full, comprehensive reports on the situation 

in both small and medium enterprises (SMEs) and vocational education (VET) in tourism in 

each of the partner countries are available as separate documents. 
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2. European recommendations 
 

In order to maintain Europe's position as a world-leading tourist destination, the European 

Commission has put forward a series of proposals for coordinated action at EU level. These 

aim to increase the competitiveness of the tourism sector and its capacity for sustainable 

growth and quality.1 In line with the ‘Europe 2020’ growth strategy, the agenda for EU-level 

action in favour of tourism, set out in the 2010 communication, focuses on four priorities. These 

four priorities provide the skeleton for a new action framework for tourism which the 

Commission intends to implement in close cooperation with the Member States and the 

principal operators in the tourism industry. 

The first priority is to stimulate competitiveness in the European tourism sector. Firstly, 

innovations in the tourism industry are to be developed and promoted. Digital tourism is to 

be promoted by supporting the adaptation to market developments in the field of information 

and communication technology. Furthermore, the qualifications of the employees must be 

adjusted. As the situation in the tourism sector is constantly changing, it is often difficult to 

adapt quickly. Professional skills should be facilitated by promoting opportunities offered by 

various EU programmes (e.g. in the areas of lifelong learning under the Erasmus+ programme 

or the COSME programme for small and medium-sized enterprises). In this way, adaptations 

to new technologies and new market expectations (e.g. in terms of health and well-being, 

promotion of mobility) can take place more quickly. Moreover, the extension of the tourist 

season should be promoted by taking into account the seasonal nature of demand. This can 

be supported by voluntary tourism exchanges between EU countries, especially in the low 

season. The productivity of tourism enterprises can be achieved by making better use of 

existing tourism infrastructure and personnel in the low season, which would provide a more 

stable and motivated workforce. The focus on older people, people with reduced mobility and 

low-income families can particularly strengthen tourism in the low season. Furthermore, the 

diversification of tourist services must be encouraged, in particular by better focusing on 

the EU's common heritage and by integrating the 'natural' heritage into tourism strategies. This 

can be done by focusing on cultural heritage, cultural itineraries, contemporary culture, 

protected natural sites, health and well-being, spa tourism, education, wine and food, 

historical, sports or religious tourism, agritourism, rural tourism or tourism that exploits the 

maritime and sub-aquatic cultural heritage, industrial heritage or the economic fabric of a 

region. Finally, the socio-economic knowledge base for tourism should be consolidated at 

EU level. 

                                                   
1 European Commission (2010) 
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The second priority of the growth strategy is to promote the development of sustainable, 

responsible and high-quality tourism. The development of a system of indicators for the 

sustainable management of tourist destinations or even a label to promote sustainable 

tourism destinations should make this objective possible. The use of a "quality tourism" label 

to reward improvements that increase consumer safety and confidence (e.g. the EU eco-label, 

the Community eco-management and audit scheme (EMAS). In addition, tourists should be 

better informed about the destinations by organising awareness campaigns. To facilitate 

the identification of climate change risks in order to protect the European tourism industry 

from bad investments and encourage it to explore alternative tourism services. It is proposed 

to draw up a charter for sustainable and responsible tourism and a strategy for 

sustainable coastal and marine tourism. At the same time, it aims to encourage the 

development and strengthening of EU cooperation with emerging economies and 

Mediterranean countries to promote sustainable and responsible tourism development 

models and the exchange of best practices. The competitiveness of the sector is closely linked 

to its sustainability, as the quality of destinations is strongly influenced by their natural and 

cultural environment and their integration into a local community. The sustainability of tourism 

covers a number of aspects: the responsible use of natural resources, the consideration of the 

environmental impact of activities (waste production, pressure on water, land and biodiversity, 

etc.), the use of "clean" energy, the protection of heritage and the preservation of the natural 

and cultural integrity of destinations, the quality and sustainability of jobs created, the impact 

on the local economy or customer service. 

The third priority of the growth strategy is to consolidate the image and profile of Europe as 

a collection of sustainable and high-quality destinations. In order to make European 

destinations stand out better from other international destinations, the "European brand" will 

be developed in close cooperation with EU countries, complementing their promotional 

activities. Promoting Europe as a sustainable and high-quality tourist destination through 

websites such as www.visiteurope.com, at major international events or major tourism fairs 

and exhibitions, and through initiatives such as the European Tourism Days and the European 

Tourism Forum. The image of Europe and its perception as a collection of sustainable and 

high-quality destinations must be improved. Enhancing both the appeal of European 

destinations and their profile should bring significant economic benefits by stimulating non-

European tourist arrivals and also increasing Europeans' interest in travelling within their 

own continent. Promote this image in world markets, and particularly in certain third countries 

(e.g. the USA, Japan, China, Russia, India and Brazil).  

The last priority of the growth strategy is to maximise the potential of EU financial policies 

and instruments for developing tourism. This will be achieved firstly through better integration 

and coordination of tourism with other EU policies such as transport, competition, 

taxation, consumer protection, environment, employment, training and structural funds, all of 

which have a direct or indirect impact on tourism. The mobilisation of EU programmes in 

favour of tourism (e.g. European Regional Development Fund, European Social Fund, 

European Agricultural Fund for Rural Development (EAFDR)) for rural development and the 

European Maritime and Fisheries Fund should also be encouraged. The Commission 

recognises the considerable importance of maritime and coastal tourism as a catalyst for 
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economic development and intends to implement measures to promote its development as 

part of the EU's integrated maritime policy. 

 

 

 

 

 

 

3. SME touristic sector need analysis 
 

3.1. Background research 
 

The tourism industry is booming in the European Union: With 713 million people travelling to 

Europe every year2, the EU is the most visited tourist destination in the world.3 

The following diagram shows the number of tourist overnight stays in millions in the year 

2019.4 These are the five countries from which the R.I.S.To.VET project partners originate. It 

is noticeable that Germans like to travel within Germany: 347.4 million touristic nights were 

spent by Germans within their own country, while only 88.9 million nights were spent by non-

residents in Germany. Polish people also like to travel within their own country: 74.7 million 

touristic nights were spent by Polish people within Poland, while only 18.7 million nights were 

spent by foreigners in Poland. The situation is reversed in Greece, where more foreigners 

(99.6 million nights) than natives (19.7 million) spent touristic nights in the country. With 217.7 

million nights spent by non-residents in Italy and 21.1 million in Belgium; and 214.9 million 

nights spent by residents in Italy and 21.1 million in Belgium, the number of touristic nights 

spent by residents and non-residents in Italy and Belgium is fairly balanced. 

                                                   
2 Schmiedendorf, B. (2020) 
3 Bundesministerium für Wirtschaft und Energie (2020) 
4 Statista (2020b) 
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Diagram 1: Number of tourist nights spent by non-residents and residents in 2019, project 

partner countries 

According to the UNWTO (2018a), the first source market for Europe, is Europe itself. In 

Europe, 84% of international trips are intraregional, of which 74% is to the EU and 10% to 

extra-EU destination. However, this is only a small portion of tourism in Europe, as domestic 

tourism plays an important role in Europe. In fact, 74% of trips and 58% of nights were spent 

in the country of residence.  

In 2016, 17% of international tourism arrivals in Europe were source markets from outside of 

Europe, with 8% coming from the Americas, 7% from Asia and the Pacific. Africa and the 

Middle East both supply 1% of tourism arrivals. Arrivals from the smaller segments, however, 

have been growing rapidly. (European Travel Commission, 2018). 

Overall the contribution of the tourism sector to the gross domestic product (GDP), i.e. the 

total value of goods and services produced in a country in one year, amounted 9.5% last year.5 

The 28 EU member states have an annual turnover of more than 1.276 billion euros. At this 

point we would also like to take a closer look at the five project partner countries. With a market 

volume of €16.152,30 million in 2020, Germany will generate the most revenue, followed by 

Italy with €10.217 million.6 This is followed by Belgium, Poland and Greece with €3,770.10, 

€2,197.10 and €1,127.8 million respectively. 

                                                   
5 World Travel & Tourism Council (WTTC) (2020) 
6 Statista (2020a) 
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Diagram 2: Turnover of the five R.I.S.To.VET project partner countries in millions 

There are almost three million businesses in tourism in the EU. Ninety percent of them are 

small and medium-sized enterprises, many of them very small businesses.7 The tourism 

industries are an important motor for many countries' economies and labour markets. In 2017, 

9% of all employees in Europe worked in the tourism sector.8 The highest proportion of 

employees working in the tourism sector is in Greece with 26%, followed by Italy with 11%. 

Belgium and Germany share the same percentage with 8% each. Poland has the least 

employees in the tourism sector with 4%. 

Compared to other sectors, the tourism industry is relatively seasonal, with annual peaks in 

turnover in the third quarter (July, August and September) and a long-term upward trend until 

the last quarter.9 The main season for skiing holidays is additionally threatened by climate 

change. The year 2020 has also brought further instability and economic losses to the tourism 

sector: the tourism industry was one of the first sectors to be severely affected by the corona 

pandemic. Travel restrictions and widespread cancellations have led to an almost complete 

halt in international as well as national tourism.10 According to the World Tourism Organization, 

the coronavirus pandemic is expected to lead to a 20 – 30% decline in international tourism 

this year. The EU Commission estimates the loss of revenue at European level at 50% for 

hotels and restaurants, 70% for tour operators and travel agencies and 90% for cruises and 

airlines. To remain competitive despite such unpredictable factors, it is particularly important 

                                                   
7 Europäische Kommision (2020a) 
8 Europäische Kommision (2020b) 
9 Europäische Kommision (2020b) 
10 Europäische Kommision (2020b) 
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for the tourism sector to be well positioned in terms of digitisation, sustainability and 

authenticity to increase the attractiveness for tourists. 

 

Local challenges 

 

In Italy the presence of SMEs in tourism sector is larger than the average for the EU (EASME 

2019).  Tourism businesses tend to be family-managed and operators are often trained on-

the-job. The lack of a qualified workforce is a reason for inadequate competitiveness of SMEs, 

in particular in innovative forms of tourism. Education and qualified training, in fact, are not 

always recognised in this sector. The high seasonality of tourism, moreover, contributes to 

dissuade qualified operators from this sector (OECD 2011, p. 137).  

The hotel landscape in Germany is not chain-dominated: only about 20 percent of hotels are 

linked to hotel chains, 80 percent are lone wolves. The SME´s in the tourism sector, especially 

in rural areas, face a variety of challenges, one of the biggest is digitalisation because it is a 

highly relevant driver of change. Falling transaction costs, the use of big data and disruptive 

business models through digital platforms are changing the industry at a rapid pace. This is 

particularly evident in the following three sub-sectors: business models in the field of 

intermediation of tourist services, accommodation and passenger transport are undergoing 

profound changes.  Another challenge for rural tourism is the supposedly “more attractive” 

destinations in the cities. Of the 37 million tourists who travel to Germany from all over the 

world every year, most are attracted primarily to the large cities.  

According to the "Report on the state of the SME sector in Poland" prepared by the Polish 

Agency for Enterprise Development for 2017, sector of small and medium enterprises account 

for 49.8 % of Polish GDP. In Polish tourism, the SME sector has a dominant position. The 

share of persons employed in SMEs in the section related to tourism (hotels and restaurants) 

is 86.3%, and in the gross value added 85.1% (according to data for 2012, from the study 

Jacek Gancarczyk Innowacje w małych i średnich przedsiębiorstwach turystycznych). 

When it comes to hotel and gastronomy trends about 40 percent bed places in Poland is a 

seasonal base and has more social than commercial functions (holiday centres, summer 

camps etc.). 3- and 2-star facilities dominate, which provide 3/4 of the accommodation offer. 

For the time being, more 4- and 5-star facilities are being built. The share of brands from the 

economy hotel segment in Poland is so far too modest to change the picture of the market 

structure. There will be development of economy hotel type B&B. 

Greece is a major international tourist destination. The Greek tourism market is mature, with 

strong and increasing competition from neighbouring destinations, characteristics that result 

in diminishing profit margins and a predisposition to evade or externalize all avoidable 

discretionary costs. Greek islands constitute a major destination for international tourists and 

thus play a critical role in the support and further development of Greek tourism. Most of the 

tourists visit islands to enjoy the local natural and cultural environment as well as bigger cities.  
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According to the numbers from 2017, Belgium knew an 11.7% growth, recovering from the 

decrease resulting from insecurity related to the terrorist attacks in early 2016. While Belgium 

only received 1.2% of tourism arrivals in Europe in 2017, it received 2.3% of total European 

tourist expenditure. (European Travel Commission, 2019).   

Belgium received 17,5 million arrivals in 2018. 3,7 million of which stayed in Brussels and 10,3 

million in Flanders. Tourism employs a total of 260.104 people in Flanders. 24% of the Flemish 

workforce in tourism are entrepreneurs, mostly SME’s or rather MSE’s with a small number of 

staff. These SME’s represent 7,8% of the self-employment in Flanders, across all sectors. The 

biggest group of self-employments is active within the hospitality and gastronomy industry: 

restaurants & accommodation types.  

Three types of tourism which are important in Flanders: coastal, rural and urban. The main 

motives for an overnight stay in Flanders are: relaxation and vacation (75%), conference, 

congress and seminar (15%), other professional purposes (10%). 

 

In Italy digital tourism is a great challenge and opportunity. Nevertheless, it demands a 

conspicuous number of skills. Moreover, the development of digital tourism is influenced by 

other factors, such as geographic location and access to digital infrastructures and financial 

resources (Dredge 2019, p.6). The fourth industrial revolution, nevertheless, opens up wide 

scenarios for tourism in terms of tailor-made solutions (in particular, but not only, through AI 

tools), accessibility and share of information (through augmented reality). These opportunities 

are particularly stimulating in rural areas. Where the geographic isolation and lack of 

infrastructures cause a lack of competitiveness, in fact, digital tools are likely to compensate 

for some disadvantages. 

According to “Fondazione Univerde” (Fondazione Univerde 2019), sustainable tourism is 

increasing in Italy, both in terms of demand and in terms of offer. Moreover, the tourists’ 

attention focuses not only on activities but also on the impact of hosting structures and 

transport systems.  

Sustainable low-impact tourism, moreover, is an important opportunity specifically for SMEs 

in terms of number of customers, deseasonalisation and local-grounded activities. In this 

sense, it has the potential for integrating environmental awareness-raising with local economic 

development (CEETO 2018, p.51-56). 

There are several trends which are playing an increasingly important role in shaping the 

Belgian / Flemish tourism sector. Tourists are asking for different experiences, which is 

creating important opportunities.  

One of those important trends is the increased demand for sustainable tourism. Younger 

generations are increasingly concerned with sustainability and a vast majority of people care 

about the state of the planet.  

When it comes to digitalization Millennials and Generation Z are to be reached through digital 

channels and social media, but this is also an effective means of connection for older 

generations, even baby boomers.  



 

 

   Page 12 

 

More than ever online review channels will influence the image of SME’s. Potential visitors will 

turn to review channels for guaranteed quality. For Flanders the top 3 used review channels 

are: Booking.com, Google and TripAdvisor. A division is made for tourism attractions and 

accommodation types. 

In Germany, according to a study from 2011 there are 5 core themes for tourism in rural areas:  

- The nature holiday: nature attractions, activities such as hiking, cycling, water 

walking/water sports, winter sports. In this respect, there is a high potential in 

Germany, especially for the German low mountain ranges or nature and landscape 

areas. 

- Beach/bathing holiday (coast, inland waters): relaxation on the beach, tanning, games 

and sports. 

- Active holidays: hiking, cycling, horseback riding, water hiking, golf, winter sports, 

mountain biking, road biking. 

- Farm holidays: the focus is on the farm experience, the animals and family life. 

- Health: In demand are offers from the areas of nature and active with added health 

value (e.g. therapeutically accompanied "health hiking"), health offers for all indication 

levels and wellness offers. 

In Poland share of expenditure on gastronomy is increasing in expenses incurred before and 

during a trip. Interest in gastronomy and regional food is growing among tourists. 

Trends in new technologies show growing amount of holiday trips booked via the Internet, 

booking of tourist services through all mobile devices and increasing role of Cloud and Cloud 

Computing solutions (Marketingowa strategia Polski w sektorze turystyki na lata 2012-2020, 

Polska Organizacja Turystyczna). 

 

The Tourism sector in Greece is constantly changing. The enlargement of the tourist’s inflows 

and the influence of ICT sector have differentiated Tourism the last years making the existing 

curricula not to fully meet the needs and the challenges of this sector. 

The growing importance of digital technology and social media in tourism creates challenges 

and opportunities for national and regional tourism organizations and tourism enterprises. 

Tourists are increasingly connected to the internet, utilizing any number of tourism-related 

mobile apps; accessing real-time news, transport and online booking platforms (e.g. travel 

agents, airlines, trains, rental cars, Uber), utilizing social networks to review, assess and book 

accommodation (e.g. Airbnb, Trip Advisor), restaurants (e.g. thefork, MyTable, OpenTable), 

and other tourism services; just to name a few. These trends in consumer behaviour and 

expectations in relation to the digital economy are necessitating a major shift towards digital 

marketing and promotion, but also in relation to capacity building and product development. 

Countries also recognize the need to develop the capacity of tourism service providers, and 

particularly SMEs, and are developing policies to facilitate the uptake and effectiveness of 

digital marketing and the use of social media/networks. For example, Greece has established 

an online platform to provide entrepreneurs with the information necessary to start their own 

business (including information on funding and legal frameworks). The platform utilizes social 
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media to bring people, ideas, corporations, universities and organizations together, and 

promotes creative partnerships and investment opportunities (www.startupgreece.gov.gr and 

www.startupper.gr). The new platforms such as Booking.com, Expedia.com, Airbnb.com have 

changed the way of booking across Europe. Apart from the three platforms, TripAdvisor has 

also significant influence in the Tourism sector. It has also great impact on the travel and 

tourism employability. Furthermore, the online platform of TripAdvisor has influenced the travel 

planning and booking for tourists. 

 

 

3.2. Materials and methods 
 

This research has been conducted gathering a variety of quantitative and qualitative data. The 

main sources of information have been: 

- A questionnaire for tourism SMEs owners. 

- A set of interviews to tourism SMEs owners  

- An online research about tourism SMEs 

 

The questionnaire, common to the whole partnership, has been structured in following 

sections: 

- qualifications (entrepreneur and marketing skills) 

- the use of digital tools  

- general and specific business owners’ and employees’ skills  

- interest and activities in sustainable tourism  

 

During the research, the COVID-19 epidemic broke out and the partners had to modify the 

way data was collected after prior approval from the National Agency. 

 

In Italy all three sources for gathering data were implemented. Sicily was the main focus area 

of this research because it is the region where both partner institutions (CEIPES and Co.Net 

Sicilia APS) are located, and because, thanks to the development of tourism in the last 

decade, it is a very prolific and interesting field for tourism analysis. 

A field research was planned in order to conduct interviews in person. Because of the health 

emergency due to the pandemic, it was not possible to meet the business owners as expected. 

Interviews, thus, have been conducted through phone and skype calls. The part of the data 

was obtained directly from SME’s through online questionnaire. 

The information gathered through interviews and online research has been structured in a 

best practices template.  
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In Belgium data was obtained by combining desk research with a targeted survey.  

The background research was conducted by collecting data from international sources online 

(UNWTO, European Travel Commission, …) and national/regional sources for Belgium and 

Flanders, with the report of DMO Visit Flanders offering most of the data. Belgian partner 

focused on the Flemish region, as this is the region where ViaVia Tourism Academy is active, 

and the situation/legislation is quite different for the other Belgian regions.  The data collection 

through desk research was complemented by literature review and trend reports for identifying 

the trends in tourism. 

For online survey Belgian partner selected SME’s for the database from their own professional 

networks, personal connections or recommendations, previous partnerships or projects, and 

from publications such as Travel to Tomorrow by Visit Flanders. 

 

In Poland data presented in this report were obtained directly from companies via 

questionnaire. Data was also obtained through telephone interviews. A great number of data 

were obtained also as a result of searching for information in various types of source materials 

available online, i.e. on the websites of the Ministry of Development, on the archives of the 

Ministry of Sport and Tourism, on the websites of the Polish Tourist Organization, Polish 

Agency for Enterprise Development and several other sources indicated at the end of the 

report.  

Inviting to take part in online survey, Polish partner was mainly looking for entrepreneurs on 

the Internet. Some were also invited through the Łódź Tourist Organization.  

Searching for information about travel companies on the Internet, the booking platforms such 

as slowhop.com, social media but also the original recommendation were used. 

 

German partner decided to use two different methods to collect data. First of them was an 

online questionnaire. Due to the difficulties to get feedback from the SMEs, they decided to 

use additional templates, filled out themselves based on intense internet research, to get the 

missing information. 

In order to find the target group, extensive internet research was conducted, using sites such 

as www.booking.com or www.maps.google.de. 

In addition, they have collected five best practice examples from the Nuremberg region to 

identify possible strategies for SMEs. 

To identify the needs and challenges the Greek partners collected the relevant data by using 

in-depth interviews to 7 tourism SME owners that followed the questionnaire created for them 

in order to examine their opinion and perception on the topic and, of course, to take into 

serious consideration their comments and suggestions to form the analysis report. In order to 

strengthen the findings, we also contacted a literature review where documents and reports 

from Cedefop, relevant Ministries and Organizations were examined. Finally, to identify the 

best practices an online research took place. 



