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Unit of competence – Block 1:

General Concepts in Social Tourism
Module 1: Contextualization of Social Tourism
A. History, concepts and definitions of Social Tourism
1.
2.
3.
4.
5.
6.
7.

Origins of social tourism.
Recognition and development.
Definitions and principles.
Key development of social tourism in the world.
Main stakeholders in social tourism : public authorities, operators, social bodies.
Role of international organisations : UNWTO, EU, ISTO.
Research in Social Tourism: an Overview.

B. Evolution and challenges of Social Tourism
1.
2.
3.
4.
5.
6.

Annual Paid holidays : evolution of the legal framework.
Social Policies in Tourism and Schemes : examples from different countries.
Issues linked to Holiday Departures.
Social Tourism and Sustainable Development Goals (SDGs).
New connection with fair and responsible tourism.
Trends and Challenges of Social Tourism for the future.

Module 2: Demand and Supply in Social Tourism
A. Characteristics of the Demand in Social Tourism
1.
2.
3.
4.
5.
6.

Definition, factors and characteristics of tourist demand.
Motivations and categories of tourist demand.
Demand in Social Tourism : the main target groups.
Social Tourism, Domestic Tourism and Seasonality.
Holiday departure rates in the European Union.
Current trends in tourist demand.

B. Characteristics of the Supply in Social Tourism
1.
2.
3.
4.
5.

Definition and factors of tourism supply.
Accommodation in social tourism.
Specialized services in social tourism.
Quality, labels, standards of the supply – Examples of good practices.
Current trends in social tourism supply.
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Module 3: Communication and Marketing in Social Tourism
A. Communication
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

Customer Service in Tourism: hospitality.
Consumer behavior in tourism.
New customer influences and expectations: adapt or stay behind.
Who are the customers? Different target groups and different needs 30.
Visitor interactions with employees: importance of hospitality.
Corporate Social Responsibility.
Customer engagement - building and maintaining customer relationships: toolkit.
Importance of storytelling to involve people.
Social media in tourism.
Tourist information centres.
Communication and dissemination of tourism information, tourism products and services.

B. Marketing
1.
2.
3.
4.
5.

Marketing: concepts and terminology.
The importance of market research and marketing plan/strategy.
Evolution of the marketing function: target marketing.
Sustainability and marketing in tourism.
Practical guide in marketing for social tourism stakeholders.
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Unit of competence – Block 2:

TERRITORY – HERITAGE –SOCIAL TOURISM

Módulo 4: Social Tourism product design
1.
2.
3.
4.
5.
6.

Identification of territorial resources.
Analysis of the tourist potential of an area.
Creation of tourism products / services / destinations.
Implementation of tourism products / services / destinations.
Territorial communication and promotion.
Visitor centres and interpretation centres.

Module 5: Basic concepts of destinations
A. CONCEPTS AND TYPOLOGY OF PATRIMONIAL GROUPS

1. Historical heritage – Cultural heritage.
2. Legal structure of the immovable heritage.
3. The built Heritage and the heritage spaces.
4. Extending the scale: The cultural landscape / Patrimonial zone category.
5. Archaeological heritage.
6. Ethnological heritage.
7. Industrial heritage.
8. Documentary and bibliographical heritage.
9. About museums and property heritage
10. Natural Heritage
B. BASES FOR THE CONSTRUCTION OF TOUTIST-CULTURAL PRODUCTS. THE SCALES OF CULTURAL
PROPERTY

1. Introduction.
2. Landscapes and cultural itineraries withing the framework of the Unesco Word Heritage
classification.

3. Time and its scales.
4. Space and its scales.
5. Minimum work units.

Module 6: Methodology-Resources as tools
A. ANALYSIS OF THE COMPONENTS AND CONSTRUCTION OF PRODUCTS
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1. Knowledge of the research components:
a. The Cathedral of Santa María de Vitoria-Gasteiz’s case.
b. The “Voyage to the time of the Iberians” case.
c. Adaptation to Social Tourism in the cases proposed
2. Knowledge of the social Environment: Action proposal and action report in the Art Gallery building
and its transformation into the Interpretation Centre, Ojuda (Morocco).

3. Knowledge of the Temporary Environment: Historical cities for the Elderly Program.
4. Heritage knowledge and its status: Visits proyect to the Municipal Heritage directec to Teaching
Centres: “Discovering Our Heritage”.

B. INTERPRETATION AND COMMUNICATION TOOLS
1.
2.
3.
4.
5.
6.
7.
8.

Introduction to heritage interpretation.
Interpretation as an interface between the Heritage and the Tourist.
Adaptation of tourist messages and products to the principles of social tourism and the profile of its
users: Work by objectives and audiences.
Interpretive media and adaptation to audiences: Guided activities, self-guided trails, exhibitions,
museums, patrimonial spaces and visitor centres, digital media.
Adaptation of messages by self-selection of audiences.
The planning of Heritage Interpretation as a management tool.
Evaluation and control of interpretive media.
Practical cases.
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Unit of Competence – Block 3:

COMPANY AND SOCIAL TOURISM
Professional Module 7: Enterprising and Managerial Initiative
A.
B.
C.
D.
E.

Introduction: Brief historical frame and theory of the social and solidarity economy.
Generation of ideas from social innovations.
Desing of a business idea from the social company.
Tourism business management: administrative function.
Good practices of entrepreneurial culture in the activity of the Social Tourism and Local Tourism
profesional.

GENERAL BIBLIOGRAPHY

139

GUIA METODOLOGICA EN TURISMO SOCIAL- Resumen
Consolidación de una competencia transversal en turismo social a nivel Europeo (O5)

Unidad de Competencia – Bloque 1:

General Concepts in Social Tourism

Module 1: Contextualization of Social Tourism
A. History, concepts and definitions of Social Tourism
1. Origins of social tourism
Though tourism appeared in the 19th century, it was only accessible to an elite, excluding holidays for
employees and workers.
Social tourism exists, de facto, in a wide acceptance of the phenomenon, from the moment charitable
organizations in the 19th century were involved in sending disadvantaged people, including children, for
leisure, both to the sea and the mountains (Diekmann, Jolin, 2013).
However, it was not until 1936 when the International Labour Organization (ILO) agreed on the
“Holidays with pay Convention” (Convention N° 52), that the concept of social tourism really found its
origin. The Convention entitled workers to the right to take at least six working days of annual holiday
with pay after one year of continuous work. This was to be a considerable improvement in the lives of
many people.
The substance of this Convention was then included in the Universal Declaration of Human Rights in
1948, whose article 24 states “everyone has the right to rest and leisure, including reasonable limitation
of working hours and periodic holidays with pay”.
However, it would be a mistake not to mention the fact that, from the early 20 thcentury, some
important initiatives had already been implemented in the spirit of what was to later become social
tourism.
Thus, the first forms of social tourism were mainly organized under the wing of socio-educational
associations.

2. Recognition and development
Naturally, it is after World War II ended, that social tourism policies appeared on a large scale not only
in Europe but also in some American countries.
The introduction of paid holidays gradually reduced the barriers between social classes, some of which
could not share the same destinations due to lack of means (money and free time) (Hachtmann, 2007).
Movements such as the Worker's Travel Association (WTA) in the United Kingdom positioned
themselves as providers of social tourism by organizing trips for their affiliates.
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In most European countries and in the Americas, trade union associations, family or youth movements,
faith-based and secular organizations were responsible for organizing trips and managing
accommodation networks for their members (Lanquar & Raynouard, 1995). As new social needs arose,
many social tourism organizations were created: non-profit associations, cooperatives, trade unions,
social institutions for families, pension funds….
At the same time, public authorities also began to subsidize social tourism structures controlled by
associations, trade unions, popular education movements and communities (Chauvin, 2002). These
organisations quickly felt the need to organize themselves according to ideological affinities or groups
they catered for (youth, families...)
Social policies in tourism have traditionally resulted in two types of aid/funding:



Infrastructure-orientated funding which is a development aid (construction, renovation,
modernization) of equipment and infrastructures;
Beneficiary-oriented funding which is assistance to the individual with measures to facilitate
holiday departures.

It is within this context that international organizations were founded in these sectors, such as the IFPTO
(International Federation of Popular Tourism Organizations) or the FIYTO (the Federation of
International Youth Travel Organizations), in 1950.
During a congress organized in Bern, Switzerland, in 1956, the concept of “social tourism” was adopted,
replacing the previous concept of “tourisme populaire” (popular tourism). Three years later, a second
major international conference was organized in Vienna, Austria, with the participation of the main
trade union organizations, national tourism administrations and specialized organizations.
In 1962, a third congress was organized, this time, in Italy where it was decided to create an
international organization for consideration, cooperation and action in the field of social tourism. It
would take another year to create. It was officially established in 1963, in Brussels, Belgium, under the
name of BITS (International Bureau for Social Tourism), now called OITS.

3. Definitions and principles
The denomination and definition of social tourism have been debating points since the concept
emerged. “Mass tourism” was and is seen as a kind of tourism with the participation of a large number
of people, whereas “Tourisme Populaire” was seen as the way to put into practice the new right
obtained by the workers to have paid holidays.
The Swiss Walter Hunziker, one of the founding fathers of modern social tourism, in an integrated and
inclusive approach to tourism for all, defines social tourism as "a special type of tourism characterized
by the participation of people of low-income with special services at their disposal "(Hunziker, 1957).
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Another interesting approach to define social tourism has been proposed by the European Economic
and Social Committee (EESC) in its views on “Social Tourism in Europe”. Starting from the premise that
tourism is a universal right which we should try to make accessible to everyone, they declare that an
activity constitutes social tourism whenever three conditions are met:





Real-life circumstances are such that it is totally or partially impossible to fully exercise the right
to tourism.
Someone – be it a public or private institution, a company, a trade union, or simply an organised
group of people – decides to take action to overcome or reduce the obstacle which prevents a
person from exercising their right to tourism.
This action is effective and actually helps a group of people to participate in tourism in a manner
which respects the values of sustainability, accessibility and solidarity.

Even if there is not a single definition, most social tourism actors agree on a central value of social
tourism that is accessibility for all segments of the population, though understood in different ways
depending on the country and the socio-economic context (Diekmann & McCabe, 2011).
An interesting approach has also been proposed in order to present different interpretations of social
tourism, each with its own target audience, product type, projected outcomes and motivations
(Minnaert, Maitland & Miller, 2013).
ISTO definition and principles
The definition of social tourism has also been officially adopted by the BITS thanks to the effort of its
first Secretary General Arthur Haulot. The definition, however, has evolved over the years and today, in
the last amendments made in the ISTO statutes in 2017, social tourism is defined as “any activity
contributing to a greater access to holidays and tourism activities for everyone” (ISTO Statutes, Art.2).
To carry out these activities, the ISTO worked on the principles defined and adopted in the Montreal
Declaration “Towards a humanist and social vision of tourism” in September 1996 to produce an
important document which specifies what the ISTO means by social tourism.
In the first point, the text says that Social Tourism is “an ambitious approach to overcome discrimination
and meet the challenge of integration”.
Then it states what the benefits of social tourism are for the future:





Social tourism: shaping society
Social tourism: driving economic growth
Social tourism: driving regional tourism planning and local development
Social tourism: a partner in global development programs

Identification criteria for social tourism
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The Declaration lists clearly what are, according to the ISTO, the identification criteria of social tourism,
with an important article 13 specifying that any tourist organization which clearly identifies in its
statutes with social objectives may claim membership of the social tourism movement.
4 main target groups have long since been identified by social tourism:





Youth
Families with limited financial means
Seniors
Disabled people.

4. Key developments of social tourism in the world
Social tourism exists around the world with varying degrees of success and a terminology that may
differ from country to country. Here is a brief overview.
Western Europe
Western Europe, where the concept of social tourism was born thanks to the active role of trade unions
and the support of public authorities, is where we find the greatest achievements in the field. These can
be summarized in the creation of a large tourist accommodation park and the implementation of
holiday assistance systems, mainly in countries like Belgium, France, Germany, Italy, Portugal, Spain and
Switzerland.
Among the most well-known examples of good practices, we can mention the following ones:





The youth hostels in Germany
The holiday villages in France
The first Holiday Voucher in Switzerland
The Holiday Voucher in France
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The Holiday Participation Centre in Belgium
The Senior Tourism Program in Spain
The Senior Health and Thermal program set up in Portugal

Eastern Europe
In Eastern Europe, the holiday infrastructures and programs have been historically developed under the
control of public authorities and through a network of trade unions and youth organisations.
In Soviet times, every citizen had the right to work and to enjoy holidays by law. The state provided
most workers and retirees the opportunity to go and relax at a resort, a sanatorium, or guest house on
favourable terms at least once a year. During that period, nearly half of the working population travelled
and spent their holidays on tourist vouchers, issued on preferential terms or free of charge at the
expense of trade unions, social state insurance, or state-owned companies.
The main provider was called the Central Council for Tourism and Recreation (OJSC), which had an
annual turnover of up to 5 billion US $ and provided services to more than 50 million people a year. The
revolution performed in Russia razed the previous state regime to the ground and the liberal strategy of
development chosen by the new state leaders has radically changed the whole economic structure of
the country. Shock therapy, privatisation, de-monopolisation and corporatisation have transformed the
country’s image beyond recognition.
The Americas
In North America, Canada and the USA, trade union organisations and public authorities have never
played the same role as in Europe regarding holidays and paid holiday schemes, as it is understood
more as a private issue than a public one, where the government should intervene.
This does not mean the public sector has taken no action. The creation of a huge national park network
providing accessible facilities for recreational and tourist activities is the best example of what could be
called “social tourism”, although this concept has never really been used. The National Park Service
(NPS) in the USA “is committed to making facilities, programs, services, and employment accessible for
visitors and employees with disabilities” and they have a wide range of educational programs while the
Canada Parks Agency has a free admission policy for under 17 year olds.
Apart from these, the main organisations providing “better access to leisure, travel and holidays” are
non-profit associations such as:





Hostelling International USA
Québec Leisure Council
Kéroul
Several other charity organisations.
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Latin America
In Latin America, social tourism policies, programs and actions have been developed in several countries
which, in some cases, were inspired by some successful experiences developed in Europe. Among the
most well-known cases, we can mention the following:






The Social Tourism Programme developed in Brazil
The Senior Citizens Holiday Programme in Chile
The Social Tourism Programme for Workers and their Families in Colombia
The “Let’s all travel around Mexico” programme in Mexico
The National Social Tourism System developed in Uruguay

Africa
In Africa, the type of social tourism that has been developed, mainly in North African countries such as
Algeria, Morocco and Tunisia, can be called “corporate social tourism” as it is through public
administration or companies that holiday centres exist, though only for their employees and families.
Based on a “Study on the concepts and realities of social and solidarity tourism in Africa” carried out in
partnership with the UNWTO in 2007, the results of a survey made with the national tourism
administrations in Africa regarding their objectives, strategies and activities in this field, show that the
objectives pertaining to access to holidays and tourism for most of the population are in many cases the
same as for domestic tourism development; that is, job creation, access to travel for more citizens, the
creation of a travel culture, an increase in domestic tourism as a share of overnight stays, and tourism
as a factor of peace and national integration.
Asia
In Asia, the concept of social tourism does not really exist, although there are public and private
initiatives that have been developed for different target groups. Youth hostel networks, adapted
services for people with disabilities and public programs for seniors exist, but policies and stakeholders
are not so well structured and, in some cases, new.

5. Main stakeholders in social tourism: public authorities, operators, social bodies
There are 3 main categories of stakeholders in social tourism:
1. Public Authorities
 National Administrations: National administrations play a major role in the establishment of
national policies and law-making. In some cases, it may be a ministry of tourism, but not
exclusively. In some countries, Spain for example, the ministry of Social Affairs is much
more involved in the social policies relating to tourism than the ministry of Tourism itself.
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Regional and local administrations: In the last decade, many of the tourism powers have
been transferred to regional levels: Germany, Italy and Belgium are good examples and
now these administrations play an important role, including those pertaining social policies.

2. Social Tourism Operators
 In some countries, these operators are very specific: for instance, associations and/or
cooperatives, involved in social economy or in the third sector that have developed and run
holiday places. They are particularly active in countries like France, Belgium, Germany (for
children and the young) and Canada (mostly the French speaking province of Quebec).
3. Trade Unions and Work Committees
 They played a major role in the constitution of social tourism, and still do in some
countries, either by proposing or supporting public tourism policies or financially
supporting the payment of holidays for employees and workers.

6. Role of international organisations: UNWTO, EU, ISTO
UNWTO
The World Tourism Organisation (UNWTO) is the United Nations agency in charge of the promotion of
responsible, sustainable and universally accessible tourism.
As the leading international organization in the field of tourism, UNWTO promotes tourism as a driver
of economic growth, inclusive development and environmental sustainability and offers leadership and
support to the sector in advancing knowledge and tourism policies worldwide.
The actions managed by the Ethics, Culture and Social Responsibility programme of UNWTO are
particularly important for ISTO. Guided by the provisions of the Global Code of Ethics for Tourism, it
focuses on ethics and social responsibility, accessible tourism for everyone, corporate social
responsibility, gender equality and empowerment, and the promotion of human rights and nondiscrimination within the tourism sector.
The Sustainable Tourism Development programme is also important for social tourism stakeholders
especially regarding the promotion and achievement of the 17 SDGs.
European Union
The institutions of the European Union, mainly the European Parliament, the European Commission, the
European and Social Committee (EESC) and the Committee of the Regions, have always played a more
or less, depending on the period, important role in promoting and developing social tourism within the
European Union.
The EU policy in the field of tourism aims to maintain Europe's standing as a leading tourist destination
while maximising the industry's contribution to growth and employment. It also promotes cooperation

146

GUIA METODOLOGICA EN TURISMO SOCIAL- Resumen
Consolidación de una competencia transversal en turismo social a nivel Europeo (O5)

between EU countries, particularly through the exchange of good practice. The EU's role in the tourism
sector is one of support and coordination of the actions of member countries.
It is within this context that the European Commission works on several initiatives to diversify and
improve the range of tourism products and services available in areas such as sustainable tourism,
accessible tourism, tourism for seniors, and low-season tourism.
Accessible tourism
In the field of accessible tourism, the European Commission (EC) has been involved in the co-financing
of projects related to the design, implementation, and marketing of accessible tourism itineraries in
order to increase the travel opportunities available for people with special needs, promote social
inclusion and improve the skills of staff in the industry.
Tourism for All – Calypso
The Calypso initiative was implemented by the EC following the adoption by the European Parliament of
a Preparatory Action with an important budget over the period 2009-2012 to help disadvantaged
people go on holiday while increasing tourism in the low season.
The European Commission has funded several projects contributing to this aim. The focus was on four
groups which are less constrained by vacation seasons, so they can help extend the tourism season and
help create longer-lasting employment in the sector: underprivileged young adults (aged 18-30), people
over 65 and pensioners who cannot afford to travel or are daunted by the challenges of organising a
journey, families on low incomes, and people with disabilities.
Low-Season
After the Calypso initiative, the EC has maintained some actions related to social tourism by promoting
specific initiatives which can contribute to find solutions to the low season in the tourism industry. For
this purpose, The EC has identified seniors and young people as groups that can travel easily during the
low season stating that reinforcing their contribution to tourism could help to overcome the challenge
of seasonality and contribute to the competitiveness of the industry.
ISTO
The International Social Tourism Organisation (ISTO) was founded in 1963 in Belgium by Arthur Haulot,
its first Secretary General, with the main goal of promoting social tourism at an international level. It
now has a double objective: encouraging the development of inclusive tourism and promoting and
supporting the different forms of tourism that benefit people, communities and the development of
local areas, which relate to responsible, solidary, fair or community tourism.
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For this purpose, the ISTO’s priorities are:




to make governments, international institutions and local authorities aware of social tourism
policies and good practices in order to facilitate holidays for the greatest number of people
according to the principles of the Montreal Declaration.
to be a platform of service to members by promoting exchanges of experience, expertise, best
practices and project development.

The membership of the ISTO is of around 160 organisations in 40 countries and comprises operators in
social and responsible tourism (non-profit associations, cooperatives, foundations, agencies, local and
regional authorities as well as national tourism administrations). Some academic institutions, trade
unions and consulting firms are also associate members of ITSO.

7. Research in Social Tourism: An Overview
Research in the field of social tourism has grown over the past 10 years as shown in many recent
publications, including those from academics and specialized research editors based in countries like
the United Kingdom where there is no tradition of social tourism. Titles like “Social Tourism in Europe –
Theory and Practice” (McCabe, Minnaert, Diekmann, 2012), “Social Tourism – Perspectives and
Potential” (Minnaert, Maitland, Miller, 2013) and “Social Tourism at the Crossroads” (Special issue of the
Journal of Policy Research in Tourism, Leisure and Events, 2018) are good examples of this growing
interest in this subject.
EU interest in social tourism, the Alliance on Training and Research published in 2013 for the 50th
anniversary of the ISTO, the book “Social Tourism: International Perspectives – The contribution of
Research” are also important to mention, as were the publication of the first two issues of the “Revue
Partances – Recherche et études sur l’accès au départ en vacances” in France in 2015 and 2016.
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B. Evolution and challenges of Social Tourism
1. Annual Paid holidays: evolution of the legal framework
Paid annual leave is generally a recent workplace innovation. Most workers gained access to this type of
leave only after WWII (ILO Convention 52 adopted in 1936 and revised in 1970 by the adoption of
Convention 132). Since then it has become accepted by policy makers as an essential condition of
employment.
Globally, approximately 97 per cent of countries provide workers with the right to a minimum period of
annual paid leave. Despite the variation in conditions and compensation, roughly half of these countries
provide 20 working days of annual paid leave or more. The highest standards of annual paid leave are
found in developed economies and the EU. There are six countries in the world which provide no
statutory minimum legislation on paid leave – these are Gambia, India, Kiribati, Pakistan, Sri Lanka and
the United States of America.

