


Module 1- Know your territory and 
identify tourism stakeholders

Unit 1- Identifying stakeholders and 
important information



TOPICS of our module
• Basics and essential of Stakeholders Theory and Tourism 

Management.
• Needs and assessments for tourism-related profession.
• Sources and filters to gauge relevant information with immediate 

returns.
• Snapshot on hints and best-practices.
• Recommendations and takeaways.
• Further guides and references.



Key concepts 
Definitions 

and 
explanations

Examples Questions & 
Conclusion

OUR LESSON OUTLINE



Key 
Concepts



KEY CONCEPTS

In the following slides you will be able to answer to the following
questions:

• What is a stakeholder?
• What are the relevant information for tourism-related professions?
Basics of territorial marketing

• How and where to gather these information?

These notes represent the core of the unit and will guide you
throughout your learning experience.



Definitions 
& explanations



DEFINITION & EXPLANATIONS (1)

• What is a stakeholders:
Academics and practitioners in the field of Management define the
stakeholder as any physical and/or institutional entity that is
somehow/someway interested (or involved) in a specific domain.



DEFINITION & EXPLANATIONS (2)
Stakeholders fall into several categories: the taxonomy is extremely
wide, both in literature and practice.

More in general, stakeholders are commonly identified in:
• Customers
• Employees
• Suppliers/Distributors
• Investors (i.e. banks)
• Local and national authorities
• Civil society (urban communities, opinion groups, trade unions, etc.)



DEFINITION & EXPLANATIONS (3)
For Tourism-related businesses, the most relevant stakeholders are
represented by few very strategic socio-economic actors:
• Local public authorities for tourism and territorial development
• Local non-public authorities for tourism and territorial development

(i.e. NGOs and Third Sector)
• The overall network of transports and infrastructures
• Other local businesses exploiting the tourism industry (i.e.

restaurants)
• Social Media Influencers
• Services and “hot-spots” for tourists’ interest (museum, theatres,

etc.)



DEFINITION & EXPLANATIONS (4)
• What are the relevant information for tourism-related professions:
1. Lear the stories and traditions of your territory
2. Get confident with basic tourism marketing knowledge
3. Master the basics of online marketing tools
4. Empower your communication skills
5. Get in touch with relevant local tourism-related stakeholders
6. Know your audience and prepare to diversify your offer
7. Get creative



DEFINITION & EXPLANATIONS (5)
• How and where to gather these information:
The Internet is a never ending source of inspiration freely available, try
to mark your research highlighting essential keyworks such as:
- “Tourism related stakeholders”
- “What is tourism marketing?”
- “Basics of Social Media Marketing”
- “Public offices for tourism in [your city]”
- “Tourists spots in [your city]”
- “What is there to see in [your city]?”
- “Typical cultural tradition in [your city]”



Examples



EXAMPLES (1)
In the following slides we provide few examples on how it is easy to
exploit the resources of Web to gather all the information that some
might need.

Others’ experiences, reviews, known working methods, etc., represent
all a very precious source of knowledge and know-hows.



EXAMPLES
For instance, here is what happens when we look
for appealing entertainment solution in a specific
geographic location (in this case, Pescara – IT).

The Web knows more than we do – let’s try to
filter this great amount of information focusing
the research on the specific kind of attraction we
are interested into (cultural, religious, culinary,
etc.)



EXAMPLES
In this other hypothesis we want to look for
quick hints on Social Media Management (SMM)
to boost the online presence of our initiative.

The vast majority of this resources are
completely for free and shared by highly reliable
sources/profiles.



EXAMPLES
The potential appeal of your idea depends on two
main factors:

1. The value of the idea itself

2. How you communicate it

The second one gains great meaning especially when
confronting potential investors or other highly
strategic stakeholders (i.e. public authorities).

You might come up with a great initiative, but that
means nothing if you are not able to valorise it with
energy and enthusiasm.



EXAMPLES
Taking inspiration from other sources is one of the
never out-of-date “old school” tricks in Business
and Management.

Make sure to make the most of every resource you
might encounter, analyse, take note and arrange
your observations very carefully.

Feel free to let yourself be influenced by what
catches your attention the most and proceed to
adapt it to your specific context.



EXAMPLES - STAKEHOLDERS
• Tourism Information Center – Pescara
(https://www.abruzzoturismo.it/en)

The official regional portal for tourism
and territorial development.

• Territorial development association
(https://www.itacasviluppo.it/)
Just an example of the numerous
entrepreneurial initiative operating in
the valorisation of rural and territorial
resources.