 

 

   Page 15 

 

 

 

3.3. Results and conclusions 
 

3.3.1. Qualifications 

Starting with Italy, this research confirms that tourism SMEs are often run by non-

professionals. Skills and competences often come from experience in family businesses. It is 

also important to highlight that tourism is often a diversification strategy for other businesses, 

such as agriculture. 

In Sicily, the main focus area of this research, there is a significant difference between coastal 

areas (mostly interested by mass traditional tourism and connected to traditional tourism 

attractions) and inland rural areas (usually isolated yet surrounded by natural attractions). 

Tourism in Sicily, moreover, is traditionally connected to culture or beach activities. 

Isolation, together with the potential of outdoor tourism in natural reserves, is probably the 

reason why rural tourism SMEs are obliged to develop innovative solutions in order to survive 

the contemporary tourism market. 

In Poland people who want to study or train in the field of tourism and tourist services are free 

to choose their options our survey has shown, however, very often people, who have not 

undergone any training in this field come to tourism. Only every fourth of our respondents 

studied, trained or took over a family business. The rest are people who most often worked in 

other professions and decided to open their own tourist facility, most often with 

accommodation but also gastronomy offer, conducting workshops, presenting exhibitions, 

animals etc. Most often it was associated with a change in lifestyle and moving out of the city 

to the countryside. It is this group that can become an important target group in the 

R.I.S.to.VET project and supplement their knowledge in both digital solutions and 

sustainability. 

Due to the seasonal nature and its poor image as a low-wage industry, the tourism industry in 

Germany is characterised by many unprofessional supplier and delivery structures. Our 

analysis also confirms that the majority of employees are career changers. However, 

employers tend to expect their employees to have pronounced social skills rather than 

professional qualifications. 

Greek SME owners find both soft and hard skills to be important and quite mandatory for their 

employees. Regarding soft skills, communication, cooperation, negotiation, problem solving, 

and networking skills are most important. Related to hard (technical) skills digital skills like 

digital marketing, social media marketing, promotion, and specific ICT (software dedicated to 

specific positions) are of the most importance. Also, soft skills like motivation and adaptability 

are considered particularly important. SME owners also recognize that employees that have 

attended courses that offer WBL learning combined with the theoretical training have better 

performance in the sense of more relevant experience than those without or with fewer WBL.  
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Also, all of them mentioned that they want employees that will assist in the effort of becoming 

more digital sustainable and authentic.  

A policy of minimum employee or owner qualifications is supported by some SME owners too 

and, as a SME owner put it ‘Minimum qualifications for employees, or even for us, will set the 

bar high concerning the level of quality of offered services. In the long term, this will change 

the perception of the Greek tourism industry in a positive way. More importantly, newcomers 

will hesitate to enter the market, since minimum qualifications would be required’. 

In Belgium / Flanders skills that are expected of staff and workers in tourism are mostly soft 

skills and interpersonal skills such as communication, flexibility, customer friendliness and 

being able to collaborate well. To be able to promote local identities, it is important to have 

knowledge, but from the survey it is clear that most of the knowledge about a certain 

destination, product or company will be learned on the job as it is very much applied and 

context specific.  

Quite a few of the Flemish respondents claimed not to have had any preparatory study to 

become an entrepreneur in tourism, just experience. In many cases, they did another study; 

mostly in the economical or business sphere, but not necessarily in tourism. Moreover, others 

did not have any experience but learned everything on the job. About 16% in total studied 

tourism or followed some kind of vocational training.  

 

3.3.2. Authenticity 

 

The Polish Tourist Organization indicates (Strategia Marketingowa Polski w sektorze turystyki 

na lata 2012 - 2020) that the basic trend on the side of tourist demand is contained in the 

formula 3 E - education, entertainment, excitement. Therefore, there is a development of new 

forms of tourism, as well as forms of visiting cities using themed games, museum, 

biographical, studio, culinary, folk, literary and film culture, etc. And the key becomes not so 

much "where" but "why"? The search for the authenticity of places and events becomes 

therefore crucial. The surveyed companies seem to be very well aware of this need. All 

entrepreneurs were able to give at least two examples of local identities without hesitation; on 

which they can base their strategy for building a given brand or promotional strategy. 

In Belgium an authentic destination, in general, is perceived as unique and full of potential 

tourism experiences. From the survey, Flanders clearly reflects its appreciation for qualitative 

gastronomy: together with local products, it is said to be an important asset of the local identity. 

Nature, art and local heritage also make up important aspects of the local identity of a place. 

Social media will be important for tourism SME’s to promote their local identity, as well as a 

variety of offline and online strategies that came out of the survey. 

City tourism is the biggest motor of tourism development in Germany. However, both when 

travelling and on a day-to-day basis, intact nature and the retreat from the mechanised 

everyday life into real and "decelerated" living spaces including fresh country air are becoming 

increasingly important for all of us. 
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According to analysis elements of nature, transport connection as well as regional cuisine play 

a big role for touristic companies in rural areas. Meanwhile, companies located in cities stated 

significant more frequently that aspects of art and artistic attraction are characteristics of their 

location being one main incentive for tourists. Regional cuisine was mentioned equally by both 

companies in cities as well as in rural areas. 

Digital media for marketing the authentic tourist elements are used by very few facilities, and 

in general most of them do not pursue a defined strategy. The majority use regional networks 

and print media or organize special events for this purpose. Employees are also expected to 

have predominantly social skills for marketing. 

Italy mainly attracts visitors for its rich culture, history, cuisine, fashion and art, its beautiful 

coastline and beaches, its mountains, and incredible ancient monuments. Italy also contains 

more world heritage sites than any other country in the world, so the whole hospitality sector 

runs around its ancient architecture and long history. Italy also bases its attraction on its way 

of life (la dolce vita) which many visitors from all over the world want to experience. 

 

The elements pointed out to consist the local identities were mainly related to the Greek 

traditional cousin, the famous Greek hospitality, the Patras Carnival which brings many 

tourists (both from abroad and from other parts of Greece, all the companies are located in 

Patras and nearby) since this is one of the biggest carnivals in Europe, Saint Andrews 

Cathedral Church mostly for religious and pilgrimage tourism since this is one the biggest 

churches in Balkans and the Archaeological Museum of Patras along with the Lighthouse.   

There were not mentioned any particular strategies for the promotion of the above-mentioned 

elements apart from the fact that especially in restaurants there is always the recommendation 

on tourists to try traditional dishes and in hotels the suggestion to tourists to visit those places 

of interest. For the employees the skills that were mentioned here had to do with fluency in 

English language, communication skills while a deeper knowledge in more details was 

considered a plus. 

 

 

3.3.3. Digitalisation 

 

The literature search identified digitization as one of the greatest challenges for German 

tourism. The analysis also confirms that on average, participants rated their own digital literacy 

as rather mediocre, but the majority considered the need for digital literacy to be very 

important. This is an indication of the heterogeneity of the actors and companies active in the 

tourism sector. While the majority of them have already reached a certain level of digitization, 

there are a large number of smaller companies, different from each other, which either were 

not able or did not see the need to digitize their business. The majority use digital strategies, 

but they often stick to the basics (Internet, homepage, e-mail). The majority of institutions offer 

online bookings or at least online reservations. Many of the facilities provide free WLAN for 



 

 

   Page 18 

 

visitors. Only 2 facilities use social media marketing. So, there is a lot of catching up to do 

here, because to remain competitive you have to keep up with the times.   

Most participants have taught themselves their skills in dealing with digital technologies. Only 

42% of them learned those skills in educational programs, additional trainings or at university. 

This reveals an approach for this project to supply information to those and impart them 

knowledge and skills about digital technologies who have not yet participated in a professional 

training. It can be concluded that in the touristic industry, there are many companies, 

especially in rural areas, who have a significant potential for improvement in terms of 

digitalization. This project could be able to help those companies in order to develop a digital 

system or strategy for the purpose of operating more efficient and attracting more tourists by 

using social media. 

 

In Poland respondents are people who have learned to use digital tools themselves. At this 

stage, they are most often satisfied with their own skills. As the next commitments and digital 

tools arise, it can be assumed that they will try to stay active and learn to use them, however, 

in future it can be assumed that they will want to support external assistance in this regard 

(both in the sense of providing knowledge as well as outsourcing tasks or delegating them to 

employees). 

Most often they do not use advanced digital solutions, reducing their activities to effective 

communication with clients and narrative focused mostly on authenticity and local identities 

(especially through social media). There are no examples on the local market of the use of 

advanced technology in the tourism sector. There are no robotic hotels or guesthouses here, 

and direct contact with clients is even mentioned as an asset and the possibility of additional 

support for guests. 

 

Regarding digital skills, most of the Greek owners mentioned that they consider to have well 

to very well-developed skills, which were acquired on their own but almost all of them have 

employees to apply the digital solution, the same assessment was given also in the importance 

in running their own tourism business by 6 of the 7 owners whereas one of them considered 

digital skills completely irrelevant (owner of a cafe)  and also mentioned that for this reason 

he didn’t use any digital solutions. The rest of the SME owners mentioned that the digital 

solutions they used where social media (mainly Facebook and Instagram, 6 out of 7 

companies), POS (6 out of 7 companies although it is mandatory to all), excel spreadsheets 

(a restaurant in order to track reservations and supply orders), restaurant reservation software 

(online table booking), digital ordering system (in a restaurant, a cafe and a hotel), hotel 

reservation software and CRM. 

 

The potential of digital tools is not exploited by Italian tourism SMEs. Owners take into 

consideration mostly social networks, websites and sometimes online booking systems. 

These tools are rarely managed professionally. 
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There is no awareness of the potential of digital tourism for innovative offers (such as tailor-

made solutions, accessible solutions, geo-localization or augmented realities services). 

In this sense, it is possible to observe that diversified forms of tourism are still the most 

common. Despite some innovative products and services, the idea of promoting territories and 

regions, offering the experience of a local way of life in a network perspective has not been 

consolidated yet. 

 

From the trends research in Belgium / Flanders, it appeared that review platforms and sharing 

platforms will only increase their importance in the future and it will be important for tourism 

entrepreneurs to know these platforms and be active on them. More and more interactions will 

be done digitally, and even experiences will also shift towards digital solutions, such as Virtual 

Reality tourism products.  

In the survey, the entrepreneurs positively self-evaluate their own level of digitalization. There 

seems to be a connection between the level of digital skills that is developed among the 

respondents, and the importance they give to digital skills: they all agree it is very important 

to have these skills optimally developed. 

According to the survey respondents, there is a wide variety of digital skills that should be well-

developed to be active in the tourism sector, from marketing, sales and administration to 

communication tools as social media, website and newsletter. 

 

All respondents, both in the survey and the good practice cases, use digital solutions. In the 

good practice examples, the tools that were mentioned the most were: social media 

(Facebook, Instagram, LinkedIn), own website and Google Adwords. Working with OTA 

platforms such as Booking.com is also common but should continuously be evaluated in its 

efficiency, since it is also always an investment and can create tourism leakage.  

 

 

3.3.4. Sustainability 

 

As Belgian / Flemish research and survey shown tourists are increasingly concerned with 

sustainability and a vast majority of people care about the state of the planet. In general, 

sustainability is getting more attention and conscious choices will be more and more common 

among tourists, even in mainstream tourism. They will expect tourism SME’s to take up their 

responsibility to deploy tourism as “a force for good”.  

The respondents of both the survey and the good practices have a broad and extensive 

understanding of sustainable tourism. They are well aware of the different facets of the subject 

and they know how to put sustainability into practice.  
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The overwhelming majority of respondents believe tourism can be sustainable (94%). This 

paints a hopeful picture for a sustainable future of tourism in Flanders/Belgium. The great 

majority of the survey respondents think that sustainability in tourism is very important to 

important (95,5%), and no one thinks it is not important or a little important.   

There seems to be a link here with the high percentage of respondents thinking sustainability 

is important, with the skills they think they have to really put sustainable tourism into practice. 

94% of the respondents is positive and confident about having the skills to implement 

sustainable tourism.  

The respondents list a variety of skills that are important in implementing sustainability, going 

from knowledge on ecological and social issues, to soft skills such as communication, 

collaboration and creativity. When we, here again, look at the necessary competences, it is 

clear that attitude, the right mindset for sustainability, is a prerequisite for sustainable skills 

and knowledge. 

 

All Greek SME owners thought that tourism can be sustainable and they ranged the 

importance of sustainability quite high (receiving points between 5 to 7) but none of them felt 

that they have the necessary skills to implement sustainable tourism in their companies even 

though some of them mentioned that sustainability is a topic of interest for more tourists as 

years go by and is something that concerns them more.  That leads to try to implement some 

strategies or, as many of them pointed out, activities that they thought could be considered as 

sustainable in their companies. Of course, the owners of the cafes did not quite know what to 

do on the topic while most of them want to be able to have access in knowledge of sustainable 

tourism that is concise, practical, and easy to follow. The strategies / activities mentioned have 

to do with recycling,  eco-friendly toiletries (which was mentioned by all hotel owners), using 

local products, implementing food cost (mentioned by two hotels and a restaurant) and, a 

restaurant owner, mentioned that they suggest, where possible, to tourists to eat Greek family 

style (which means order and all share food)  in an effort to reduce food waste and also to 

give visitors the opportunity to try a variety of Greek cousin and the Greek style of eating.   

 

In Italy sustainable innovation has three main focuses: 

- The connection between traditional practices (mostly in the field of farming) and 

sustainable development. Sometimes the sustainable character of traditions is only a 

reconstruction of old practices in an ecological perspective. Nevertheless, the spread 

of sustainable agriculture, the promotion of old plant varieties and animal species, the 

attention to high quality food have an interesting impact both on sustainable tourism 

and rural development in the widest sense. 

- The diversification of the offer. As already mentioned, tourism is often a diversification 

strategy itself (the most common example is a farmer who runs a restaurant with its 

own products). Nevertheless, a rural tourism SME often needs to offer several tourism 

products and services. Farm activities, thus, become “experiences” for tourists or 

educational activities for youngsters. 
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- The connection between tourism and rural development. In a context of economic 

crisis rural areas need development strategies. Tourism seems to open up interesting 

perspectives in this sense. Sustainable and low impact tourism, in particular, is 

promoted also by rural development programs and policies. 

Despite the presence of some good practices, the potential of sustainable and experiential 

tourism is not perceived in depth. Excepting energy saving systems and sustainable 

agriculture examples, awareness about sustainable development is generally low. 

 

On the subject of sustainability tourism, climate change is damaging tourist routes or making 

winter sports impossible due to extreme weather conditions. Awareness of environmental and 

climate protection issues has continued to grow in Germany over the years. Environmental 

awareness on holiday has also increased: Tourists want to be able to act in an environmentally 

conscious manner while on holiday. For this reason, the issue of sustainability in tourism must 

also be promoted more strongly.  

The vast majority believe that sustainability in tourism is very important but cannot implement 

it themselves because they don´t have the suitable competences. Sustainability is a main 

objective of any business or company. If they are not sustainable, they will struggle in the 

future. Therefore, there is need for a programme teaching those, touristic company knowledge 

and techniques enabling them to be prepared for the future. 

 

The awareness of the need to adapt to changing circumstances, especially in the light of the 

climate disaster, is constantly growing. At the local level, there is a lively discussion regarding, 

in particular, the use of non-renewable energy sources, and especially the coal still popular in 

Poland. It is not surprising then that many of the surveyed companies described their location 

as "in nature", "in forests", "close to lake, sea, mountains", "silent", "peaceful", "with clean air" 

and so on. They emphasize in this way most often the release from the problem of air pollution 

of large cities but also towns or clusters like villages, where it is still most often heated in a 

traditional way. 

90% of respondents confirmed that for them tourism can be sustainable, and its importance 

were rated as "important" or "very important" in all cases. 

Many respondents indicate an understanding of the need to protect the environment as the 

main tourist value of the region, they feel the need to build a company in symbiosis with nature 

and based on respect for the environment and locality. They also try to adapt to the 

requirements of the modern world in many different ways e.g. more and more companies are 

moving away from the widespread use of plastic. Along with the increase in the general wealth 

of the society, culinary awareness also increases. More and more people are looking for local 

flavours and regional food ingredients.  

However, additional knowledge is extremely needed in this regard. Similarly, to digital 

solutions, here too technologies are changing, which will increase as the wealth of the society 

increases financially. 
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3.3.5. General 

 

This research shows that Italian tourism SMEs need and are in search of innovative solutions 

in order to survive the contemporary tourism market. Some experiences developed in rural 

areas can be considered good practices. Nevertheless, local potentialities can be developed 

much further. 

In this sense, innovative educational tools will be important to sustain this process. 

 

The analysis of German tourism institutions revealed that the project deals with a very 

heterogeneous target group, with different sizes and numbers of employees. The target group 

is thus exposed to a wide variety of challenges. Many companies have in some cases not yet 

achieved the digital skills needed for the future and are lagging far behind when it comes to 

sustainability. While most companies can be credited with authentic tourism, they do not know 

how they could promote it more strongly. In addition to the issues of sustainability, digitisation 

and authenticity, demographic change, which is leading to a reduction in supply and a lack of 

local supply in rural areas, is a further complicating factor.  

Especially in the often structurally weak rural areas, tourism has a special importance for jobs 

and income and therefore there is an increased need for action. At this point, the R.I.S.To.VET 

project can compensate the knowledge deficits of SMEs and make them more competitive on 

the market through the online training path developed in the next step. The information from 

this study, especially the solutions already applied, will be used to develop the online offering. 

Survey results for the tourism sector and the food sector in Greece that in many come hand 

in hand show the need of a wide range of new and updated skills. The main training needs 

SMEs are (indicatively and among others): 

- Soft skills, such as communication, negotiation, problem solving skills, good behaviour, 

teamwork and collaboration abilities 

- ICT skills, such as office automation skills, training programs for central reservation 

system 

- Consumer service and sales techniques 

- Labelling, recycling and traceability 

 

The importance of digital skills in the workplace have also been mentioned in the European 

Commission report “ICT for Work: Digital Skills in the Workplace". This study highlighted that 

digital technologies are widely used in workplaces in the European Union. Furthermore, the 

use of ICT has significantly increased in the last five years in more than 90% of workplaces 

and the lack of digital skills of the employees is estimated on 15% of the workplaces.  
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Additionally, according to DigiComp 2.0, 5 key components have been identified as important 

for the required digital skills: 

- Information and Data Literacy 

- Communication and Collaboration 

- Digital Content Creation 

- Safety 

- Problem solving 

 

The study showed that a Polish SME owner from the tourism sector has potentially a very high 

demand for additional knowledge. Most business owners are self-learning people, 

appreciating modern solutions, e.g. digital, and trying to deal with them as best as possible, 

but their skills usually do not go beyond basic tools. Most of them are good at promoting their 

own business using social media, websites or blogs. However, the automation of processes 

related to running a tourist business, such as booking systems is not so common anymore 

and usually takes place through one of the tourist platforms. 

The market also seems to need more knowledge in the subject of sustainability, especially in 

areas that do not involve large financial outlays, but rather awareness and possibilities of using 

knowledge. 

The need to develop social and communication skills is also an open issue. Along with 

expanding the offer of communication tools with customers, new language forms and new 

expectations in this area appear. 

 

From Belgian / Flemish data, we can conclude that a curriculum for tourism SME’s needs to 

cover both general aspects of the sector and entrepreneurship in tourism, and specific insights 

tailored to the different subsectors and types of SME’s in tourism as well. SME’s make up an 

important part of the Belgian and Flemish tourism sector and as such, they should receive 

specific attention as an important target group for the project. 
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3.4. Examples of good practices  
 

Italy - 1 

Name: Bergi Azienda Agrituristica 

Contact details: SS 286 per Geraci Siculo, 90013 Castelbuono (Pa), Italy, 

website: www.agriturismobergi.com  

Field of activity: Hosting, food service, production of organic foods, outdoor 

activities 

Brief description: Bergi Azienda Agrituristica is an Ecolabel awarded family-run 

agritourism and educational farm. 

The farm has an organic production of olive oil, honey, fruits 

and vegetables. 

Products are also processed. Honey, olive oil, marmalades 

and preserves are sold on the e-commerce of the farm. 

Tourism services include holiday rooms and flats, a 

restaurant, outdoor activities, cooking classes. 

Educational activities include visits at the farm as well as 

classes about manna, honey and beekeeping, baking, 

making marmalades and preserves. 

Target audience: People looking for relaxation, good vibes, good Sicilian food 

and wine 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

– Organic agriculture and food production (with e-commerce 

selling). 

– Sustainable production. 

– Sustainable tourism. 

– Educational farm to involve especially youngsters in the 

activities. 

– Apiculture and production of honey. 

– Wine tasting. 

– Cooking classes. 

– Organization of events. 

– Outdoor activities in the Madonie Park and Castelbuono. 

http://www.agriturismobergi.com/
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Mission and vision of the enterprise: The mission of Bergi azienda agrituristica is promoting an 

inclusive lifestyle in connection with nature to discover again 

the ancient and original taste of products. 

Activities and strategy in sustainable 

tourism: 

Bergi Azienda Agrituristica is a certified organic farm and it 

has been Ecolabel awarded for its tourism services. 

It uses renewable energy and a system for sustainable use 

of water. 

Sustainability is at the core of the business identity. 

Activities and strategy in digital 

tourism: 

– Promotion on social media. 

– Product sale through an e-commerce. 

– Service sale on the website. 

Promotional tools: –  Facebook. 