Global overview
Africa
In Africa about two thirds of the countries provide for an annual leave of between 15 and 23 days. At
the low end of this region stands Gambia which offers no paid annual leave and Nigeria (which offers 6
days per year of service).
Angola increased its annual paid leave from 10 days in 1995 to 22 days in 2009.
Asia and the Pacific
In the Asia Pacific region, most of the countries offer less than 14 days of annual leave. Of the 6
countries which do not offer annual paid leave – 4 of them are in this region. 4 countries (India, Kiribati,
Pakistan, and Sri Lanka) do not offer any universal statutory minimum leave.
Americas and Caribbean
None of the countries in America and the Caribbean provide for more than 23 days, and most legislate
between 10 and 23 days.
Middle East
Most countries provide either 20-25 days or 10-19 days, the United Arab Emirates and Yemen are on
the upper spectrum providing 30 days (after 1 year of service). In Bahrain, a Muslim worker may get a 2week paid leave to perform the pilgrimage. Of course, it must be noted that particularly in many of the
developing countries, most of the work takes place in the informal economy so most workers are
unprotected and unable to access their rights including those of annual paid leave.
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EU
In Europe the statutory minimum provision mainly varies from 20 to 25 days and the provisions have
remained at similar levels throughout the 2000s. According to ILO 2012, the highest minimum statutory
annual leave was recorded in the UK with 28 days and the lowest in San Marino (10-12 for workers
between 1-12 years of service).
What are the benefits?
Paid leave is a crucial part of working time policies and social protection as a whole. It benefits both
workers and employers.
For workers it provides time to rest and recover from the strains of the workplace, enhances work-life
balance, the quality of life and the quality of jobs, and it preserves human capital.
However, paid leave not only benefits workers, but also employers. It is well known that happy and
satisfied workers are also more productive and healthier workers. This can contribute overall towards
reducing absenteeism. On holiday we get new fresh energy, spend time with our family and friends, visit
new places and do new things.
(Source: I. Wintermayr, ISTO Conference 2016).

2. Social Policies in Tourism and Schemes: examples from different countries
Some general considerations can be taken into account when dealing with social policies and tourism
programs in Europe:







Social policies in the field of tourism are an old issue (before the 1950s) for several European
countries such as France, Belgium, Italy, Spain and Portugal.
The idea of the right to holidays and leisure is globally acknowledged, but there is not always
legislation at national level.
There are many actors involved in the holiday leave of certain target groups: public authorities,
associations, trade unions, social partners.
Today, there are few social tourism policies implemented at a national level due to different
reasons:
 They depend on the different regional authorities (Germany, Austria, Italy);
 They are bundled with the authority of other associated actors and charities involved
(Great Britain, Ireland, the Netherlands);
 They are not a priority due to financial reasons (Latvia, Lithuania, Romania, Bulgaria,
Hungary) or cultural reasons (Luxembourg, Finland);
 They are a recent concept (Malta, Slovakia, Croatia).
It is a topic more often addressed in general public social policies (and not in the field of
tourism) and / or on targeted audiences (e.g. seniors in Spain).
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3. Issues linked to Holiday Departures
Why should social tourism or social policies exist?
The answer lies in the fact that despite the explicit recognition of paid holidays in most countries, many
citizens, even in the most developed countries, cannot afford to take them. They may have holidays,
but they cannot leave their homes to go somewhere else, and this is at the heart of the fight for social
tourism actors: to allow more and more people to enjoy the right to tourism and travel.
What is the situation today?
In Europe, according to the figures provided by the European Union, more than 60% (62,1%) of EU
citizens (aged 15 or over) made at least one touristic trip in 2016. But, when trips of at least four
overnight stays are considered— thus excluding tourists whose trips lasted no more than three nights
— the participation rate drops to below 50 %.
Of course, there are significant differences between countries within the EU regarding the touristic
holiday rate , but what is important to keep in mind is the fact that nearly half (48 %) of the Europeans
who did not participate in tourism in 2016 reported financial issues as one of the main reasons; other
reasons being professional, personal or linked to health.
Outside Europe, there are no global statistics available regarding the rate of access to holidays, but it is
quite clear that except the USA, Canada, Australia, Japan and a few others, barely one fifth of the
population can enjoy holidays.
Nevertheless, the wish to go on holidays expands quickly, particularly among young people, even in
Africa. This is the reason why there is probably a major challenge to make a parallel between the
development of domestic tourism and the action of social tourism (to be seen later).
What are the benefits of social tourism?
The provision of social tourism has been linked to and justified by both social and economic benefits. A
growing body of research evidence indicates that social tourism can generate both types of benefits.
Research conducted on the social impact of participation in social tourism by low-income beneficiaries
has found evidence of benefits ranging from an increase in self-esteem, improvement in family relations
and a widening of travel horizons leading to more pro-active attitudes to life and participation in
education and employment. On an economic level, there is evidence that the development of social
tourism can help to sustain jobs in the low season and generate income for host communities
(Minnaert, McCabe 2009).
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4. Social Tourism and Sustainable Development Goals (SDGs)
On 25 September 2015, the United Nations General Assembly approved the 2030 Agenda for
Sustainable Development and with it the Sustainable Development Goals, a framework comprising 17
goals and 169 targets, through which States, civil society, and the private sector can guide and measure
their contributions to sustainable development towards 2030. The new development agenda is the
most ambitious to date and the 17 goals are a universal call to action to eradicate poverty, protect the
planet and ensure that everybody enjoys peace and prosperity.
As the 17 SDGs and the corresponding 169 SDG targets offer the world a new direction, tourism can and
must play a significant role in delivering sustainable solutions for people, the planet, prosperity and
peace. Tourism as an economic powerhouse has the potential to contribute, directly or indirectly to all
the goals. In particular, it has been included as a target in Goals 8, 12 and 14 on the inclusive and
sustainable use of oceans and marine resources, respectively (UNWTO).
Within the framework of a research where the ISTO is involved (INTERREG Two Seas PROFIT Project) on
innovation in tourism, the ISTO made an analysis of the DNA of social tourism SMEs on the Belgian
coast. As a result of this research, which included brainstorming sessions, the DNA of social tourism was
defined around 5 values – Quality of Life, Accessibility, Solidarity, Fair Business and Environment, which
can themselves be linked to the SDGs.
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Calidad de Vida

Accesibilidad

Solidaridad

Negocio Justo

Desarrollo
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5. New connection with fair and responsible Tourism
Both social tourism and responsible & solidary (fair) tourism share a philosophy of travel and holiday
based on the centrality of the person, traveller or citizen residing in tourist destinations, the sensibility
towards local problems, the richness of the cultural content of the trip, sociability and conviviality in
relationships. They have a different story and differences in their priorities: social tourism is more
oriented to making tourism accessible to everyone, responsible tourism is more oriented to sustainability
and attention to the rights of local populations.
The experiences of many tourist associations in Latin America, Africa and even some European ISTO
members have shown, however, that the boundaries between the two worlds are changing and
permeable.
Responsible Tourism complies with the principles of social and economic justice and exerts full respect
towards the environment and its culture. It recognizes the centrality of the local host community and its
right to act as a protagonist in developing sustainable and responsible tourism. Responsible tourism
motivates a positive interaction between the tourist industry, local communities and travellers (AITR,
2005).
The challenge now is to involve the mainstream and traditional tourism industry more and more in social
and responsible tourism issues (M. Davolio, C. Mignon, JM de Juan Alonso, 2016).
It is in line with this challenge that in 2017, in the International Year of Sustainable Tourism for
development, the UNWTO launched an international campaign called “Travel. Enjoy. Respect” – Tips for
a responsible traveller.

6. Trends and Challenges of Social Tourism for the future
Social tourism, as the whole tourism industry, is evolving according to the structural and cyclical
changes which may influence the socio-economic reality of countries.
However, the positive fact is that, in recent years, social tourism has been better acknowledged as an
important element of public tourism policies by international institutions.
The main international factors which may affect the format and the development of social tourism are
the following:
Global trends
The volume of demand has increased, as well as the number of instruments and players involved in
social tourism policies. At the same time, there is some mixture between actions engaged by the public
sector and those engaged by the third sector (or the social economy), both with the goal to enlarge
access to leisure and tourism to segments of population with less resources.
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Demographic trends
The decrease of the birth rate, linked to the lengthening of life is producing a reorientation of many
social tourism policies towards senior citizens and the disabled, at the expense of families and the
young. In addition to this, the increase of single parent families and divorces has led to a greater
attention to these groups.
Cultural trends
The growth of education and culture leads to an increase in sensibility and expectation towards tourism
in general and social tourism in particular, resulting in better quality products, though at a higher price.
Economic trends
Social tourism does not escape the globalization of the tourism industry, though, above all, it is a kind of
tourism with a national dimension. Public budget restrictions in most countries meant looking for new
funding sources and adopting mixed formula of the public and private.
At the same time, the growth of low-cost and collaborative economy has increased the number of trips
and offers, resulting in an increased competition for the more conventional social tourism players
(holiday villages, youth hostels,..).
Political trends
In politics there is a trend to engage into actions closer to the citizen, which means a transfer of skills and
competences from state level to regional and local levels. One can also say that the principle of
subsidiarity also applies to social tourism.
Another important factor is that governments have increasingly given up all kinds of policies in favour of
investment in social tourism, thus being less interventionist. One reason, among others, was the burden
of unfair competition from, mostly, private profit sectors in tourism, largely due to a great disregard of
what social tourism was and did. The consequence of this has been a massive transfer of investment
from social tourism infrastructures to people assistance.
Finally, we must not forget the role of trade unions in social tourism, which used to be very important,
but is now mainly centred in its role of maintaining jobs, defence of wage claims, among others .
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Module 2: Demand and Supply in Social Tourism
A. Characteristics of the Demand in Social Tourism
1. Definition, factors and characteristics of tourist demand
The demand for tourism can be defined as the total number of people who travel or wish to travel and
use tourist facilities and services in places other than their areas of work or residence (Cooper and all,
1993).
The development of a tourism destination is shaped by demand in a specific country or region. Thus,
the demand for tourism in any country or region is shaped by the tourism opportunities which
represent a mix of attractions. For a destination or tourist attraction to succeed, it is important to
deliver a quality product based on sustainable principles necessary for tourism development.
The main indicators of tourist demand are:





Tourism performance and impact
Ability of a destination or supplier to deliver quality and competitive services
Attractiveness of a destination
Policy responses and economic opportunities

Several factors can influence tourism demand and they can be classified in three types: economic,
socio-psychological and exogenous factors.
Tourist demand characteristics can be highlighted through its elasticity determiners.
For business travellers the decision of when/where or even whether to go is often beyond their control
(attending conferences, meetings, and product launches etc.) So, business travel is both price and
income inelastic. Leisure travellers have freedom of choice regarding where/when/how long and even
whether to go on holiday at all. Leisure travellers can shop competitively, checking prices, value for
money, special offers etc. Thus, income and price elasticity is higher than for business travellers.

2. Motivations and categories of tourist demand
The motivations of tourist demand have been analysed in different ways. A first approach (DANN)
shows there are 7 elements within the overall approach to motivation:






travel as a response to what is lacking yet desired
destination pull in response to motivational push
motivation as a fantasy
motivation as a classified purpose
motivational typologies
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motivation and tourist experience
motivation as self-definition and meaning.

A second approach (Mcintosh, Goeldner and Ritchie), presents four categories of motivation:





physical motivators
cultural motivators
interpersonal motivators
status and prestige motivators.

A third approach (Plog) suggests the following presentation of motivations:




psychocentric: lower end of income scale, desire for the comfort of a well-developed and “safe”
motivation
midcentric: the majority of the population falls in between extremes
allocentric: preference for destinations at the edge of tourism, unspoilt and off the beaten
track.

The motivations of tourist demand can be summarized as follows (Alkier Radnic):




Travel is initially need-related and this manifests itself in terms of wants and the strength of
motivation or “push” as the energiser of action.
Motivation is grounded in sociological and psychological aspects of acquired norms, attitudes,
culture, perceptions, etc..
Image of destination created through various communiation channels will inflence motivation
and subsequently affect the type of travel undertaken.

Categories of tourists
Cohen’s model of typologies of tourists is an early conceptual framework aimed at the sociological
analysis of the phenomenon of modern tourism. In his 1972 journal article “Towards a Sociology of
International Tourism,” the sociologist Erik Cohen was the first to suggest that there are different types
of tourists. Cohen identifies four different categories of tourists within a spectrum of institutionalized or
non institutionalized characteristics: Organized Mass Tourist ; Individual Mass Tourist; Explorer; Drifter.
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3. Demand in Social Tourism : the main target groups
Social tourism is widely linked to issues, such as social exclusion, non participation, acessibility and
governance although not exclusively linked to poverty. Thus, social tourism not only seeks to address
economically disadvantaged people, but aims at a whole range of societal phenomenon affecting
different groups in society such as single parents, seniors, youth and the disabled, etc..
Traditionally, the main target groups of social tourism are youth, families, seniors and people with
disabilities as they have specific requests and needs that over the years have been fulfilled (at least in
some countries) by different programs, services and infrastructures. The main features of each group
will now be presented.
Youth Tourism
Estimates by WYSE Travel Confederation and the World Tourism Organization (UNWTO) indicate that
youth travel accounted for 23% of all international arrivals in 2017, or 304 million trips. The total value of
this market is estimated to be in excess of €250 billion (USD280 billion).
The average main trip taken by a youth traveller in 2017 was 52 days, slightly shorter than in 2012. The
average expenditure was €2,867 in 2017. When exchange rate fluctuations are taken into account, this
represents an increase of 18% compared with 2012.
Youth travellers are generally well educated, half holding a bachelor’s degree and 13% having a
postgraduate degree. Students account for just over 60% of all youth travellers. A large proportion of
travellers work either full-time (28%) or part-time (26%), and it is often combined with study.
The main purpose of travel reported by the respondents of the survey was holiday (38% rating it
extremely important) and the most important forms of purposeful travel were language learning (23%),
study (14%) and work experience (13%).
The travel styles that young people identified with most readily in 2017 were Traveller (48%), Tourist
(26%) and Backpacker (13%).
Millennials still represent the key youth travel generation, accounting for over 80% of survey
respondents. Millennials use travel to gather experience, extend their education and build up their CVs.
They seek experiences, particularly related to food, drink and festivals.
(Source : New Horizons IV, A global Study of the Youth and Student Traveller, WYSE Confederation 2018).
Family Tourism
The target group “family” covers multiple types of families (children, parents and/or grand parents) and
several realities including low income families, single parent families, families with several children,
families with a child/parent with a disability as well as families facing social difficulties or taking care of
older family members (such as grandparents).
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In the UK, as in most Western states, the key parameters of diversity in contemporary “family” in recent
decades have included the following :






Changes in the structure of househols, especially the increase in one-person househols.
Changes in patterns of marriage and partnership.
Changes in parenting arrangments.
Less stability in family life.
Polarisation in the distribution of employment and distribution of income.

As tourism has become such an integral component of modern lifestyles, to be outside tourism is to be
outside the norms of everyday life. Non participation in tourism makes a deep contribution to exclusion
that goes beyond the immediate experience of being deprived of participation in tourism activities. This
loss is particularly sigificant when viewed in the context of family life, because of the central role that
shared tourism activities play in our notions of what a family is – or should be. Tourism provides
opprtunities for family members to spend time together away from the demands of employment and
everyday domestic labour, creating shared exepriences, expressing common interests, building and
rebuilding intimate relationships – and thus fulfilling personal and societal expectations of what family
life should be like. Tourism is therefore a key domain in which families seek to be “proper” families” (Scuh
& Kay, 2012).
It has of course been well acknowledged that tourism has this significance for family life and this
consideration is particularly important in relation to social tourism, given the importance of families in
positioning individuals within the social structure and giving or limiting acess to the material resources
that facilitate tourism (Scuh & Kay, 2012).
As there are no existing statistics regarding family tourism worldwide, we have to analyse the situation
in some countries to better understand the realities.
Senior Tourism
The share of the elderly is significantly increasing, and this is a constant worldwide: the 60+ age
category is expected to reach 1.3 billion by 2030 according to the UN Department of Economic and
Social Affairs (World Population Prospects) and Europe is by far the oldest continent.
In this regard, it is not so odd that in the last few decades, the senior market has become a driving force
in the tourism industry, and hereby is one of the fastest growing market segments, too. Generally
speaking, retirees have more free time, which they want to spend on tourism.
When it comes to travelling, seniors tend to be quality conscious and demanding, particularly in safety,
sustainable services and infrastructure. Moreover, they wish to have the freedom of choice but hope to
have the guidance and sense of security with a well-organized package offer. Thus, senior tourism is a
very specific segment, with its own specific needs.
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Proporción de cada categoría de edad en el turismo de los residentes de la UE y en la población de la UE de 15
años o más, EU-28, 2014, (%)

The tourism industry should not consider older adults to be one single distinct group but should see them
as a heterogeneous group of people that include many distinct market segments. The broad spectrum
of people that we classify as older aged adults actually includes a wide range of ages spanning from
approximately 50 to 100. Every cohort group (50 to 60; 60 to 70; 70 to 80, etc...) has lived through a
particular time in history that makes them different from others because they possess their own distinct
characteristics, needs and interests.
Tourism for the disabled
The World Health Organization estimates that 15% of the global population, roughly a billion
people, live with some form of disability. With populations ageing rapidly, the number experiencing
obstacles will only rise. Most of us will develop some form of disability at some stage, and sooner or
later we will have specific access requirements to tourism infrastructures, services and products.
Taking Europe as an example, the accessible tourism market has been estimated at approximately 27%
of the total population and 12% of the tourism market.1 These figures consider the large proportion of
senior travellers, (since people over 60 will constitute 22% of the global population in 2050) 2, people
with disabilities and families with small children. The accessible travel market presents a golden
opportunity for destinations that are ready to receive these visitors, since they tend to travel more
frequently during the low season, usually accompanied or in groups, making more return visits and, in
some parts of the world, spending more than average on their trips (UNWTO).
Estimations made by Eurostat show that the population experiencing disabilities or long-standing health
problems among the EU-27 working age population (from 16 to 64 years old) accounts for more than 46
million. This figure does not include senior citizens, whose demand for accessibility is high; they
represent at least 80 million of the total population of Europe.
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4. Social Tourism, Domestic Tourism and Seasonality
Domestic tourism has long been an essential dimension of tourism. In most countries, it exceeds
international tourism by far. It is estimated by the UNWTO that around 83% of tourist arrivals
worldwide correspond to domestic tourism and that it represents 73% of total overnight stays.
Long underestimated, or treated with lesser interest, domestic tourism is experiencing a real boom and
is part of a general trend in favour of sustainable local tourism.
Social tourism and domestic tourism: a win-win situation





For social tourism stakeholders, the first destination for people going on holidays for the first
time, or very irregularly, is by far a national destination.
Countries which do not yet have social tourism policies - such as holiday vouchers or programs
for senior citizens - would gain considerably by launching them. They would enlarge their
domestic tourism and satisfy a strong demand.
It is also interesting to note that several of the major tourist destinations in the world are also
those which have social tourism (France, Spain, Mexico...).

Seasonality
Seasonality can be defined as "a temporal imbalance in the phenomenon of tourism, which may be
expressed in terms of such elements as numbers of visitors, expenditure of visitors, traffic on highways
and other forms of transportation, employment, and admissions to attractions” (Butler, 2001).
There are two basic causes explaining seasonality: natural and institutional causes.
The most significant aspect of seasonality is that it involves the concentration of tourist flows in
relatively short periods of the year. Annual peaking of tourism activity during a few hectic weeks or
months is likely to result in inefficiency within the industry and is a great burden on the physical and
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social resources of the destination area and therefore an important contributor to the carrying capacity
problem (G. Gorluka).
Possible responses to seasonality include marketing levers (price incentives, communication and
promotion, product diversification) and market mix differentiation (holiday calendar). Many good
practices in social tourism, especially with the senior tourism market, have also contributed to minimize
the problem of seasonality and the bad effects that we find through the so-called phenomenon of "Over
tourism".

5. Holiday departure rates in the European Union
In 2016, 62.1 % of the EU population (aged 15 or over) made at least one tourist trip for personal
purposes. This subpopulation of tourists made on average 4.0 trips during 2016, i.e. the total number of
trips made by Europeans divided by the number of those who made tourism trips. More than half of
Europeans (50.5 %) made at least one domestic tourism trip with at least one overnight stay in 2016,
while nearly one third of Europeans (32.5 %) made at least one trip abroad. More than one in five (20.4
%) made domestic trips as well as outbound trips. When only trips of at least four overnight stays are
considered— thus excluding tourists whose trips lasted no more than three nights — the participation
rate drops to below 50 % (Eurostat).
Share of EU population (aged 15 and over) participating to personal trips, EU 28, 2016.