EXAMPLES
Keep in mind that YouTube is an extraordinary source of experience-based success story that you can consult 
any time at 0 costs: 



Questions & 
conclusion



WHAT YOU NEED TO KEEP IN MIND…
• The world around is full of resources: use your creative thinking an

filter them with critical criteria.
• It might seems difficult, but it is not impossible.
• At first, you do not really need huge amounts of capitals – sometimes,

the difference is made is only made by a wi-fi connection.
• Get curious and learn form the others.
• Study your environment and make sure to plan your actions.
• Do not be afraid to ask for help.
• Be meticulous and find your way.



TO DEEPEN THE TOPIC

• Links, resources, bibliography, references etc.
Beginners Guide to Starting a Tourism Business
Stakeholders in tourism development - How And What
Local stakeholders, role and tourism development
What is hospitality and tourism marketing?
What is Tourism Marketing? - Concept Of Tourism Marketing
Strategic Communication in Tourism
Modern Marketing Communication in Tourism
What is Tourism Communication



https://citiesbyheart.aeva.eu/

This project has been funded with support from the European Commission. This publication reflects the views only of
the authors, and the Commission cannot be held responsible for any use which may be made of the information
contained therein.





Module 1- Know your territory 
and identify tourism stakeholders

Unit 2- Make an appointment 
with key people



TOPICS of our module

•Exploring multi cultural areas and events of your 
city

•Getting in contact with possible key persons

•Sharing the idea of your project with them



Unit Objectives
• Finding ways of getting in touch with key people of urban 

communities, possibly having a familiar or individual migration path;
• Establishing a good connection and communication with them;
• Introduce your project to them as potential peers for future

intercultural guides.

https://www.bing.com/images/blob?bcid=RLY5SW27CVoBCQ
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Key 
Concepts



KEY CONCEPT 1 KEY CONCEPT 2
• Creating links to inhabitants of 

multicultural urban neighborhoods
• Prospecting and mobilizing peers 

for future “culture guides”

https://cdn.pixabay.com/photo/2018/05/02/18/34/integration-3369323__340.png



Key Skills & Competences:

• Communication
• Collaboration
• Initiative (taking)
• Social skills

According to OECDs 21st Century Skills 
Framework

• Coordinating with others
• Social and civic competencies
• cultural awareness and 

expression

According to the World Economic Forum 
and European Key competencies for 
Lifelong Learning

https://cdn.pixabay.com/photo/2013/10/24/16/40/social-200289__340.jpg



Definitions
& explanations



DEFINITION & EXPLANATIONS: Key person

What do we understand by a “key person”?

People involved and engaged in crossing cultures activities or 
working environments like in local gastronomy, shops, cultural 
festivals, street parties, private or public multicultural associations 
and organizations. They are in this sense stakeholders in this project. 

https://cdn.pixabay.com/photo/2
015/11/03/09/09/key-
1020134_960_720.jpg



DEFINITION & EXPLANATIONS: Getting in 
contact with key persons
Planning and setting up of contacts with stakeholders are important 
steps for getting in contact with key persons. 
It is essential to plan ahead as well as  to consider an on-going 
relationship management with them throughout your project´s  
lifetime.
Before you start, take into consideration:  
• What do you want to achieve? 

• How are you going to engage with them?

• Why do you want to contact this/ these particular person/s? 

• What are you going to communicate and how does it relate to them?

• How do you want to work with them?

• How can you motivate them to help/ support you?

https://cdn.pixabay.com/photo/2015/11/03/09/29/pu
zzle-1020426__340.jpg



DEFINITION & EXPLANATIONS: Staying in 
contact with key persons
• When stakeholders have been involved in the project, 

relationships with them have to be maintained. It is important to
keep their interest and attention up.

• Some stakeholders will probably need to be more actively 
involved than others. Set up a plan how you can manage 
respective relationships. This should be individual to the person
you want to address – and also fit you and your project.

• Focus on a regular exchange, e.g. by establishing
focus groups, follow-up meetings, visits to key
people, sending newsletters or sharing your project updates by
email or social media channels. 

• The aim is to keep them informed on the current situation, 
activities and progresses achieved, as well as
to highlight their expertise and contribution and give
and receive feedback. https://cdn.pixabay.com/photo/2016/1

0/08/00/33/network-
1722861__340.jpg



Examples



KEY PEOPLE OF INSTITUTIONS OR ASSOCIATIONS 
FOR INTEGRATION AND YOUTH CENTERS (1)
• Many cities and municipalities are facing challenges with the 

commitment to immigrants’ integration. Public and private, resp. 
NGO-institutions and associations involved, play an important role 
in this field. 