–  Website/e-commerce. 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

Limit energy consumption by promoting the use 

of renewable sources; 

Limit water consumption; 

Limit the production of waste; 

Encourage the use of less dangerous 

substances for the environment, 

Promote communication and environmental 

education. 

 

Key words (to help with internet 

searches): 

 

Digital resources:  

Other notes: 

“Agritourism” is a form of diversification of farming businesses, including restaurants and holiday 

houses or rooms, sometimes together with other tourism services. 

“Manna” is a typical product from the region of Madonie, in Sicily. It is the secretion of the ash tree. 

It is used in gastronomy, cosmetics and natural medicine. 

 

 



 

 

   Page 26 

 

Italy - 2 

Name: Il Frutteto di Efesto 

Contact details: Contrada Milio Biancavilla, Italy 

Website: www.ilfruttetodiefesto.com Tel: +39 3408959299 

Field of activity: Hosting, food service, production of organic foods. 

Brief description: Il Frutteto di Efesto is a “Turismo Rurale”, a farm with a 

restaurant and a holiday house. 

The farm includes an orchard (peer trees, apple trees, 

cherry-trees, chestnut trees, walnut trees, etc.) and several 

animals. 

Target audience: Travellers from abroad. 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

–  Local and hand-made food. 

–  Promotion of local traditions. 

–  The position within the Etna Park, 1520 m.a.s.l.  (providing 

fresh air in the summer and a good starting point for trekking 

and outdoor activity). 

Mission and vision of the enterprise: –  Living in deep contact with nature and the volcano (called 

“the Good Giant”). 

–  Tourism as a cultural exchange with travellers. 

–  Sharing of local intergenerational knowledge. 

Activities and strategy in sustainable 

tourism: 

–  Use of self-produced solar power. 

–  Waste recycling.  

–  Internal organic waste recycling (within the farm).. 

Activities and strategy in digital 

tourism: 

–  Promotion on social media managed by a professional 

SMM. 

–  Promotion through external booking systems. 

Promotional tools: –  Instagram. 

–  Facebook. 

–  Booking.com. 

–  Expedia. 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

http://www.ilfruttetodiefesto.com/
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Some of the strengths of the structure are the 

fresh air given by the altitude, open spaces, 

relaxation, contact with nature, excellent food. 

The weak points are the viability and the lack of 

suitable routes to reach certain areas of the 

volcano. 

Key words (to help with internet 

searches): 

 

Digital resources:  

Other notes: 

“Turismo rurale” is a form of rural hospitality. According to the regional tourism regulations in Sicily, 

it is not connected with farming. Facilities have to be traditional houses in rural areas. Restaurants 

have to offer typical food from local producers. Tourism services have to promote environmental and 

cultural heritage of local areas. 

 

Italy - 3 

Name: Associazione “Officina Agroculturale Cafeci” 

Contact details: Tel: +39 328 6812913, email: officinacafeci@gmail.com  

Field of activity: Hosting, production of honey, experiential tourism, trekking, 

slow trekking with donkeys, apiculture tourism, educational 

factory. 

Brief description: Officina AgroCulturale Cafeci is a non-profit organisation with 

the aim of spreading more sustainable lifestyles and 

responsible tourism promoting an uncommon image of Sicily. 

The organisation aims to promote the local development of 

central Sicily, fostering a form of tourism based on local 

traditions. Its main focus area is GeoPark Rocche di Cerere. 

Tourism activities include archeonatura tours, farm tourism, 

outdoor activities on Monti Erei, bee-tourism, donkey-

tourism. Activities are organised enhancing the aspect of 

sharing the experiences with the group. 

Agricultural activities include organic honey, almonds and 

saffron production. 

Target audience: Travellers from abroad looking for experiential tourism. 

Travellers exchanging working hours for food and 

accommodation. 
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Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

– Local development. 

– Local traditions. 

– Apiculture. 

– Farm tourism. 

– Experiential tourism. 

– Slow tourism. 

– Outdoor activities and donkey slow trekking. 

Mission and vision of the enterprise: The mission of Officina AgroCulturale Cafeci is spreading 

among people and especially travellers’ environmental 

education, in order to preserve nature, as well as promoting 

the territory, its traditions and a sustainable lifestyle.  Massive 

tourism is avoided. 

Activities and strategy in sustainable 

tourism: 

– Organic agricultural production. 

– Plastic-free structure and services. 

– Recycling. 

– Slow tourism. 

– Waste collection during outdoor activities. 

Sustainability is the core of the business identity. 

Activities and strategy in digital 

tourism: 

– Promotion on social media. 

Promotional tools: – Facebook. 

– Instagram. 

– A website under construction. 

– Online booking tools such as greensicily.net 

– Travel agencies. 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

– Local rooting. 

– Sustainability. 

– Contact with nature. 

– Experiential slow tourism. 

– Isolation. 

– Low digitalisation. 

Key words (to help with internet 

searches): 
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Digital resources:  

Other notes: 

 

 

Italy - 4 

Name: Turismo Rurale Leanza 

Contact details: Tel: +39 3208687666, Website: http://turismoruraleleanza.it/  

Field of activity: Hosting, restaurant, food production. 

Brief description: Turismo Rurale Leanza is a traditional rural house located 

1.000 m.a.s.l. by the “Via dei Parchi”, a route in inland Sicily 

coming along the four most important natural parks: 

Alcantara, Nebrodi, Etna, Madonie. 

It has several holiday rooms and a restaurant.  

The business is starting a production of meat preserves. 

Target audience: Travellers from abroad. 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

– A very good location for hiking and outdoor activities. 

– Gastronomy (in particular the typical “suino nero dei 

Nebrodi”, a local species of pig). 

– Natural parks. 

– Peaceful area. 

Mission and vision of the enterprise: Developing local tourism in the area, in particular through 

gastronomy. 

Activities and strategy in sustainable 

tourism: 

– Recycling. 

Activities and strategy in digital 

tourism: 

– Non-professional promotion on social media. 

Promotional tools: – Facebook. (the website is not updated) 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

– Local rooting. – Isolation. 

http://turismoruraleleanza.it/
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– Good location for outdoor activities. 

– High-quality food. 

– Low digitalisation. 

– Low-level skills. 

Key words (to help with internet 

searches): 

 

Digital resources:  

Other notes: 

“Turismo rurale” is a form of rural hospitality. According to the regional tourism regulations in Sicily, 

it is not connected with farming. Facilities have to be traditional houses in rural areas. Restaurants 

have to offer typical food from local producers. Tourism services have to promote environmental and 

cultural heritage of local areas. 

 

Italy - 5 

Name: Villa delle Rose 

Contact details:  

Field of activity: Hosting 

Brief description: Villa delle Rose is a traditional villa in the Sicilian countryside, 

available for tourism rental. It is located in Cerda, famous for 

Targa Florio and the artichoke-fest. 

Target audience: Travellers from abroad. 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

– A very good location for visiting both the coastline and the 

inland. 

– High-quality traditional interior design. 

– Closeness to the Targa Florio path (a traditional car race). 

Mission and vision of the enterprise:  

Activities and strategy in sustainable 

tourism: 

– Recycling. 

– Self-produced solar power. 

Activities and strategy in digital 

tourism: 

– Non-professional promotion on social media. 

Promotional tools: – Airbnb. 

– Booking.com. 
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Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

– Local rooting (local food is provided). 

– Good location and view. 

– High-quality interior design. 

– Isolation. 

– Low digitalisation. 

– Low-level skills. 

Key words (to help with internet 

searches): 

 

Digital resources:  

Other notes: 

 

 

 

Greece - 1 

Name: Ambelonas Corfu 

Contact details: ambelonas.corfu@gmail.com Tel: +30 69 321 58 888 

Field of activity: Food service 

Brief description: Ambelonas Corfu offers food from pure local ingredients – 

dishes of traditional and fusion flavours; delivers workshops 

in authentic traditional Corfiot cooking; hosts tasting tours of 

the wine produced by our family along with local quality 

produce and various entertainment and artistic events. 

Target audience: Everyone 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Core of the strategy is high quality food. 

Mission and vision of the enterprise: The aim is to highlight local culture through an exhibition of 

traditional pre-industrial equipment to produce wine and olive 

oil. A video made on the premises unravels these old 

traditions and takes you back to a time when everything was 

– and will always remain – natural in this little corner of Corfu. 

Activities and strategy in sustainable 

tourism: 

Ambelonas is designed and implemented with love and 

respect of natural setting and preserving environment. They 

follow water and energy saving policies, most materials used 
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are biodegradable and recycled. Ambelonas is a member of 

Greek “Ecotourism” organization. They use many fruits, 

vegetables, herbs and flowers grown in their estate or by 

local producers. Proximity is their major criterion in selecting 

the suppliers for various goods. They are also members of 

the “Slow food” movement. 

Activities and strategy in digital 

tourism: 

Online presence with website and Facebook page. 

Promotional tools: Website www.ambelonas-corfu.gr  

Facebook page 

https://www.facebook.com/Ambelonas_Corfu-

142088489195354/  

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

Ambelonas Corfu is located 6 km from Corfu 

Town, on a hill with natural wild vegetation and 

panoramic views of Central Corfu. 

Visitors can taste Corfiot cuisine at its best with a 

fine selection of original local dishes alongside 

with fine red and white wine made from grapes 

that grow within the estate. 

Visitors can learn about the principles, 

ingredients and techniques of Corfiot cuisine and 

the local culinary culture through an experience 

that results to a full 5-course meal (made by the 

visitor) accompanied with authentic local wines. 

Available as a 'Hands-On' experience or a 

'Demonstration' course. 

 

Key words (to help with internet 

searches): 

Quality ingredients, traditional cuisine   

Digital resources: https://tinyurl.com/yawuth64  

Other notes: 

 

 

 

 

 

http://www.ambelonas-corfu.gr/
https://www.facebook.com/Ambelonas_Corfu-142088489195354/
https://www.facebook.com/Ambelonas_Corfu-142088489195354/
https://tinyurl.com/yawuth64
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Greece - 2 

Name: Socrates Organic Village 

Contact details: + 30 26310 41141 (Kryoneri, Messolonghi)  

socrates@organic-village.gr    

+30 26310 23732 (Agrilia, Messolonghi)  

socr-bio@otenet.gr +30 26310 51530 

Field of activity: Accommodation / Ecological Stay / Eco-friendly life 

Brief description: In the two agritourism accommodations in Kryoneri and Agrilia in 

Messolonghi, electricity is generated from renewable sources, energy 

fireplaces are used, waste is recycled, organic waste is composted, and 

food comes from local organic raw materials. 

Target audience: Everyone 

Core of the strategy 

(natural resources, cultural 

heritage, food, other): 

The core strategy is the ecological stay with the use of natural 

resources.  

The protection of the environment stands at the pinnacle of their 

philosophy and daily practice at the farm. 

Mission and vision of the 

enterprise: 

Leaving easy in an eco-friendly way! 

Activities and strategy in 

sustainable tourism: 

Energy: All of the electricity necessary for the daily activities of the farm 

is produced by the 12kW Photovoltaic Park. 

Heating: The fire is light in the traditional fireplace in the living room for 

warm nights in the winter and should this not be enough they can 

always use the 2 air-conditioning units running on renewable electricity 

(and which can generate lots of heat) 

Hot water: Exploiting the long sunshine intervals, they utilize solar water 

heaters for hot water most of the days of the year. 

Water for irrigation & the pool: They use water from the farm's drilling, 

pumped with a solar energy pump, powered by the 1kW Photovoltaic 

panels. 

Illumination: They use only LED or low energy consumption lamps and 

have a mechanism to automatically switch off lights when we are 

absent. 

Waste: They have procedures in place for the separation and recycling 

of waste as well as for composting organic residues. 

mailto:socrates@organic-village.gr
mailto:socr-bio@otenet.gr
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Local products: All food products originate from organic producers in 

the area. 

Activities and strategy in 

digital tourism: 

Online presence with up to date website, Facebook page and YouTube 

channel 

Promotional tools: Website  www.socratesorganicvillage.gr/en/  

Facebook page www.facebook.com/SocratesAgrilia  

YouTubewww.youtube.com/channel/UC_2MQFkafwYwMwQsngfV46A  

Strengths (e.g. accessibility, clarity, 

potential benefits, design features): 

Weaknesses or potential limitations: 

In the area of Messolonghi, there are 

numerous bays and natural harbours, 

kilometres with unique natural beauty, 

pristine, sandy, coast of incomparable 

beauty. An endless combination of 

mountain landscapes, wetlands 

complexes of rare beauty, wonderful 

beaches and numerous islands. It is no 

exaggeration that the region is called & 

"Natural Park of Greece."  In 

Messolonghi food and drink are a 

tradition and local tastes and recipes 

have remained undiluted in the passage 

of time. You must bear in mind that 

Messolonghi is renowned for the 

exquisite taste of the fish from its 

Lagoon (they are considered the most 

tasteful fish in Greece), the unique in the 

world “Fish Roe of Messolonghi” and its 

high-quality natural salt. 

Socrates Organic Village-Wild Olive is founded in the 

settlement of Agrilia 3km from the city of Mesolonghi, 

244km from Athens which might be a limitation for those 

that consider this to be a big distance. 

Key words (to help with 

internet searches): 

Organic village, eco-friendly living, sustainability 

Digital resources: Photos: 

https://tinyurl.com/y9zzon5v  

https://tinyurl.com/ybpr99rk   

Videos:  

https://tinyurl.com/yb68cl6w  

Other notes: 

 

http://www.socratesorganicvillage.gr/en/
https://www.facebook.com/SocratesAgrilia
http://www.youtube.com/channel/UC_2MQFkafwYwMwQsngfV46A
https://tinyurl.com/y9zzon5v
https://tinyurl.com/ybpr99rk
https://tinyurl.com/yb68cl6w


 

 

   Page 35 

 

 

Greece - 3 

Name: Castelli Hotel Zakynthos 

Contact details: info@castellihotel.com +30 26950 52367 

Field of activity: Accommodation 

Brief description: A green hotel combining holidays and relaxation with the 

betterment of all. A sparkle of sustainability. 

Authentic Philoxenia respecting the environment, the local 

community, our guests and our team. 

Target audience: Everyone 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

The core strategy is sustainability. 

Castelli received the international Sustainability Award by 

TUI Group, TUI UK & Ireland and TUI Nordic within the 

prestigious ceremony of the annual TUI Northern Region 

Awards and the World Travel Market 2018 in London. 

Mission and vision of the enterprise: “We strive to be the best at what we do, and grow, while 

treating our people and our environment in the best way 

possible.” 

“We believe strongly that the interaction with the local 

environment and the local community has an important 

impact on our guests’ holiday in that it creates unique 

experiences linked to cuisine, nature, architecture, customs, 

and festivities.” 

Activities and strategy in sustainable 

tourism: 

Sustainability is fundamental for the business strategy. 

Around 1989, when today’s “green trend” did not exist (or at 

least was not that vivid) they were already very conscious 

about the importance of the natural environment. In terms of 

“green” initiatives and activities offered to the hotel guests, 

they are deeply passionate about biodiversity protection. 

Since 1992, Castelli has been the first hotel on the island to 

actively support the protection of the endangered species of 

Zakynthos’ National Marine Park.  

Specific activities include:  

Architecture, Composting, Pure products, Local suppliers, 

Local products organically grown produce, Guests’ 

communication and involvement, Communication of 

practices and achievements on digital press, social media, 

local, national & international press Environmental education  
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Saving on resources  

Energy  

• Energy saving bulbs/led & rooms’ electricity saving system  

• Natural lightening  

• Solar panels (petrol oil consumption reduced to 1/8 )  

Water  

• Water saving equipment in lavatories 

• Linen policy  

• Staff training  

• Automatic and evening watering  

Materials  

• Reusing, donating, bulk, NOT single packs  

The hotel itself has been designed in an angle shape, to 

protect a fantastic eucalyptus tree that came to this field.  

They recycle paper, glass, aluminium & plastic packaging, 

batteries, electric & electronic devices, cooking oil.  

All the guestrooms have a sensor for blocking the a/c unit 

when balcony doors open, so no energy is being lost.  

All the appliances are maintained regularly, so no energy is 

wasted.  

At breakfast buffet, they serve homemade cake made with 

their own production’s organically grown ingredients.  

Also, they try to eliminate all individual units and use 

containers, dispensers, and pourers to serve most of the 

goods, to save on packaging & energy. 

Activities and strategy in digital 

tourism: 

Online presence with website, Facebook page, Instagram 

page and Twitter. 

Promotional tools: Website www.castellihotel.com   

Facebook www.facebook.com/Castelli.Hotel  

Instagram www.instagram.com/castellihotel/?hl=el  

Twitter twitter.com/castellihotel  

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

Situated at Agios Sostis, a serene location in the 

beautiful Laganas bay of Zakynthos, Castelli 

Hotel combines perfectly the life of a 

Not well-developed website 

http://www.castellihotel.com/
http://www.facebook.com/Castelli.Hotel
http://www.instagram.com/castellihotel/?hl=el
https://twitter.com/castellihotel
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cosmopolitan resort with holiday relaxation, 

depending on your mood, every hour of the day. 

Located within walking distance from the 9km 

sandy beach of Laganas, one of Mediterranean 

longest; Laganas is an idyllic destination for all 

holiday makers, Zakynthos enjoys incomparable 

natural beauty, its nesting loggerhead turtles 

Caretta Caretta (the protected sea turtles), an 

excellent choice of restaurants with local and 

international cuisine, shopping centre, endless 

variety of entertainment and recreational 

activities offered. 

They offer a weekly presentation on the 

conservation of the Caretta Caretta, in 

collaboration with an NGO. Guests learn about 

the turtles, and if they like, can adopt one and 

thereby create a special bond with this species 

which will last much longer than their holiday. 

Next to the hotel they have created a farm with 

organic vegetables, a botanical garden, a 

composting unit and plants and animals which 

are typical for the area. Every week they take 

guests on a tour through the farm, for an 

opportunity to get to know and interact with 

Greek nature. They explain which products they 

use in the hotel restaurant and invite them to 

smell the lavender, to cut oregano, to pick 

lemons from the tree and to help us with olive 

harvest. 

“Colourful” activities for tourists that include: 

tours at the hotel’s farm and botanical garden, 

olive picking activities, homemade treats, piano 

nights, arts and crafts, varied levels’ exercise 

courses, scuba diving, hiking and biking tours. 

Key words (to help with internet 

searches): 

Sustainability, green hotel 

Digital resources: www.youtube.com/watch?v=X7Tw1fB9ydc  

Other notes: 

 

 

 

 

http://www.youtube.com/watch?v=X7Tw1fB9ydc
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Greece - 4 

Name: Frontzu Politia 

Contact details: info@frontzupolitia.gr  

+30 26510 21011; +30 26510 25495 

Field of activity: Accommodation 

Brief description: Frontzu Politia is a traditional tourist complex, located on a 

hill above Ioannina city, just one kilometre from the centre of 

Ioannina, which includes: Restaurant 4-Star Hotel Cafe Bar 

Conference Rooms Playground (during summer season). 

The philosophy of «Frontzu Politia» complex was the 

creation of a tourist and cultural destination, a point of 

reference for the city of Ioannina as well as for Greece. 

Target audience: Everyone 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Cultural heritage and sustainability 

Mission and vision of the enterprise: “Our aim is to provide high aesthetic and quality services, 

based on Greek hospitality with vivid characteristics of the 

local tradition, and to create lodging facilities which combine 

simplicity and luxury, so as to fully satisfy every visitor.” 

Activities and strategy in sustainable 

tourism: 

The complex is surrounded by the aesthetic grove of the city. 

The environmental and ecological sensitivity of the complex 

applies to: 

• Recycling bins 

• Environmentally friendly certified detergents 

• 90% use of led lamps 

• Bicycles for our clients 

• Heating system with gas condensing boilers 

• Cooling system with heat pumps 

• Laundry machines operating with energy saving 

systems (gas) 

• Grease separators 

• Septic waste tank 

Activities and strategy in digital 

tourism: 

Online presence with website, Facebook page, and YouTube 

channel. 
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Promotional tools: Website http://group.frontzupolitia.gr/en/  

Facebook www.facebook.com/frontzos  

YouTube www.youtube.com/user/frontzoupoliteia  

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

The «Frontzu Politia» complex (Hotel – 

Restaurant – Congress Centre – Cafe – Bar – 

Catering – Playground) is located just one 

kilometre from the centre of Ioannina. The ideal 

location of the complex “Frontzu Politia” gives 

you the opportunity to enjoy the magnificent view 

of the city and Pamvotis lake, as well as the 

beautiful natural forest that surrounds it. 

 

Key words (to help with internet 

searches): 

Sustainability 

Digital resources: www.youtube.com/watch?v=EJnVK8GJDAo  

https://tinyurl.com/ybo694vb  

Other notes: 

 

 

Greece - 5 

Name: Welcommon Hostel 

Contact details: info@welcommonhostel.gr  +30 210 3810 646 

Field of activity: Accommodation 

Brief description: The WELCOMMON Hostel is a new hostel in Athens and an 

experience in responsible tourism, a social experiment, a 

centre for innovation, art, social & job integration. 