In 2016, nearly half (48 %) of the Europeans who did not participate in tourism reported financial issues
as one of the main reasons. Around 20 % of non-tourists mentioned health problems, while another 20
% mentioned no motivation to travel as one of the main reasons for not taking holidays. Work or study
commitments were mentioned by 16 % of the European non-tourists while 13 % mentioned family
commitments.
As we can see from these figures, even if paid holidays are a reality in all the EU countries, more than 50
% of EU citizens can't enjoy the real benefits of holidays which is why social policies in tourism are still
important.

163

GUIA METODOLOGICA EN TURISMO SOCIAL- Resumen
Consolidación de una competencia transversal en turismo social a nivel Europeo (O5)

6. Current trends in tourist demand - Yesterday’s Tourists aren’t Tomorrow’s
While travel was historically a luxury, the lowering of travel barriers and falling costs has placed it within
the reach of millions. These factors, combined with the growth of disposable income, the rise of the
middle class in many emerging markets and changing attitudes towards travel, have enabled the
industry to flourish. While travel is still not accessible to everyone, more people than ever before are
travelling today—with 1.24 billion international arrivals in 2016, compared to 25 million in the 1950s.
In previous decades, North America and Europe have dominated the travel markets, but this may not be
the case for much longer. By 2030, most of the growth in international travel will come from Africa, Asia
and the Middle East, which will enable further growth and job opportunities in these regions. While
markets in Europe and the Americas will continue to grow, the rate is incomparable to other regions.

The global middle class is forecast to grow by another three billion people between 2011 and 2031, the
majority of which will come from emerging markets, with China and India leading the way. This
newfound buying power will give the middle-class greater access to travel. While travel is already
booming in China, it is estimated that, at present, only 5% of Chinese nationals have passports. Similar
trends are apparent in other emerging markets. What is clear, is that new consumers such as the
millennials, as well as older baby boomers are not only demanding, but looking for experiences, albeit
very different ones.
Studies show that millennials are more tech-savvy and connected than any previous generation and
they are changing the way travel is consumed. In effect, millennials might take low-cost flights and go all
out on activities and restaurants. Travellers today often look for experiences, be it an authentic local
experience, an adventure or even the opportunity to make a difference at the destination. In the next
five to 10 years, this group will become the industry’s core customer base. While millennials are on the
rise, baby boomers are the most travelled generation to date and have more disposable income to
spend. Creating a strong value proposition for this group will be crucial to attract them in the next
decade. (Source: World Economic Forum 2017).
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B. Characteristics of the Supply in Social Tourism
1. Definition and factors of tourism supply
Tourism supply can be defined as the supply of all assets, services and goods to be enjoyed or bought by
visitors and the product of their journeys. It consists of an amalgamation of mixed attractions and it
shapes the demand for tourism in a country or in a region (Coopers et al, 1993).
Tourism supply is a complex phenomenon because of both the nature of the product and the process
delivery. It can’t be stored, it is a perishable product and it is intangible as it can’t be examined prior to
purchase and it is necessary to travel to consume it.
The components of tourism supply include:






Natural resources and environment: air and climate, physiography of the region, landforms,
terrain, flora, fauna, bodies of water, beaches, natural beauty, water supply for drinking,
sanitation and similar uses.
Built environment
 Infrastructure: water supply systems, sewage disposal systems, gas lines, electrical lines,
drainage systems, communication network
 Superstructure: airports, parking lots, resorts, hotels, museums, stores, restaurant,
shopping centres
Operating Sectors
 Transportation
 Accommodation
 Food service
 Attractions
 Tourism services

2. Accommodation in social tourism
Although in many countries target groups linked to social tourism make use of traditional
accommodation, some specific types of accommodation were initially developed mainly for the target
groups identified with social tourism. Among them, we can mention holiday villages as well as youth
hostels and camp sites.
Holliday villages
Holiday villages include accommodation and activities for all. In addition to accommodation, holiday
villages offer a variety of services, all included in the price: sports equipment, playgrounds for children,
loan of baby equipment, children's clubs, adult entertainment and catering. Accommodation,
entertainment and catering: quality services for all, no bad surprises at the end of the stay.
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In France, the family sector gathered under the UNAT represents 585 holiday villages and family houses.
With a turnover of over 700 million euros, the family sector welcomes nearly 2 million holidaymakers
each year and totals 12 million overnight stays. In 2016, holiday villages injected more than 37 million
euros directly into the local economy and generated 7,000 Full Time Equivalents.
Youth Hostels
Accommodation for young people has always been linked to the youth hostel movement named
“Hostelling”. Hostelling has come a long way since the German schoolteacher Richard Schirrmann began
the youth hostel movement in 1909. He saw the need for overnight accommodation that would allow
school children the chance to travel and experience other parts of their country safely and affordably.
As a result, the world’s first Jugendherberge (youth hostel) was opened in 1912 in the beautiful Altena
Castle, located on the Lenne river valley in western Germany.
Today, Hostelling International is the parent hostelling organisation and registered charity for more than
90 Youth Hostel Associations in over 90 countries around the world. They are and always have been a
non-profit membership organisation, so all the money is ploughed back into the company, making the
hostelling experience better for everyone.
The mission of youth hostels is to promote the education of young people of all nations, but especially
those of limited means by encouraging in them a greater knowledge, love and care of the countryside
and an appreciation of the cultural values of towns and cities all over the world. Additionally, they
provide hostels or other accommodation in which there shall be no distinctions of race, nationality,
colour, religion, sex, class or political opinions and thereby develop a better understanding of their
fellow men at home and abroad.
Camping
Today camping is primarily a recreational activity and is an activity in which people live temporarily in
the outdoors. Camping provides an opportunity to experience nature first hand. Campers participate in
fishing, hunting, swimming, plant study, bird and wildlife watching, and nature photography.
Just as importantly, camping helps people escape the stress of city life. It provides physical benefits
when it involves hiking to, from, and around a campsite, and many outdoor enthusiasts believe that
camping instils confidence in youngsters and offers older campers opportunities to challenge
themselves in unfamiliar surroundings.
Just as there are several types of camping, there are also various types of campsites where campers can
make their temporary home. Campsites are found in forests and deserts, on high plains and mountains,
and along lakesides and ocean beaches. Tents are portable shelters made of lightweight fabrics. They
come in a variety of shapes and sizes.
Caravanning and Motor Caravanning is a favourite pastime of families with young children, senior
citizens, and those who do not want to backpack or put up a tent. Instead of hauling everything on their
backs, caravanning and Motor Caravanning enthusiasts carry their gear in a car or van. Camp sites
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typically include a tent area, a ready-to-use fire pit or grill, and restrooms. Some sites also offer showers
and a nearby convenience store. Many campsites are located near bodies of water and trails that
campers can enjoy during the day. Camping is not for those seeking remote or solitary locations, but
many people enjoy the social aspects of meeting fellow campers and camping in larger groups. Many
first-time campers try Caravanning and Motor Caravanning to become familiar with wilderness areas
and to bolster their confidence through short day hikes on nearby trails.
The importance of camping as a form of tourism has taken on even greater significance in recent years
and there is an important trend towards leisure trips over short distances. People appreciate camping
because it is a healthy holiday option that offers a wealth of new exciting experiences. They discover
different aspects of the natural world; explore new environments and countries while enjoying the
freedom of outdoor living in a tent, caravan or motor caravan.

3. Specialized services
Supply services for the young
Youth tourism market trends show the major motivations for young travellers are cultural discovery and
personal experience, and that young travellers mostly do not view themselves as “tourists”.
Nevertheless, besides this self-description, 80% of motives for travel remain typical tourism
motivations: visiting friends and relatives, relaxing, having fun, exploring other places and cultures. 20%
of travel can be considered as “mainly non-tourism” since the main motivation is studying abroad,
working abroad, volunteering, and language courses. Among these “mainly-non-tourism” youth trips,
there are many programs and mechanisms giving young people access to learning, education,
citizenship, European open mindedness, etc.
These existing mechanisms involve well-structured stakeholders and cover the needs of this market
segment of non-formal learning experiences (main non-formal learning offers being: au pair, language
courses for foreigners, staying with families, voluntary services and work camps, international youth
meetings, cultural events and sports meetings, practical placements, high school or university visits,
seminars on various topics, and study trips). There is no evident added-value for Calypso to work on this
market segment.
Supply services for families
Travel packages for families and discounts have existed for a long time in the tourism sector, but public
and non-profit private initiatives have also been created for families, specifically for low-income
families. Among these initiatives, we can mention the Social Tourism Programme for Workers and their
Families in Colombia (Comfenalco) and the Charity that gives families a break in the UK (Family Holiday
Association).
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Supply services for seniors
Beside specialized packages developed for seniors in general by travel agencies and tour operators,
public programmes with economic and social purposes have also been developed in different countries
such as Spain (IMSERSO Senior Tourism Programme), Chile (SERNATUR Senior Citizens Holiday
Programme) and Portugal (INATEL Foundation Senior Health and Thermal Wellness Programme).
Supply services for people with disabilities
The study “Mapping and Performance Check of Accessible Tourism Services in Europe” (EU 2015)
provides a good basis as the first objective of the study was to identify and count, as accurately as
possible, those tourism services that can cater for the accessibility handicapped tourist market, which
includes seniors, people with disabilities, families with small children and people with various specific
access requirements.
Overall, the study has identified 313,286 accessible tourism suppliers in EU Member States, 224,036 of
which found in the published data from 79 Accessibility Information Schemes (AIS) in 24 EU Member
States.
The Pantou data collection tool contributed 94,551 accessible tourism suppliers, of which 5,301 were
already present in national or regional Accessibility Information Schemes. After subtracting the 5,301
“doubles”, the net total of Pantou registered suppliers is 89,250. Adding the number of AIS suppliers
and Pantou (European Accessible Tourism Directory) suppliers gives the total figure of: 224,036 (AIS) +
89,250 (Pantou) = 313,286 suppliers.
Based on the above data, it is estimated that 9.2% of the existing supply of tourism facilities and
services has at least some level of provision for travellers with specific access needs. This percentage is
obtained by comparing the mapping exercise conducted through the study to the overall supply of
tourism enterprises. This means that over 3 million tourism businesses are not prepared to adequately
cater for the accessibility market.
By 2020, an additional 1.2 million businesses need to provide accessible services in order to
accommodate the lowest forecasted demand. Thus, there is a strong rationale for targeted action, on
various levels, to help businesses provide for more accessible services.
Criteria for a senior-friendly package
Within the framework of a project co-financed by the European Commission called SENTOUR, a list of
items to consider were identified in order to establish the quality criteria for senior- friendly packages.
These criteria - which also show what the seniors are looking for - are divided into three groups:
sustainability, social responsibility and active ageing.
By creating a balance between environmental, economic and socio-cultural sustainability, long-term
sustainability of the packages can be achieved.
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Sustainability criteria include the following items when catering for small groups:
 Natural heritage sites visits
 Observation and appreciation of nature as the main motivation
 Increasing awareness towards the conservation of natural and cultural assets
 Experiencing regional cuisine
 Learning about regional cuisine
 Fresh varied intolerance-aware meals
 Traditional events visits
 Cultural heritage sites visits
 Smaller setting accommodation
 Promoting responsible use of natural resources
 Contributing to balance between intensive & extensive tourism in areas under heavy pressure
 City/sightseeing tours targeted for seniors,
 Enabling social contacts and intercultural experiences.
As many social businesses and/or entrepreneurs as possible should be included among the providers of
services and activities in the packages. These programs were designed to include locally owned
businesses and activities wherever possible. The local population needs to be involved with their rich
knowledge of local history, gastronomy, crafts, etc.
Social responsibility criteria include:
 Small service providers in the destinations; locally owned business
 Minimising negative impacts upon socio-cultural environment
 Meals: locally/regionally produced ingredients
 Activating the social capital of the local population
 Including social businesses among providers of services
 Generating economic benefits for host communities; organisations and authorities
 Providing alternative employment and income opportunities for local communities.
Active ageing is generally understood as “(...) the capacity of people, as they grow older, to lead
productive lives in society and economy. This means that they can make flexible choices in the way they
spend time over life – in learning, in work, in leisure and in care giving” (OECD, 1998). However, a longer
healthy life can only be achieved through adequate lifestyles, including regular physical activities
(recreation), and sustained age and mental activities (learning; obtaining new knowledge).
Active ageing criteria include the following learning experiences:
 Creative courses, workshops on local handicrafts
 Enhancing knowledge of local history
 Music experiences, dancing
 Animation in the evenings
 Nature tours, wild park tours, natural reserve visits
 Thermal baths, spa, swimming pool and sea swimming visits.
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4. Supply quality, labels and standards – Examples of good practices
Quality issues have gained importance in social tourism over the last years and some good practices
have been acknowledged. Among them, we can mention two examples of such practices: Training
programme for camp counsellor (Canada) and the quality system for youth accommodation (Germany).
Training Programme for Camp Counsellor – DAFA
The DAFA (Diplôme d’aptitude aux fonctions d’animateur) programme created in 2009 by the Conseil
québécois du loisir (CQL) provides training courses, tools and support to camp counsellors, instructors
and managers. The purpose is to ensure the quality and safety of the leisure experience through
training specifically tailored to the needs of each type of leisure and sport camps.
The DAFA Programme:




Meets expected standards for quality and safety in providing group recreation;
Validates the work of the camp counsellors;
Promotes recruitment and retention; and encourages discussion between networks through
recognition of the Programme across Quebec and beyond.

The basic camp counsellor training programme (DAFA camp counsellor) is intended for any person who
wants to lead a group of young people aged 5-17 in a leisure context. The DAFA training programme
consists of a 33-hour theoretical part, including lectures and workshops, and a 35-hour camp
counselling internship with a group of children. In addition to these training courses and certifications,
camp counsellors, instructors and managers can access their secure personal workspace on the website
of DAFA programme with tool kits support to deliver the programme.
The programme has been available throughout Quebec since 2009; it has reached 30,000 camp
counsellors, 300 counselling team coordinators, 400 organisations and municipalities, 1000 instructors.
Each year, the DAFA programme offers 300 training sessions.
More information
http://www.programmedafa.com/
The QMJ: Quality System for Youth Accommodation
Since January 2007 there has been a common quality criteria for Youth accommodation in Germany.
The QMJ system is registered as a brand name. In 2004, QMJ was developed by the Federal state of
Mecklenburg Western-Pomerania in cooperation with youth organisations, the Mecklenburg WesternPomeranian Youth Hostel Association and other NGOs.
That was the first time that quality standards in the youth accommodation sector had been introduced.
One aim was to give the guests (mainly people under 26) guidance in choosing their accommodation.
The participation on the classification process is voluntary and classified houses are identifiable by a
QMJ pictogram.
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The BundesForum Kinder- und Jugendreisen e.V. (The German Forum for Child and Youth Travel)
expands the quality management system to the whole of Germany. This unique system makes it
possible to fill in the gaps in the certification for different kinds of accommodation at national level.
More information
http://www.bundesforum.de/qualitaet/qmj-unterkunft/

5. Current trends in social tourism supply
Common issues in terms of the supply of facilities seem to be the constant quest for quality
improvement in social tourism facilities in order to meet the needs of more demanding clients and
sustain competition with commercial infrastructures (Diekmann and all, 2009). But social tourism supply
can make a real difference, not only in the equipment but much more in the added educational value
provided through leisure and tourism.
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Module 3: Communication and Marketing in Social Tourism
A. Communication
1. Customer Service in Tourism: hospitality
Customer experience became the decisive success factor in the buying process of tourist products.
However, a good customer experience is often left to chance. Service design is a user-centred approach
to systematically analyse, innovate and improve service processes from the customer’s perspective
(Siller & Zehrer, 2016).
Importance of Service Design
A good definition of Service Design is given by Moritz (2005): “Service Design helps to innovate (create
new) or improve (existing) services to make them more useful, usable, desirable for clients and efficient
as well as effective for organisations”. Here, the term ‘design’ refers to the process of shaping and
improving customer experience. Tourism businesses need to ensure that service design is consistent
with their overall strategy and orientation (Zehrer, 2009).
Tourism is a service-intensive industry that is dependent on quality customer service and their
consequent assessments for satisfaction or dissatisfaction. However, the success of any service provider
depends on customer satisfaction, which, in turn, is ultimately determined by the consumers’
experiences with service operations. For tourism service providers, a superior value proposition is
largely concerned with the consumers’ experiences. The design of services with a view to creating
memorable and satisfying customer experiences is not new (Zehrer, 2009).
An important question, according to Zehrer (2009), is whether (and how) the provider should attempt
to manage customer experience systematically. The first step in delivering a consistent and satisfying
customer experience is to be aware of the service-delivery process. A useful technique to visualise this
is the “blueprint technique”: a flow chart that depicts every activity and step in the service-delivery
process. Such a service blueprint can be used to identify “critical incidents” between customers and
employees.

2. Consumer behaviour in tourism
The subject of consumer behaviour is crucial to understanding all marketing activity which is carried out
to develop, promote and sell tourism products. By understanding how consumers make their decisions
to purchase or use tourism products, we know when we need to intervene in the process to obtain the
required results. We know who to target at a particular time with a particular tourism product, but,
more importantly, we know how to persuade them (communication) to choose certain products, which
will have been designed more effectively to meet their particular needs and wants. An understanding of
consumer behaviour is therefore crucial to make marketing activity more successful (Susan Horner &
John Swarbrooke, 2016).
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Key concepts linked to consumer behaviour in tourism can be identified linked to decision-making,
values, motivations, self-concept and personality, expectations, attitudes, perceptions, satisfaction,
trust and loyalty (Scott A. Cohen, 2014).

3. New customer influences and expectations: adapt or stay behind
Apart from these key concepts, three external factors have also been identified as important
contemporary influences on tourism consumer behaviour and expectations: technology, Generation Y
and the rise of ethics in relation to consumer decisions (Susan Horner & John Swarbrooke, 2016).
Technology
Consumers use technology for many consumption-related tasks such as searching for information,
buying, sharing opinions and experiences and for entertainment purposes. Such widespread use of
technology by a growing number of consumers is perhaps more evident in product categories such as
tourism (Buhalis & Law, 2008).
Therefore, effective tourism marketing requires a thorough understanding of how technology is
developing and, consequently, shaping tourism consumer behaviour.
Generation Y
Generation Y refers to individuals born approximately between 1982 and 2002; by 2020 this age group
will become the most economically important tourism consumer group. The same as most generational
groups, whose members tend to share a unique social character due to simultaneous coming-of-age , it
is suggested they display common values, attitudes and behaviours (Benckendorff, Moscardo, &
Pendergast, 2010; Leask, 890 S.A. Cohen et al. Fyall, & Barron, 2013; Schewe & Meredith, 2006).
Ethical consumption
A key trend influencing travel behaviour is a rising concern over the morality of consumption. The
common theories of consumer rationality are being partially subverted as consumption is increasingly
bundled with issues of justice and conscience (Bezencon & Blili, 2010). For marketers, understanding
the motivations and attitudes for ethical consumption offers opportunities to differentiate and position
brands successfully. Ethical CB refers to “decision making, purchases, and other consumption
experiences that are affected by the consumer’s ethical concerns” (CooperMartin & Holbrook, 1993, p.
113).

4. Who are the customers? Different target groups and different needs
Dividing tourism into subtypes is always subjective, but several authors believe it allows interesting
points to be made about the growth of tourism and the development of tourist behaviour. The typology
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of tourists (Susan Horner & John Swarbrooke, 2016) can be presented as follows: Visiting friends and
relatives; Business tourism; Religious tourism; Health tourism; Educational tourism; Cultural tourism;
Scenic tourism; Hedonistic tourism; Activity tourism; Special interest tourism.
The types of customers in tourism and particularly in social tourism can also be defined as follows (see
module 2 for additional information):
•
•
•
•

Families
Young people and students
Seniors and Retirees
People with specific needs such as the disabled

5. Visitor interactions with employees: importance of hospitality
The study of hospitality as a human behaviour involves the relationship between host and guest. It is the
quality of the interactions between front-liners and guests, as well as the atmosphere created by the
hospitality setting that develops emotional value (Ariffin & Maghzi, 2012).
A very useful framework based on a three-domain model of hospitality has been introduced by Lashley
(2008). The three domains are identified as “cultural/social, private/domestic and commercial”.





Cultural domain: providing hospitality to others including strangers. A cultural obligation offered
without the immediate promise of reward.
Private domain: the hospitality offered by individuals towards others in a more private setting
such as their homes: a very important domain because it is the benchmark people normally use
to evaluate the level of hospitality offered by service providers in a commercial setting.
Commercial hospitality setting involves services provided by hotels, cafés, restaurants and
catering businesses through which food, drink and accommodation are provided in return for
payment. The requirement to provide hospitality services is critically important more important,
if the firm’s mission is to create “memorable experiences” for their customers. Their front-liners
need to create memorable service experiences.