• You can find out about these institutions and, if possible, people in 
charge in your city by research on the internet, social media or in 
your social networks.

• Consider, a first contact should be to introduce yourself and the 
idea of your project and its objectives, to catch the interest of the 
key person.

• Explain the project´s benefit(s) for the community mentored by 
him/her in terms of chances for disadvantaged neighborhoods and
young people living in it, chances for the tourism, as well as any
positive impact on his/her assignment(s).

Public

Private

NGOs

Associations

…



KEY PEOPLE OF INSTITUTIONS OR ASSOCIATIONS 
FOR INTEGRATION AND YOUTH CENTERS (2)
• Ask for an appointment to deepen the topic and exchange ideas. 
• Prior to the meeting, be sure to provide further information about the 

project (e.g. on your organisation’s homepage, on the Cities by Heart 
project website, by sending an introductory proposal, a folder, or 
similar).

• In the meeting, highlight your interest in the expertise of the key 
person you are talking to and how s/he could contribute to the 
project´s benefit for the communities s/he is working in. 

• Ask for his/her input and ideas, related to experiences with the very
same target group s/he is working with and feedback on the 
suggestions. 

• Explain which role s/he could play to foster the project´s
implementation in the area of the city/ to benefit from it and find
synergies.

https://pixabay.com/de/illustrations/besprechung-
meeting-gespräch-1019995/



KEY PEOPLE WITH MULTICULTURAL BACKGROUND 
AND/OR NETWORKS (1) 
• Many people living and working in disadvantaged areas have an 

immigration background themselves. They know the problems of 
residents in their neighborhood and are – based on their background - be 
engaged in intercultural exchange. 

• As key persons in the neighborhood they can open doors and give 
valuable support for your project through their networks and personal 
engagement in the community.

• There are different ways to get in contact with them, but in many cases 
the best way will be a personal approach. The following slides will give 
you some tips and ideas on how this could look like.

https://pixabay.com/de/vectors/skeleton-key-sperre-
schlüssel-29390//



KEY PEOPLE WITH MULTICULTURAL BACKGROUND 
AND/OR NETWORKS (2) 
• Explore the districts of your city which are known to be disadvantaged ones and 

find out about local shops and gastronomy as well as mutlicultural activities.

• Find out about community events and, if possible, people who organize them by 
internet research, social media, your social networks, flyer or poster in the 
neighborhood.

• Attend multicultural street parties, local cultural festivals or similar activities.

• Go shopping in small local stores or market places in multi-cultural 
neighbourhoods.

• Visit local restaurants, coffee shops etc. run by people with immigration 
background. 

Taking part in activities and using local shopping and gastronomy facilities among
residents, you will probably get in contact with people easily. This might be helpful to 
meet key persons who have influence and good networks in the community.

https://pixabay.com/de/photos/bar-
leben-in-der-stadt-kellner-1846137/



KEY PEOPLE WITH MULTICULTURAL BACKGROUND 
AND/OR NETWORKS (3) 
• Take the opportunity to get into contact with residents and learn

about particular problems and resources of the potential 
stakeholder´s neighborhood. 

• People who engage themselves in social and multicultural
encounters are usually well known among residents of the
neighborhood.

• Ask for recommandation where and how you could meet a person
like this – is s/he involved in local private initiatives, does s/he host 
a local event, run a shop or a gastronomic facility?

• When you have identified a possible key person, contact him/her in 
a way that seems suitable (e.g. through to starting a personal 
conversation in their own environment or, if that is not possible, by
telephone or e-mail). 

Where to
meet?

Would you
like to

meet in 
your shop?

May we
talk on the

phone?

Are you on 
LinkedIn to

contact
you?



KEY PEOPLE WITH MULTICULTURAL BACKGROUND 
AND/OR NETWORKS (4) 
• Give a short introduction of yourself and „Cities by Heart“, explain the 

project´s objective and the benefits it could bring to the key person´s 
community in terms of chances for disadvantaged neighborhoods and 
young people living in it, tourism.

• Ask for an separate appointment to deepen the topic and exchange 
ideas. 

• Provide further information about the project (e.g. hand out an 
introductory proposal, a folder or ask if you may send it by e-mail, point 
out your organisation´s and project website). 

• In the meeting, highlight your interest in the expertise of the key person 
you are talking to and how s/he could contribute to the project´s benefit 
in their communities. 