Target audience: People of all ages and places 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Sustainable tourism with social impact 

Mission and vision of the enterprise: Be part of the social change that want to see happen.  To 

bring close people from all over the world, to enable them to 

http://group.frontzupolitia.gr/en/
http://www.facebook.com/frontzos
http://www.youtube.com/user/frontzoupoliteia
http://www.youtube.com/watch?v=EJnVK8GJDAo
https://tinyurl.com/ybo694vb
mailto:info@welcommonhostel.gr
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communicate, to be entertained and to explore the creative 

side of Athens.  To improve and develop the services daily, 

make the hostel more than convenient, friendly and live, 

artistic and social innovative. 

Activities and strategy in sustainable 

tourism: 

The WELCOMMON Hostel highlights the positive impact that 

cooperatives and social enterprises have on communities, 

revitalizing neighbourhoods, making bridges between 

communities, social groups, newcomers, and local people. 

They have a strong commitment to building a better world 

through social and green innovation and the cooperative 

business model. They want to influence the direction of the 

society to become more sustainable and ecologically and 

socially fair. They want to be financially and socially 

sustainable, they try to improve the services, to make the 

hostel more convenient, friendly and live, more artistic and 

social. They are committed to investing any profits in social 

and environmental improvements, in the transition to an 

energy-efficient and green economy, in creating a new 

centre for the most vulnerable; they also aim to contribute to 

reducing the energy poverty of households, offering them 

know-how and support so that they can exit a difficult 

situation through social empowerment and energy efficiency. 

They are a social cooperative, with financial and economic 

activity, with social and environmental impact. They do not 

share profits to our members, we invest in social and 

environmental development. 

Activities and strategy in digital 

tourism: 

Online presence with website, Facebook page and 

Instagram page. 

Promotional tools: Website https://welcommonhostel.gr/  

Facebook www.facebook.com/welcommonhostel  

Instagram www.instagram.com/welcommonhostel  

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

Located in the heart of Athens, Welcommon 

Hostel is a 4-minute walk from National 

Archaeological Museum of Athens, 4-minute 

walk from Omonia Square and 600 m away from 

National Theatre of Greece, close to Acropolis 

and its museum.  

The two floors of the WELCOMMON Hostel are 

used as an open centre for social empowerment 

and inclusion. The aim is to create new 

employment opportunities for everyone in areas 

The fact that this a hostel might not be appealing 

for most of the tourists. 

https://welcommonhostel.gr/
http://www.facebook.com/welcommonhostel
http://www.instagram.com/welcommonhostel
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such as upcycling, ethnic cuisines, culture, green 

/ cyclic economy, energy efficiency and others. 

Our societies must not accept generations being 

lost, we must not leave young persons, Greeks, 

migrants, refugees behind. 

They offer classes (e.g. for language, painting, 

puppet show, music etc) with the support of 

volunteers to refugees, migrants, local people, 

tourists; they work for the empowerment and 

training of our guests and design interactive 

workshops for the professional training and 

promotion of the abilities and qualifications of 

refugees, especially the young persons, along 

with Greek nationals, in order to be able to find 

their way in our societies for the benefit of our 

societies. 

Key words (to help with internet 

searches): 

Social impact, sustainable 

Digital resources: N/A 

Other notes: 

 

 

Germany - 1 

Name: Bayerische Staatsforsten AöR (Bavarian State Forest AöR) 

Baumwipfelpfad Steigerwald 

Contact details: Tillystraße 2 93053 Regensburg (Germany) 

Tel.: +49 941 / 69 09-0 

E-mail: info@baysf.de 

Website: https://www.baysf.de/de/wald-

erkunden/baumwipfelpfad-steigerwald.html  

Field of activity: Activities related with natural environment based on the 

Bavarian forest, called Steigerwald 

Brief description: Activities, like hiking and climbing, mostly in treetops and 

along paths through the forest, that offers guests 

impressions around the natural habitat 

https://www.baysf.de/de/wald-erkunden/baumwipfelpfad-steigerwald.html
https://www.baysf.de/de/wald-erkunden/baumwipfelpfad-steigerwald.html
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Target audience: For private tourists and families, school classes and 

company trips or other group types 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

• Baumwipfelpfad, placed in the Franconian-Bavarian area 

called Steigerwald, is known for its unique topographical 

varieties. It provides visitors to get learn about the local forest 

and forestry. 

• By going up to the treetop, visitors can enjoy an impressive 

360° view of the natural environment around and below 

them. 

Mission and vision of the enterprise: Visitors are able to comprehend topics of forest and forestry 

as well as new perspectives on natural, economic and living 

space of the forest 

Activities and strategy in sustainable 

tourism: 

• exploitation and use of forest managed sustainably with the 

intention to save the biodiversity 

• sustainable forestry while keeping ecology, economy and 

social function of forests in balance as well as providing 

renewable and ecological rough material out of wood 

Activities and strategy in digital 

tourism: 

• Image video 

• 360° top view on the website 

• Flyers and brochures (and more information files) can be 

downloaded  

• App called “Wipfel-App” used as a VR-alike tool and also to 

find some extra impressions and information while inspecting 

the prescribed paths 

• Extended public relations (i. e. by using several social 

media platforms like Facebook, Twitter, YouTube, 

Instagram, etc.) 

Promotional tools: image video; various group offerings and discounts; 

appealing photo gallery showed online 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• Creative and well-designed website 

• 360° footage of the landscape that can be 

viewed on the homepage 

• Detailed information about offerings  

• Audited accessibility 

• No direct online bookings on the website 

offered, visitors are only able to book their tours 

via e-mail 
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• Different use of the tree towers (not only for 

touristic interests, they also can be booked for 

business or private events) 

Key words (to help with internet 

searches): 

Baumgipfelpfad Steigerwald; Bavaria; Basf; Bavarian State 

Forest AöR 

Digital resources: Image video; photo gallery; 360° footage of the top view; 

online magazine; social media (Fb, Twitter, Pinterest) 

Other notes: 

 

 

Germany - 2 

Name: Refugium. Betzstein – Bio Design Ferienwohnungen 

(organic design apartments) 

Contact details: Metzenbühlstraße 6 

91282 Germany – Betzenstein  

E-Mail: info@bio-design-ferienwohnungen.de 

Phone: +49 9244 9850655 

Website: http://www.bio-design-ferienwohnungen.de/   

Field of activity: Sustainable hosting 

Brief description: Design Hotel based on luxurious and eco-friendly goods 

Target audience: For private tourists who are passionate about nature 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

The enterprise is located in the nature park Franconian 

Switzerland, which is a well-known tourist spot in southern 

Germany. It is highly recommended because of its mountain 

landscape.  

Focus on architecture and design: The architecture of the 

elongated building is based on the topographical conditions 

and traditional forms and materials of the local environment. 

These have been architecturally reinterpreted using modern 

means. 

Mission and vision of the enterprise: REFUGIUM.BETZENSTEIN is based on a holistic energy-

efficient and sustainable concept. It is a philanthropic and 

environmentally friendly building with the highest possible 

living comfort and the lowest possible energy consumption.  

http://www.bio-design-ferienwohnungen.de/
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It is focused on resource efficiency and climate protection, 

the basis for sustainable and gentle tourism in harmony with 

nature. 

Activities and strategy in sustainable 

tourism: 

Following aspects of sustainability and energy efficiency, 

REFUGIUM.BETZENSTEIN relies completely on renewable 

energies when using building services. Also, organic food is 

offered. 

Activities and strategy in digital 

tourism: 

• Customers are able to organise their stay via online booking 

• Maps available on the website 

• social media use 

Promotional tools: Attractive pictures of the apartments and the local nature on 

the website 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• Architectural elements / design apartments 

• e-bike rental on the website 

• organic and reginal food products 

• sustainability: energy efficiency and organics  

• various offers of sport activities  

• allergy friendly 

• accessibility 

• poor accessibility with public transport 

Key words (to help with internet 

searches): 

Design hotel, fränkische Schweiz, Bio-Hotel; design 

apartments Franconian Swiss 

Digital resources: Photos, information brochures and map (as downloaded 

files); social media (fb & Instagram); online-booking; 

Other notes: 

 

 

Germany - 3 

Name: Biohotel Sturm  

Hotel Sturm GmbH & Co.KG 

Contact details: Ignaz-Reder-Str. 3 
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97638 Mellrichstadt 

Phone: +49 9776 8180-0 

E-Mail: info@hotel-sturm.com 

Website: www.hotel-sturm.com  

Field of activity: Hosting 

Brief description: Very local hotel, placed in UNESCO Biosphere Reserve 

Rhön, that focuses on luxurious and sustainable standards 

Target audience: Private guests and tourists 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

• sustainability: climate neutrality and organic food item 

• visitors can enjoy the closeness to local (Bavarian) nature  

• relaxation and wellness 

Mission and vision of the enterprise: • regional and fair tourism and usage of organic products 

• Offering joyful activities based on the local landscape and 

Bavarian culture 

Activities and strategy in sustainable 

tourism: 

• Sustainable use based on organic cuisine and organic 

cosmetics  

• Reducing the ecological footprint by using eco-energy and 

adapting the sustainability concepts 

Activities and strategy in digital 

tourism: 

• Guests are able to sign and organize their stay and 

activities via online bookings and applications 

• Offers in buying vouchers online as a gift 

• photo gallery on the website that allows guests to take a 

view looks of the hotel and the surroundings 

• many information that can be found and even downloaded 

on the homepage 

Promotional tools: Attractive and creative photo gallery; 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• multifarious offerings of activities and wellness 

based in the local nature and environments 

• modern and appealing facility that emphasizes 

the hotel’s philosophy 

• well-designed and creative homepage 

Yet, there are not any weaknesses recognized. 

http://www.hotel-sturm.com/
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• interesting information about philosophy, hosts 

and the enterprise’s story 

Key words (to help with internet 

searches): 

Bio-Hotels; eco-hotels; Biosphärenreservat Rhön; Wellness; 

Hotel Sturm 

Digital resources: Photo gallery; online-booking (divided into interested 

activities); online vouchers; online magazines and reports; 

social media (Facebook & Instagram) 

Other notes: 

 

 

Germany - 4 

Name: Biohotel KUNSTQUARTIER 

Contact details: Hauptstraße 32-34 

90547 Stein bei Nürnberg 

Phone: +49 911 376 5770 

E-Mail: info@kunstquartier-stein.de 

Website: https://kunstquartier-stein.de/  

Field of activity: Hosting 

Brief description: Hotel focused on sustainable and organic use of recourses 

and products 

Target audience: Private guests, tourists and business travellers 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

• The house, built in 1861, has historical meaning and is 

placed in the metropolitan region Nuremberg 

• The region provides several leisure offers like sightseeing 

or hiking and visiting the Bierkeller while enjoying fresh local 

beer 

Mission and vision of the enterprise: Sustainability as a crucial concept: usage of organic food 

items, sustainable energy management, waste avoidance, 

etc. 

Activities and strategy in sustainable 

tourism: 

• The hotel’s cuisine provided with 100% organic food  

• Reducing CO2-emissions 

https://kunstquartier-stein.de/
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• The Construction of the building is made out of natural 

materials 

Activities and strategy in digital 

tourism: 

• Stays, Wellness and other offerings can be booked directly 

on the homepage  

• The Blog section offers visitors receive interesting and 

current impressions on the hotel and the region. 

• many 360° virtual tours though bedrooms and other areas 

Promotional tools: No booking expenses when booking on the hotel’s website 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• organic certification 

• special offerings like personal dog care  

• well-designed website 

• The Hotel’s Blog makes it more personal and 

authentic 

• handicapped accessible room available 

• appealing style of the building and facility 

• good accessibility 

Yet, there are not any weaknesses recognized. 

Key words (to help with internet 

searches): 

Bio Hotels; Stein bei Nürnberg, Sustainable Hotels, 

Kunstquartier Stein 

Digital resources: Online-booking; Photos; Blog administration 

Other notes: 

 

 

Germany - 5 

Name: Creativhotel Luise Erlangen 

Contact details: Sophienstraße 10  

91052 Erlangen (Germany) 

Phone: +49 9131 / 12 20 

E-Mail: nfo@hotel-luise.de 

Website: https://www.hotel-luise.de/  

https://www.hotel-luise.de/
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Field of activity: Hosting 

Brief description: Creativhotel Luise is a family business, that focuses on 

sustainably since the 90’s and is placed in Erlangen, a cosy 

city in southern Germany. 

Target audience: Private or business guests 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Creativhotel Luise is a business hotel that distinguishes 

between others by providing a familial atmosphere and 

cordial service. With its commitment, to run an eco-friendly 

hotel business, it became the first climate-friendly hotel in 

Germany. 

Mission and vision of the enterprise: Sustainability and eco-friendly use in the hotel and fair 

treatment for workers 

Activities and strategy in sustainable 

tourism: 

• Organic, regional, fair-trade food/ products 

• Many sustainability projects, i.e. upcycling projects, energy 

efficiency, waste avoidance, reducing CO2-emission, etc. 

• Social sustainability: fair payment for all employees, 

discarded furniture is relayed for students and people in 

need, etc. 

• “das nachwachsende Hotelzimmer”, engl. The Renewable 

Hotel Room (sustainable facility and equipment) 

Activities and strategy in digital 

tourism: 

• creative photos on the website 

• image video 

• online bookings available  

• intense social media presence 

• web chat (instant messenger/ texting tool) 

Promotional tools: Creative image video “Renewable Rooms and Jedi Power” 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• special offer “Hoteloffice”: workplace at times of 

corona 

• appealing and creative indoor and outdoor 

facility, shown on the website 

• numerous awards received 

Yet, there are not any weaknesses recognized. 
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Key words (to help with internet 

searches): 

Hotel Luise Erlangen; Das Nachwachsende Hotelzimmer; 

Bio-Hotel 

Digital resources: • Social media (fb, Instagram, YouTube, Pinterest, LinkedIn, 

Xing);  

• image video on YouTube; photo gallery;  

• “stories” as an overview of the hotel screened as a digital 

portfolio  

Other notes: 

 

 

 

Poland - 1 

Name: Jaśkowy Sad 

Contact details: Dworska 11 

32-860 Czchów 

+48 606 700 638, 

www.facebook.com/JaskowySad/  

Field of activity: Animal raising, zoo, cafe, manufacture of alpaca wool 

products 

Brief description: The owners run a farm where they breed alpacas, which are 

the main attraction and attract tourists. Visitors use services 

such as a coffee shop, and the shop with wool products 

(made on site). In addition, the owners visit schools, fairs and 

exhibitions with the animals. 

Target audience: Families with young children, school and kindergarten trips, 
general recipient 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Animals and location in a historic place. There is a castle 

here, a medieval tower, the place was painted by Jan 

Matejko 

Mission and vision of the enterprise: Ecology and proper treatment of animals - as family 

members - to promote such attitudes through classes with 

school and kindergarten groups 

http://www.facebook.com/JaskowySad/
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Activities and strategy in sustainable 

tourism: 

No plastic,  

everything is wrapped in glass or paper,  

wooden cutlery, 

pressed bran plates,  

sales of own and local products, which means that they do 

not need to be transported,  

developing the idea of education in the context of contact 

with nature with animals, especially attractive for children 

because implemented through fun and play 

Activities and strategy in digital 

tourism: 

Social media like Facebook and Instagram. Usage of a lot of 

photos and movies in promotion strategy 

Promotional tools: Social media  

networking,  

face-to-face meetings in schools and kindergartens,  

presence at woollen and animal markets,  

local events such as festivities.  

Once a year, the offer of a couple willing to organize a 

wedding and reception on the farm is selected among 

applications (multiplication of activities through the 

participation of guests, their photos, relationships, etc.) 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

- Transparency of the offer, its specificity based 

on a given animal species (this is not a popular 

species in Poland), 

- location in a historically and attractive place, 

easily accessible and well-connected 

- comprehensive services, i.e. complementary 

offers for contact with animals, wool products, 

cafes, etc. 

- well-conducted communication through social 

media 

- interestingly constructed promotional activities, 

e.g. through meetings in schools and 

kindergartens 

- promoting the authenticity 

- host openness to clients 
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- well-developed personal contacts network 

- many sustainable strategies 

Key words (to help with internet 

searches): 

Alpaki, jaśkowy sad, Czchów 

Digital resources: photo, video 

Other notes: 

 

 

Poland - 2 

Name: Kolejkowo - Cudowny świat w miniaturze 

Contact details: Wrocław, Plac Orląt Lwowskich  

tel. +48 880008004 

(afiliate: Gliwice ul. Pszczyńska 315 B tel. +48 880006001) 

Field of activity: Kolejkowo is the largest exhibition of railway mock-ups in 

Poland in two locations - in Gliwice and Wrocław. At a scale 

of 1:25 we show the world as it really is. This is the only 

model in the world with falling rain. Riding trains, cars and 

trams, floating ships and interactive elements are part of the 

wonderful world. 

Kolejkowo provides also modelling workshops 

Brief description: The exhibition is a real life in a miniature edition. It is a 

magical world in which the night falls every 9 minutes, and 

the lights and streets on the streets and in the apartments of 

the people from. We can see the people of Kolejkowo in 

every life situation. Night life, beach vacation, work at the 

construction site, carefree shopping and even a lovers' try. 

Real life from every perspective - with seriousness, 

reflection, joy and sometimes even a pinch of humour. And 

all this against the background of realistically mapped 

buildings and places of Silesia and Lower Silesia. 

Target audience: Kolejkowo promoting intergenerational tourism. The richness 

of the exhibition and the variety of scenes makes it a place 

for people of all ages. 
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Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

The innovation is a change in the philosophy of sightseeing, 

which turns into experience. Kolejkowo, although it has a 

railway in its genesis, is associated primarily with the name 

of the place. Kolejkowo models are a further topic of 

communication. The most important are the scenes and 

events presented throughout Kolejkowo. The model has 

acquired the features of the real world, where rumours, 

information and unexpected situations are commonplace. It 

became the background to show the real life of miniature 

residents from every perspective. 

Mission and vision of the enterprise: - 

Activities and strategy in sustainable 

tourism: 

- 

Activities and strategy in digital 

tourism: 

Extensive use of channels to promote space from Facebook 

through Instagram, Twitter (all below) 

Promotional tools: Social media:   

- Facebook,  

- Instagram,  

- Twitter,  

- TikTok,  

- Google My Firm,  

Others: 

TripAdvisor,  

buzz marketing,  

traditional media 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

Providing entertainment for generations,  

exhibition availability,  

prices adequate to quality,  

combining education with fun,  

precision and detail of mock-ups,  

uniqueness on a national scale,  

exhibition interactivity,  

expanded sightseeing offer (we also run 

professional modelling workshops) 

Location restrictions,  

growing competition 
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Key words (to help with internet 

searches): 

Kolejkowo Wrocław, Kolejkowo Gliwice makieta kolejowa, 

miniatury, wystawa, makieta kolejki 

Digital resources: photo, video 

Other notes: 

 

 

Poland - 3 

Name: Wioska norweska Arendel 

Contact details: +48 604 374 924 

wioska.norweska@gmail.com 

Field of activity: Accommodation, short-term rental of houses, day trips 

(school, kindergarten, for seniors), family and holiday events. 

Brief description: Agritourism has been operating since April 1, 2016. It was 

created as a result of inspiration from Scandinavia (in 

particular Norway). Arendel is intended to resemble 

Scandinavian realities, this applies primarily to the style of 

building facilities, animals inhabiting rural tourism and some 

of the habits practiced by the hosts. Arendel has been 

constantly expanding from the very beginning (primarily 

accommodation facilities and facilities providing additional 

amenities such as a sauna or swimming pool), however, the 

priority is the intimacy, safety and peace of the place. 

Target audience: Families with children, couples, groups of friends. Mobile 

people between 20 and 50 years old. 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Scandinavian themes, animals (especially reindeers) 

Mission and vision of the enterprise: Mission 

Arendel as a unique agritourism wants to host both individual 

and business clients from all over the country, offering them 

a place to relax and educate while maintaining the highest 

standards of customer service. 

Vision 

Over the next five years, Arendel will become a top 

agritourism farm on a national scale serving 2000 clients 
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annually, while maintaining standards ensuring the highest 

level of quality of services offered 

Activities and strategy in sustainable 

tourism: 

Arendel supplies all resources locally. The same applies to 

employment. 

In the field of gastronomy, attractions or a larger 

accommodation base needed than available in Arendel, we 

use outsourcing among local companies. 

In addition, our business assumes greater emphasis on 

quality than quantity, which results in low traffic and lower 

variable costs, and thus less garbage, electricity, water, etc. 

We also generate low car traffic or a minimum amount of 

noise (Christmas markets are an exception) . 

Arendel focuses on self-sufficiency (primarily in the field of 

food, energy or technology). We try to build from what we 

have and ourselves. 

Activities and strategy in digital 

tourism: 

We use current digital possibilities available for enterprises, 

i.e. mobile banking, all applications of service providers (e.g. 

online booking of stays or sale of admission tickets), contact 

channels with offices or other state entities. The above 

activities contribute to reducing costs and shortening the time 

of task implementation. 