6. Corporate Social Responsibility
Corporate Social Responsibility (CSR) is what an organization does over and above the statutory
requirement for the benefit of all its stakeholders. Recently, there has been a big shift in the tourism
industry: it has had to adapt to rapid social changes, creative relations and also face challenges of
modern style and technology, green features and sustainability. Issues such as waste disposal, customer
quality service, maintaining fauna and flora of the area, cultural heritage, respecting local sentiment,
social environment issues are among the main challenges. (Jhamb & Singh, 2016).
CSR can make efficient use of natural resources, water consumption, energy use, equal employment
opportunities, employee training and employee organization.
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Best practices example: Corporate Social Responsibility Approach of VVF Village in France.
In 2014, as part of the organization’s strategy, the governing bodies decided to create a voluntary CSR
approach at VVF Villages, based on the international standard ISO 26000. Since its inception, VVF
Villages have belonged to the Social and Solidarity Economy and, at the societal level, already had
fulfilled collective missions of general interest. Its first mission is to make holidays accessible to as many
people as possible.
How? By raising awareness of CSR with the help of a consulting firm among board members and a panel
of employees representing the various functions; By carrying out an audit with interviews at
headquarters (including the President), review of questionnaires filled in by 69.5% of the villages, 230
customers and 70 employees (societal report): By creating a priority matrix based on ISO 26000
subjects, in relation to VVF Villages activities. This matrix highlights 18 issues that should be taken into
account in the future approach, by assessing the level of dialogue with the various stakeholders through
mapping, and finally, by benchmarking the CSR of other (social or commercial) tourism organizations.
More info: http://www.oits-isto.org/oits/files/resources/1093.pdf p. 21-23
Legislation regarding customer claims and complaints (social matters and tourist companies)
EU passenger rights
Flight delayed? Train cancelled? Luggage lost or damaged? Many citizens still do not know that in case
of problems when travelling in the EU they have rights, including assistance and refunding! EU rules on
passenger rights are valid no matter how people travel, may that be by plane, train, bus or boat.
The EU is the only area in the world where citizens are protected by a full set of passenger rights,
whether they travel by air, rail, boat, bus or coach. Europe has experienced a boom in mobility over the
last thirty years. EU legislation has therefore been introduced for all means of transport to protect
passenger rights and ensure they are not lost in a myriad of national rules.
Passenger rights are based on three cornerstones: non-discrimination; accurate, timely and accessible
information; immediate and proportionate assistance.
Global Code of Ethics for Tourism
The Global Ethics Code for Tourism (GCET), adopted by the UN General Assembly in 2001, is a
comprehensive set of principles whose purpose is to guide stakeholders in tourism development:
central and local governments, local communities, the tourism industry and its professionals, as well as
visitors, both international and domestic.
Although not legally binding, the Code features a voluntary implementation mechanism through its
recognition of the role of the World Committee on Tourism Ethics (WCTE) to which stakeholders may
refer matters concerning the application and interpretation of the document.
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The Code’s 10 principles amply cover the economic, social, cultural and environmental components of
travel and tourism.
Articles 7 “Right to tourism” and 8” Liberty of tourist movements” deal specifically with
customers/travellers. The former refers to the right to enjoy the planets’ resources, the right to tourism
and how social tourism can play an important role. The latter deals with freedom of movement, access
to all forms of communications and equal rights for tourists and citizens.

7. Customer engagement - building and maintaining customer relationships: toolkit
Customer engagement can be thought of as a multidimensional construct composed of four elements:
cognitive engagement and affective engagement (reflecting on the experiences and feelings of the
customer) and behavioural engagement and social engagement (brand capturing or organizational
participation by consumers, beyond merely buying the firms’ offerings). Consumers who are engaged
do more than just buy: good word-of-mouth, providing feedback on their holiday experiences on social
media, participating in research, contributing to a new product or service development, participating in
online communities (Buttle & Maklan, 2015).

8. Importance of storytelling to involve people.
Social link between customers and co-creation
Storytelling can result in increased involvement and co-creation. Tourist engagement depends on their
resources in terms of cultural experience, knowledge and skills. Hence, these differences result in higher
or lower degrees of co-creation. Creating and managing tourist experiences is about the creation and
management of interactions (Prebensen, Chen & Uysal, 2018).
Host-guest interactions are about supporting tourists’ individual performances by drawing on
storytelling resources in order to support tourists’ competence, enabling and facilitating their
participation in the performance. You need to create stories that attract the right tourists: the ones that
take an interest in the stories portrayed through, for example, media or promotion (Prebensen, Chen &
Uysal, 2018).
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Connect Your Story is an initiative that has been developed by Visit Flanders in partnership with UNWTO
and ISTO.
On the following website http://www.connectyourstory.org/stories, stories related to more than 45
topics ranging from meeting people, sustainability, solidarity, family, equal opportunities, nature,
hospitality, community or volunteering can be found.
For M. Schapmans, Director of the Visit Flanders Holiday Participation Center, “it is an important tool in
connecting, supporting and communicating in our network. A continuous stream of stories keeps
drawing attention to initiatives, evolutions and passionate people who help to promote the right to go
on holiday. Connect Your Story wants to honour this. Through collecting and sharing stories, the
immeasurable is made visible. These stories are not an end product, but rather a springboard to create
new possibilities for the narrator, the network and the wider reading audience”.

Innovation: integration of new technologies. E-tourism
Innovation, which can be defined as the generation, acceptance and implementation of new ideas,
processes, products or service markets, has always been important in tourism. Over the last few years,
it has faced the important challenge of integrating new technologies as we have entered the era of etourism.
E-tourism is the digitisation of all the processes and stages in the tourism, travel, hospitality and
catering industries that enable organisations to maximise their efficiency and effectiveness (Buhalis
2003). The drivers of e-tourism in tourism are: economic necessity; rapid advancements in technology
(reduced costs, ease of access); rising consumer expectations (poor time, overcoming fears regarding
security).
In a meeting organized by the European Commission in 2015 (Digital Tourism Network) the following 4
challenges in digital tourism were identified:





Sharing economy and new business model
Regulatory framework in the EU
International market
Digital technology and innovation
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9. Social media in tourism
Social media is a form of electronic communication by which users create and share information online
through texts, pictures, audio and video. It can also be a very effective business tool to engage with
consumers and thereby build a brand name by continuous and prompt correspondence (Seth, 2012). As
Seth (2012) states: “Social media has become a preferred inexpensive marketing tool that encourages
two-way communication between businesses and consumers, thus giving the latter a freedom like
never before”. With customers reacting and expressing their views on public domain, social media has
become more than a mere marketing tool. It has become a channel that allows interaction and gives
companies an opportunity to address the problems and concerns of their customers; which if done
effectively, contributes to the brand building process (Carraher, Buchanan, & Puia, 2010).
Social Media platforms have opened new channels of communication between tourism providers and
tourists, and these platforms are offering huge opportunities for customer feedback (Sotiriadis, 2017).
With websites like Yelp, Urbanspoon and Tripadvisor more people follow what the customers say about
a business. Moreover, people rely on sources they trust such as the social media reviews of friends and
family. SM platforms have become a powerful social tool for online communication, allowing tourists to
interact and share their views, to collaborate and to contribute to developing, extending, rating and
commenting on tourism experiences (Sotiriadis, 2017). Always be genuine on social media platforms, it
will help to build a network of loyal customers.

10. Tourism information centres
A tourist information centre (TIC), sometimes also called visitor centre or visitor information centre, is a
physical location that provides tourist information to the visitors who are on tour in the place or area.
To promote accessible tourism, the TIC itself also has to be accessible. There can be different kinds of
TICs, which may be:
A tourist information centre, providing visitors to a location with information on the area's social tourism
attractions, accessible accommodation, maps and other items relevant to social tourism. Often, these
centres are operated by national or local governments. Often a visitor centre is called simply
an information centre.

A visitor centre at a specific social tourism attraction or place of interest, such as an accessible
landmark, national park or national forest, providing information (such as trail maps, and information
about camp sites, staff contact, restrooms, etc.), in-depth educational exhibits and artefact displays (for
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example, about natural or cultural history). Often a film or other media display is used. This is especially
appropriate for visitors with physical disabilities for whom the site might not be accessible.
The role of the visitor centre has been evolving rapidly over the last 10 years to become more of an
experience to tell the story of the place or brand it represents. Attention should be paid to making
visitor centres easily accessible. They offer a good possibility to disseminate information on accessible
and social tourism and it is important for them to be accessible as well.
The TIC is often the first contact point for tourists on arrival. Here tourists are offered new ideas for
leisure, recommendations on accommodation or meals, and other important information. Therefore, it
is important, when promoting accessible and social tourism, that the staff are aware of what is on offer.
To be able to fulfil this need, continuous training of TIC staff is needed. Training in the specifics of social
tourism and accessibility should be an integral part of staff training.
The main target of the hospitality industry, in general, and for a tourist destination in particular, is to
generate tourist satisfaction. In the case of social tourism, the aim is to satisfy the target group.
Informing tourists in the right place and at the right moment is essential for tourism. Hence, it is
important for the TICs to have good HR planning in the office (employees with language skills and
specialized in accessibility issues). It is extremely important that all the staff members have good
communication skills and are respectful to all kinds of target groups, especially those with some special
needs. This communication includes aspects such as: verbal and non-verbal communication, image,
protocol, basic principles of customer service, treatment of requests and handling complaints. Staff
should have other important skills such as handling of information and data, internal and external
documentation, preparation and treatment of satisfaction surveys, composition of statistics and
reports.
The schedules of TICs should take the visitors into account – it is important to be open at weekends and
preferably also during holiday periods, as this is when people tend to travel the most. This is especially
relevant for social and accessible tourism, where travellers might need to be accompanied. It would be
preferable that TICs are not just open during high season, but also in low season to facilitate travel. It
might be more comfortable in the case of people with special needs to enjoy the more peaceful and
quiet time for travelling to avoid the high season rush and crowds.

11. Communication and dissemination of tourism information, tourism products and services
The tourism industry is unlike any other because, instead of a product, you are selling a place and all the
things it has to offer. You are competing with the entire world every time you promote social tourism in
a given destination, and this high level of competition demands a creative and unique approach. To be
successful, your marketing should constantly put forth the best possible image of your destination,
while creating interest on a broad scale in as many ways as possible. Yet, in addition to attracting the
general public, the social tourism information and marketing provided will always have to be accurate in
questions of accessibility. In addition to TICs, there are other important means to disseminate
information on social tourism destinations. The instruments of communication include trade fairs (both
tourism trade fairs as well as special trade fairs potential target groups normally attend), specialized
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fam-trips, thematic workshops on social and accessible tourism, specific media targeting, creation of
special social tourism promotional materials etc.
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B. Marketing
1. Marketing: concepts and terminology
The American Marketing Association defines marketing as follows: “Marketing is the activity, set of
institutions, and processes for creating, communicating, delivering and exchanging offerings that have
value for customers, clients, partners, and society at large” (2013). Marketing can create value, most
obviously through good products and prices, but also through good service, convenience and any
number of other ways. It is more than selling alone, it is just one part of marketing communication or
promotion and marketing communication is part of marketing (Masterson, Phillips & Pickton, 2017).

Demand and Supply. (Masterson, Phillips & Pickton, 2017)

One of the biggest areas of marketing is market research: vital in understanding customer needs, buyer
behaviour and how to design goods and services to meet those needs. Companies need to innovate in
product development to survive (Masterson, Phillips & Pickton, 2017).
Demand and supply are important concepts in marketing. Demand = quantity of goods that customers
buy at a certain price, i.e. sales. Supply = quantity of goods that sellers are prepared to put on the
market at a certain price.
Service marketing
Today, the service sector occupies a major part of the economic activities in the world. Tourism is part
of this sector. Payne (1995) says that “A service is an activity which has some element of intangibility
associated with it, which involves some interaction with customers or with property in their possession
and does not result in a transfer of ownership. A change in condition may occur and production of
service may or may not be closely associated with a physical product”.
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In the beginning, there were only four P’s in the traditional marketing mix, mostly suitable for the
manufacturing industries: product, price, place and promotion (Sood, 2017). In recent times, not only
the meaning of these 4 P’s has changed, but another 3 P’s have been added to suit a service industry
such as tourism: process, people and physical evidence (Singh, 2017). To meet modern-day consumer
needs, also in the service industry, a proper strategy-based marketing mix is needed.

Expanded Marketing Mix for Services (Singh, 2017)

2. The importance of market research and marketing plan/strategy
Marketing strategies have been adopted by tourism companies in order to respond to current
challenges, to achieve competitive advantage and to increase their effectiveness.
Strategic marketing has been defined as “an organization’s integrated pattern of decisions that specify
its crucial choices concerning products, markets, marketing activities and marketing resources in the
creation, communication and/or delivery of products that offer value to customers in exchanges with
the organization, and thereby enables it to achieve specific objectives (Varadarajan 2010).
The general process for implementing strategic marketing in a tourism organization (Social tourism
included) consists of three major phases: planning, implementation and control.
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3. Evolution of the marketing function: target marketing
The acknowledgement of consumers having different needs, wants, resources, preferences and
purchase behaviours has lead marketing to move away from mass marketing and embrace target
marketing, which provides the necessary knowledge and tools to develop the right relationships with
the right customers (Kotler & Armstrong, 2008). Target marketing involves three major steps: market
segmentation, targeting and positioning.
The (travel) customer journey – customer/tourist experience
What is customer experience? Customer experience is a multidimensional construct focusing on a
customer’s cognitive, emotional, behavioural, sensorial, and social responses to a firm’s offerings during
the customer’s entire purchase journey (Lemon & Verhoef, 2016). Customer experience is a decisive
factor for successful companies, which is especially true for the tourism industry (Stickdorn &
Schwarzenberger, 2016). The stages of the total customer experience are the customer journey, a
dynamic process: the customer experience process flows from pre-purchase (including search) to
purchase to post-purchase (Lemon & Verhoef, 2016). Important: this process incorporates past
experiences (including previous purchases) as well as external factors.
As described by Lemon & Verhoef (2016), a customer journey consists of Pre-purchase, Purchase and
Post-purchase stages.
 What should firms do?
First, firms should seek to understand both the firm and customer perspectives of the purchase journey
by identifying key aspects in each stage. Second, firms should begin to identify the specific elements or
touch points that occur throughout the journey. Third, firms should attempt to identify specific trigger
points that lead customers to continue or discontinue in their purchase journey.
How to understand customer view and to assess customer journey analysis? The focus of customer
journey is to understand the myriad of possibilities and paths a customer may take to complete their
‘job’. => Service management research has usually focused on specific service encounters (like visit to a
hotel) and how each element in the service design (e.g. interaction with registration desk, bottle of
water in hotel room) contributes to the overall service experience. (Lemon & Verhoef, 2016).
 Especially in the tourism field,
the fundamental idea of customer journey becomes obvious. A customer journey includes not only
direct touch points between customer and service provider, but also indirect ones, such as the
previously mentioned website reviews. In fact, these indirect touch points constitute the starting point
of a customer journey by attracting their attention to a certain destination (e.g. tourism review
websites, tourist guide books, travelogues or word-of-mouth). A customer journey analyses can deliver
additional information to customer groups and the development of more detailed personas (Stickdorn
& Zehrer, 2009).
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The Tourist experience
Tourists participate in creating their holiday, before, during and after the journey, through their time,
effort and money, because the process of doing so is highly valued by themselves and relevant to
others. This simple but very important issue in tourist experience creation shows a foundational
difference compared with traditional products and services people buy in order to complete a task or
for other instrumental reasons (be transported, have the house cleaned or get medical help)
(Prebensen, Chen & Uysal, 2018).
Tourists search for authentic experiences, to learn and to physically and psychologically take part in
various types of activities. Today’s travellers are gaining more power and control over what goes into
the nature of tourism products as experience, with which travellers also construct their own narratives
(Binkhorst & Dekker, 2009 in Prebensen, Chen & Uysal, 2018).

4. Sustainability and marketing in tourism
According to Font & McCabe (2017) two approaches can be broadly identified in sustainability
marketing, market development and product development approaches.
Market development approach
Essentially, market development aims to increase sustainability-driven consumerism by selling
sustainable products to a small, but growing market. The efforts are primarily directed towards finding
ways to change consumer behaviour, so they purposefully purchase more sustainable products.
Much effort has gone into identifying market segments that have pro-sustainability values, beliefs and
behavioural intentions, and finding persuasive methods to convince consumers in general to buy
products identified as specifically sustainable.
A great deal of research has suggested that tourists who value the environment would like to act
responsibly and favour greater sustainability (Miller, Rathouse, Scarles, Holmes, & Tribe, 2010). Some
have suggested that tourists would even be willing to pay higher prices for more sustainable tourism
experiences (Dolnicar, Crouch, & Long, 2008). Therefore, sustainable tourism segments could be
targeted by tourism operators and destinations.
In addition, if consumers are sympathetic to sustainable issues, this suggests that their behaviour could
be steered towards more pro-environmental actions, or that the right types of marketing appeals
(communications) could be effective in eliciting more sustainable consumption behaviour (Mair &
Bergin-Seers, 2010). The mix and type of interventions or messages is important and can dramatically
increase (or decrease) the effectiveness of pro-environmental appeals (BacaMotes, Brown, Gneezy,
Keenan, & Nelson, 2013).
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Product development approach
The product development approach aims to design and market products that are more sustainable to
the entire market. It is about meeting the Sustainable Development Goals (SDG’s).
This marketing approach considers how marketers have a responsibility to design products that are
more sustainable, but that are sold to consumers based on other decision-making attributes. One
example is the difference between selling travel by train instead of by plane, based, not on its lower
carbon footprint, but on convenience. The purpose here is for businesses to take responsibility
normalizing the use of products with more sustainable features, through a better understanding of
market needs and the marketing skills required to survive in a market-based economy (Grant, 2007).
This approach is driven by customer-relevant sustainable product design and places responsibility for
sustainable tourism marketing on the producer, not the market. Many consumers feel it is the
responsibility of tour operators and destinations to become more active in ensuring sustainability. As
such, this approach focuses on ﬁnding methods to make sustainable products more appealing to the
marketplace, or to introduce sustainability features to the products currently bought by the market,
without negatively affecting demand.
This approach moves away from a segmentation approach and focuses on establishing opportunities for
all consumers to behave in a more sustainable way, regardless of their attitudes. Mainstreaming
sustainability is achieved by normalizing the purchase of more sustainable products. The effort here is
placed on product design and it differs from sustainability consumerism or marketed approach because
it plays down sustainability beneﬁt and emphasizes personal beneﬁt.
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5. Practical guide in marketing for social tourism stakeholders
Even if the global concept and practices in marketing can be applied, some specific issues should be
considered by those involved in social tourism, especially those managing accommodations. ID-Tourism
& Neocamino have published: Tourisme social: sortir de la crise par l’innovation marketing which give
practical recommendations. Here are some of the key points:
Different target groups
 A product, positioning, targets
 Understand your targets
 Pay attention to the mix of audiences!
Strong themes to target better
 A unique identity
 Original ideas
Unknown targets
 Hikers & riders
 The companies
 Family events
Between direct marketing and web marketing
 Marketing?!
 Write a strategy
 Think multichannel!
Direct marketing: who to seek according to the targets
 Contact your targets directly
 Use the prescribers
Web marketing: make Google a friend
 The inevitable Google
 Your proximity is an asset on Google
 Put yourself in your customers' shoes
Web marketing: content is king
 Your content extends your service
 Your customers find you by the content
Follow you customers, keep in touch!
 What kind of database?
 Email campaigns
 Customer Comments
Social Network: a key tool
 Facebook; a big player on the net
 Join the conversation
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Unit of Competence - Block 2:

TERRITORY – HERITAGE – SOCIAL TOURISM

Module 4: Social Tourism product design
1. Identification of territorial resources
When considering a territorial analysis aimed at Social Tourism development, it is necessary to take into
account factors such as its current situation, resources and promotable attractiveness.
The main element of this Methodological Guide is Expertise in Social Tourism, which combines
characteristics and roles of different sectors of application and that, due to its complex and versatile
nature, requires specific attention, considering also that it is not yet recognised as a professional
qualification at European level. In fact, the roles that already exist in the tourism sector do not receive
specific training in local development and territorial animation, marketing and communication
techniques. This is the peculiarity of a new role that we want to analyse and that is increasingly present
on the market.
An Expert in Social Tourism needs extensive training in historical and archaeological knowledge, culture,
local customs and traditions, as well as territorial identity. It is a new sought-after approach by tourists,
more linked to the search for authenticity. Therefore, the specialist must be able to provide such
knowledge and experience based on their own competence, which should include a varied cultural
baggage on natural, historical, cultural and community aspects able to generate an interdisciplinary
social approach for those who benefit from the tourist destination. The result is an innovative product
able to combine territorial identity and openness to the outside, daily practices and new market
demands.
Therefore, the main task of this actor is to know how to carry out territorial planning in order to
organise the correct interaction between human activities and the territory they are developed in,
generating secure territorial development and economically sustainable and productive development
through land management regulation processes and the assessment of the subsequent evolutionary
dynamics. This planning also involves the systematisation of the human, natural, social and cultural
resources of the territory in the creation of a production chain that satisfies every market need: an
innovative element of the tourism offer.
If the planning requires great attention in the process of territorial development, also territorial
animation is a fundamental tool for the specialist: it is the result of the ability to identify and design
ideas capable of promoting the uniqueness of each territory and activating territorial networks,
investments, intelligence and skills, creating new job opportunities through the involvement and
participation of economic actors and the population itself in the development of plans and programs
and in the definition of system actions. Territorial animation is defined through the active participation
of all local actors for the development of the community. Interviews, questionnaires, round tables and
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seminars are the methods that contribute to the creation of an efficient territorial network, the starting
point for resource implementation.
Regarding the need to get the entire local community involved to achieve the goals, the key role of the
stakeholders in the commercial sector decision-making processes is underlined. For this reason the
expert in social tourism is in charge of guiding and conducting the stakeholders, as well as offering
assistance, constant support and mediation with the reference market.