About you and
Cities by Heart

The 
objectives

Possible
benefits

More about
the activity

Our win-win
situation

…



KEY PEOPLE WITH MULTICULTURAL BACKGROUND 
AND/OR NETWORKS - EXAMPLE 

Example for a private initiative in Vienna:
Kidspower (BSKI) Verein, an association for integration, social and cultural 
affairs and education home in Vienna was initiated by a Turkish lady who 
runs ice cream parlors. 
These shops are in different districts of Vienna with a high proportion of 
immigrants. She has build up a large network to other multicultural 
communities and associations in different urban areas of the city and 
organises street parties and kids‘ festivals to foster and support 
intercultural encounters.



Conclusion



WHAT YOU NEED TO KEEP IN MIND…
• To get your project into life you need good knowledge of your 

city, its disadvantaged areas and the people living in them. 
• Cooperation with stakeholders may help open doors and help to 

involve the project´s target groups in terms of prospecting and mobilising future 
peers and intercultural guides.

• To identify and involve key people into the project, you need profound preparation 
as what you want to achieve, what and how to communicate to them. 

• Stakeholders will be more probably interested in contributing to a project if it´s 
goals, their own potential role and benefits for their communities are clear to them.

• As soon as key people have been involved into the project, you should establish and 
maintain an on-going relationship management in order to keep up their interest and 
contribution. 

https://cdn.pixabay.com/photo/2012/04/14/17
/22/note-34670__340.png



What do you need to establish a connection with key people in these areas?
• Knowledge of the neighborhood realities in your city, of the institutional landscapes

involved (organisations for integration and inclusion, youth centers, …);
• Knowledge of our project, how it can benefit multicultural communities of

disadvantaged areas of a city and what a key person working with these
communities can contribute to;

• Awareness of and skills related to communication and collaboration on a formal 
level, 

• Social and civic competences, competences in coordinating your initiative/ project 
with others;

WHAT YOU NEED TO KEEP IN MIND…



TO DEEPEN THE TOPIC

Links, resources, bibliography, references etc.
• https://www.weforum.org/agenda/2016/01/the-10-skills-you-need-to-thrive-in-the-

fourth-industrial-revolution/
• https://www.oecd.org/site/educeri21st/40756908.pdf
• https://pixabay.com/
• https://www.staedtebund.gv.at/themen/integration-und-migration/
• https://www.mk-n.org/home.html
• http://bskiverein.at/
• https://3x7ip91ron4ju9ehf2unqrm1-wpengine.netdna-ssl.com/wp-

content/uploads/2017/03/Stakeholder-Toolkit-210316.pdf



https://citiesbyheart.aeva.eu/

This project has been funded with support from the European Commission. This publication reflects the views only of
the authors, and the Commission cannot be held responsible for any use which may be made of the information
contained therein.





Module 1- Know your territory and 
identify tourism stakeholders

Unit 3- Knowing a territory: cultural 
policies, tourism, heritage conservation



TOPICS

• History of a city/region in a certain period
• Old and new: the past versus present day
• Becoming an intercultural guide through history



Key concepts 
Definitions

and 
explanations

Examples Questions & 
Conclusion

LESSON OUTLINE



Key 
Concepts



KEY CONCEPTS

• What are the most important moments in the history of the 
chosen city/region?

• How can the history of the chosen city/region be explained 
in an engaging way?

• How does the chosen period differ from the present day?
• What are the basic skills of an intercultural guide?



Definitions
& explanations



DEFINITION & EXPLANATIONS

Methods and resources that help with finding historical information:
• Local library records – most local libraries have local history collections of records and manuscripts that are

available for public use and consultation. Sometimes these records are not available in digital format, but
only on paper (so they cannot be found on the internet). If certain documents are not available in the local
library, it is advisable to consult also University libraries, if available.

• Internet – This is the most convenient form or research, as it can be done from any location, at any time.
Countless libraries and historical associations make their collections available online. A simple search on the
topic of interest (i.e. chosen city) together with certain key words will provide a large amount of information.
Note: Searching for pictures can also prove valuable.

• Face-to-face discussions – locals can provide interesting stories, legends and pieces of historical information
that have been carried through time by word-to-mouth, without any written records.



DEFINITION & EXPLANATIONS

Ways of making an explanation engaging:
• EduLARP – Education Programme Live Action Role Playing is used to transmit pre-determined pedagogical or

didactic content. It is an action-oriented teaching and learning method in that the participants use all their
senses and storytelling to learn. Furthermore, it can be successfully applied with target groups that are in
disadvantaged condition from the social point of view (e.g. unemployed people, people with migrant
background, people with low social background), as the role play can help a person understand what he/she
really wants and find the motivation and the strategy to find the own way in life and society.