Promotional tools: Website, Instagram, Facebook, contacts with bloggers or 

thematic magazines. 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

- Uniqueness 

- Open to guests 

- Loose and trusting relationships with guests 

(also applies to payments) 

- Ready on time 

- Silence peace 

- Security 

- Easy access to information via www 

- All-year accommodation base 

- No strong seasonality 

- Low availability of available dates 

- Still a small amount of additional amenities 

- No gastronomy after breakfast 

Key words (to help with internet 

searches): 

Agroturystyka, wioska norweska, Arendel, renifery, 

agroturystyka norweska, najciekawsze miejsca w 

Wielkopolsce, miejsca na pobyt z dziećmi w Wielkopolsce. 
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Digital resources: photo, video 

Other notes: 

 

 

Poland - 4 

Name: Mizioły 

Contact details: Lachowice 477 

+48 665 381 666 

www.facebook.com/pg/mizioly  

Field of activity: Accommodation, serving food, cooking workshops, 

organizing special events, e.g. hen parties, the possibility of 

organizing special solutions for various clients, e.g. yoga 

workshops or a specific type of training 

Brief description: The place is located in a mountain area, in an old restored 

regional larch house. Accommodation and food serving 

activities are mainly directed at sports people but also 

medium-sized groups or families. 

Target audience: Sporting e.g. mountain runners, Nordic walkers, groups 

training in mountain areas, families with children, larger 

families who treat the place as a meeting place 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Landscapes, the mountains of the Żywiec and Makowski 

Beskids, mountains, mountain tourism, beech forests 

characteristic of these areas, in the future the development 

of tree science and dendrological meetings, the creation of a 

dendrological path, currently climbing is carried out with 

protection for tall trees. The building itself is a larch regional 

house that has been renovated for business needs. Living in 

harmony with the surrounding nature, adapting to the 

changing seasons and day. 

Mission and vision of the enterprise: Promotion of an active lifestyle in combination with exploring 

the natural environment and spreading knowledge about it 

(dendrology) 

Activities and strategy in sustainable 

tourism: 

First of all, focusing on activities related to natural resources 

in this place - paths, routes and related running, walking, 

hiking but also very original ideas related to dendrology, 

being closer to trees, nature. Promotion of local folklore 

http://www.facebook.com/pg/mizioly
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through the preservation of regional architecture, promotion 

of regional food, including culinary workshops. 

Activities and strategy in digital 

tourism: 

An important element of action and promotion is taking 

pictures and subsequent use in social media. Your own 

Facebook profile. We are planning to enter the Slowhop.com 

platform and develop Instagram for some time. 

Promotional tools: Social media, networking, buzz marketing 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

- location in the woods, no neighbourhood 

- but still close to civilization (you can reach the 

shops in a few minutes) 

- wild areas for running, Nordic walking, bicycles, 

etc. 

- location in the mountains 

- close to the ski complex in Pilsk and Mosorny 

Gron 

- meals can be made on a wood-burning stove 

and water from your own intake 

- a library is available  

- several SPA centres are located nearby 

- at a distance of 800 m there is a gym for indoor 

training 

- there may be difficulties in getting there in winter 

(although the hosts mainly have contact with a 

specific group of clients for whom such difficulties 

can be an additional challenge) 

Key words (to help with internet 

searches): 

Mizioły, domek w górach 

Digital resources: photo, video 

Other notes: 
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Poland - 5 

Name: Agroturystyka Smolnikowe Klimaty 

Contact details: Smolnik 29 38-543 Komańcza 

+ 48 507 594 839 

Field of activity: Accommodation, serving food 

Brief description: The owners have arranged a guest house in a renovated 

building. The facility is located in a picturesque place in the 

Bieszczady Mountains 

Target audience: Families, couples, small groups 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

The business is based on the place where it was founded, 

i.e. its basis is location in the Bieszczady Mountains and 

cultivating regional culture such as architecture, decorations, 

cuisine 

Mission and vision of the enterprise: - 

Activities and strategy in sustainable 

tourism: 

- Preservation of local culture by renewing the original 

regional home.  

- Serving regional cuisine with local ingredients.  

- Attractions focused on contact with nature, such as cross-

country skis, skitours, hiking, mushroom picking, a children's 

pool and a tree house 

Activities and strategy in digital 

tourism: 

In addition to the website, the use of tourist platforms and 

social media, the owners have been running their own blog 

for several years 

Promotional tools: - www.bieszczady-smolnikoweklimaty.pl  

- slowhop.com/pl/miejsca/smolnikowe-klimaty.html  

-www.booking.com/hotel/pl/agroturystyka-smolnikowe-

klimaty.pl.html  

- bit.ly/2VqZoYo (Trip Advisor) 

- www.facebook.com/pg/AgroturystykaSmolnikoweKlimaty/  

- www.bieszczady-smolnikoweklimaty.pl/blog/ 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

- attractive location  
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- use and conservation of regional architecture 

- an interesting way of communicating with 

clients through an active blog 

Key words (to help with internet 

searches): 

Smolnikowe Klimaty Bieszczady Agroturystyka 

Digital resources: photo, video 

Other notes: 

 

 

Poland - 6 

Name: eDialog Sp. z o. o. 

aplikacja Tropiciel / Tropiciel mobile application 

Contact details: + 48 500494577 

biuro@edialog.pl 

www.edialog.pl  

www.geotropiciel.pl 

Field of activity: Providing IT solutions, virtual city games, themed walks 

Brief description: In the field of tourism: creators of the Tropiciel application, 

available on mobile devices and being a platform for city 

games, field games, electronic guides, virtual walks 

Target audience: Individual recipients, families, couples, groups (e.g. 

professional, schools, kindergartens), both city residents and 

tourists 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

We focus on the city, because Łódź is a city of contrasts that 

intrigues at almost every step. It is full of factories, yet very 

green, eclectic and avant-garde at the same time. Łódź 

dazzles with the splendour of factory palaces and amazes 

with artistic installations. Today it is a creative city, a city of 

festivals, a city of avant-garde art. 

Mission and vision of the enterprise: - 

Activities and strategy in sustainable 

tourism: 

None. One may consider the online business as a whole 

more sustainable in the sense of not producing physical 

products 
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Activities and strategy in digital 

tourism: 

The application is available on both IOs and Android systems 

for mobile devices 

Promotional tools: Cooperation with the city hall, local media, local 

ambassadors, tourist organizations. In the digital area via 

Facebook, YouTube 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

- easily accessible: for free and can be installed 

on your own mobile device 

- promotes local attractions 

- provides a lot of information about places, 

people, history - generally cultural heritage 

- you can use both in the field and playing 

remotely, from home, which can be very 

important in situations such as quarantine 

- Internet access required 

- local action 

- available in Polish 

- because it is free also contains ads 

Key words (to help with internet 

searches): 

Tropiciel, aplikacja tropiciel, aplikacja tropiciel Łódź 

Digital resources: photo, video 

Other notes: 

 

 

Belgium - 1 

Name: Kasteelhoeve Wange 

Contact details: Eliksemstraat 26  

B-3400 Wange (Landen) 

016/ 78 84 42 

info@kasteelhoevewange.be 

www.kasteelhoevewange.be 

Field of activity: Seminar venue & guesthouse 

Brief description: • Guesthouse (16 rooms, 29 beds, half or full board 

possibility)  
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• Seminar venue (meeting spaces/rooms, trainings, 

workshops, team building activities) 

• Green area: 14 hectares that can be used for 

(group/team/family) activities, relaxation area, vegetable 

garden, swimming pond, … 

• Strong focus on local, artisanal cuisine / there is an open 

kitchen to enhance the connection with the guests 

• Sustainability: eco-friendly infrastructure, activities, 

partnerships, etc. 

Target audience: • Families in the weekends & vacations for leisure purposes 

• Organisations/businesses during the week (mainly 

domestic) for business purposes 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

• Sustainability: use of all kinds of ecological techniques, 

strong focus on circular economy when it comes to food (they 

produce as much as they can themselves or source it from 

local suppliers), they use green label products exclusively, 

recycle and reuse as much as they can,... 

• The Kasteelhoeve engages in creating strong & sustainable 

connections (partnerships) with the local community, 

farmers, local suppliers, ... 

• Cultural heritage: focus on the original use of a castle farm 

from the 13th century = a place that brings people together 

• Natural heritage: the surroundings of the castle play a key 

role in the experience they offer  

• Food: organic grown vegetables from the vegetable garden, 

other products are sourced from local suppliers and farmers. 

The chefs cook in an open kitchen to enhance the connection 

with the guests / local, artisanal cuisine as a key role in the 

food experience with possibilities to have vegetarian and 

vegan dishes 

Mission and vision of the enterprise: Vision:  

• Using the original function of a castle farm in a 

contemporary way: connecting the local community, 

suppliers, farmers at the castle in the most sustainable way 

possible 

• Keeping the cultural and natural heritage alive through 

maintenance and activities, involvement of the local 

community, etc. 

Mission:  
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• To be as sustainable/ecological in every way possible 

(infrastructure, commodities, use of land, partnerships, food)  

• There is a strong social involvement and embedding 

towards the village (local community), the region and through 

social employment 

• Organising full experiences that include local quality food, 

outdoor activities in the natural heritage and overnight stays 

Activities and strategy in sustainable 

tourism: 

• All food served is local produced, from their land itself or 

from local suppliers and farmers  

• One of the first in Flanders to achieve the Green Key label 

as a meeting venue + guesthouse in 2012 

• Kasteelhoeve won twice the International Green Key award 

– an international award for sustainable tourism 

• Achieved twice the Corporate Social Responsibility award 

by Visit Flanders 

• Kasteelhoeve was the official climate ambassador of 2016 

of their province 

• Philipe van Kelst, CEO of the Kasteelhoeve, won the CSR 

Professional of the Year 2017 award 

• They choose sustainable investments & renovation works 

over optimal profits  

• Nature management in partnership with the agency 

concerning nature in Flanders to guarantee the best possible 

maintenance and care of their natural surroundings  

• Sustainable partnerships to guarantee the best possible 

quality of products and relationships 

Activities and strategy in digital 

tourism: 

• Presence on social media: LinkedIn, Facebook, Instagram 

• Use of Google AdWords 

• Trilingual website  

• Newsletter (yourmailingslistprovider.com) 

Promotional tools: Facebook, Instagram, Google AdWords 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• Being sustainable is the core of the 

Kasteelhoeve it is not just something on the side 

or something that needs to be integrated / it’s part 

of their DNA i.e. they obtained the Green Key 

label only after 3 months of operating 

• There is no integrated plan to achieve 

sustainable goals  

• No structural roadmap in realizing their 

marketing or business plan  
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• Out of the box thinking: without any experience 

in hospitality, the restaurant of the Kasteelhoeve 

became a key element within their enterprise with 

a strong focus on the sustainable & circular food 

chain where a strong engagement and 

connection with the guests is key 

• Authenticity: some employees live on site 

• Bad at mapping and reporting on their activities 

relating the Sustainable Development Goals / 

they won’t highlight their achievements either  

• No optimal use of their social media // they can 

do better on highlighting their sustainable 

approach and the hard work they are doing 

Key words (to help with internet 

searches): 

Meeting venue Hageland + guesthouse in nature preserve 

Digital resources:  

Other notes: 

 

 

Belgium - 2 

Name: AKSI – de Bottelarij 

Contact details: Ulbeekstraat 21, 3832 Ulbeek (Wellen)          

012/21.42.84   - contact person Ann De Bock 

info@debottelarij.be 

www.debottelarij.be 

Field of activity: Hosting, food service, B2B activities, music & art 

Brief description: • Strong focus on slow tourism by doing business in a 

sustainable & socially responsible manner 

• Very locally focused: local produced food, local beers, local 

juices, local products in the shop, local artists, etc.  

• Restaurant activities (main source of income)  

• Art gallery space (they host one (local) artist for a month)  

• Theatre space for concerts, expositions 

• Shop with local products + tourism information point 

• Business2business: co-working space, meeting rooms & 

teambuilding activities  

• Use of nature and surroundings for cycle trips, interactive 

activities for kids, team buildings, etc.   

Target audience: • The local community  
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• International visitors during the blossoms in Limburg 

(spring)  

• Cyclers / hikers  

• Families 

• Pensioners  

• Businesses 

• They target literally everyone as they believe they have all 

kinds of different things to offer (culture, nature, local 

vegetarian cuisine, …) that attracts a very wide range of 

people   

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

• Strong focus on development and implementation of slow 

tourism and slow food activities with extra attention to 

creating sustainable job opportunities for a vulnerable group 

of people (people with a disability, refugees, …)  

• Sustainable partnerships & co-creation with the local 

community, local suppliers, etc. to enhance the Bottelarij as 

a meeting point, as meaningful heritage for the community  

• To enhance the province of Limburg and the Meuse-Rhine 

Euregio as a slow tourism destination by implementing and 

starting with a slow tourism network rooted in the Bottelarij  

Mission and vision of the enterprise: • Implementation of social economy: creation of sustainable 

job opportunities for the more vulnerable (marginalized 

people) to enhance social integration  

• Strong focus on local offer: local products, local food, local 

drinks (beer, juices, …), local artists, local heritage  

• Sustainability: long lasting partnerships, projects, 

employment, the infrastructure is organized in an ecological 

manner, the use of ecological products, focus on circular 

economy by recycling, upcycling and reusing their sources  

• Slow tourism to create meaningful experiences that benefit 

the local community, the Bottelarij and the region 

Activities and strategy in sustainable 

tourism: 

• Partnerships with Steunpunt Vakantieparticipatie (Flemish 

government institution that empowers people who 

experience poverty by giving them the opportunity to enjoy a 

holiday as well) 

• Green key (ecolabel) certificate  

• Gaia green awards (achieved the audience award in 

September 2019)  

• Strong partnership with the local community and local 

suppliers  
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• Slow tourism strategy  

• Social economy strategy  

• Ecological infrastructure 

Activities and strategy in digital 

tourism: 

• Interactive outside activity for children in the surroundings 

with 4 interactive displays  

• Strong online marketing: use of social media 

Promotional tools: Social media: strong focus on online marketing, strong 

presence on Instagram, Facebook and LinkedIn 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• Out of the box thinking / create a unique offer in 

the region   

• Create a relaxing atmosphere for their audience 

where different activities can take place 

• High hospitality quality and customer services 

• The use of local heritage as an authentic factor  

• Use the full potential of their surroundings by 

organizing team-buildings, interactive kids’ 

activities, terrace as part of the restaurant, use of 

the vegetable garden etc. 

• Not in my backyard syndrome: bad relationship 

with the direct neighbours which causes de 

Bottelarij to limit their capacity to a maximum of 

100 visitors at a time on their property  

• This capacity limitation has financial 

consequences 

• Experience difficulties in reaching full potential 

and use of the co-working spaces 

Key words (to help with internet 

searches): 

Restaurant, Limburg, Aksi, slow tourism, social economy 

Digital resources:  

Other notes: 

 

 

Belgium - 3 

Name: Kamping Kontakt 

VZW KONTAKT 

Holsbeeksesteenweg 336 | 3010 Kessel-Lo 

0726.667.976 | RPR 

Contact details: Nele Verduyn (coordination) – nele@kampingkontakt.be  
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Ana Schultze (communication) ana@kampingkontakt.be  

Info@kampingkontakt.be  

address: Tivolistraat 3000 Leuven 

Field of activity: • Overnight stays in an urban setting on a campsite 

• Meeting place  

• Outdoor activities  

• Drinks & food (summer bar)  

• Workshops 

Brief description: Kamping Kontakt offers a camping in an urban setting. It’s 

located in the city of Leuven, near Brussels. They want to 

offer a complete camping experience by focusing on the 

added values: it’s not just about camping, but it’s about 

bringing people together through workshops and activities 

which contribute to a real holiday experience.  

Kamping Kontakt wants to offer a sustainable alternative to 

a holiday experience, with a minimal impact on the 

environment while involving the local community & local 

partners and lower the threshold for people that experience 

difficulties to enjoy a holiday due to financial reasons. They 

want to show that you don’t need to take a plane and go to a 

faraway destination, but that you can have an amazing 

holiday experience in your own city without leaving a massive 

carbon footprint behind while reconnecting with nature and 

tranquillity of your own surroundings and city. 

Target audience: • Everyone is welcome at the campsite as social inclusion is 

one of their key elements, but they mainly reach:  

• twenty-somethings and thirty-somethings with or without 

kids for the camping  

• broader audience to enjoy a drink at the bar or to enjoy a 

workshop/activity  

• neighbours, people of the local community  

• Flemish cyclers & Dutch cyclers  

• Through their partnership with community & social workers 

they reach marginalized people as well 

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Showing that going on a holiday doesn’t need to be a high 

threshold, that this is something that can be enjoyed by 

anyone. They want to bring this experience to people that 

haven’t had the occasion to go on a holiday.  
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Offering a full holiday experience without harming the 

environment and respecting the neighbours and local 

community while enhancing circular economy by upcycling 

and recycling materials and offering local products and 

artisanal (vegan) cuisine and drinks. 

Mission and vision of the enterprise: KAMPING KONTAKT gives you the opportunity to celebrate 

your summer break in a sustainable, ecological and social 

way. Their values include: 

(1) encouraging encounters through organising workshops, 

performances, BBQ’s, sports activities, etc.   

(2) creating inspiration by inviting local spokespersons, local 

politicians, people working within a sustainable work field 

and exchanging ideas & informing/inspiring one another   

(3) pursuing an urban experiment and  

(4) working with local partners, local suppliers and traders, 

involving the local community as much as possible  

In short, it’s a new way to experience the city of Leuven as 

they are the first to start with this urban camping experiment.  

Strong focus on sustainability and social inclusion:  

• Upcycle & recycle materials to use them on the camping 

space 

• Focus on circular economy  

• The use of local products (food & drinks)  

• Pricing system to include everyone: you contribute what 

you can (between 5,00- & 15,00-euro pp/night)  

• Use of eco-toilets  

• …   

Activities and strategy in sustainable 

tourism: 

They approach sustainability on multiple levels:  

1. Taking the best ecological decisions when it comes to their 

infrastructure, such as: using recycled materials, choosing 

eco-toilettes, using second-hand products, etc.  

2. Social inclusion: anyone is welcome as they believe that 

everyone has the right to enjoy an amazing holiday 

experience. They adapt their night rates to the less privileged 

and partnered up with the city to attract this group of people  

3. Strong partnerships: they include their neighbours as 

much as they can by focussing on a bottom-up approach. 

They put a lot of effort on building a network of local partners, 

such as (student) associations, suppliers, volunteers, etc.  
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4. Circular economy: reusing, upcycling, recycling materials, 

infrastructure, and so on. + they organise workshops to 

inform and inspire their guests like: fair fashion talks, vegan 

cook workshops, discover edible herbs on the campsite & 

surroundings, bicycle repair workshops etc. to enhance 

circular economy 

Activities and strategy in digital 

tourism: 

• Website 🡪 most important channel and the only way to 

make a reservation, they are not using OTA’s  

• Active on social media: Facebook & Instagram  

• Clips on YouTube   

Promotional tools: Offline:  

• posters but turned out not to be very effective  

• word of mouth  

• press releases in local & national newspapers/magazines  

online:  

• Strong Facebook presence 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• the only urban campsite in the region  

• They succeed in bringing people together and 

providing holiday experiences to people that 

experience financial difficulties and therefore 

couldn’t enjoy a holiday before   

• carbon footprint is very low due to the high 

amount of recycled material and ecological 

infrastructure & the exclusive use of local 

products  

• without any experience within the tourism & 

hospitality industry the Kamping Kontakt team is 

able to think out of the box and be creative. This 

turned out to be a big asset 

• they work mainly with volunteers, so a lot 

depends on the goodwill & free time of them 

• need of an organization structure, if they want 

to grow, a division of roles will be required  

• figuring out how to guarantee the future of the 

campsite 

• They rely on the good-will of their network & 

partnerships when it comes to using materials 

and such, but on the long term they will need a 

stock to rely on (especially if they want to expand)  

• Finding out new ways to guarantee the same 

holiday experience but without violating Covid-19 

measures  

• As they only started in 2018 the team is still in 

the ‘trial and error’ phase: do we want to focus on 

sustainability? On tourism? What works best? 

What are the needs of our actors? 

Key words (to help with internet 

searches): 

Urban camping, (food) workshops Leuven, sustainable 

campsite, staycation Leuven, …   
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Digital resources:  

Other notes: 

 

 

Belgium – 4 

Name: ViaVia Travellers Café – Heverlee 

Contact details: Naamsesteenweg 227, 3001 Heverlee 

+32 (0)16 40 40 45 - contact person Karolien Wolfs 

heverlee@viavia.world  

www.viavia.world/nl/belgie/heverlee  

Field of activity: Hosting, food service, restaurant, music & art 

Brief description: • Restaurant activities (main source of income)  

• A travel corner with guidebooks and travel tips to explore 

the world 

• A place where travellers and locals are welcomed, where 

they can meet each other, exchange about their cultures and 

languages, etc. 

• The restaurant is also used as an art gallery space, with 

local artists exhibited regularly 

• Space upstairs for meetings of NGO’s and other 

organisations, courses, etc. 

• Music nights or certain events from time to time 

Target audience: • The local community: many recurring customers 

• International students, Leuven is an international student 

city 

• Expats and international academic staff, the university is 

very close by 

• Domestic day tourists to Leuven during the blossoms in 

Limburg (spring)  

• Families, couples, people who come alone, … all ages and 

budgets are welcome, there is a very welcoming and 

inclusive character 

• Organisations and companies who hold meetings 

http://www.viavia.world/nl/belgie/heverlee
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Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

There are 18 ViaVia Cafés, spread over 4 continents. There 

are 4 ViaVia’s in Flanders. ViaVia Traveller Cafés are 

establishments (restaurants, in some cases also 

guesthouse/hotel, shop, travel agency…) around the world 

that focus on the meeting of people and culture by:  

• Creating a homey, safe and comfortable place for people 

on stay or on vacation  

• Providing quality services balanced with fair pricing  

• Providing excellent/warm/welcoming customer service  

• Giving respect to our staff  

• Creating an open environment where everyone feels 

welcome without discrimination  

• Provision of services that open a window to the world 

(whether in Belgium or abroad)  

• Supporting communities and guests with honesty and 

transparency about our values.  