2. Analysis of the tourist potential of an area
To elaborate a complete and interesting tourism proposal, it is necessary to first conduct an analysis of
the territory highlighting and cataloguing its attractiveness, characteristics, present tourist
infrastructure, local transport network, accommodation capacity and additional services. A clear picture
reflecting the reality of a given destination pinpoints its strong points, to be valued and adopted as a
marketing tool, and its week points, whose consolidation is necessary to make a valid and effective offer
able to welcome an adequate tourism flow.
A good starting point is certainly the tourist offer already present in the destination. Its study can lead
to the definition of the most important aspects of the territory and the motivations of travellers (the
target, geographical origin, interests, needs, required services, the spending capacity), elements that
should not be underestimated as main sources. From this information, it is possible to obtain the
market segment to include, as well as the tourism segment to pay attention to.
With this Guide, we intend to deal with a new potential, which is the search for the identifying factors of
the place we want to propose in the tourism offer, in view of an interpretation and communication
plan. It consists of the creation of an integrated communication system, which aims at enriching the
visitor's experience starting from the encounter with the most authentic reality of the territory, the
participation in meaningful and quality interpretive experiences organised by the local population,
which could trigger new incentives and new ideas for the visitor. It is through the reconsideration of the
whole journey that it is possible to carry out this interpretative plan: a process involving both the
population and the visitor, from arrival to stay. By providing new ideas and new communication tools to
the main actors of the territory that come into contact with the tourist, you get a new perception of the
journey and of the places visited, increasing consensus and positive incentives.
What emerges from this approach is a tool to manage the territory through the integration of technical
aspects with social, economic and cultural ones, using a coherent communication system on the image,
contents, programs, structures and staff.
Therefore, at the basis of an Interpretation Plan there is a preliminary study of the existing tourism
offer, conducted through the preparation of informative tourism material, collection of data with
descriptions and characteristics, their analysis, classification and archiving. This documentation
concerns material on:
 Environment
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- Geographical situation, to detect the main geological and meteorological characteristics of the
area;
- Hydrography, to determine the presence and quality of watercourses and possible activities to be
carried out in them;
- Land use, to trace houses, industrial / commercial activities, forests, protected areas, agricultural
lands (with attention to flora, fauna, natural sites of particular interest and protected areas).
 Population, economic activities, shops and services
- Population, to determine the number of inhabitants and the demographic structure;
- Active population, to determine the employment rate and the sector of reference;
- Shops and services, to classify the presence in the area of commercial activities and tourist services
(transport, post offices, banks, pharmacies, doctors, other).
 Access routes and transport
- Road network
- Railway network
- Local transport
- Cycle paths
- Pedestrian areas
- Regulated traffic
- Signage
- Parking
 Culture and Cultural Animation
- History
- Links with foreign countries
- Religion
- Architecture, urban planning, built heritage
- Cultural peculiarities
- Recreational activities
- Cultural heritage, curiosity
- Museums and exhibitions
- Organised tours and specific attractions
 Sports and free time
- Water sports
- Swimming
- Air sports
- Equestrian sports
- Walking/Cycling
- Other facilities for sports and free time
- Winter sports
- Health, care, rest
- Leisure and free time
 Accommodation facilities, Food services
 Fairs, congresses, conferences and more
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3. Creation of tourism products/services/destinations
In order to include a tourist destination in the market, it is necessary to create a product that offers all
the services that can be used by tourists during their stay. In this case we are talking about the
aforementioned production chain: a process of systematisation for all the operators and local resources
that cooperate in the development of the tourism destination, a strategic planning path for single
products, services and activities.
It is now important to consider the Destination Development Canvas, a tool able to provide a complete
overview of a tourist destination. It consists of a complexity of products, services and activities, useful in
order to coordinate and foster the work of the bodies and people who have power in the tourist
development policies of a territory.
The Destination Development Canvas is designed to strategically plan single products, services and
activities within an area, as well as to provide a clear and concise picture of the activities to be carried
out so that everything can be developed according to the set aims. The model is designed for minor
destinations and small areas: municipalities, unions of municipalities, consortia, associations,
institutions, tourist systems, etc., which aim at developing tourism in a strategic and collaborative way.
The Canvas consists of nine blocks that form the basis for a useful tourism planning tool:
Networks are relationships that are configured as vital for the organisation with the ability to internalise
particular resources and activities for optimisation and saving (partnership with institutions,
associations, universities, etc.)
Key activities, which can represent a sort of To-Do List of necessary elements for the development and
achievement of the goals
Peculiarities and Value, factors with unique, distinctive, non-imitable and differentiating characteristics
that allow a competitive advantage if they are increased in value (satisfy a need, bring benefits)
Relationships with travellers, relationships established between a destination and the travellers during
all phases of the experience cycle (pre-experience, in-experience, post-experience) to understand needs
and interests and how to satisfy them (a greater number of relationships will create greater loyalty)
Target audience, more types of travellers, more or less attracted by factors of varying nature
Necessary resources, specific resources that can be physical, intellectual, human and financial
Communication channels, to communicate the proposal and reach relevant public
Costs and investments, realisation costs for each action of the canvas in relation to the necessary
resources, financial sources, key activities and partnerships to be implemented
Expected results, results and hypothetical impact of a development project, divided into seven macro
areas: economic, physical, social, psychological, cultural, political, image and reputation.
An Action Plan can be created starting with the Canvas, a tool that enables to accomplish a structured
plan for the final goal through the guidelines. These are the criteria, indicators and guidelines dictating
the extension of the proposed offer and giving it a clear and homogeneous reference framework so that
it results in a coherent operation.
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Reference is made in detail to a tourism offer focused on the aforementioned concept of territorial
animation, where even greater importance is given to the creation of a production chain that includes
the involvement of local actors, each in their reference area. This is community tourism, which is a form
of tourism aimed at including and bringing benefits to the local area. For example, villagers could host
tourists in their village, managing the scheme in common and sharing the profits or, there is the option
of the Albergo Diffuso (dispersed hotel) or Paese-Albergo (country-hotel), which consists of a hotel
business located in a single inhabited centre, made up of nearby buildings with unified management
and able to provide hotel standard services. The same organisation can be found in catering. It is the
study of these management techniques that is fundamental in involving stakeholders during the
decision-making phase. It is precisely the activities and initiatives of the community that are valued and
systematised for the reference marker: a non-hierarchical approach that makes those who come into
direct contact with the traveller protagonists by offering them the experiences that are part of their
daily lives, as a source of enrichment for the visitor.

4. Implementation of tourism products / services / destinations
In order to give practical fulfilment to a tourist product as the one described above, it is necessary not
to lose sight of some important phases for the proposal to succeed. First of all, this is an analysis process
of the effects of tourism development, which can be achieved through constant monitoring of the
social, economic, environmental and anthropological impact of the product on the area. In fact, it is
necessary that the tourist flow does not damage the area, especially from physical-ecological, sociodemographic and political-economic points of view. For this reason it is necessary to regulate tourist
management so that it does not become a negative element.
The sustainable tourism approach is certainly the best to avoid risks of this kind. We consider a tourism
that backs in equal terms:
 Biodiversity preservation with minimisation of the environmental impact of structures and
activities linked to tourism;
 Respect and protection of local traditional culture;
 Social wellness;
 Active participation of local populations in the management of eco-tourism businesses;
 Direct relationship between the visitor and local community and a better knowledge of its
culture;
 Economic security of the hosting countries and communities.
Some of the aforementioned principles concern another fundamental aspect of tourism development,
which is the implementation of ethical and sustainable marketing policies. Making tourism a factor of
sustainable development, a vehicle for individual and collective fulfilment, a user of world cultural
heritage and a contributor to valorisation, a healthy activity for the host countries and communities and
a contributor to mutual understanding and respect between populations and societies.
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5. Territorial communication and promotion
Once the tourist product is defined, it is necessary to ensure that the target audience is aware of it. To
achieve this, we must aim at a communication and promotion process which manages to reach and
attract the visitor through the most appropriate channels and tools.
In recent decades, communication techniques have been subjected to a sharp change due to
technological developments and the success of the Internet. For this reason, the most common tools to
reach the greatest possible number of users are social media and the web in general. Even the tourist
sector has suffered from these radical changes. Consider the birth of low cost companies and the
possibility to book a trip and all the services connected to it directly through a computer or a smart
phone.
It is not only in terms of connections that tourism has changed, but also in the type of travel itself. You
no longer travel exclusively in search of renowned attractions, now more attention is given to travellers
and their needs. It is a journey in search of experience: being attracted to something, exploring new
realities, living the experience and getting the most out of it, creating a souvenir based on experience
that travellers will share with their acquaintances.
These new anthropological and social dynamics lead to the need to find a new way to include a product
in the market. The choice of territorial marketing techniques must necessarily take into account all
these variables and look at the needs of both the market and the area. In addition to the dissemination
and promotion tools of the product/tourist destination, we must not ignore the importance of effective
product communication even in the area itself, considering all the services the destination offers which
require specific communication.
A good marketing campaign for the promotion of a tourist destination requires the involvement of all
the actors present in the area and also of the intermediaries between the area and the potential
visitors. In order to obtain good results in this field, we must think about the creation of training courses
aimed at professionals, such as service managers, guides, reception staff, hospitality and catering
operators. They require specific training in tourism resources, regulatory aspects, good practices for
territorial development, as well as knowledge of the traditions and identity. This training aims to give
added value to visitor experience in every phase of their journey through the different services offered
by the local supply chain.
It is not only professional operators who are to be considered fundamental for the implementation of a
product/tourist destination, but also stakeholders, both tour operators and press officers. They are the
first recipients of the promotion of a product. A tool for their involvement can be the Educational Tour,
i.e., an itinerary designed specifically to give them a direct experience of a place or product, which they
can then include in their articles or travel itineraries. This tool is often aimed at influencers and
bloggers. The category of travel "inspiration behind” is one of the most followed.
In order to organise an Educational Tour, you need to have a clear idea of who to invite. This will be
based on the role and contacts journalists or tour operators can achieve and an evaluation of their
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media outlet and reference audience. The same attention must be paid to the choice of itinerary, which
aspects and activities must be highlighted and which ones could be of greater interest. At this stage, the
effect of the visit is of capital importance, as the visitors’ impressions, whether positive or negative, will
be transmitted to their network of contacts.
These are the most important factors to take into account in both product development and, especially,
the communication campaign. In this process, the choice of using a type of interpretative
communication focused on a social and identity factor, on the contemporary socio-cultural condition
and on the relationships that characterise it, could well be considered winners. Not only this, but also
the new role of images, reflecting the destination and its effect on visitors, should be taken into
account.

6. Visitor centres and interpretation centres
The Interpretation Centre is a new tourist resource which already exists on different Cultural Routes. It
is a Visitor and Interpretation Centre set up as a starting point for itineraries and tracks spread out
throughout the area. The aim of this project is to create a centre that can act as a hub for itineraries and
tourist offers, as a meeting point for tourist flows and as a gateway to a varied and complete knowledge
of the area. At the same time, this centre can be configured as the headquarters of a local development
agency to manage community engagement activities and projects, territorial marketing and contacts with
local stakeholders.
A fundamental characteristic of an Interpretation Centre is its acknowledged value in the area: a source
of knowledge and information about its surroundings and a source of advantages as it encourages
visitors to experience what is on offer.
The first step to implement this project is raising awareness among local communities and local
authorities in identifying suitable buildings to host such a centre.
At the same time, the technical team experts would work on the "Interpretation Plan". An interpretation
plan can be based on:
• Unique experiences for each place through correct messages and information
• A story that combines these messages and information and makes them effective
• A system of images and messages connected to these stories
• A series of functional and compliant structures to the communication system
A similar system provides visitors with a strong framework and reference structure to physically and
conceptually organise their experiences and knowledge, making them meaningful and unforgettable.
The interpretation plan considers:
• The creation of a coherent communication system in image, contents, programs, structures
and staff
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• Implementation of Visitor Centres to discover both the routes and individual areas and offer
the best possible experiences.
• Implementation of a system involving interpretive offers
• The definition of design standards for the activities, structures and tools consistent with the
developed system
• The organisation of a system to allow local populations to offer meaningful and quality
interpretive experiences, which are both commercial and cultural
• The creation of an international interpretation school that can use the Plan with its complete
interpretative programs, linked to a first model area, to form specialised guides / interpreters
These are the planning criteria on which an interpretation plan is based:
1. Creating an integrated and coherent communication system from a communicative point of
view based on the experiences offered to the visitor
2. Welcoming visitors
3. Orienting visitors
4. Ensuring a correct communication flow within every place and hub of the network
5. Making good experiences for visitors (vehicles)
6. Predicting results for experiences
7. Making clear messages for each experience
8. Correlating images to messages
9. Using elements of knowledge organisation
10. Providing a system of participation of the local population to the offer of experiences.
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Module 5: Basic concepts of destinations
A. Concepts and Typology of Patrimonial Groups
1. Historical Heritage/Cultural Heritage
Cultural and Natural Heritage are a set of assets that we receive as inheritance and should transmit,
modified and increased, to the following generations. That is to say, the inheritance of a particular past,
concrete and individualized generationally, in permanent change: a landscape. The manifestation in the
present of the historical sequence in a specific space where territories and culture, both tangible and
intangible and sometimes difficult to dissociate, are articulated with a natural environment that has its
own history: the purely natural and that created by the human being (DECARLI, 2006). "The concept of
heritage itself is in permanent construction" because the elements that make it up "form an open set,
susceptible of modification and, above all, new incorporations" (AZCÁRATE et al 2003).

HERITAGE STRUCTURE ACCORDING TO UNESCO
HERITAGE

NATURAL

CULTURAL

INTANGIBLE

TANGIBLE

MOVABLE

IMMOVABLE

Historical and Cultural Heritage are two concepts that are commonly used as indistinct, although there
is no doubt that the Cultural Heritage category has a much broader scope, since it includes issues as
relevant as the language itself and other forms of literary and artistic creation that are not usually
included in the Historical Heritage category (although "sensu stricto" they are). The UNESCO
classification of Cultural Heritage emphatically includes the category of Intangible Heritage, especially
Ethnological, grouping fundamental aspects of human societies: languages, myths, religions, landscapes,
customs or legends, issues that have only been outlined in most patrimonial legislations.
In Europe, protection regulations have received disparate names: "Historical Monuments Law" in France
(1913), replaced by the "Heritage Code" of 2004, "Historical Heritage Law" in Spain (1985), or "Code of
Historical Heritage", “Cultural and landscape heritage "in Italy (2002). In any case, the construction of
the current concept of Heritage, although it has some origins that can be associated with the creation of
Modern States, reaches its greatest development starting in the decade of the fifties in the last century,
changing and gradually integrating the set of material and immaterial testimonies of men and women,
individually and collectively, in History. For the International Council of Museums (ICOM), Heritage may
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be considered "any object or group, material or immaterial, recognized and appropriated collectively for
its value as testimony and historical memory, worthy of being protected, conserved and valued".
The International Council of Monuments and Sites (ICOMOS) considers that the values that generically
define Heritage are among others:
a) The symbolic value that a monument or a place may have for a community as an element of
the landscape.
b) The value of generating feelings, emotions and experiences, both individual and collective,
related to the construction of the group's own identity.
c) The documentary value of the monument or site: historical memory, ways of life, artistic
forms, and technology....
d) Its capacity to build cultural relationships and links between individuals, both in the personal
and collective sphere (tourism, folklore, cultural and religious manifestations, etc.), which
makes it a factor of social cohesion.
e) Its capacity for the integration of human communities with the environment.

2. Legal Structure of the Immovable Heritage
Property Heritage is made up of monuments, gardens, archaeological areas, sets and historical sites,
although some legislation extends this typology, defining other specific forms of the PH to be protected,
and incorporating new concepts such as places and areas of ethnological or industrial interest.
Patrimony, an interpretation of the UNESCO Cultural Landscape category that is the expression in a
territory of human action and intervention over time, therefore the articulation of two dimensions that
imply time and space.

3. Built Heritage and Heritage Spaces
For the Immovable, Architectural or Constructed Heritage, although the typology of the different
countries has different contents and definitions, we can consider the following categories:
Monuments:
Immovable assets such as buildings and structures of any type that constitute architectural or
engineering works with historical, artistic, archaeological, paleontological, scientific or social value. It is
the most widespread model in Europe and possibly, given its ambiguity, one of the most complex
because of the diverse nature of its elements.
Historical Complex:
Grouping of immovable assets that form a unit of settlement, production or activity, continuous or
dispersed, urban or rural, conditioned by a spatial context that has a particular physical and
geographical entity linked to them, at a time in history or in its specific temporal and contextual process.
Historical Garden:
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Space where natural elements are integrated, modified and ordered spatially, sometimes biologically or
even genetically by human beings, which can integrate plant species but can include immovable assets
and movable property, namely a Cultural Landscape: "a composition of architecture and vegetation of
public interest from historical or artistic points of view ".
Historical sites:
Places linked to valuable events for any type of Heritage (historical, ethnological, archaeological,
industrial or even paleontological).
Archaeological areas:
It can refer to a specific settlement, but also to a special density of archaeological sites (emerging, or
not, from the subsoil, contemporary or defined in a broad sequence) that can coherently contribute to
the construction of the history of a certain territory.

4. Extending the Scale: Cultural Landscape/Patrimonial Area Category
Cultural Landscape as a concept has its origin in the UNESCO definition which establishes it as the
"combined works of nature and man that illustrate the evolution of society and human settlements in
the course of time, under the influence of the physical constraints and (or) the opportunities presented
by its natural environment and the successive social, economic and cultural forces, both internal and
external”. That is, it is the assessment of the manifestation of human action in a specific territory that
can be perceived and interpreted as a dynamic reality, a result of the processes that take place over
time in a territory.

5. Archaeological Heritage
Archaeology is the science that studies the history of humanity from its material remains and ,
consequently, Archaeological Assets are part of Historical Heritage, both in terms of movable property
and real estate, whether or not they have been extracted from the subsoil, are on the surface, or in the
territorial sea.

6. Ethnological Heritage
Ethnography is the study of social groups based on the observation and analysis of their behaviour and
relationships. Fieldwork, observation and surveys are the main methodological tools of this social
science. It includes real estate elements, which could be included in other heritage categories, furniture
materials of traditional ways of life, but, above all, an intangible heritage that forms a sign of identity,
which is sometimes the main sign of a human community. It is also a transversal heritage that helps to
understand the complexity of social relationships of gender, neighbourhood or kinship: three of the
fundamental pillars in the definition of human relationships and behaviour in the local sphere.

7. Industrial Heritage
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Industrial Heritage is one of the most remarkable exponents of the social, technical and economic
history of many European communities. It is also an element of identity that is combined with the
articulation of assets of different nature, including an intangible heritage that is materialized in different
ways of life, depending on the type of industrial activity. In general, it is identified with the set of assets
linked to productive, technological, manufacturing and engineering activities; that is, it refers to the
remains of industrial culture (facilities, machinery, workshops, mills, factories, mines, and warehouses).

8. Documentary and Bibliographical Heritage
UNESCO defines a document as "that which consigns something with a deliberate intellectual purpose",
explaining that in every document it is necessary to distinguish between the informative, creative or
artistic content and where the support is expressed or consigned. Both elements must be subject to
protection.
The situation of this Heritage began to be valued very specially from the formulation of the so-called
Memory of the World Program, an initiative promoted by the United Nations Organization aimed at
establishing models for the protection of Documentary and Bibliographic Heritage, expressed in a List of
the Documentary Heritage, which began to be defined as of 1992, in "response to the unfortunate state
of conservation of documentary heritage and poor access to it in different parts of the world".

9. Purpose of Museums and Property Heritage
The ICOM states that a museum "is a non-profit, permanent institution at the service of society and its
development, open to the public, which acquires, preserves, researches, communicates and exposes the
material and immaterial heritage of humanity and its environment for the purpose of education, study
and recreation” (ICOM Statutes, approved by the 22nd General Assembly in Vienna (Austria) on August
24, 2007). The current functions of any museum, in line with what was proposed by ICOM, would be the
following:
Collecting-Conserving-Investigating-Displaying-Communicating-Educating

10. Natural heritage:
The human has developed as a species within the natural environment. Its own evolution and the
development of its cognitive and social abilities meant a profound transformation of the world
ecosystems that is already detectable since the Paleolithic. But that process increased exponentially
when the industrial revolution increased the transforming capacity of the human being with access to
the energy of fossil fuels, which at that time was considered unlimited. Currently only Antarctica can be
considered as a pristine area. However, conserving the natural heritage that still exists is our
responsibility as a species, it is a clear factor of our future survival and it is one of the objectives of Social
Tourism. “Forests precede civilizations, deserts follow them", René de Chateaubriand (1768-1848). Even
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though there are precedents of environmental concern and promotion of sustainable practices in many
civilizations, it is not until the 19th century that this vision came together in the declaration of the
Yellowstone National Park in 1890, which would be followed by several legally protected spaces in
Sweden and in the twentieth century and the National Park of Covadonga (current Picos de Europa) in
1918. Even though the initial concerns were to protect the landscape (wildlife was not included at this
moment), this concept was expanded to develop modernly the ecosystem approach and more recently
(although still implanted gradually) the social one, which integrates the present human communities. It
should be noted that from that moment the "inspiring" nature of the National Parks was perceived, in a
precedent that would lead to the concept of "public use" and the Education and Interpretation of
Heritage and therefore similar objectives to those of Social Tourism. Since then, there have been many
initiatives to preserve our Natural Heritage and increase our awareness of this, but the threats do not
stop growing as well.
The Natural Heritage is the set of natural and environmental goods or riches that society has inherited
from its predecessors. It is integrated by:




Natural monuments constituted by physical and biological formations or by groups of these
formations that have an exceptional universal value from an aesthetic or scientific point of view,
The geological and physiographic formations and the strictly delimited areas that constitute the
habitat of animal and plant species, threatened or in danger of extinction,
Natural sites or strictly delimited natural areas (such as national parks, conservation areas, etc.)
that have exceptional value from the point of view of science, conservation or natural beauty.