• Educational and serious games – An educational game is always fun and motivating for learners. This is an
emerging paradigm in Technology Enhanced Learning which is highly beneficial and effective for
understanding and retaining information. Players often forget that they are actually involved in an
educational activity, as they investigate a mystery in that they use their own knowledge and learn a lot
through play. Some specific elements of educational and serious games are challenges, competition,
cooperation, coping with uncertainty and rewards.

• Simulations – This type of method has a significant effect on the explanation process as it provides audio-
visual aids that increase the participants’ motivation and enable them to embark and engage in challenging
tourist activities. Furthermore, this enable the use of 21st century devices (e.g. smartphones, tablets) and
tools (e.g. apps, animations).



DEFINITION & EXPLANATIONS

Strategies for comparing the past and the present:
• Asking essential questions – Essential questions have as goal to stimulate the thought and spark even more

questions in order to help the participant understand a topic (e.g. touristic place, cultural policy). The main
principles governing essential questions focus on making investigations, stimulating the willingness to learn
and being involved in the process of discovering the answer.

• Finding common themes – This strategy encourages the people involved to make connections across time
periods and places. Similarly to the essential questions, this strategy revolves around making investigations
and discover ways in which various themes are interconnected.

• Study how places have changed through time – The exploration of historical places makes the experience
relevant to the people involved, through the analysis of images and historical artefacts. This focuses on how
do places look like today in comparison with the past, why have certain changes been made, how has life
changed or why hasn’t life changed in time, and, naturally, what has remained constant through time.



DEFINITION & EXPLANATIONS

Must-haves for an intercultural guide:
• General knowledge about the local history and geography of the area where the activity is organised;

• Basic knowledge about art and culture and ability to tell stories in a creative way by using relevant examples 
from the own background;

• Be able to connect the local history with facts and examples from different European countries (this
because, usually, the tourists come from all over Europe, therefore the intercultural guide must be able to
relate to the tourists questions);

• Be aware about the tourist agencies in the area and of their timetable for tours (for this, he/she is in
permanent contact with a guide from the regional museum);

The intercultural guide does not only learn about the topics listed in a Power Point Presentation, but also how
to organise a guided tour, how to create the best route for presenting his story in his/her own way, based on
the real historical facts. The intercultural guide organises ice breaking activities in that he/she invites the
tourists to follow a certain route, in a certain amount of time, as well as to pay attention to certain important
objects or buildings.



Examples



EXAMPLES
Organising an EduLARP activity

The EduLARP activity “The biggest dollhouse in the Netherlands” has as the start point the habit of the 18th

century aristocracy to build detailed miniature homes.

The first dollhouses were created in northern Europe, Germany , The Netherlands and England in the 17th
century and served as social class and status indicators. In the Netherlands the dollhouses were called "cabinet
houses" and were the exact copies of the real houses.



EXAMPLES
Comparing the past and the present through common themes

Subjects such as folk culture, heritage preservation, 18th century manners, history,
politics, children's entertainment and delicious cuisine are brought to the fore in a
specific way.
There is something to do in all areas and there are many built hands-on activities that
require the use and gaining of knowledge from different school subjects such as:
history (e.g. The Netherlands during the reign of Lodewijk Napoleon, its first king from
1806 and 1810), biology (e.g. study of reptiles starting from the book “Old and rare -
Treatise on the snakes and vipers found in the landscape of Drenthe” written by
Johannes van Lier in 1781); physics (e.g. electricity); environment (e.g. air pollution);
home economics (e.g. dinner etiquette and cooking habits, starting from a visit of the
royals in Mr. van Lier’s house); geography and geology (e.g. ores and minerals, starting
from the collection of Johannes van Lier); art and music (e.g. learning about old
musical instruments and classical music in the music room) etc.
The experience is multisensory, as the participants can hear the gossip in the maids'
room, smell the freshly baked bread in the kitchen, the rose perfume in the ladies’
room etc. and imagine themselves as inhabitants of a wealthy house in the 18th
century.



Questions & 
conclusion



WHAT YOU NEED TO KEEP IN MIND…

• Learning can be fun
• Engaging explanations:

• provide added value in the education process;
• allow participants to have a fun and engaging exeprience and provides an excellent

support mechanism for learning about history, culture, heritage, customs;
• place the participants in interactive virtual environments that can be immersive; the

consequential serious play that follows allows people to test out decisions in a safe
and risk-free environment;

• have strong problem-solving aspects and encourage forms of reflective learning;
• engage participants in narratives providing insights into specified contexts and allow

them to navigate through virtual situations, decisions and choices.



TO DEEPEN THE TOPIC
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