• Increasing tolerance  

• Aiming at socio economic development  

• Respecting culture and nature  

• With a Belgian Identity / Atmosphere  

• And a unique surprising twist 

Mission and vision of the enterprise: ViaVia Travellers Café’ are meeting places between East 

and West, North and South.  

• They offer memorable and meaningful experiences for 

travellers and locals around the world. ViaVia are based on 

our Belgian café culture, and are:  

• Places to connect: the dynamics of a global neighbourhood 

café with an international atmosphere that stimulates 

enriching encounters and exchanges, where people feel at 

ease.  

• Places to enjoy world flavours: a laidback, humorous, 

contemporary blend of restaurant & bar, where hospitality, 

kindness and service take a central spot.  

• Places to explore: a window to the world by creating a 

bridge between people and cultures. Options are alternative 

city tours, day trips, exhibitions, diverse performances, 

cooking-, music-, dance- …classes, tours, etc organised by 

ViaVia.  

• Stimulating social innovation is an inherent part of each 

ViaVia Travellers Café. They are potential local embryos of 
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social, economic and cultural development and amplifiers of 

international exchange and solidarity.  

It is part of a worldwide network of profit & non-profit 

organisations in sustainable tourism. ViaVia Tourism 

Academy is also part of this network. This network aims to: 

• CONTRIBUTE to a more open & enjoyable world where 

people, planet, profit and pleasure are in harmony. 

• CONNECT people and make them aware of the positive 

aspects of difference. 

• CREATE a dialogue for learning and amazement in respect 

of people, culture and nature 

Activities and strategy in sustainable 

tourism: 

• Conscious choices in products: organic as long as the 

budget allows, fair-trade for products from tropical countries, 

local for fresh produce and beverages, … 

• Wellbeing of staff comes first:  

• Diversity and inclusion in the team, also welcoming 

newcomers and risk groups to be employed 

• Good relationships with the local community 

• Green energy after a thorough energy scan 

• Reducing paper, plastic and food waste, e.g. compostable 

straws, using leftovers for new dishes 

• Filtered tap water instead of bottled water 

• Healthier, organic and homemade alternatives to sugary 

drinks from unsustainable brands 

• Elaborating the vegetarian options on the menu 

• Supporting local social projects 

Activities and strategy in digital 

tourism: 

• Social media: Facebook, Instagram 

• Website of the whole ViaVia network with their own page 

Promotional tools: • Social media and website 

• Lots word of mouth and face-to-face with regular customers 

• Posters and flyers in all ViaVia Cafés worldwide 

• Promotion by tour operator Joker and ViaVia Tourism 

Academy 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 
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• Incremental steps to make sure staff and 

customers can adapt to new sustainable 

measures 

• Create a relaxing atmosphere for a wide variety 

of target groups; inclusive character towards 

customers and staff  

• Being part of a worldwide network for: exchange 

of knowledge and tips, promotion and branding, 

external support 

• World kitchen and a ‘travel vibe’ which attracts 

both locals and tourists 

• Being very mindful about sustainable choices 

and willing to continuously improve and change 

to become more sustainable 

• Limitations by budgets (e.g. no organic meat 

possible), and health inspection (regulations 

which stimulate food waste) 

• Incremental change is not always the fastest 

change 

• The preferences of the customers sometimes 

limit the sustainability options; their choice is not 

always the most sustainable one. Customer care 

sometimes is prioritized over sustainability. 

Key words (to help with internet 

searches): 

Restaurant, Leuven, ViaVia, world kitchen, social 

entrepreneurship, global network 

Digital resources:  

Other notes: 

 

 

Belgium – 5 

Name: Botel Ophoven  

Address: Botel Harbour 

Agropolispark 102, 3640 Kinrooi  

+32 (0)89 418592 

info@botelophoven.be 

Contact details: Leo van der Schaft & Katy Stroobants 

Botel Ophoven 

+32 (0)89 418592 

+32 (0) 494 814151 

botelophoven.be  

Field of activity: • Overnight accommodation 

• mice activities (meeting venues)  
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• leisure activities (team buildings, parties, receptions, boat 

trips, bike trails, hiking trails etc.)  

• hospitality services (restaurant, bar & lounge)   

Brief description: Area of activity: rural 

• Kinrooi, Limburg in the RivierPark Maasvallei or the 

maasplassen. The Botel Harbour is located on the Limburg 

bike route network and nearby the nature area 

Koningssteen-Kollegreend.  

The enterprise exists out of 3 main activities: 

1. Botel Ophoven – cosy cabins & events:  

• Overnight accommodation + lounge bar: 9 boat cabins & 3 

luxury cabins (27 Pax max.)  

• Meeting & Events: separate meeting room up to 90 pax with 

the latest multimedia possibilities  

• Receptions & Parties for up to 56 Pax  

• Teambuilding activities: cycling, hiking, boat trip, …  

• Wellness: sweet and sustainable relaxation through the 

andullation technique 

2. Stilsloep - electric boat rental:  

• River Park Maasvallei as a unique setting to enjoy a boat 

trip in the outdoors  

• Fleet of 4 electrical boats with its own tent construction in 

case of bad weather 

3. On the Rocks: deck, dinner & drinks:  

•  Restaurant: strong focus on local, artisanal cuisine & drinks 

• Sustainability: they pay close attention on the sustainable 

activities of their ‘food & drinks’ suppliers - and choose the 

most sustainable one –  

• Local partners: “zero kilometer menus” 🡪 menus in which 

they introduce and use as many local products as possible 

such as local wines and beers, artisanal cheeses and custard 

etc. all coming from Kinrooi itself.   

Target audience: • The Botel targets mainly domestic tourists under the age of 

70 who have a more adventurous mindset 

• Families & friends for leisure activities  

• Businesses for meetings & events  

• Boat rental: domestic + Dutch & German tourists  
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• Restaurant: Dutch & domestic tourists  

Core of the strategy (natural 

resources, cultural heritage, food, 

other): 

Making an impact through organising recreative, tourist & 

business activities aiming at economical, ecological as well 

as social aspects. With a strong focus on partnerships with 

local initiatives. 

Mission and vision of the enterprise: Local: strong focus on local heritage (promoting nature & its 

surroundings, blossoms, rose gardens, local, artisanal food 

products, local wine & beer, artisanal, local delicacies 

partnerships with local suppliers 

Sustainability:  

• with every decision taken all ecological and sustainable 

consequences will be taken into account aiming to operate 

as ecological and sustainable as possible 

• social aspect:  

• strong partnerships  

• strong focus on SDGs  

Partnerships:  

• active cooperation with local actors regarding 

environmental care and environmental experiences such as 

Natuurpunt Kinrooi which is a local nature conservation 

association  

• active cooperation with social actors  

• in general, they choose sustainable partnerships on 

different levels (suppliers, activities, …) they find it important 

that all of their partners have a sustainability policy 

Activities and strategy in sustainable 

tourism: 

Sustainability & the SDGs are part of their core business  

They mainly contribute to the following SDGs:  

• 3 Good health and Well-Being 

• 8 Decent Work and Economic Growth 

• 12 Responsible Consumption and Production 

• 14 Life below Water 

• 15 Life on Land 

• 17 Partnerships to obtain goals 

• Green key label: as a private company in Belgium, Botel 

Ophoven is the only holder of 4 Green Keys  

• Winner of the Visit Flanders award ‘Most Socially 

Responsible Tourist Entrepreneur’ of 2014 
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• Week of the ‘sustainable township’: this is a Flemish 

initiative that puts the spotlight on sustainable organisations. 

Botel Ophoven got featured for their contribution to the SDGs  

• Ecological infrastructure & choices: solar panels, sun 

collectors, ecological cleaning products & biodegradable 

soaps, strict waste sorting, … 

Activities and strategy in digital 

tourism: 

• Website in multiple languages  

• Advertising space on ‘Toerisme Limburg’   

• Active on multiple OTAs: booking.com, Expedia, 

TripAdvisor, Natuurhuisje… 

• Every year they will reflect on which OTAs got them 

customers which ones not / trial and error process  

• Social media presence: Facebook, LinkedIn, … but they are 

not using its full potential / not active on Instagram  

Promotional tools: • Advertising space 

Strengths (e.g. accessibility, clarity, potential 

benefits, design features): 

Weaknesses or potential limitations: 

• Calmness and tranquillity while being in the 

middle of nature  

• Very personal contact 

• Their sustainable approach – might be a big 

asset in the future as it starts to get more 

attention 

• The big (economical) effects of the current 

Corona crisis   

• Being financially stable in a sustainable way (on 

the long term) 

• Hard to focus on the “nice to haves” while the 

tourism industry is facing hard times 

Key words (to help with internet 

searches): 

Overnight on a boat, electronic boat rental, event rental 

space, leisure activities Limburg 

Digital resources:  

Other notes: 

 

 

 

3.5. Touristic SMEs national reports  
 

IT: https://drive.google.com/file/d/1oHewh9vaKpAGZKW0w3s5rPjeHw-_VBAI/view?usp=sharing  

PL: https://drive.google.com/file/d/1r0Y4INAIq4ir5b0Ke5sq6s-8-R5mf3aw/view?usp=sharing  

https://drive.google.com/file/d/1oHewh9vaKpAGZKW0w3s5rPjeHw-_VBAI/view?usp=sharing
https://drive.google.com/file/d/1r0Y4INAIq4ir5b0Ke5sq6s-8-R5mf3aw/view?usp=sharing
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GR: 
https://drive.google.com/file/d/1kQZsmTYRvAIgnztMenwCSfJPOGsY6Bvk/view?usp=sharing  

BE: 
https://drive.google.com/file/d/1lXHciwFA62R10RhV5mHRU6XxpT6qMb2s/view?usp=sharing  

DE: https://drive.google.com/file/d/1USFiYolxEro8vOtn2CsDbnrLV5hM6HCB/view?usp=sharing  

 

4. VET providers in tourism offer analysis 
 

4.1. Background research 
 

The support and quality upgrade of VET is a timeless issue of social dialogue in Greece. 

Issues such as apprenticeships and the modernization of curricula have led VET in recent 

years, through institutional changes, to the more efficient connection between training and the 

labour market, with the aim of combating youth unemployment (Lindzeris and Goulas, 2017). 

VET, with its dual role, professional and social, is often at the centre of the debate on any new 

educational policy. 

Vocational education and training (VET) in Greece is strongly State-regulated and the overall 

responsibility is with the Ministry of Education, Research and Religious Affairs, in cooperation 

with the Ministry of Labour, Social Security and Social Solidarity.  

Compulsory schooling in Greece lasts until the age of 15 and completion of lower secondary 

education programmes (Gymnasio). VET is offered at upper secondary and post-secondary 

level. There are two main routes at upper secondary level: General Education (GE) and VET. 

Both lead to an equivalent upper secondary school leaving certificate at EQF level 4. On 

completion of the first year, learners can change direction from general to vocational education 

and vice versa.  

The division of vocational education into primary formal vocational education and in initial non-

formal vocational education and training is done based on the educational framework in which 

the training is provided. Primary vocational education is defined as the education provided 

under the formal education system in secondary education with vocational high schools 

(EPAL) and vocational schools of OAED (EPAS), while at the level of post-secondary 

education and outside the formal educational framework, the initial non-formal vocational 

education is provided by vocational training institutes (IEK). 

 

Italy is expected to have a continuous growth of the tourism economy, but the relative weak 

image of the tourism labour market, demographic changes, new trends in tourism demand, 

technological innovations, and moves to a green tourism economy are some of the elements 

that will lead to an increased pressure for access to migrant labour. 

https://drive.google.com/file/d/1kQZsmTYRvAIgnztMenwCSfJPOGsY6Bvk/view?usp=sharing
https://drive.google.com/file/d/1lXHciwFA62R10RhV5mHRU6XxpT6qMb2s/view?usp=sharing
https://drive.google.com/file/d/1USFiYolxEro8vOtn2CsDbnrLV5hM6HCB/view?usp=sharing
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Regarding the tourism sector, for Italy it is critical to develop and improve its education and 

training offer in the field so that it will explicitly meet the needs of the Italian tourism industry 

stakeholders. 

Innovation and quality are important elements to make tourism destinations and enterprises 

more competitive and more attractive in the global market. In this context, the rather low 

qualification level represents a major challenge for the Italian tourism industry.  

It’s important to remember that perceptions of poor working conditions, lack of career paths 

and low pay rates (the lowest compared to other industries), affects the image of the tourism 

industry on the labour market and young people are not attracted by it. 

The high seasonality of tourism and its employment peak combined with increasing labour 

shortage mean that more employees in the tourism industry are migrant workers.  

Also, the informal economy has resulted in a not registered number of businesses which do 

not work with industry federations and their training offers. People working in the informal 

economy thus fall out of the tourism training system. 

From the travel and hotel industry to the Eno-gastronomy, there are different roles and 

activities that can be carried out in this sector that are strongly evolving thanks to the internet, 

new flows from emerging countries and new frontiers of "experiences "of travel.  

For this reason, the emergence of new highly specialized and adequately trained 

professionals opens up good prospects for young people looking for employment. 

 

Belgium is divided into three distinct language communities: Dutch-speaking, French-

speaking and German-speaking. Each community has their own regulations in regard to the 

education system and enrolment in schools. While some aspects may differ, the compulsory 

school age throughout Belgium is between 6 and 18.  

Tourism education in Flanders at secondary level is mainly situated at technical education 

level TSO: 

- In the 2nd Cycle (year 3 & 4): 34 schools are providing one or more of the educations 

like: Hotel or Tourism 

- In the 3rd Cycle (year 5 & 6):  38 schools are providing one or more of the educations 

like: Hospitality and recreation, Hospitality, Hotel, Hospitality and public relations, 

Tourism 

Se-n-SE (optional 7th year):  5 schools are providing one or more of the educations like: 

Tourism and recreation, Tourism and organization, Hotel Management.  

Tourism higher education is organized at the level of professional bachelor, bachelor after 

bachelor also called short program, and Master.   

- Three university colleges organize a professional Bachelor in Hotel Management. 

- Five university colleges organize a professional Bachelor in Tourism and recreation 

management. 
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- One university college organizes an International Professional Bachelor in Tourism 

and recreation management in English. 

- All Five university colleges that organize a professional bachelor in Tourism and 

recreation management provide a shortened bachelor in Tourism and recreation 

management. 

- Two university colleges organize a shortened bachelor in Tourism and recreation 

management in distance learning. 

- Master in Tourism is organized by one university. 

There are several tourism trainings at different levels for adults in Flanders. In addition to 

various types of educational institutions, tour guiding training can also be followed by different 

non-profits that are part of or have a partnership with tour operators. 

 

Although Poland has the lowest share of tourism in GDP among EU countries, some data 

point to dynamic changes here. Adaptation of the educational offer to the changing needs of 

the tourist market seems to be the real demand of the economy also in Poland. 

The vocational training system in Poland in the field of tourism can be divided into: 

1) education in secondary technical schools - teaching in the following professional profiles: 

- hotel industry technician 

- tourism organization technician 

- tourism technician in rural areas 

2) Qualifying vocational courses - in the form of one or two -years courses for adults, 

completed with an examination confirming qualifications. As part of the courses, you can get 

qualifications with the profile, among others: 

- Conducting tourist activities in rural areas 

- Running an agritourism farm 

3) Academic studies, bachelor / engineer or master’s degree, where the study takes place in 

a theoretical and practical mode, conducted by universities of both academic and vocational / 

practical type. The graduate receives the professional title of a bachelor, e.g. tourism and 

recreation. Learning may also be continued in post-graduate courses. 

 

Due to the so-called cultural sovereignty in Germany, the responsibility for education policy 

lies with the federal states. Graduates of all school types within primary education & lower 

secondary education have the opportunity to undergo initial vocational training. 

Upper secondary education depends on the level of education attained at lower secondary 

level. The vocational training system, consisting of the dual system of vocational training and 

vocational school, vocational preparation year, vocational college, technical college and 

vocational grammar school as well as the upper secondary school. It also includes special 

institutes, evening schools and colleges that provide continuing education for adults and 

enable them to catch up on missed or missing degrees.  
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The tertiary education sector in Germany comprises education at universities, colleges, 

vocational academies, technical colleges (Bavaria) and technical schools.  

The quaternary education sector includes all forms of continuing education, which was defined 

by the German Education Council as the continuation or resumption of organised learning 

after completion of a first phase of education of varying scope. 

There are about 73 study courses in the field of tourism throughout Germany.  Prerequisite 

for the study is the general university entrance qualification (Abitur) or the entrance 

qualification for studies at universities of applied sciences (Fachhochschulreife). Alternatively, 

it is also possible to study in the field of tourism through a vocational qualification (certain 

number of years of work experience). Depending on the university, a certain “numerus 

clausus” or minimum grade must also be achieved, or a selection procedure must be passed. 

 

 

4.2. Materials and methods 
 

A Needs Analysis is required to tackle the skills mismatches and to enhance the skills and 

competences of employees within the tourism sector. A Needs Analysis is a systematic 

approach for determining what training needs to take place, to identify on which sectors the 

individuals to be trained or in general to clarify the training needs. Specifically, a needs 

analysis is the process of identifying the gap in employee training and related training needs. 

By determining training needs, an organization, body, or administration can decide what 

specific knowledge, skills, and attitudes are needed to improve the employee's performance 

in accordance with the company's standards. 

The partnership created a questionnaire with a total of 20 questions of which 14 were 

mandatory. The originally methodology assumed obtaining information directly from teachers, 

trainers and lecturers in the field of tourism through online forms. The form has been 

constructed in such a way as to obtain data from several areas relevant for tourism 4.0, such 

as: 

- qualifications  

- authenticity / promoting the local identities  

- digitalization: skills / technologies / tools / their use 

- sustainability 

Following the outbreak of COVID-19 pandemic the partnership decided to get the necessary 

information also from different possible sources e.g. by analysing the curricula available 

online. Due to obtain comparable data, partners were using the common template. 

 

In order to find out about the different trainings, courses of studies and further education offers 

partners used the following websites: 
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 Germany https://www.tourismus-studieren.de/ 

 

 Poland  

- Ośrodek Rozwoju Edukacji (Education Development Centre), in the field of secondary 

schools (technical / vocational / branch schools) and vocational qualification courses 

- HEI’s institutions websites 

- websites of other educational centres – VET providers in form of vocational 

qualification courses 

- Zintegrowany System Kwalifikacji website 

 

 Italy 

- Italian Minister of Education site 

- Universities sites 

- EBNT (Ente Bilaterale Nazionale del Turismo) site 

- Cedefop 

- other relevant sites 

In addition, Italian partners have collected information through the above questionnaire 

addressed to teachers and educators in the Tourism Field. We have contacted 50 schools 

and 50 teachers and have collected 9 answers from teachers and educators. 

 

 Greece 

- Cedefop 

- European Commission 

- Ministry of Tourism 

- Ministry of Education and Religious Affaires  

- Manpower Employment Organization (OAED) 

- National Organization for the Certification of Qualifications & Vocational Guidance 

(EOPPEP)  

Additionally, an in-depth interview was conducted with 5 VET trainers for the correct 

interpretation of the curricula and any relevant comments and remarks that helped to form the 

analysis report. Vocational education and training (VET) in Greece is strongly State-regulated 

and the overall responsibility is with the Ministry of Education, Research and Religious Affairs, 

in cooperation with the Ministry of Labour, Social Security and Social Solidarity. This means 

that the topics and skills to be taught are strictly defined by the State, this is why the comments 

from the VET trainers are so important.   

 

 Belgium 

- Flemish Ministry of Education 

- Websites of the Flemish University Colleges who offer Tourism Bachelors: PXL, Vives, 

Erasmus Hogeschool, Howest, Thomas More.  

- Website of the Master of Tourism at KU Leuven 

https://www.tourismus-studieren.de/
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- Websites of VET education institutions and Centres for Adult Education (CVO, Syntra, 

NHA, …) 

- Background information on education systems in Flanders: Onderwijskiezer, Hoger 

Onderwijsregister, Vlaamse Kwalificatiestructuur, Vlaamse Hogenscholenraad. 