Taking as a summary all the living beings, territories and groups of these three groups make them mean
universal values in terms of the protection and conservation of endangered species or integral
landscapes in danger of destruction or transformation. Their custody or multiplication is the
responsibility of the nations since such heritage must remain the same in its biological root where it is
found as a town or a city and therefore it must continue to belong to it, preventing its disappearance so
that it is maintained for future generations.
In order to spread and rationalize the conservation efforts of the World Natural Heritage, the
International Union for the Conservation of Nature, IUCN was born in 1948. It is the largest coordinator
of institutions and official agencies, NGOs and research centres in the world, which sets a standard for
the conservation of spaces and species: Management categories of protected areas of IUCN.
Management categories of protected areas of IUCN:
Protected areas are by no means uniform entities; rather they cover a wide range of objectives and are
managed by a large number of very diverse actors. Thus, we can find a number of sites whose access is
totally prohibited due to its enormous importance and fragility, but also other types of protected areas
that encompass traditionally inhabited territories and marine spaces, where human action has shaped
cultural landscapes with a high biodiversity. In some cases, the ownership and management of the sites
are in the hands of governments, while in others this property and management corresponds to
individuals, private companies, communities and religious groups.
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The original intent of the IUCN Protected Areas Management Categories system was to create a
common understanding and an international framework of reference for protected areas both between
and within countries.
Category I. Strict protection
Ia. Strict Nature Reserve
Objective: Conserve regional, national or global ecosystems, species (presence or aggregations) and / or
extraordinary geodiversity features: these attributes have been formed mainly or exclusively by nonhuman forces and would be degraded or destroyed if they were subjected to any significant human
impact.
Category I. Strict protection
Ib. Wild natural area
Objective: Protect the long-term ecological integrity of natural areas undisturbed by significant human
activities, free of modern infrastructure and dominated by natural forces and processes, so that present
and future generations have the opportunity to experience these areas.
Category II: Conservation and protection of the ecosystem
National Park
Objective: Protect natural biodiversity together with the underlying ecological structure and the
environmental processes on which it is based, and promote education and recreational use.
Category III: Conservation of natural features
Natural monument
Objective: Protect outstanding natural features and biodiversity and the habitats associated with them.
Category IV: Conservation through active management
Habitat / species management area
Objective: Maintain, conserve and restore species and habitats.
Category V: Conservation of landscapes and seascapes and recreation
Terrestrial and marine protected landscape
Objective: Protect and maintain important terrestrial / marine landscapes and the conservation of
nature associated with them, as well as other values created by interactions with humans through
traditional management practices.
Category VI: Sustainable use of natural resources
Protected managed area
Objective: Protect natural ecosystems and use natural resources in a sustainable way, when
conservation and sustainable use can benefit each other.
However, many countries developed their own conservation figures even when they could be inspired by
the IUCN formulas, for example in Spain:
Protective figures in Spain:
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According to Law 42/2007, of December 13, on Natural Heritage and Biodiversity, Protected Natural
Spaces, whether terrestrial or marine, will be classified, at least, in one of the following categories,
depending on the assets and values to be protected and the management objectives to be met:
1. Parks: Natural areas, which, due to the beauty of their landscapes, the representativeness of
their ecosystems or the uniqueness of their flora, their fauna or their geological diversity,
including their geomorphological formations, have ecological, aesthetic, education and
scientists whose conservation deserves special attention. This category includes the National
Parks, which are governed by their specific legislation and integrated into the National Parks
Network.
2. Natural Reserves: Natural spaces whose creation has the purpose of protecting ecosystems,
communities or biological elements that, due to their rarity, fragility, importance or uniqueness,
deserve a special valuation.
3. Marine Protected Areas: Natural areas designated for the protection of ecosystems,
communities or biological or geological elements of the marine environment, including
intertidal and subtidal areas, which, because of their rarity, fragility, importance or uniqueness,
deserve special protection.
4. Natural Monuments: Spaces or elements of nature constituted basically by formations of
remarkable singularity, rarity or beauty, which deserve special protection. This consideration
also includes singular and monumental trees and geological formations, paleontological and
mineralogical sites, stratotypes and other elements of gea that have a special interest in the
uniqueness or importance of their scientific, cultural or landscape values.
5. Protected Landscapes: Parts of the territory that the competent Administrations consider
worthy of special protection for their natural, aesthetic and cultural values, and in accordance
with the European Landscape Convention of the Council of Europe.
Because Spain and other states of Europe are or can have (or almost) a federal configuration, many
autonomous communities have created their own legislation in this regard and their own figures of
protection and management, which must be known, in the event that activities are developed in them.
The European Union:
The European Union also developed its own policy of conservation of the Natural Heritage, developing a
series of directives of obligatory transposition to the legislations of the member countries. This is how
Directive 92/43 / CEE of the Natura 2000 Network was born.
 The purpose of this Directive is to help ensure biodiversity in the European Union (EU) by
conserving: natural habitats and the wild species of fauna and flora.
 Establish the Natura 2000 network, the largest ecological network in the world. Natura 2000
includes special conservation areas designated by the EU countries within the framework of this
Directive. In addition, Natura 2000 includes special protection zones under the Birds Directive
(Directive 2009/147 / EC).
Protection of spaces (Natura 2000 network):
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Based on the national lists and in agreement with the EU countries, the European Commission then
adopts a list of sites of Community importance for each of the nine biogeographical regions of the EU:










The alpine region,
The Atlantic region,
The Black Sea region,
The boreal region,
The continental region,
The Macaronesian region,
The Mediterranean region,
The pannonian region,
The steppic region.

Objectives and conservation actions:
Once the special conservation zones have been designated, the EU countries should introduce adequate
conservation objectives and actions. They must do everything possible to:





Guarantee the conservation of habitats in those areas.
Avoid its deterioration and any significant alteration that affects the species.
Promote the proper management of landscape elements that are essential for migration,
geographical distribution and genetic exchange of wild species,
Take charge of the surveillance of species and habitats.

The Natura 2000 network represents almost one fifth of the surface area of the EU territory and covers
more than 250,000 km2 of maritime zones.
The Natura 2000 Network is based on the Birds Directive, which gave rise to a network of spaces to be
protected, based on the existence of birds whose conservation is considered a priority by the EU: Zones
of special Importance for Birds: SPAs.
The directive seeks to conserve all wild birds in the EU by setting standards for their protection,
management and control. It covers birds, their eggs, nests and habitats.
EU countries must take measures to conserve or restore populations of species threatened with
extinction at a level that corresponds to ecological, scientific and cultural requirements, taking into
account economic and recreational needs.

Measures should be established to preserve, conserve or re-establish a diversity and a sufficient area of
habitats for all bird species. These measures consist mainly of:
 The creation of protection zones.
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The maintenance and management of habitats both inside and outside protected areas.
The restoration of destroyed biotopes and the development of new ones.

EU countries should create special protection zones (SPAs) for endangered bird species and migratory
birds, with favourable conditions for their survival. These areas should be located in the natural
distribution area of the birds (that is, where they are found naturally). Special attention is paid to
wetlands. The SPAs are part of the Natura 2000 network of protected ecological spaces.
Other agreements and international programs:
Other agreements and international programs also affect the conservation of the Natural Heritage, even
when compliance may (in some cases) be voluntary.
These figures extend the spectrum of conservation activities and allow the conservation of spaces that
do not meet the characteristics mentioned in the preceding figures. Even so, many of these spaces are
vital for the conservation of biodiversity, including breeds of livestock and traditional agriculture. Many
highly humanized spaces have remarkable natural values and even essential for the conservation of the
Natural Heritage. For example, well-preserved agricultural districts, cities with well-managed urban and
peri-urban parks and even Ramsar sites in their municipal area. Designing or promoting Social Tourism
activities in these new environments can help their conservation, as well as being a sustainable resource
for the local economy.
World Convention for the Conservation of Wetlands, Ramsar.
The Contracting Parties confirmed in 2005 that their vision for the Ramsar List is "to create and maintain
an international network of wetlands that are important for the conservation of global biological
diversity and for the sustenance of human life through the maintenance of the components, processes
and benefits / services of their ecosystems ". Currently, the Ramsar List is the most extensive network of
protected areas in the world. There are more than 2,200 Ramsar sites covering more than 2.1 million
square kilometres in the territories of the 169 Ramsar Contracting Parties around the world.
MAB Program - UNESCO:
The MAB Program - UNESCO: Also known as the Man and the Biosphere Program, is an
Intergovernmental Scientific Program that seeks to establish scientific bases for the long-term
foundation of the improvement of relations between people and the environment.

Biosphere reserves:

203

GUIA METODOLOGICA EN TURISMO SOCIAL- Resumen
Consolidación de una competencia transversal en turismo social a nivel Europeo (O5)

Biosphere reserves are zones composed of terrestrial, marine and coastal ecosystems, recognized by
the UNESCO Man and Biosphere Program. In each of them, solutions are fostered to reconcile the
conservation of biodiversity with its sustainable use, economic development, research and education.
Biosphere reserves consist of three interrelated areas that fulfil three related, complementary and
mutually reinforcing functions:





The core zone composed of a strictly protected ecosystem.
The buffer zone, which surrounds or abuts the nucleus, and where compatible activities are
carried out. In this area it is allowed to perform activities such as environmental education,
recreation, ecotourism and applied and basic research.
The area of transitions, the fringe of the reserve where a greater number of activities are
authorized to promote sustainable economic and human development from the social, cultural
and ecological points of view.

Urban parks:
Urban parks are a fundamental component of contemporary cities. They are the expression of a nature
built and preserved by human beings. They are not natural spaces, although nature is present in them.
In many cases, certain remaining ecosystems within the urban perimeter, such as wetlands, island hills
and riverbanks, are transformed into parks.
Spaces managed by Territory Custody:
The custody of the territory is a set of strategies and instruments that intend to involve the owners and
users of the territory in the conservation and good use of values and natural, cultural and landscape
resources. To achieve this, it promotes agreements and mechanisms for continuous collaboration
between owners, custody entities and other public and private agents.
Functions of the Custody of the Territory:
 Contribute to the protection of the natural, cultural and landscape values of the territory where
your entity acts
 Protect the values of special relevance in your territory (a habitat, a river, a species, a historical
element, a place of sociocultural value)
 Promote practices of good use and conservation of natural resources (agricultural, forestry,
recreational hydrological, hunting...).
 Support the owners and managers of the territory in planning, protection and long-term
management taking into account the needs of the territory and the people who inhabit it.
 Provide social, cultural, educational and leisure opportunities appropriate to the carrying
capacity of places you protect
 Ensure from your entity and with full autonomy legal protection of the territory, fresh water
and the sea (including urban, agricultural, forestry or other uses) for the common social interest
and future generations, in agreement with the owners and users of the territory.
 Provide a well-conserved territory that offers opportunities to educate society on long-term
sustainable economic development.
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Geo- Parks:
A geopark is a territory that contains both a unique geological heritage and a development strategy of
its own. It has clearly defined limits and a sufficient surface so that it can generate its own economic
development. The geological, mineralogical, geophysical, geomorphological, paleontological or
geographic resources, specific to each geopark, are intended to be used as a basis for geological
heritage promotion for:
 Promote education in geological and environmental aspects.
 Ensure sustained development based on geotourism.
 Contribute to the protection of threatened geological points of interest.
It is also necessary to consider that:
Each protection figure can have different models of management and, even, there could be no
management at all. Often the management plans are not real management plans (Europark), which
does not exempt compliance with the legislation that affects each protected area, although it may
complicate their knowledge and correct compliance and even legal gaps exist. The Natura 2000
Network is a paradigmatic example of this: There is no uniformity in the management of this concept of
conservation throughout Europe and many species protected by directives can live or transit through
unprotected natural and even urban areas.
Design of tourism products and programs in the natural heritage.
The design of tourism products and programs in the natural heritage, must meet the strategic
objectives of tourism that are:
SOCIAL VISION OF TOURISM: That implies engaging in the fight against inequalities and against exclusion
those sectors that for various reasons do not usually have access to the enjoyment of tourist offers in
natural spaces.
CORPORATE SOCIAL RESPONSIBILITY: this case is particularly relevant in the sustainability of the
practices in all aspects that may affect the natural space where it is developed: waste and sewage
management, consumption of local products, carrying capacity of scheduled activities, good practices
with flora and fauna, support for the economy and local employment ... but also respect for the identity
of the local population and tax ethics. Many protected areas are perceived by the local population as
obstacles to the development of certain activities (often unjustifiably), however the protected space is
usually "sold" as a motor of development thanks to the new tourist possibilities that can arise in it, it is a
must of social tourism initiatives, make sure that these expectations are met as far as possible. On the
other hand, a massive influx to small communities, adversely affects their living conditions and
coexistence without these discomforts are sometimes compensated by higher income or employability.
SOLIDARITY, especially regarding the economic, social and physical accessibility to the sites.
SUSTAINABILITY, with special emphasis on the participation of local stakeholders in the management of
resources, waste management, territorial planning and environmental planning of destinations.
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INFORMATION, TRAINING AND AWARENESS of the entire chain that makes up the tourism phenomenon,
including national and transnational policies, operators and tourists themselves, so that they respect
the environment and the populations of the places of destination. This implies including within the
tourist activities, interpretive messages that support the sustainability and conservation of the site and
the planet globally.
TRANSVERSALITY: In this case, transversality also implies "connecting" the programs and products of
Social Tourism with the management of protected spaces: In addition to being duly authorized when
the plans for use and management so require. Those responsible for social tourism activities that
operate on sites of great natural value (whether legally protected or not) must know the management
plans of the spaces and species present to avoid unnecessary damage to them and collaborate in their
management through a better design of activities and messages that spread to tourists. This also
includes the administrations of the sites: activities for public use, especially environmental awareness
and education, must be integrated into the management plans from the beginning of their design and
have qualified experts in that area from that phase.
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B. BASES FOR THE CONSTRUCTION OF CULTURAL TOURISM PRODUCTS. THE
SCALES OF CULTURAL PROPERTY
1. Introduction
Contextualization involves defining cultural heritage within the framework of the double chrono-spatial
historical dimension, that is, on the scales of space and time. The heritage interpreter must know the
structure behind the anatomy of each cultural tourism product to propose its presentation correctly. In
the following pages we propose an approach to the construction of these Historical Heritage products
beginning by decomposing their internal structure, their operational chain and continuing with the
clarity that should govern the nomination proposal and definition of objectives.

2. Landscapes and cultural itineraries within the framework of the UNESCO World Heritage classification
A tourist-cultural proposal was traditionally associated with the monument or site that was presented:
The Alhambra, the Louvre Museum or Pompeii are clear examples. Nevertheless, since the end of the
XX Century, a model has been developed based on sets of cultural assets articulated in a network of
sites and monuments and, in many cases, with a hybrid, cultural-natural essence to constitute
landscapes and itineraries. The Convention for World Cultural and Natural Heritage Protection of 1972,
characterized two major patrimonial groups, the cultural and the natural. It also defined the typology of
the former in its article 1: monuments (including real and personal property), assemblies and places.
Subsequently, in 2003, intangible or intangible cultural heritage was distinguished from tangible or
material cultural heritage. A few years earlier, in 2001, another type of classification had been added to
cultural heritage: underwater heritage.
a. Cultural Landscapes. As M. Rossler points out (ROSSLER 1998) experts warned in the late twentieth
century, that the lack of an anthropological reading of space and time caused significant gaps in the
choice of assets inscribed in the World Heritage List and recommended considering two important
conceptual aspects: on the one hand, the coexistence between human beings and the earth and, on the
other, human interaction, cultural coexistence, spirituality and creative expression, which translates into
two types of relationship: society-nature and intra social relationships. It is not trivial to say that both
relationships widened the perspective to two new types absent in the first classification of 1972:
cultural landscapes and cultural itineraries.
The first new type of hybrid nature was defined at the Petit Pierre meeting in Paris in 1992 as follows:
"Cultural landscapes are cultural assets and represent the joint works of man and nature... They
illustrate the evolution of human society and its settlements over time, conditioned by the limitations
and / or physical opportunities presented by its natural environment and by successive social, economic
and cultural forces, both external and internal”. (World Heritage Centre, 2005. Page 48).
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At the Petit Pierre meeting, three categories of cultural landscapes were approved (ROSSLER 1998):

SCHEDULED
LANDSCAPES
EVOLUTIONARY
LANDSCAPES

"Landscapes clearly defined, designed and created
intentionally by man: gardens and parks.
"The evolutionary landscapes resulting from social,
economic, administrative, and / or religious
conditions, which have been developed jointly and
in response to their natural environment. They are
divided into two sub categories".

ASSOCIATIVE
LANDSCAPES

"The associative cultural landscape of the religious,
artistic or cultural aspects related to the elements
of the environment".

"A fossil / relic landscape, in
which the evolutionary process
came to an end;"
"A continuous landscape in
time, which continues to have
an active social role in
contemporary society, together
with the traditional way of life".

Rossler emphasizes that the Committee considered fundamental the value cultural landscapes have for
local populations and the need to protect biological diversity within the category of cultural landscape.
The first of these two issues is the main idea behind the definition of cultural landscape of the 1st article
of the European Landscape Convention of the Council of Europe held in Florence in the year 2000.
Landscape is any part of the territory, as perceived by the population, whose character is the result of
the action and interaction of natural and / or human factors.
b. Cultural Routes. The weaknesses shown in the classification of cultural routes, where they were
included as linear landscapes, are very probably in the background of the discussions that opened the
assignment the UNESCO gave ICOMS on the suitability of considering them a specific category in the
World Heritage Convention Directives and carried out in the International Scientific Committee of
Cultural itineraries of ICOMS held in Madrid in 2003. In turn, the Quebec Charter of 2008 separates
them from the concept of landscape and, on a different scale, from that of territory.

In Quebec, cultural itinerary was defined as "Any means of terrestrial, aquatic or other communication,
physically determined and characterized by having its own specific dynamics and historical functionality that
meets the following characteristics”. (ICOMOS, LETTER OF CULTURAL ITINERARIES 2008).
a) Being the result and reflection of interactive movements of people, as well as of multidimensional,
continuous and reciprocal exchanges of goods, ideas, knowledge and values among peoples, countries,
regions or continents, over considerable periods of time.
b) Having generated multiple and reciprocal fertilization, in space and time, of the affected cultures, which is
manifested both in its tangible and intangible heritage ".
c) Having integrated in a dynamic system the historical relations and the cultural assets associated with its
existence.
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Secondly, its mixed character was established. That is, its double natural and cultural context in an
interactive process. Another defining element of the Charter is its composition based on tangible assets
"that represent the patrimonial testimony and the physical confirmation of its existence" supported by
intangible assets that contribute to provide sense and meaning. Finally, its value as a shared set, its
dynamic character and the inseparable link to its environment stand out. It was concluded in the Madrid
meeting of 2003, that the cultural itineraries, due to their variety of shared dimensions, “transcend their
primitive function, offering a privileged framework for a plural reading of history, as well as a culture of
peace and mutual understanding based on cooperation among peoples”. (SUAREZ-INCLAN 2003 online).

1.
2.

3.
4.
5.
6.

The Quebec Charter also established a Cultural Itinerary typology :
By Territorial dimension
Local, national, regional, continental or intercontinental
By cultural dimension
A specific cultural region or diverse geographical areas that have a
process of reciprocal influences in the formation or evolution of their
cultural values.
By purpose or function:
These characteristics may have a shared nature in a multidimensional
context
By temporary duration
Those that are no longer used, or those that continue to develop
By structural configuration.
Linear, circular, cruciform, radial, or network.
By natural frame
Terrestrial, aquatic, mixed or of another physical nature.

Finally, some considerations were made to monitor its authenticity, protection, conservation and
promotion, highlighting the need for a body of evidence of tangible elements. Though there may be
some missing elements in a section, the value of the whole and the intangible elements can justify the
layout. There was an insistence on the importance of social awareness and participation of the
inhabitants of the areas through which it circulates.
As a result of all this debate, the UNESCO currently recognizes the following cultural property
categories:
Type of Heritage
Cultural

Nature
Material

Immaterial

Cultural-Natural (mixed)

Material-Immaterial

Categories
Monuments
Sets
Places
Underwater
Traditions and oral expressions
Performing arts
Social, ritual and festive uses.
Knowledge and uses related to nature and the universe
Traditional craft techniques
Evolutionary, programmed and associative Cultural
Landscape
Historical Urban Landscape
Channels
Cultural Itineraries
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3. Time and its scales
Time has a unilinear evolution in the Western tradition, confirming a sequence of facts or events, which
can be cut according to classification criteria. Thus, History is divided in periods: Prehistory, Ancient Age,
Middle Ages, Modern Age and Contemporary Age. Faced with this linear reading, the Annales School
proposed (from its creation in 1929, by M. Bloch and L. Febvre) a multilinear and complex time, which
was later developed and defined by F. Braudel: "Thus we come to a decomposition of history in stepped
planes, or, preferably, the distinction of a geographical time, a social time and an individual time”.
(BRAUDEL 1976. 9). Three different times: a slow " long time", a long lasting deep history that follows
the course of civilizations from the analysis of structures; an "average time" of cyclical oscillations or
conjunctures, a time of history that analyses social and economic changes, a time that goes from one
life to several generations; and, finally, a "short time", a journalistic time of brief events, fast and almost
nervous, tailored to the time of the individual's daily life. The three times cannot be read in isolation,
but interrelated. This reading invalidates for the historian of the Annales the unilinear sequence
defended by traditional history. Burke, who recently stressed the necessary relationship between the
time of events and the time of structures, has defended the concept of dense narrative, in which the
micronarration of events coexists in a local scenario contextualized in the historical dynamics of
structural time (BURKE , 1994).
In historical heritage, the unilinear and time classified events are effective in ordering information, but it
is limited to reaching the level of interpretation, for this reason the use of the three Braudel time scales
to build cultural tourism products is basic. This way, events are arranged in processes, to be read in an
average time, and in sequences, to be read in a slow time.

4. Space and its scales
For many years, from its inception as a scientific discipline, archaeological methodology discovered the
need to articulate classification stratigraphy, which only showed the unilinear time of objects and
archaeological sites. The possibility of a leap in its development was hindered by linear time studies.
Spatial archaeology was born in the framework of English universities, mainly Cambridge, establishing in
1977 three scales of analysis in spatial archaeology that have become a paradigm, not only for
archaeological work, but also for other disciplines that are integrated within the framework of historical
heritage.
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Clarke concluded that these scales were the following (CLARKE, 1977):
Macrospace
Its main objective is the study of relations between settlements. Its best
terminological expression is the concept of Territory.
2. Semimicrospace
It is the expression of the local scale and the relationship between nature and
society; that is, the objective is anthropical action on the environment. Its
best terminological expression is Landscape, understood for Clarke as the
relationship between settlement and environment.
3. Microspace
Analysing the relationships between objects in spaces with or without built
structures, contextualizing the individual elements in a spatial unit. Its closest
terminological expression is the Settlement, which can also be defined as
Scenario.

1.

The use of settlement as a concept, makes it a key piece in the analysis of Clarke’s scales, because micro
space is the relationship within the settlement; semi micro space analyses the relations of the
settlement with its environment and macro space defines the relationships between settlements. This
gives way to three differentiated analysis units: settlements, landscapes and territories.
The relationship between Braudel's time scales and Clarke's is summarized as follows:
Articulation of time
and space scales
Macrospace

Long or structural time.

Semimicrospace

Landscape

Microspace

Settlement

Territory
Sequence

Average
time.
Territory

or

temporary

Landscape

Short time.
Territory

Process

Settlement

Landscape

Event

Stage

The articulation in a single matrix of time and space scales allows the establishment of nine models of
major work units for the construction of cultural tourism products, which are described below:
Models of major units
of analysis
Macrospace

Long or structural time.

Average or temporary time.

Short time.

Structural territory

Temporary territory

Territory of the event

Semimicrospace

Evolutionary landscape

Microspace

Evolutionary settlement

Scheduled landscape
Temporary landscape
Temporary settlement

or

Associative landscape
Scenario of an event

5. Minimum work units.
This series of larger units contain in the settlement, that is to say on a lower level, a series of minimum
work units, which are basic for building cultural-tourist products. The existence of seven types of
functional places has been recognized. These are: domestic, for storage, social and political
representation, war, productive, cult and funerary. In general, they are not mutually exclusive and
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repetitive and can associate with each other creating functional areas. Places and areas, as minimum
units on the micro-spatial scale, are expressed in minimal units of time: moments.

In conclusion:
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5. Module: Methodology-Resources as tools
A. ANALYSIS OF COMPONENTS AND CONSTRUCTION OF PRODUCTS
1.

Knowledge of the research components:

Having described the conceptual tools and variants for the definition of patrimonial groups, we continue
now with their articulation in the operational chain, detailing their development and link order.
Operational chain of a cultural-tourism product project
1. Historical and geographical The aim is to formulate the proposal historically, both in denomination and in
characterization of the tourist- the historical hypotheses to be developed. The proposal must establish
cultural product
geographical space, time and environmental conditions.
2. Inventory of the minimum units Registration of the minimum units of work (places, areas), the museum
of the program
status of each unit will be assessed: taking into account ownership, visibility,
physical access and presentation status.
3. Definition of the major units and Articulation of the minimal units, with the larger ones, is defined. A larger
their articulation
unit justifies a program by itself, but sometimes a unit is articulated with
several units. This is how cultural itineraries arise.
4. Building circulation maps
Creation of territorial itineraries and visiting circuits for landscape and
settlement scales.
5.
Proposing
a
plan
of The definition of a program, in its conceptual basis and formal structure,
complementary actions
must not forget to include an activity plan (dramatizations, historical
reconstructions, festivals, experimentation, etc.).
6. Establish an evaluation plan
Allows to critically asses the reactions of the receivers and provides feedback
by which you can return to the beginning of the operational chain, modifying,
if necessary, the structure of the project.

To assess the proposed operational chain, two different case studies of larger unit association are
shown. The first case is the Cathedral of Vitoria which is a model identified in the micro-space / semimicro-space-long time boxes; that is, Evolutionary settlement-Evolutionary landscape. The other
corresponds to a model that articulates the average time space squares and the stage event box
(Journey to the time of the iberos-Oppidum of Puente Tablas-Sanctuary of the Puerta del Sol- Equinox
Event of the Puerta del Sol.

a. The Case of the Cathedral of Santa María in Vitoria-Gasteiz.
Cultural proposal and historical basis: During the restoration project of the Cathedral of Santa María in
Vitoria-Gasteiz, being closed to the public, a systematic and rigorous work of archaeological
documentation was carried out to define the long time, the historical sequence of the place, where it
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now stands. (https://www.catedralvitoria.eus/es/inicio/). This has allowed, based on the archaeological
excavation of the site, studies of architectural archaeology (wall stratigraphy) and architectural analysis
to define an anthropical intervention sequence in three stages and always in the same space where the
cathedral is today: The first dates from Prehistory to 1150 and corresponds to the stage prior to the
construction of the cathedral. The second stage takes place between 1200 and 1700 and corresponds to
the construction stage of the Cathedral. The third stage (1700-2014) corresponds to the period of use in
which the history of the architectural problems of the building is assessed. (AZCARATE et al., 2001,
AZCARATE and SOLAUN, 2012, AZCARATE and SOLAUN 2013). (https://www.catedralvitoria.eus/es/inicio/).

Inventory of minimum units. There has been a deep study of each unit of place, which can be followed in
the work "The Cathedral of Santa Maria, Vitoria-Gasteiz. Restoration Master Plan". (AZCARATE et alii
2001, SOLAUN et alii, 2013).
Scales articulation models The proposal responds to a settlement model with long time sequence,
although in the project it is observed that it is not only a micro-spatial work, but also its relationship
with a continuous evolutionary landscape (semi micro spatial level). The case is mentioned in the
publication: Archaeology and History of a city. The origins of Vitoria-Gasteiz. (AZCARATE and SOLAUN
2013).
The Circuit: The visit has a vertical structure, almost as if it were a stratigraphic sequence, accessed from
the foundations of the Cathedral and ascending to the tower. We visit the museum crypts, the nave, the
round passage and the clerestory and, paradoxically, we conclude at the entrance, in a magnificent
portico that was once polychrome.
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b. The case of the "Trip to the Time of the Iberians".
Cultural proposal and historical basis: Within the framework of the I Strategic Plan of the Province of
Jaen, the University of Jaen proposed at the very close of the 20 th Century the recovery of the Iberian
heritage, a theme linked to the creation of the Museo Ibero de Jaén by the Junta de Andalucia (RUIZ et
alii, 2015). Seven archaeological sites of different functionality were selected (two necropolises: Cerrillo
Blanco, Porcuna and La Cámara de Toya, Peal de Becerro), two sanctuaries (La Cueva de la Lobera,
Castellar and El Heroon de El Pajarillo, Huelma), two "oppida "or fortified cities (Puente Tablas, Jaén and
Cástulo, Linares) and a tower (Ibros) .The process of the chosen settlements follows three historical
periods: the first between the seventh and fifth centuries (Cerrillo Blanco and the Puente Tablas
fortification), the second in the 4th century BC (The urban planning of Puente Tablas, the heroon of El
Pajarillo and the Cámara de Toya) and the third phase between the 3rd and 1st centuries (The sanctuary
of the Cueva de Lobera, the opstidum of Castulo and the tower of Ibros). Finally, we tried to select a
distribution of sites that cover the whole of the province, responding to the geography of the three
Iberian groups that occupied the territory: The Turduli to the west (Cerrillo Blanco), The Bastetani to the
southeast (Puente Tablas, Pajarillo and Toya) and The Oretanii to the northeast (Cueva de la Lobera,
Cástulo and Ibros). It is centered in and around the process corresponding with the development of
Iberian culture in the province of Jaen, a paradigmatic case of the European Iron Age, between the 7 th
and 1st centuries BC until the complete integration of this culture in the Roman Empire, highlighting
important structural events such as the birth of the city, the consolidation of the aristocracy and the
development of cult from mystery rites to pro-citizen rites. (RUIZ and MOLINOS 2015).

Inventory of minimum units. The excavations of each and every one of the archaeological sites, although
with different degrees of information, allow us to count on an ample inventory of places and moments.
Logically, there is greater precision in those excavated with updated methodology in comparison to
those excavated, and in some cases looted, at the beginning of the 20th century.
Scale articulation models The "Trip to the time of the Iberians" is a program that articulates several
scales: Territory, Landscape and Settlement-Scenario in a temporary time scale, the process of Iberian
history and even events linked to an area of worship in the equinoxes of the Puerta del Sol Sanctuary in
Puente Tablas or of the cave of the Lobera.
Itineraries and Circuits. In the territorial scale, the proposed model is a radial cultural itinerary that starts
from a centre or nucleus constituted by the Iberian Museum of Jaen. As it has been observed in the
historical proposal, the settlements and landscapes that make up the itinerary are ordered by
functionality, chronology and geographic-cultural position. Territories and phases of the process
therefore mark each of the radial axes that start in the Ibero Museum. In the scale of landscapes, the
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case of the Puente Tablas oppidum is a model example. Its circuit has been made in eight stops, in which
there is information with panels. The first five are placed outside the oppidum to help appreciate the
ancient environment and the next three inside. The circuit has a linear structure. The third level of the
program is defined by events such as the equinox in the Puerta del Sol. The stop, which is nº 5 of the
Puente Tablas circuit, is a fixed point for the viewer, although adjusted to several moments. It is helped
by experimentation (reconstruction of the door of the oppidum, on scientific bases) that facilitates the
light effect developed during the ritual on the wake of the goddess.
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c. Adaptation to Social Tourism in the cases proposed
Within the framework of Social Tourism, Cultural Heritage tourism products, and particularly the two
cases cited, have shown special interest in tackling quality tourism, understood as a tool for economic
and social development, backed by research work and the development of transfer practices based on
the three fundamental objectives from which social tourism is proposed, that is: Solidarity, Sustainability
and Social Responsibility. These programs aim to establish compatible goals with sustainable
development, which is, protecting and preserving cultural heritage, respecting diversity and always
trying to reduce inequalities accessing Cultural Heritage.
For the development of both projects, different institutions have been created. In the case of the
Cathedral of Vitoria, the Santa María Cathedral Foundation, created in 1999, is in charge of managing
and developing the Cathedral's Integral Restoration Plan. It consists of the Provincial Council of Alava,
the City Council of Vitoria and the Bishopric of Alava, whose representatives constitute the patronage or
governing body.
In June 2002 parallel visits to the restoration work began, as part of a program defined by the slogan
"Open for works" that was based on the interest and curiosity of the public to share the work space of
"archaeologists that tried to unravel the origin of a city, restorers who returned their beauty to a hidden
portico or technicians who tried to consolidate pillars deformed by the weight and the passage of time.
That open restoration was, and still is today, a declaration of intentions of a project that is known by the
citizenship live, day to day. As indicated below, the vision of cultural heritage is shared as an engine of
social cohesion and economic development". (https://www.catedralvitoria.eus/es/abierto-por-obras)
In the case of the second tourist product, a Tourist Plan for the "Trip to the Time of the Iberians" was
started in 2005 "consisting of a battery of programs and actions aimed at improving tourist
competitiveness in the province of Jaen, in the framework of heritage tourism with a clear commitment
to sustainability and destination quality. This trip allows for a global and integrated strategy in which
actions related to value and adequacy of archaeological resources are related to the creation of new
training programs for entrepreneurs and professionals, aiming to strengthen and improve the quality of
the business fabric. Similarly, the plan contributes to the implementation of new strategies for cultural
dissemination and tourism promotion, encouraging the creation of innovative products ... through
recovery, presentation and interpretation, we have opted for a joint planning of heritage resources
which form the route, ceasing to be a set of isolated elements to form part of a joint tourist supply
coordinated with identity, which favours the revitalization of local economies”. (RUIZ et alii 2015 pp.
503). The Plan is run by a management team responsible for promoting the various activities of the Plan
in collaboration with the Ministry of Culture of the Junta de Andalucia and the University Institute of
Research in Iberian Archaeology of the University of Jaen (IAI).
An Interpretation Plan has been carried out for its recovery that acts as a basis for the organizational
strategy through three basic lines of work:



Defining the image and communication of the product in order to achieve an adequate
identification by the consumer.
Establishing a thematic singularity of the cultural tourism product.
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Defining the systems for the presentation of the cultural product through different museological
techniques.

A promotion and communication strategy has been fundamental for launching the tourism product in
which companies of the sector and different tourist agents of the province have been involved. This has
been defined by the following: Preparation of a documentary with infographic recreations: workshops
for local agents, teachers, travel agencies; workshops and didactic notebooks for schoolchildren;
familiarization trips and job offers (Fan Trip) or road signs.
From these parameters the program of visits of the two tourist products has assessed the role of the
divergent groups (age, gender, function or residence). Let's see some cases:
Kids collectives. In both cases special attention has been paid to children's education in Heritage with
the preparation of materials (didactic notebooks, support power points, videos, games or storytelling).
The Cathedral of Vitoria has worked on different levels of primary education with the programs: "I see
the Cathedral", 2nd:" Pocket city”, 3rd: “Once upon a time Vitoria-Gasteiz”, 4th: "The stone tells us" and
5th: "The Cathedral is sick”.
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The "Trip to the time of the Iberians" has also developed a theatrical educational program on the
following basis: There are archaeological pieces in the Iberian Museum that propitiate Iberian ghosts.
Through humour, poetry, and mystery (an essential element in the world of archaeology) stories are
developed such as: "The mystery of the urn", "The ghost of the site", "The Curious Lady" and "The
warrior and the wolf”. There are also games to show that plunder and bad work in an excavation
damage our knowledge of History.

220

GUIA METODOLOGICA EN TURISMO SOCIAL- Resumen
Consolidación de una competencia transversal en turismo social a nivel Europeo (O5)

The elderly. In the "Trip to the time of the Iberians" the collaboration of the University through the
Senior University has been fundamental. A subject has been developed that addresses Iberian heritage
in Jaen, taught by researchers from the (IAI) and that takes place during a four-month period for two
hours a week. The practical work associated with this subject entails visits to some of the stops on the
"Trip to the Time of the Iberians".
Women collectives. Once again it was the IAI, within its line of Gender Archaeology, which has
developed two activities for women: On the one hand, visits to the Museum to make women and their
roles in Iberian culture visible and, on the other, the assembly of a travelling exhibition "The Ages of
Iberian Women" that has travelled the different stops of the "Trip to the Time of the Iberians". The
visibility of women's work is also an objective in educational programs in the Cathedral of Vitoria.
Groups with disabilities. The Ibero Museum and the visitor reception centres of the stages on the "Trip
to the Time of the Iberians", have taken into account the elimination of all the barriers to facilitate
access for people with mobility difficulties. This is not the case with archaeological sites, which
sometimes offer impediments that are difficult to overcome. However, efforts have been made to
facilitate circulation, as in the case of the Cathedral of Vitoria where an abridged itinerary has been
established that allows visitors to visit the main stages of the route: the crypt, the temple, the tower
and the portico with elevators, given the vertical nature of the visit.
For other disabilities, such as the blind , hearing impaired and people with Down syndrome, the Museo
Ibero, offers audio-descriptive and multisensory visits in collaboration with the association for the
promotion of accessibility to culture, Kaleidoscope Access, and the territorial delegation of the ONCE in
Jaen.
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Rural residence collectives. The relationship between rural and urban has been addressed in "The Trip to
the Time of the Iberians" with an interesting program of activities: "Escape to the Time of the Iberians".
The project already contained in its initial approach a conceptual framework defined by cohesion in
territorial identity and economic and social development. This principle is based on the difference
between movable archaeological assets, mostly concentrated in the Museo Ibero from different parts of
the province of Jaen, and the real estate located in different rural areas. "Escape to the Time of the
Iberians" aims to articulate the two types of assets, building a solidarity network in which rural spaces
(contributors of furniture) and the centralized institution of the Ibero Museum (recipient of these) are
articulated, forming a network of small museums scattered territorially that complement the approach
to Iberian culture, integrate the two levels of archaeological heritage, define a territorial museum and
facilitate local economic development.




Activities that develop from the centre to the periphery. "Escape to the Time of the Iberians"
program that facilitates the flow of visitors between the stops of the "Trip to the Time of the
Iberians" or exhibitions such as the "Ages of the Iberian Women" with provincial circulation.
Activities carried out from peripheral spaces: Program "Ibera Days" organized by the association
"Friends of the Iberians" with the IAI, the Junta de Andalucia, the Provincial Council and the Town
Councils of the "VTI". The activity takes place annually in one or two municipalities and includes a
series of seminars centred on the local archaeological site, workshops with teaching units in local
schools and guided tours aimed at the local population to other stops of the "Trip to the Time of
the Iberians ", plus the activities organized by each municipality such as: "Ibero-Roman Games of
Castulo", in Linares, "The equinoxes of the Cueva de la Lobera" in Castellar or the Tierra Ibera
awards in the framework of its Theatrical Autumn in Peal de Becerro. These activities include those
carried out by the Ibero Museum itself as the "Iberodebate on Cinema and Archaeology”.
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The development of these territorial cohesion practices has generated in a few years symbols of identity
with the Iberian, with the creation of "places of memory", following the concept of P. Nora (NORA 1997)
with Iberian culture monuments in populations such as Arjona, Peal de Becerro, Castellar, Ibros or Jaen.
This has extended to small businesses with the ellaboration of products with Iberian names or in the
opening of restaurants or hotels with names associated with the Iberian culture.
Finally, it is important to remember that there is a principle that should govern any project of territorial
cohesion: inheriting historical culture does not mean being genealogical descendants of those who
developed it. People have mixed and hybridized through history, in such a way that the only element
that has remained constant, despite also being in constant transformation, is the landscape, of which
each generation is heir. To look at the past is not so much to recognize ancestors, but above all to
discover "neighbours in time".
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2. Knowledge of Social Environment: Action proposal and action report on the Art Gallery building and its
transformation into Interpretation Centre, Ojuda (Morocco).
Introduction
The project for the creation of an Interpretation Centre on the Medina of Oujda implies a concept of
development and education, of tourism promotion and conservation of the Medina and its human
environment. This will emphasize knowledge of the Medina through an interpretative and didactic
exhibition that will facilitate its understanding, sometimes hardly recognizable, and set in value the
historical city in relation to the new growing city.
The general objective of the project is to create a lively and dynamic centre that also serves as a starting
point for the creation of thematic itineraries in the Medina itself, thus becoming a receptor of visitors.
Objectives
 Contributing to the study and diffusion of the heritage of the Medina of Oujda from its context to its
interpretation, and stop that separation from lessening the significant content of the museum
created by the research and interpretation of urban heritage.
 Bringing the Medina closer to the general public and, in particular, to school children. Creating a
heritage centre that serves as a springboard to improve the general culture of the visitor - “to
immerse" the visitor in the reality of the transformation of the city throughout history.
 Developing adequate content planning and technical equipment so that the Interpretation Centre
can consolidate the knowledge, research and communication of the Medina of Oujda and become
a benchmark in this field for study, education and enjoyment, apart from promoting this urban
area as a quality cultural destination.
 Being scientifically strict, to correctly disclose the interpretation of the historical legacy preserved in
the Medina of Oujda. It is essential to act with the same rigor in all aspects of the project, both in
what is understood as scientific as in what affects preservation, restitution, dissemination, design
and execution of the museum.
 Public study. Creating innovative conditions and spaces for participation so that a greater number
of audiences (children, schoolchildren, adults, people with different disabilities and senior citizens)
can access and enjoy the Medina, promoting public awareness towards this historic urban
testimony.
 Designing a didactic, dynamic and interactive exhibition space in which the user participates
actively in the exhibition, fully integrating with the subject. Giving the user the opportunity to enjoy
the values of the Medina of Oujda by understanding them and allowing this to happen during the
contact or visit.
 Encouraging the acquisition of knowledge, the development of skills, attitudes and understanding.
Users acquire knowledge in an attractive way and perceive the Interpretation Centre as a place of
discovery, which enhances their imagination and creativity; so they can learn to reflect, find
meaning and share the Medina that discovers the history of the city of Oujda.
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 Encouraging observation. Observing is the principle of all knowledge. Those who know how to
observe know how to be better people and relate more intensely to their environment and to
others. One of the purposes of this project is to invite the user to think about what is seen and how
it is seen, to enjoy a visit full of dynamism that raises their awareness.
 Designing communication strategies. Establishing a communicative process with the public where
thematic content of the exhibition transmits useful, updated, attractive and entertaining
information to the viewer. Communicating the content to the user getting them to receive the
message, achieving their complicity, provoking and offering something as exclusively human as the
pleasure of observation, reflection and knowledge.
 Promotion and tourist diffusion. Promoting experiences. Through the didactic exhibition, the project
seeks to ensure that the visit becomes a unique experience for the visitor and an open door to the
urban and historical environment that awaits outside. Disseminating the heritage of the Medina
of Oujda by making its history accessible to a wide range of public. Developing tools and resources
for the dissemination and communication of the Medina that strengthen the experience offered by
the tourist itineraries established within the Medina and that go hand in hand with the creation of
the Interpretation Centre.
 Encouraging interest, respect and participation in conservation for the integrity, authenticity and
value of the Medina: to study and know the evolution of the city and its inhabitants and to be able
to transmit it to future generations, justified on the grounds of historical heritage protection.
 Favouring tourism and sustainable development of the area, making a new cultural and tourist
offer available to visitors. Generating economic impact and responsible employment, by attracting
visitors from other areas and through the creation of programs, workshops, routes and initiatives
whose focal point is the Interpretation Centre.
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Management Plan: Functioning of the Center
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The challenge of management is to systematically plan and offer what we could call satisfactory cultural
experiences, which reproduce, in a more open and more educated society, this dialogue between what
is on exhibition and the visitor. These are some of the keys:





Thinking about the complete user experience from beginning to end, from the search for
information to the ability to assess the convenience of participation in it, to the formulation of
an opinion after the experience. In this sense, it is convenient to be aware of the importance
peripheral aspects may have on the activity itself for a total experience.
Providing the experience with a clear cultural component that leads to personal development, by
creating situations to learn, understand, relive or recreate other possible realities.
Ensuring a satisfactory experience for users, who have many competitive leisure alternatives, by
adjusting the expectations and the ability to contextualize the exhibition, creating an adequate
relationship between the efforts required and the tools provided.