 

Moreover, Belgian partner distributed the questionnaire among more than 200 teachers and 

lecturers in tourism education in Flanders at the level of secondary and higher education and 

collected 16 responses.
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4.3. Existing training programs 
 

Title Sector Countries 

involved 

Duration of 

the course 

Target group Mode of 

delivery 

Period of 

availabilit

y 

Certificate 

issued 

Qualifica- 

tion 

framework 

Formazione 

turismo.com 

All IT 300-900 h >14 with 

middle 

school 

license 

In classroom + 

apprenticeship 

2020 Yes  

Academy 

formazione 

turismo 

All IT vary >14 with 

middle 

school 

license 

Online 2020 Yes  

Addetto al 

Front office / 

Back Office 

Alberghiero 

con 

conoscenza 

dell’Inglese 

Hospitality IT 180 h >18 In presence -

Palermo 

July Yes Addetto al 

front/back 

office 

alberghier

o 
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“Tourism 

Business 

Employee” 

Manage-

ment and 

Economics 

GR /  

EPAL 

(vocationa

l high 

school) 

3 years  In presence Every 

Septem-

ber 

Vocational 

high school 

diploma 

(equivalent 

to the 

general 

education 

high school 

diploma after 

in-school 

examination

s) 

 

Professional 

degree 

(after in-

school 

examina-

tions; this 

degree 

ensures the 

right to 

obtain 

license to the 

EQF level 

4 

 

 

 

 

 

 

 

 

 

 

EQF level 

4 
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profession) 

“Post-

secondary 

year - 

Apprenticeshi

p class” 

 GR /  

EPAL 

(vocationa

l high 

school) in 

coopera-

tion with 

the 

Manpower 

Employ-

ment 

Organi-

sation 

9 months / 

203 hours of 

laboratory 

courses on 

the chosen 

specialty (1 

time per week 

for 7 didactic 

hours) and 28 

hours per 

week (7 hours 

each day for 4 

days) of WBL 

Only for 

people who 

hold an upper 

secondary 

school 

certificate 

and an EPAL 

specialisatio

n degree and 

are out of 

employment, 

education, or 

training 

In presence Every 

Septem-

ber 

Professional 

degree, 

education 

and 

training  

(after the 

successful 

completion of 

the 

certification 

procedures 

from the 

National 

Organisa-

tion for the 

Certification 

of Qualifica-

tions & 

Vocational 

Guidance 

(EOPPEP)   

EQF level 

5 



 

 

   Page 84 

 

“Hotel 

Business” 

Hotel 

Business 

GR / 

Manpower 

Employ-

ment 

Organisa-

tion 

2 years (4 

semesters) 

attend 

theoretical & 

laboratory 

courses 

based on 

specific 

hourly 

curricula (for 

1 morning & 4 

afternoon 

classes). 

And practice 

(for 4 days a 

week at least) 

in real 

working 

conditions in 

companies of 

all sectors, in 

the private 

and public 

sector, in their 

specialties. 

Holders of at 

least the 1st 

grade of high 

school or 

holders of a 

high school 

(general or 

vocational) 

diploma, 

up to 23 

years old. 

that achieve 

after scoring 

specific 

criteria 

(degree, 

social and 

economic 

criteria). 

In presence Every 

Septem-

ber 

Vocational 

school 

degree 

EQF level 

4 
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“Cooking Art” Cooking 

Art 

GR / 

Manpo-

wer 

Employ-

ment 

Organisa-

tion 

2 years (4 

semesters) 

attend 

theoretical & 

laboratory 

courses 

based on 

specific 

hourly 

curricula (for 

1 morning & 4 

afternoon 

classes). 

And practice 

(for 4 days a 

week at least) 

in real 

working 

conditions in 

companies of 

all sectors, in 

the private 

and public 

sector, in their 

specialties. 

Holders of at 

least the 1st 

grade of high 

school or 

holders of a 

high school 

(general or 

vocational) 

diploma, 

up to 23 

years old. 

that achieve 

after scoring 

specific 

criteria 

(degree, 

social and 

economic 

criteria). 

In presence Every 

Septem-

ber 

Vocational 

school 

degree 

EQF level 

4 
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“Technician of 

tourist units 

and hosting 

companies 

(Reception 

Service - 

Floor Service 

- Commodity 

Knowledge)” 

Profession

s of 

tourism 

businesse

s and 

hosting 

companies 

GR / 

Public 

and/or 

Private 

training 

providers 

(DIEK or 

IIEK) 

under the 

supervisio

n of the 

General 

Secretaria

t for 

Lifelong 

Learning 

2.5 years (5 

semesters) / 

4 semesters 

of theoretical 

and 

laboratory 

training of 

1.500-hour 

and 1 

semester of a 

960-hour 

internship or 

apprenticeshi

p (can be in 

parallel 

during the 3rd 

and 4th 

semester of 

study) 

Above 18 

years old /  

Graduates of 

secondary 

education 

(general high 

school, 

EPAL, 

EPAS). 

 

Holders of a 

high school 

diploma can 

attend 

training for up 

to one year 

four (4) 

semesters.  

 

EPAL-EPAS 

graduates 

are entitled to 

choose 

correspond-

ding 

In presence The 

students 

are 

selected 

twice a 

year, at 

the 

beginning 

of each 

semester 

(October 

and 

February)

. 

 

In Public 

IEK 

(DIEK) 

there is a 

scoring 

system 

and 

criteria 

include 

the 

degree, 

Diploma in 

professional 

specialisa-

tion, 

education, 

and training 

EQF level 

5 
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specialties 

for the 3rd 

semester of 

IEK training, 

completing 

their studies 

in two (2) 

semesters. 

age, 

marital 

status, 

and 

previous 

work 

experien-

ce in the 

chosen 

field. 

“Baker 

technician -  

Pastry 

technician” 

Profe-

ssions of 

tourism 

businesse

s and 

hosting 

companies 

GR / 

Public 

and/or 

Private 

training 

providers 

(DIEK or 

IIEK) 

under the 

supervi-

sion of the 

General 

Secretaria

t for 

Lifelong 

Learning 

2.5 years (5 

semesters) / 

4 semesters 

of theoretical 

and 

laboratory 

training of 

1.500-hour 

and 1 

semester of a 

960-hour 

internship or 

apprentice-

ship (can be 

in parallel 

during the 3rd 

and 4th 

Above 18 

years old /  

Graduates of 

secondary 

education 

(general high 

school, 

EPAL, 

EPAS). 

 

Holders of a 

high school 

diploma can 

attend 

In presence The 

students 

are 

selected 

twice a 

year, at 

the 

beginning 

of each 

semester 

(October 

and 

February)

. 

 

Diploma in 

professional 

specialisa-

tion, 

education, 

and training 

EQF level 

5 

 

Only after 

the 

successful 

completion 

of the 

certificatio

n 

procedure

s from the 

National 

Organisa-

tion for the 

Certificatio
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semester of 

study) 

training for up 

to one year 

four (4) 

semesters.  

 

EPAL-EPAS 

graduates 

are entitled to 

choose 

correspond-

ding 

specialties 

for the 3rd 

semester of 

IEK training, 

completing 

their studies 

in two (2) 

semesters. 

In Public 

IEK 

(DIEK) 

there is a 

scoring 

system 

and 

criteria 

include 

the 

degree, 

age, 

marital 

status, 

and 

previous 

work 

experien-

ce in the 

chosen 

field. 

 

 

 

 

n of 

Qualifica-

tions & 

Vocational 

Guidance 

(EOPPEP) 
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“Cooking 

Technician – 

Chef” 

Profe-

ssions of 

tourism 

businesse

s and 

hosting 

companies 

GR / 

Public 

and/or 

Private 

training 

providers 

(DIEK or 

IIEK) 

under the 

supervi-

sion of the 

General 

Secreta-

riat for 

Lifelong 

Learning 

2.5 years (5 

semesters) / 

4 semesters 

of theoretical 

and 

laboratory 

training of 

1.500-hour 

and 1 

semester of a 

960-hour 

internship or 

apprenticeshi

p (can be in 

parallel 

during the 3rd 

and 4th 

semester of 

study) 

Above 18 

years old /  

Graduates of 

secondary 

education 

(general high 

school, 

EPAL, 

EPAS). 

 

Holders of a 

high school 

diploma can 

attend 

training for up 

to one year 

four (4) 

semesters.  

 

EPAL-EPAS 

graduates 

are entitled to 

choose 

In presence The 

students 

are 

selected 

twice a 

year, at 

the 

beginning 

of each 

semester 

(October 

and 

February)

. 

 

In Public 

IEK 

(DIEK) 

there is a 

scoring 

system 

and 

criteria 

include 

the 

Diploma in 

professional 

specialisa-

tion, 

education, 

and training 

EQF level 

5 

 

Only after 

the 

successful 

completion 

of the 

certificatio

n 

procedure

s from the 

National 

Organisa-

tion for the 

Certificatio

n of 

Qualificat-

ions & 

Vocational 

Guidance 

(EOPPEP) 
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correspondin

g specialties 

for the 3rd 

semester of 

IEK training, 

completing 

their studies 

in two (2) 

semesters. 

degree, 

age, 

marital 

status, 

and 

previous 

work 

experien-

ce in the 

chosen 

field. 

“Executive of 

administra-

tion and 

economy in 

the field of 

tourism” 

Manage-

ment and 

Econo-

mics 

GR / 

Public 

and/or 

Private 

training 

providers 

(DIEK or 

IIEK) 

under the 

supervi-

sion of the 

General 

Secreta-

riat for 

2.5 years (5 

semesters) / 

4 semesters 

of theoretical 

and 

laboratory 

training of 

1.500-hour 

and 1 

semester of a 

960-hour 

internship or 

apprentice-

ship (can be 

in parallel 

during the 3rd 

Above 18 

years old /  

Graduates of 

secondary 

education 

(general high 

school, 

EPAL, 

EPAS). 

 

Holders of a 

high school 

diploma can 

attend 

In presence The 

students 

are 

selected 

twice a 

year, at 

the 

beginning 

of each 

semester 

(October 

and 

February)

. 

 

Diploma in 

professional 

specialisa-

tion, 

education, 

and training 

EQF level 

5 

 

Only after 

the 

successful 

completion 

of the 

certificatio

n 

procedure

s from the 

National 

Organisa-

tion for the 



 

 

   Page 91 

 

Lifelong 

Learning 

and 4th 

semester of 

study) 

training for up 

to one year 

four (4) 

semesters.  

 

EPAL-EPAS 

graduates 

are entitled to 

choose 

correspond-

ding 

specialties 

for the 3rd 

semester of 

IEK training, 

completing 

their studies 

in two (2) 

semesters. 

In Public 

IEK 

(DIEK) 

there is a 

scoring 

system 

and 

criteria 

include 

the 

degree, 

age, 

marital 

status, 

and 

previous 

work 

experien-

ce in the 

chosen 

field. 

Certificatio

n of 

Qualifica 

tions & 

Vocational 

Guidance 

(EOPPEP) 

“Religious 

Tourism and 

Pilgrimage 

Tours” 

Profe-

ssions of 

tourism 

busine-

sses and 

hosting 

GR / 

Public 

and/or 

Private 

training 

providers 

2.5 years (5 

semesters) / 

4 semesters 

of theoretical 

and 

laboratory 

Above 18 

years old /  

Graduates of 

secondary 

education 

In presence The 

students 

are 

selected 

twice a 

year, at 

Diploma in 

professional 

specialisa-

tion, 

EQF level 

5 

 

Only after 

the 
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compa-

nies 

(DIEK or 

IIEK) 

under the 

supervi-

sion of the 

General 

Secreta-

riat for 

Lifelong 

Learning 

training of 

1.500-hour 

and 1 

semester of a 

960-hour 

internship or 

apprentice-

ship (can be 

in parallel 

during the 3rd 

and 4th 

semester of 

study) 

(general high 

school, 

EPAL, 

EPAS). 

 

Holders of a 

high school 

diploma can 

attend 

training for up 

to one year 

four (4) 

semesters.  

 

EPAL-EPAS 

graduates 

are entitled to 

choose 

correspon-

ding 

specialties 

for the 3rd 

semester of 

IEK training, 

completing 

the 

beginning 

of each 

semester 

(October 

and 

February)

. 

 

In Public 

IEK 

(DIEK) 

there is a 

scoring 

system 

and 

criteria 

include 

the 

degree, 

age, 

marital 

status, 

and 

previous 

work 

experien-

education, 

and training 

successful 

completion 

of the 

certificatio

n 

procedure

s from the 

National 

Organisa-

tion for the 

Certificatio

n of 

Qualifica-

tions & 

Vocational 

Guidance 

(EOPPEP) 
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their studies 

in two (2) 

semesters. 

ce in the 

chosen 

field. 

“Guide to 

Museums and 

Archaeologi-

cal-Cultural 

Places 

(people with 

vision or 

hearing 

problems)” 

 GR / 

Public 

and/or 

Private 

training 

providers 

(DIEK or 

IIEK) 

under the 

supervi-

sion of the 

General 

Secreta-

riat for 

Lifelong 

Learning 

2.5 years (5 

semesters) / 

4 semesters 

of theoretical 

and 

laboratory 

training of 

1.500-hour 

and 1 

semester of a 

960-hour 

internship or 

apprentice-

ship (can be 

in parallel 

during the 3rd 

and 4th 

semester of 

study) 

Above 18 

years old /  

Graduates of 

secondary 

education 

(general high 

school, 

EPAL, 

EPAS). 

 

Holders of a 

high school 

diploma can 

attend 

training for up 

to one year 

four (4) 

semesters.  

 

EPAL-EPAS 

graduates 

In presence The 

students 

are 

selected 

twice a 

year, at 

the 

beginning 

of each 

semester 

(October 

and 

February)

. 

 

In Public 

IEK 

(DIEK) 

there is a 

scoring 

system 

and 

criteria 

Diploma in 

professional 

specialisa-

tion, 

education, 

and training 

EQF level 

5 

 

Only after 

the 

successful 

completion 

of the 

certificatio

n 

procedure

s from the 

National 

Organisa-

tion for the 

Certifica-

tion of 

Qualifica-

tions & 

Vocational 

Guidance 

(EOPPEP) 
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are entitled to 

choose 

correspondin

g specialties 

for the 3rd 

semester of 

IEK training, 

completing 

their studies 

in two (2) 

semesters. 

include 

the 

degree, 

age, 

marital 

status, 

and 

previous 

work 

experien-

ce in the 

chosen 

field. 

“Cruise Ship 

Executive” 

Manage-

ment and 

Econo-

mics 

GR / 

Public 

and/or 

Private 

training 

providers 

(DIEK or 

IIEK) 

under the 

supervi-

sion of the 

General 

Secreta-

riat for 

2.5 years (5 

semesters) / 

4 semesters 

of theoretical 

and 

laboratory 

training of 

1.500-hour 

and 1 

semester of a 

960-hour 

internship or 

apprentice-

ship (can be 

Above 18 

years old /  

Graduates of 

secondary 

education 

(general high 

school, 

EPAL, 

EPAS). 

 

Holders of a 

high school 

In presence The 

students 

are 

selected 

twice a 

year, at 

the 

beginning 

of each 

semester 

(October 

and 

Diploma in 

professional 

specialisa-

tion, 

education, 

and training 

EQF level 

5 

 

Only after 

the 

successful 

completion 

of the 

certifica-

tion 

procedu-

res from 

the 
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Lifelong 

Learning 

in parallel 

during the 3rd 

and 4th 

semester of 

study) 

diploma can 

attend 

training for up 

to one year 

four (4) 

semesters.  

 

EPAL-EPAS 

graduates 

are entitled to 

choose 

correspondin

g specialties 

for the 3rd 

semester of 

IEK training, 

completing 

their studies 

in two (2) 

semesters. 

February)

. 

 

In Public 

IEK 

(DIEK) 

there is a 

scoring 

system 

and 

criteria 

include 

the 

degree, 

age, 

marital 

status, 

and 

previous 

work 

experien-

ce in the 

chosen 

field. 

National 

Organisa-

tion for the 

Certifica-

tion of 

Qualifica-

tions & 

Vocational 

Guidance 

(EOPPEP) 
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“Tour Guide 

Schools” 

 GR / 

Ministry of 

Tourism   

2 years,   

945 teaching 

hours of 

theoretical 

teaching and 

visits to 

museums, 

monuments, 

archaeologi-

cal sites and 

historical 

sites of the 

School's 

headquarters

, 65 days of 

educational 

excursions 

Greek 

nationals, 

nationals of 

Member 

States of the 

European 

Union as well 

as nationals 

of non-EU 

countries, if 

know the 

Greek at 

level C1. 

70% of the 

positions are 

filled by 

general or 

vocational 

high school 

graduates 

and 30% by 

graduates of 

higher 

education. All 

candidates, 

must have 

certified 

In presence Scoring 

system 

and 

criteria 

include 

the 

degree, 

the 

number of 

foreign 

language

s (level 

C2) that 

the 

candidate 

has a 

certificate 

and social 

criteria. 

Diploma in 

professional 

specialisa-

tion, 

education, 

and training 

EQF level 

5 
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excellent 

knowledge of 

level C2, at 

least one (in 

addition to 

Greek) 

foreign 

language 

Assistant for 

Hospitality 

and Tourism 

Management 

Hotel and 

Tourism 

DE 3 years + 

20 weeks 

internship 

At least 

intermediate 

level 

(German: 

Mittlere 

Reife) 

In presence Dependin

g on 

employer 

(often 

August or 

Septem-

ber) 

(State) 

certified 

assistant for 

management 

Vocational 

training 

Tourism, 

Hospitality 

and Event 

Management 

all DE 8 semesters 

(with 

professional 

skills: 6 

semesters) 

General 

matriculation 

standard (A-

level), 

otherwise: 

English skills 

at least level 

B2 (depends 

on 

university);  

Accompanying 

courses (in 

presence) and 

teleworking 

(with 

attendance) 

Winter 

semester 

every 

year 

Bachelor of 

Arts 

Study 
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Completed 

training 

Tourist 

Specialist 

all DE 8 months qualification 

in a 

recognised 

profession + 

> one year's 

practice, 

>four years 

of practice, 

Qualification 

in a 

recognised 

tourism-

related 

profession + 

>two years' 

practice, 

qualification 

in a 

recognised 

commercial 

profession + 

>three years 

of 

Instructor-led 

teaching: 

optional 

presence, 

telelearning 50 

% or 

telelearning 

100 

every 

month 

possible 

Yes: IHK 

degree, AdA 

certificate 

(IHK) 

(optional), 

carrier 

certificate 

Vocational 

training 
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professional 

experience, 

>five years' 

practice 

Sustainable 

Tourism 

Sustainabl

e Tourism 

DE 7 or 8 

semesters 

General 

matriculation 

standard (A-

level);  

Entered 

applications 

at due date 

Full-time study, 

in presence 

Every 

Winter 

semester 

(October) 

Bachelor of 

Arts, Master 

of Arts 

Study 

Tourism 

Management 

all DE different 

depending on 

whether you 

choose full-

time, part-

time or 

distance 

learning 

Determined 

by the 

supplier 

full-time, part-

time in 

presence, or as 

distance 

learning online 

different Advanced 

training 

certificate 

Further 

education 

Tourism 

Management 

Assistant 

all DE 3 years an 

intermediate 

school 

leaving 

Full time August 

every 

year 

IHK 

Certificate 

Vocational 

training 
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certificate is 

preferred 

or high 

school 

graduation 

- Enthusiasm 

for distant 

countries 

- Open-

mindedness 

and 

communicati-

ve 

competence 

- Security in 

spelling and 

grammar 

- Good 

academic 

performance 

in English, 

mathematics 

and 

German 
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- Service 

orientation 

and 

organisation

al talent 

- Flexibility 

and pleasure 

in teamwork 

- Good 

computer 

skills 

Tourism 

management 

assistant with 

focus on 

business trips 

Tourism 

with focus 

on 

business 

travel 

DE 3 years Communicati

-ve, 

motivated, 

team player, 

service-

oriented, 

organisatio-

nal talent, 

enjoy 

working with 

state-of-the-

art 

technology 

In presence Every 

August 

Training 

certificate 

Vocational 

training 
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Assistant for 

Hospitality 

and Tourism 

Management 

all DE 3 years At least 

intermediate 

level 

(German: 

Mittlere 

Reife); 

Minimum 

grade: 3,5 

internship 

remained 20 

weeks. 

In presence, 

correspondenc

e courses (at 

distance at 

DIPLOMA) 

Every 

August 

Yes: KMK 

(language 

certificate) 

State-

certified 

assistant 

Vocational 

training 

Tourism 

management 

assistant 

(private and 

business 

travel) 

Tourism 

with focus 

on 

business 

travel 

DE 3 years No specific 

educational 

background 

required by 

law. 

The 

companies 

predominantl

y hire first-

year trainees 

with 

university 

entrance 

In presence Every 

August 

IHK 

certificate 

Vocational 

training 
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qualifications

. 

International 

Management 

Studies with a 

focus on Hotel 

and Tourism 

Management 

all DE, 

Partner 

University 

of Sunder-

land (UK) 

3 years General 

qualification 

for university 

entrance. 

Advanced 

technical 

college 

entrance 

qualification 

(school-

based part) 

Subject-

related 

higher 

education 

entrance 

qualification. 

Equivalent 

foreign 

school 

leaving 

certificate. 

In presence March 

and 

October 

every 

year 

International 

Business 

Administra-

tion (IBS) in 

one of the 8 

major fields 

of study 

Bachelor of 

Arts (Hons) 

from the 

University of 

Sunderland 

(UK) 

- in Business 

Manage-

ment 

- in business 

and 

marketing 

Study 
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No numerus 

clausus. 

Hospitality 

Technician 

Tourism PL 5 years Graduated 

from primary 

schools 

Full time Every 

Septem-

ber 

Technician 

HGT.03 

HGT.06 

Level 4 

 

Tourism 

Organization 

Technician 

Tourism PL 5 years Graduated 

from primary 

schools 

Full time Every 

Septem-

ber 

Technician 

HGT.07 

HGT.08 

Level 4 

 

Tourism in 

Rural Areas 

Technician 

Tourism PL 5 years Graduated 

from primary 

schools 

Full time Every 

Septem-

ber 

Technician  

HGT.09 

HGT.10 

Level 4 

 

Conducting 

tourist 

activities in 

rural areas 

Technician 

Tourism PL 1 or 2 years Graduated 

from any kind 

of schools, 

>18 years 

extramural / 

online 

Conti-

nuous 

recruit-

ment 

Professional 

Qualification 

Certificate 

(After 

passing the 

exam 

confirming 

their 

professional 

Level 4 
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qualifications

) 

TG.08 

Running an 

agritourism 

farm 

Technician 

Tourism PL 1 or 2 years Graduated 

from any kind 

of schools, 

>18 years 

extramural / 

online 

Conti-

nuous 

recruit-

ment 

Professional 

Qualification 

Certificate 

(After 

passing the 

exam 

confirming 

their 

professional 

qualifications

) 

TG.09 

Level 4 

Bachelor in 

Tourism and 

Recreation 

Tourism 

and 

Recreation 

PL 3 years Graduated 

from high 

schools 

Full time / 

extramural 

Every 

October 

Bachelor’s 

degree 

Level 6 

Bachelor in 

Geoturism 

Tourism PL 3 years Graduated 

from high 

schools 

Full time / 

extramural 

Every 

October 

Bachelor’s 

degree 

Level 6 
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Bachelor in 

Tourism 

Economy 

Tourism PL 3 years Graduated 

from high 

schools 

Full time / 

extramural 

Every 

October 

Bachelor’s 

degree 

Level 6 

Bachelor in 

Countryside 

and Cultural 

Tourism 

Tourism PL 3 years Graduated 

from high 

schools 

 

Full time 

Every 

October 

Bachelor’s 

degree 

Level 6 

Engineer in 

Gastronomy 

and 

Hospitality 

Human 

Nutrition 

PL 3,5 / 4 years Graduated 

from high 

schools 

Full time / 

extramural 

Every 

October 

Engineer Level 6 

Master Tourism BE 1 year Academic 

bachelor or 

after an 

extended 

program 

Full time & in 

presence 

From 

Septem-

ber 

Master of Art 7 

Professional 

bachelor 

Tourism 

and 

recreation 

BE 3 years Secondary 

education 

Full time & in 

presence or 

from home 

Starting 

from 

Septem-

ber / 

February 

can be 

Bachelor’s 

degree 

6 
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permitted 

too   

Shortened 

Bachelor 

Tourism 

and 

recreation 

BE 1,5 years Students with 

a previous 

bachelor’s 

degree 

Full time & in 

presence or 

from home   

Starting 

from 

Septem-

ber / 

February 

can be 

permitted 

too   

Bachelor’s 

degree 

6 

CVO (public) Tourism, 

guiding 

BE Depends on 

the institution   

Primary or 

secondary 

education 

Part-time From 

Septem-

ber 

Diploma 5 

CVA Tourism 

and 

recreation 

BE 3 – 6 months Primary 

education 

On average 3 

hours a week 

Any day diploma  

Syntra Travel 

Manager 

BE 2 years Secondary 

education 

6 hours/week From 

Septem-

ber 

diploma 5 

Se-n-SE 

(optional 7th 

year) 

Tourism 

and 

recreation 

BE 1 year Secondary 

education   

Full time From 

Septem-

ber 

diploma 4 
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Secondary 

education 

Tourism BE 4 years Graduated 

from the first 

cycle of 

secondary 

Full time & in 

presence 

From 

Septem-

ber 

Diploma 

secondary 

education 

4 
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4.4. Conclusions and results 
 

4.4.1. Qualifications 

 

In the research on curricula the same as in questionnaires we were looking primarily for 

the following skills and qualifications established jointly by the partnership, mainly in the 

area of entrepreneurship and marketing: 

• time management; 

• strategic thinking;  

• efficiency;  

• resilience skills;  

• communication skills;  

• networking; 

• finances;  

• sales;  

• analytical thinking;  

• creativity;  

• negotiation skills; 

• branding; 

• digital technology; 

• content strategy;  

• photo / video editing. 

 

In Germany it was found that in the tourism sector social skills are often more important 

than corresponding professional qualifications. According to literature research, the 

following skills have been identified as important for working in the tourism sector. Thickly 

marked in the following are the abilities that were also identified during the analysis. 

• high communication ability; 

• enjoy approaching other people; 

• ability to work together in a team; 

• ability to work independently; 
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• friendliness; 

• service-oriented approach; 

• knowledge of foreign languages; 

• Intercultural skills; 

• strong interest in lifestyle, health and sports; 

• solid knowledge of math; 

• interest in economic; 

• curiosity; 

• motivation; 

• a high willingness to learn; 

• determination; 

• and perseverance. 

In our analysis, customer loyalty, organisational talent and flexibility were additionally 

identified. 

 

In Polish secondary vocational schools (technical) each of the three proposed professional 

profiles covers a slightly different range of skills trained in relation to the mentioned at the 

beginning. 

The most basic of the available education profiles seems to be "hospitality technician". 

Digital skills are taught here only in the basic scope necessary for such activities as 

reception service (booking system, payments, additional services available at the facility). 

According to the analysed training program, entrepreneurship skills are also trained here, 

but also at a basic level. A graduate with the title of "hospitality technician" will rather 

become an employee of an accommodation facility than an independent entrepreneur. It 

looks completely different in the case of the 'Tourism Organization Technician' and 

'Tourism Technician in Rural Areas' profiles, where entrepreneurial and marketing skills 

are very important, and a lot of emphasis is placed on them. It is assumed that as 

graduates will run their own tourist business so all necessary knowledge about it is here. 

The use of marketing tools to sell tourist and agritourism products is relevant.  

Qualifying vocational courses provide theoretically similar opportunities as secondary 

vocational schools (on similar professional profiles). However, they have a completely 

different target group and hence their duration can be definitely more limited. Learning in 

this mode is intended especially for adults and, above all, for practitioners, i.e. people who 

already work in a given profession without prior theoretical preparation. 

Higher vocational education related to tourism and hospitality is conducted according to 

the curriculum established by the given HEI.  



 

 

   Page 111 

 

At universities with a humanistic profile we will find more classes shaping e.g. 

communication skills, less those focusing on digital solutions. Practical or technical HEI 

build their programs around the ability to use IT solutions and tools as well as practical 

knowledge. All universities shape students in the field of marketing or the basics of 

entrepreneurship. 

 

Almost 70% of Belgian / Flemish respondents indicate that the development of one’s own 

SME touristic business is included in the curricula. 

Among entrepreneurial skills which are included in curricula the most recurring skill is 

sales. On the second-place communication skills followed by finances, time management, 

strategic thinking, efficiency and resilience.  

Digital technology is seen as the most important marketing skill, followed by creativity, 

photo and video editing and branding. Destination marketing and product placing are 

additional marketing skills that are mentioned in ‘others’. The importance of online 

marketing is very noticeable from these results. 

 

In more than half of Italian VET providers establishment/development of a touristic 

business is included in their school curricula. Among those teachers, who answered the 

question about entrepreneurial skills indicated communication skills, relationship and 

networking, financial management and sales technique. Other given answers are time 

management, strategic thinking, efficiency and analytical thinking.  

Asked about the marketing skills they pointed most usual digital technologies, creativity 

and photo and video creation, branding and strategic content. 

 

When it comes to Greece based on the in-depth interview conducted with the 5 VET 

trainers it is shown that in the topics of “Tourism Business Employee”, “Executive of 

administration and economy in the field of tourism” and “Hotel Business” the establishment 

/ development of one’s own SME’s touristic business is included in the curriculum. Skills 

such as Communication skills, Finances, Sales and Marketing are part of the curriculum 

while trainers try to incorporate skills like time management, strategic thinking, analytical 

thinking and negotiation skills by incorporating additional case studies during the lessons. 

 

4.4.2. Authenticity 

 

In the analysed German VET providers, authentic tourism is only found in further training on 

health tourism. However, the promotion of authenticity in many providers is often undermined 

by the topic of marketing. During the intensive research of the VET providers on the topic of 

authentic tourism, it was found that there is an increased need for information. The 

R.I.S.To.VET project could therefore start here and provide more information on this topic. 
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At the level of secondary / technical education in Poland, students of 'Tourism Organization 

Technician' and Tourism Technician in Rural Areas' has a basic knowledge of authenticity and 

promotion of local identities, where in the education path the emphasis is on organizing tourist 

events and selling tourist products, which usually means positioning them in a given place, in 

specific natural or cultural conditions, i.e. in relation to local identities. Higher education, 

however, offers the most knowledge in this area. Analysing the curricula, it can be stated that 

many of them transfer knowledge in the field of landscape elements or available attractions. 

Gastronomy and Hospitality students learn, for example, Polish regional cuisines, Countryside 

and Cultural Tourism at the University of Lublin have a cultural and historical heritage program. 

 

Less than half of Italian VET teachers answered positively when asked whether there is 

information about local identities in curriculum they teach. They pointed several local identities 

vary from monuments to art and culinary, popular and religious traditions, from places of 

interest to weather, from history to fashion. 

Within the required skills to promote local identities answers include language, IT and 

management skills, creativity, emotional intelligence, mannerism and a cultural differences 

background. 

 

The promotion and use of Greek local identities like tradition in “Religious Tourism and 

Pilgrimage Tours”, tradition and music in “Guide to Museums and Archaeological-Cultural 

Places (people with vision or hearing problems)” and traditions, cuisine, music in “Tour Guide 

Schools” are one of the most essential parts of the curriculum. Of course, cuisine plays an 

essential role in the curricula of Baker, Chef and Pastry Chef. Openness, positive energy, 

good communication skills and foreign languages are mandatory for the trainees to be able to 

promote local identities. 

 

The Belgian / Flemish questionnaire results revealed that destination becomes interesting for 

tourists when there is a strong local identity. The full spectrum is taken into account when one 

thinks of the local identity of a destination such as its nature and surroundings, local products, 

gastronomy, cultural and historical heritage, art, local communities, public transport and so 

on. 82% of our respondents said that the curriculum currently includes the promotion and use 

of local identities.  

Authenticity is a very strong asset to a destination. An authentic destination, in general, is 

perceived as unique and full of potential tourism experiences. Gastronomy and local products, 

local events, local art and culture, historical and cultural heritage, the language, nature and 

the vision of the local government have been mentioned by our respondents as elements that 

constitute the local identity.  

Image and branding of the destination or marketing is seen as another strong element that 

helps to create the local identity. How is the destination branded? What is the general image 
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of the destination? What kind of publicity can be found on the destination? Therefore, different 

aspects of marketing are included in the curriculum such as digital technologies (27.50%), 

creativity (22.50%) and video and photo editing (12.50%). Our respondents have mentioned 

that digital skills, marketing, analysing, creativity and communication skills are all required 

skills for promoting the local identity. 

 

4.4.3. Digitalisation 

 

Asked about importance of digital skills Italian VET teachers are consistent that digital skills 

are extremely important. When they had to rate their digital skills most of them answered as 

"they are very high". Asked to rate their students’ skills half of those who answered pointed 

them as in the middle of the scale and half as high. Also, half of them declared their schools 

teach digital skills and half answered their schools don’t. If they teach website building and 

use and management of social media are the answers. 

All who answered for question "How could you improve your digital skills?" pointed training 

courses as the method to improve. 

 

In Belgium / Flanders 80% of our respondents find it very useful to gain the right digital skills 

in running a tourism business. Overall, all respondents agree that having the right digital skills, 

in order to work in tourism, is important. The teachers find the level of digital skills of their 

students higher than their own digital skills, even though 60% of the respondents said that the 

curriculum includes the use of digital technologies. We suppose that these 60% derives from 

respondents teaching in higher education. They mention usage of social media, existing 

touristic platforms and managing customers’ data and customers’ contact as the main type of 

technologies and tools. 

 

All the respondents mentioned that extra internal or external training on digitalization in tourism 

could close the gap they currently experience with their students. The respondents would like 

to enhance their digital knowledge by taking an extra course so they can enhance their overall 

digital skills. This makes it clear to conclude that training on digitalization and technology is 

requested by the respondents. 

 

For some of the German VET providers analysed, digitisation aspects play a major role, 

especially when it comes to the use of IT and in particular booking systems. Again, the focus 

should be placed more on digitisation. So, R.I.S.To.VET project is definitely important to 

convey such content. 

 

Students of tourism at technical schools in Poland learn about the tools used on the daily 

basis, such as booking and payment systems. Some of the HE VET course, e.g. Geoturism, 
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offer more specialized knowledge, such as creating websites. Curriculum of Tourism Economy 

provide computer information systems used in tourism and Countryside and Cultural Tourism 

at the Catholic University in Lublin provides basic knowledge of specialized computer 

programs: tourist booking systems and GIS software. 

 

In Greece additional seminars (mostly in IIEKs) are an attempt to made in order trainees to 

obtain digital technology skills and content strategy skills while photo/video editing and 

creativity skills are a bit more difficult to be implemented.  

The importance of digital skills in running a tourism business is ranged as a top and one of 

the most useful skills to have and this is why many VET providers have additional courses in 

the form of seminars in order their trainees to be up to date with the technological trends. What 

concerns the VET trainers that were interviews is the level of digital skills of some trainers and 

some of the trainees that face some difficulties with ICT.  

Skills in digital technologies that necessary for running one’s own SME’s touristic business-

like tools to manage customers’ data and customers’ contact are part of the curriculum and 

usage of existing touristic platform are somewhat also included. Constructing one’s own 

webpage, establishing and using one’s social media channel are taught in the form of 

additional seminars if there is need and willingness from the trainees’ side to participate. 

 

4.4.4. Sustainability 

 

All of Belgian / Flemish respondents are determined that sustainability should be part of 

modern tourism and thus, be part of the curriculum. 70% of the respondents think it is very 

important to teach about this matter, where 30% thinks it is rather important. All respondents 

claim that the current curriculum already contains elements of sustainable tourism.  

Since sustainability in tourism can be included on every level and every segment within the 

industry, it is interesting to know what skills are required for students and teachers in order to 

learn and teach about this subject. For both parties a certain mindset is required: being aware 

about the importance of sustainability, having a critical and ecological mindset, being open-

minded and creative and innovative are seen as key skills. Besides these personal skills, some 

theoretical and taught skills are required as well. It is important to have a good knowledge of 

and insight in the SDGs (the UN’s Agenda 2030 Framework) and to have an extensive 

knowledge on the specific tourism destination: what is the current impact of (tourism) 

activities? How is waste management organized? How is water consumption and purification 

on the destination managed? How is public transport and traffic in general organized? What 

are the accommodation possibilities and formulas? Have there been any measures taken by 

tour operators and airline carries on the destination in the past?  

Focusing on a sustainable and ecological infrastructure on the destination is just one segment 

of creating a sustainable destination. Sustainability in tourism is interpersonal as well. The 

respondents highlighted the importance of interpersonal skills such as ‘global citizenship’ by 
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being aware of all kinds of different cultures, different ideas and different visions. Creating and 

stimulating long-lasting and sustainable partnerships and encouraging participation 

techniques: how to involve the local communities in tourism organization and in the decision-

making process? 

 

The degree course in sustainable tourism is represented in five universities throughout 

Germany. Students should learn how to design travel and leisure activities as tourism 

managers and how to reconcile ecological, social and economic aspects. Currently, the range 

of courses on offer in the field of sustainability in tourism is still quite small and comprises 

more master’s than bachelor’s programmes. The lack of bachelor's degree programmes is 

due to the fact that a bachelor's degree usually lays the foundations of general tourism 

management and a subsequent master's degree is perfectly suited to specialise in a particular 

aspect of tourism management - such as sustainability. R.I.S.To.VET project offers the 

possibility to provide the information to people who do not have the possibility to do a master’s 

degree. 

 

In Poland knowledge in the field of sustainability is passed on at the level of some HE studies. 

And so, at the University of Lodz we find 'mutual relations between the natural and 

anthropogenic environment and human economic activity', Academy of Mining and Metallurgy 

in Cracow course of Geo-tourism offers 'environment protection' in its curriculum. 

 

Every Italian VET teacher who answered the questions "Do you think that modern tourism 

should be sustainable?" and "How important do you think is teaching sustainable tourism?" 

thinks that modern tourism should be sustainable, and that sustainability is a very important 

value. 

Asked if the users have knowledge in the field of sustainable tourism and if their schools 

include elements related to sustainable tourism more than 70% responded they don’t have 

legal knowledge and half of schools include elements related to sustainable tourism in 

curriculum. 

What skills are required from the teacher to be able to teach about sustainable tourism they 

pointed knowledge from law to biology, from geography to art history, from tourism to 

sustainability. 

"What skills in sustainable tourism are required from the student / are taught in the education 

process?" were obtained only two answers:  

- awareness of waste recycling etc., natural sciences and study of the territory, both from an 

artistic and natural point of view, sustainable road network 

- agenda 2030, focus on sustainable development in the tourist economy. 
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Greek VET trainers believe in the importance of sustainable tourism and this is also 

incorporated in the curricula but the extend of this topic always has to do with the trainer and 

how important they think it is and to what extend they want to refer to the topic. The VET 

trainers questioned agree that sustainable tourism should be taught in a greater extend. 

 

4.4.5. Recommendations for action 

 

Overall, the focus of the offerings in Germany and Poland is strongly oriented towards 

management topics. Some content about authenticity, sustainability and digitisation is offered 

but not to the extent that it would have been necessary. 

The topics of sustainability, authenticity and digitisation should be equally integrated into the 

online learning platform of the R.I.S.To.VET project in order to support people who have not 

had the opportunity to follow certain educational paths or for people who have been working 

in the business field for a long time and do not have the time to attend special courses. 

Regarding Italy the international tourism market is radically changing under the pressure of 

many factors, including the technological one, and the participation of new countries and 

destinations in the market. Opportunities increase as well as competition. In this context, Italy 

remains a destination of excellence, but with a pool of opportunities not fully exploited. Serious 

delays still persist with respect to historically competing European realities with consequent 

losses of market shares and competitiveness. 

Italy should engage in more comprehensive and proactive action in the area of training, 

bringing the regions and the industry together in order to define a common and integrated 

strategy. Partnerships between the private and the education sector should be encouraged, 

with particular regard to the creation of internships and training periods aimed at work 

placement. 

The Italian ministry of tourism should improve the participation of private actors in the 

development of education and training activities and enhance the transfer of knowledge from 

the schools to the sector via, for example, the creation of a tourism online platform in 

collaboration between students, teachers and industry federations which is exactly what 

R.I.S.To.VET project is going to do.  

In choosing the training path, it must be taken into account that among the most sought-after 

skills, the knowledge of foreign languages and skills related to the web and digital stand out 

today. Among the graduates there are figures with a multidisciplinary preparation (economic, 

urban planning, humanities and sociology) capable of carrying out an analysis of the territories 

for the construction of an accurate tourist offer, respectful of the environment and closely 

linked to the context. 

There is a lack in new skills required for new tourism forms, like digital skills and the courses 

are not updated to meet the needs of the new industry 4.0. 
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The positive results in terms of sustainability and authenticity are largely due to good mutual 

cooperation between education and the professional field in Flanders (Belgium), with a focus 

on sustainable innovation. It demonstrates the importance and positive impacts of an 

Education Network as a good practice for establishing a system for synergy and exchange 

between the educational and professional field. However, Belgian partner believes, based on 

the survey data, that there is a need for training on digitalization and technology to close the 

gap teachers and lecturers experience with their students. 

 

Based on the research conducted and the results it is obvious that digital, sustainable, and 

authentic tourism are particularly important to the Greek VET trainers. The curricula involve 

those topics to an extent, still a limited one and especially in VET, therefore seminars that 

refer to digital aspects are implemented. It is considered a strength that the curricula already 

have these aspects and the training programs are oriented to the practical aspect and not only 

to the theoretical one which promotes the competitiveness of today’s trainees and future 

professional.  

The improvement of skills in digital, sustainable, and authentic tourism are of fundamental 

importance for the employees, as they will have the opportunity to be updated and harmonized 

with the current trends and needs.  

New trends and challenges should be faces in the curricula in the everchanging tourism 

industry. A change in the structure of VET curricula is needed with a holistic approach and the 

innovative curriculum that R.I.S.To.VET strives to achieve is the first step. 

 

 

4.5. Touristic VET national reports 
 

IT: https://drive.google.com/file/d/1sXLoNIINF3UWEhOukqvE-fQ5pXv72khF/view?usp=sharing    

PL: https://drive.google.com/file/d/1Z48-7O0otAgPPhHPLPYL4rC4cECn8O9h/view?usp=sharing  

GR: 
https://drive.google.com/file/d/1yvSTQO6ZhiNgpsGzh74x1bU44NZVhHKx/view?usp=sharing  

BE: https://drive.google.com/file/d/1jNQYZGfyxOZjfMD8braXUiu3TtZh2OjI/view?usp=sharing 

DE: 
https://drive.google.com/file/d/18eZRkyYUPIGf9z9o0oQekWTVUc5O_nGg/view?usp=sharing  

 

 

  

https://drive.google.com/file/d/1sXLoNIINF3UWEhOukqvE-fQ5pXv72khF/view?usp=sharing
https://drive.google.com/file/d/1Z48-7O0otAgPPhHPLPYL4rC4cECn8O9h/view?usp=sharing
https://drive.google.com/file/d/1yvSTQO6ZhiNgpsGzh74x1bU44NZVhHKx/view?usp=sharing
https://drive.google.com/file/d/1jNQYZGfyxOZjfMD8braXUiu3TtZh2OjI/view?usp=sharing
https://drive.google.com/file/d/18eZRkyYUPIGf9z9o0oQekWTVUc5O_nGg/view?usp=sharing
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