3. Knowledge of Temporary Environment: Historical Cities for the Elderly Program
Development
The Historical Cities for the Elderly program was aimed at the widest possible public, in such a way that
the information was made in old people’s homes, on the "star club" website, in the offices of La Caixa
(main project sponsor) and through the press.
•
•

•
•
•

The program consists of an initial section of talks, interspersed with city visits and some support
materials.
From its inception, the aim was for the elderly to first propose products and then propose specific
actions in the city (varying in format: oral presentation, printed material, graphic exhibition,
internet), to finalize in a final debate with experts and council officials.
These products could be used by the elderly in different cities to exchange opinions and information
via the Internet.
At the end of the program, the possibility of exchanges between adults from different cities was
considered, where those from the host city would show it to the visitors.
The program proposes shared activities between the young and the elderly, within an
intergenerational program scheme, in order to exchange points of view and experiences, raise
needs and understand those of the other group, in such a way that city proposals collect all the
needs.

Contents


Course / talks with historians, geographers, town planners, etc. (periodicity every 15 days approx.) The
objective is that the elderly get to know the origins and history of the city, so that they understand their
past inheritance, the importance of cultural heritage conservation and the problems that this heritage
has created in the organization of the current city. At the same time they could be used to analyse
current and future actions.
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Guided tours of the city (every 15 days approximately). These trips would supplement the knowledge
acquired in the talks. We would visit specific areas of the city, museums, archives, municipal offices, etc.

Materials
There would be two types of materials, some for the centre and others for each participant.
 Among the first, we would have the boxes published by La Caixa (Project sponsor) for each city and
the diagnostic kits. This would be complemented with collected materials: information provided by
museums or experts, videos or audiovisual material on the city provided by different institutions,
material donated by the participants (books, catalogues, photographs...), etc.
 Each participant in the program would be provided with a historical album and a double-page folder
(with the program's anagram) so that they could form a kind of "historical city book", that is, they
would collect the information given throughout the program: notes on each of the activities; photos,
plans, drawings, etc. The idea is to design a kind of notebook for future editions. The design should
guide this collection of information, for example, with pages that should be completed following a
script. In addition, it would collect the historical album information in the first part, as well as have
an annex to write down addresses, notes, etc. It would fulfil a double objective: on the one hand,
each person has a personal product as a result of the work developed throughout the program and,
on the other, it acts as a reminder of schedules, places, etc. (we must not forget the memory loss of
many elderly people).
Products to be developed by the elderly
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 Dossier of material collected by the elderly (old photographs, oral testimonies, historical documents,
etc.), which could be linked to the exhibition of the projects / proposals to be made. This product
could also be presented on the Internet in a specific space that could disseminate the work
developed by the different groups and serve as an exchange of information and experiences among
senior citizens from different cities or between the young and old.
 Projects on concrete proposals for action in the city.
 Debate with experts and council officials on the urban actions of recent decades, where the elderly
would present their proposals for future action.
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4. Heritage Knowledge and its status: Municipal Heritage visits Project aimed at Teaching Centres:
"Discovering Our Heritage"
The Discover Our Heritage program consists in a series of cultural visits to be developed in the city. Its
main objective is Municipal Heritage, both real estate (continent), and furniture (content). Therefore, it
is an educational itinerary with which students are expected to discover and study the artistic legacy of
their city, favouring the incorporation of cultural heritage assets into an active use, appropriate to their
nature.
Conditions and operation of the Program
The period in which the program "Discovering our Heritage" will be developed will take place from
October to April, fitting perfectly into the school calendar.
Professional art educators, with proven educational, historical-artistic training, a university degree and
experience in other guided visit educational programs, will teach the cultural visit sessions. Apart from
these human resources we have the didactic material made by the Department of Heritage in
collaboration with the Pedagogical Cabinet of Fine Arts of the Junta de Andalucia. The characteristics of
this educational program are perfectly framed in the purposes and principles that are included in the
L.O.G.S.E. (Spanish educational law), aiming to impact the environmental and cultural education of
urban settings.
The methodology to be followed in the program will be to show our rich heritage to students, mainly
those of Compulsory Secondary Education (ESO and Baccalaureate), with the possibility of including
other teaching groups, such as seniors...
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B. HERITAGE INTERPRETATION AS A SOCIAL TOURISM TOOL
1. Introduction to heritage interpretation
The specific products and programs for social tourism have traditionally been relegated to sun and
beach or recreational activities. At the most, offers to enjoy nature have been created for a young
audience with a more recreational or adventure profile than for knowledge, enjoyment and
appreciation of the environment. Fortunately, this practice is changing and the recipients of social
tourism in culture and nature tourism are being contemplated, both by designing specific products for
this target public, as well as including them in new or already existing products, but with integrating
methodologies. However, much remains to be done, especially in adapting the contents of cultural and
natural tourism products to the interests and capabilities of their recipients, both for the "general
public" and for the social tourism ones. Adapting media and content for users of social tourism is, after
all, improving the experience of all users.
Heritage Interpretation (HI) was born in the United States in view of the obvious need to improve
public services of its National Parks seeking an improvement in visitor management and experience, but
(above all) an increase in efficient communication of the value of protected spaces. In 1957, Freeman
Tilden published "Interpreting Our Heritage", the first attempt at a conscious theory to address the
communication of these values through various means: Guided and self-guided activities, exhibitions,
etc. Its main innovation was to deal in a thorough and methodological way with the development of
communication techniques and the elaboration of messages that took into account the characteristics
of the receiver for the first time. Today, it remains an essential reference manual, although Sam Ham,
David Uzzell and others have developed an extensive theoretical corpus and abundant research in the
field.

2. Interpretation as an interface between Heritage and the Tourist
Cultural and natural heritage can only be appreciated and therefore enjoyed when it is understood. In
this sense, we must remember that the tourist experience is one of enjoyment, in a playful context even
when it is developed in scenarios of great historical or patrimonial relevance. The public does NOT use
these services to complete their academic studies, nor to extract data for a doctoral thesis (for these,
other sources are used) but to live an experience: even when it is a historical site of great national
importance that has been studied repeatedly. Their presence NOW is due to their interest in
appreciating it under a completely different light, to relive "in situ" the facts so many times read, with
the evocative capacity of the monument. Discouraging this opportunity with a proposal for a
"scholastic" or "academic" cut that tries in a short stay to learn the dates and names that they have not
been able to retain in so many years, instead of making them understand the "Authentic meaning" of
the site, is, often, a missed opportunity. However, it is still very common for heritage communication to
focus on its description using a profusion of data, dates, names and scientific terminology that is
absolutely uninteresting to the vast majority of its true recipients (most of its visitors) and especially
those that could be called “social tourism users".
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For a natural or cultural heritage tourism offer to be successful, it is necessary to present it through a
friendly, evocative interface, based on the scientific knowledge of learning psychology and tourist
experience in communication contexts and it is precisely here where Heritage Interpretation lies. This
visionary approach has been backed by more modern learning psychology research. In fact, a correct
interpretation proposal is to apply modern learning psychology research and human behaviour
psychology to the management of visitors to natural spaces or heritage sites. Unfortunately, the word
"Interpretation" has too many meanings, and the one most commonly used in this context is
"Conceiving, ordering or expressing reality in a personal way", instead of "Explain or declare the meaning
of a thing", Dictionary of the Royal Spanish Academy, XXIst edition, 1992. The most common result is
that of a series of presentations of dramatic and spectacular appearance, of pompous and inadequately
scientific expression and with (in general) very low performance as heritage awareness: to say that a
capercaillie is a "tetraonid", a manatee belongs to the family of the “triquequid” or dating a cave
painting in the "calcolithic” (not to mention geological terms like "ordovician" or “Holocene”) means
forcing the receiver (who in the immense majority of the cases usually does not have specific formation
in those fields - while those who have it go to other sources) to have to make an almost impossible
effort of comprehension they are not willing to make. It is essential to remember that visitors to
heritage sites go in their leisure time, to enjoy an experience in the context of a recreational trip in
which they have probably invested part of their savings. In psychology they are called "non-captive
audience". If the information provided is not rewarding, the interest of the information does not
compensate the effort involved in processing it: they simply feel free to disconnect from the process
and, in fact, they do so. This does not mean "trivializing" the information provided, nor does it consist in
"lowering it", but in adapting it to the audience's abilities and interests, highlighting those elements in
the received information that allow them to "build a story" of interest.
Paul Risk defines Interpretation as "the translation of technical language, often complex, to a nontechnical form, in order to create in the visitor sensitivity, awareness, understanding, enthusiasm and
commitment towards the resource that is interpreted".
Interpretation should achieve seduction, recreation, leisure and satisfaction of the visitors by
introducing information that allows the acquisition of significant knowledge by direct contact with the
resource.
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In this module, the visitor can
contemplate a marine cave made
of resin and other materials. It
includes hyper realistic
reproductions of the birds, plants
and animals that live or die there.
The cave has a presence sensor
which, on detecting the entrance
of the public, activates the sound
of the birds and casts a fresh
breeze that smells just like the
original cave. It is accessible to
people with disabilities.
Encouraging the use of other
senses activates the areas of the
brain closest to emotions

Interpretation is more than information. It should reveal the reality these people access an approach to
the processes and, fundamentally, an effective experience with the environment.
"Interpretation is the act of explaining the meaning and transcendence of places visited by the public"
(Natour, 1994).
Interpretation, adapting messages to audiences, therefore allows for an unquestionable improvement
of the tourist experience in heritage sites and takes on special relevance in Social Tourism, where many
of its recipients, due to their intrinsic characteristics, have different resources to make their own
interpretation of a site, which has often been difficult for them to access.
The key is to design the messages that we want to convey these premises:





Entertaining. Must tell something worthwhile to most visitors.
Relevant to the ego. It must address the people, their values; they must identify with the message.
Personal. Must address, allude to and make them feel like protagonists.
Structured. Complex messages must be divided sequentially and hierarchically to facilitate
understanding.
 Planned. When working with complex sites, structures or products, planning offers the key to
success and economic and environmental sustainability.
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3. Adaptation of tourist messages and products to the principles of Social Tourism and the profile
of its users: Work by objectives and audiences.
Tilden principles:
1st Tilden principle: "Any form of communication not relating the objects it presents and describes with
something that is in the experience and the personality of the visitors will be totally sterile".
A fundamental principle: Heritage communication, as a process, is not different to any other form of
communication. First, the information transmitted must be accepted and then processed by the
receiver. For this to be accepted, it must be credible. However, as we said, it is strategic that, from the
first moment, the receiver perceives that the information offered is pleasant, that is, it will produce
personal enrichment and will be enjoyed. In short, they will be able to tell third parties who will also
enjoy listening to it. On the other hand, this process of assimilation must be "cheap" from a point of
view of mental effort. "Non-captive" audiences establish (sometimes in tenths of a second) the balance
between the effort involved in processing information and the benefit from it. Exhibition panels with a
lot of writing, confusing graphic design, texts that are difficult to read because they are overly complex,
and background photographs, immediately discourage most recipients from reading. Most of them limit
themselves to reading only the title (which, instead of summarizing the ideas expressed below, usually
lacks content) and those who do read do not spend more than 45 seconds on average. Many social
tourism recipients are elderly people, whose schooling stage is very distant and, in many cases,
incomplete or deficient. The same can be said of low income users. Another profile of social tourism is
that of users with cognitive or sensorial disabilities whose access to reality is (as in all of humanity)
mediated by the way in which they perceive it: their referents can be in many cases different from those
of "general public”, and their interests, too. In the communication process, the issuer expresses the
information matching its objectives (educational, marketing, management, etc.) and the receiver
compares it with their own known references. A classic example would be to compare how the
magmatic chamber of a volcano works (unknown to the general public) with an express pot (a familiar
object that everyone knows). In artistic historical heritage it is more useful to reference the terminology
used (chalcolithic, for example) with something that will help the recipient to identify which stage is
being referred to. For example, in that period agriculture and the domestication of animals began, the
only metal that was known to work was still bronze, menhirs and dolmens were built, etc. Finding social
tourism users’ referents must be the main task for communicators who want to create accessible
patrimony. People born with sensory disabilities have built an "image of the world" based (like everyone
else) on the resources available to them. This implies that their referents may be different, but
sometimes their interests, too. Translating information into the standard formats adapted to their
perception possibilities (Braille, sign language) is not always the only option. Another option is to offer
experiences that allow them to take advantage of the sensory possibilities they normally use to
interpret reality, for example: touch (we will give examples in the study cases section).
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Braille is not the only way to
communicate heritage: a bronze
bas-relief offers high resistance to
vandalism, eliminates exposure
fatigue (by presenting contents in
a different way) and allows the
visually impaired to touch the
permanently hidden seabed of A
Coruña bay. It is also interesting
for the rest of the public! Castle of
Santa Cruz, Oleiros. A Coruña

The advantage of having objectives is to design messages that allow us to achieve various goals (also of
social tourism) we have set ourselves (for example, ecological: do not leave the roads, do not bother the
animals, do not throw garbage or collect stones, shells or plants - explaining it interpretively). It also
allows us to approach some social tourism products from a different perspective: for example, a
dialogue with educators from institutions dedicated to people with cognitive disabilities will allow us to
discover which objectives encourage them to participate in the products we offer and to design
products more suited to their interests and possibilities. This often involves more an activity of
discovery and personal enrichment through new experiences than an "adapted" extraction of the
information available on the site. Cultural and cognitive accessibility is the great challenge of heritage
tourism
2nd Tilden principle: "Interpretation is more than a mere supply of information. It is a revelation based
on information”.
Information based on unconnected or irrelevant data for the recipient almost never manages to express
the true meaning of heritage. The cubic meters of wood that can be obtained from a huge and unique
tree may not explain either its true ecological importance, or the veneration that local communities
have professed towards it for generations and that has allowed it to survive while those around it have
been felled. Talking about the human costs of wars, citing figures such as the estimated 60 million
deaths of the Second World War, does not express the brutality of the conflict, in the same way that
seeing the horrific photos of Nazi extermination camps does shake us. Even if they are shown to victims
still alive, the human brain can "imagine" and understand the pain, though the "cold" figure of 60
million deaths is unapproachable.

235

GUIA METODOLOGICA EN TURISMO SOCIAL- Resumen
Consolidación de una competencia transversal en turismo social a nivel Europeo (O5)

In this module about an
exhibition on the sea world, we
wanted to express the dangers
to which barnacle gatherers are
exposed. Barnacles are a very
expensive kind of seafood in
Spain, but their gathering is also
very dangerous. The exhibition
places visitors in the shoes of the
barnacle gatherer, capturing
their tough existence. In order to
do this, in addition to the panels,
we opted for a real life relief
module for the blind to touch.
Lighthouse of Mera, Oleiros. A
Coruña.

3rd Tilden principle: "Interpretation is an art that combines many forms of art to explain the subjects
presented: and any form of art, to a certain extent, can be taught”.
The ultimate goal of interpretation is not to inform, but to get the visitor to appreciate the heritage that
is exposed. Thus, not only the understanding of what is contemplated must be achieved, but also the
creation of an emotional link with the heritage. Hence, the mediator must use resources that "touch"
the sensitivity of the receiver. Art also seeks transcendence. This implies the creator’s absolute
motivation. Without passion (at the moment of creation and at the moment of its reception) there is no
art.
4th Tilden principle: "Interpretation pursues provocation, not instruction”.
HI seeks to obtain a change in the visitor’s perception of heritage: an emotional reaction, the
involvement in its conservation, new more sustainable behaviour. Above all, it seeks to "provoke"
thought: to reflect on what is exhibited. This way, visitors get THEIR own interpretation of the facts,
which is how true knowledge is achieved. It works best when you get an internal dialogue between the
visitor or group and several companions. This implies that the interpretation does not seek to "satisfy
curiosity, but to awaken it" and generate skills to continue discovering and enjoying heritage.
5th Tilden principle: "It must be the presentation of the whole and not of the parts in isolation, and it
must address the individual as a whole and not just one of its facets”.
Trying to get a visitor to understand and appreciate heritage based on a profusion of data is not only
impossible (can you imagine the space needed to explain the biodiversity of an Amazonian park?) but
also useless: visitors come to live an experience and cannot nor want to make the effort to carry out an
exhaustive study of the local heritage. The key is building a good story that serves as the guiding thread
of the data we really need to disclose: neither more nor less. This is why articulating a narrative, based
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on the data, but attached to a powerful and inspiring central idea is necessary. That central idea must
constitute the essence of what we want to tell and what the visitor will retain at the end. The way in
which the brain remembers data is by linking it to a powerful idea. This powerful idea is called a THEME
in interpretation. In the same way, heritage site visitors are not students, but complex people with a
multitude of interests, knowledge and values. Understanding this, allows for a message design pattern
more adapted to the audience, especially to social tourism ones.
An example of the 5th principle: on
the Island of La Gomera (Canary
Islands) almost all the drinking
water is extracted from the
National Park, which is obtained by
the condensation of forest mists.
This panel shows the conservation
of the protected area and its most
emblematic species, the use of
water by tourists and citizens. It is
also placed in the public toilet area
of the National Park, linking
universal values with everyday
attitudes and environment
preservation

6th Tilden’s principle: "The interpretation intended for children should not be a mere dilution of what is
delivered to adults; it requires a radically different approach”.
Although Tilden formulated it with children in mind, it has a special place in social tourism, as this
implies the inclusion of special needs recipients. The idea is that offering patrimonial products to
children should not be done by "lowering" their contents, but adapting them to their stages of learning
and development and using dynamics specific to their age, not only talks or panels, but more
participatory proposals such as activities and games. This 6th principle coincides almost in time with
Piaget's theories. A visionary intuition as it was born with a proposal of immediate practical application.
Its application to social tourism involves taking into account the different realities of sectors with special
needs, capacities and contexts, not only adapting the Themes and messages to what they can assimilate
and enjoy, not only looking for the accessibility of infrastructures and products but also using
methodologies and activities appropriate to their interests and capabilities.
On the other hand Sam Ham proposes some minimum requirements for the success of an interpretive
program or product and the TORE model.
The TORE model:
 Thematic.
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 Organized.
 Relevant.
 Enjoyable.
The order of the words in the TORE model is not futile: they are ordered according to the importance
they have when it comes to capturing the attention of the subject, ensuring success in our
communication and in the achievement of our objectives.


Thematic: Remember the example of Amazonian biodiversity: it is not possible to tell everything
we would want about it and it is also useless. To be successful in communication, it is necessary
to think of a strong and captivating message that helps reach our objectives and then articulate a
coherent story that includes heritage information consistent with the Theme. Visitors forget the
data but remember the themes. Then they retrieve the data (or at least what the data wants to
express = its meaning) thanks to remembering the themes. A good Theme must be able to cope
with the question: What about me? This requires thinking about how to say what we want in a
way that has an interest for our recipients; in this case the recipients of social tourism. The
subject permits concentration on the information, which is strategic for us. Given that the same
heritage can be expressed through various themes, the thematic approach allows for the design
of various products adapted to diverse audiences and contexts, a necessity for social tourism. As
long as other advanced techniques are not mastered (which we will not discuss in this manual),
the themes should be a phrase with subject, verb and predicate that synthesizes the main idea to
be conveyed.



Organized:

It is equal to structured. Complex ideas should be divided into simpler ideas and

organized sequentially in a way that helps the receiver to link them to knowledge they already
posses and to process them properly. The order in which they are expressed is fundamental: the
writer of the messages already knows what to express, so he understands perfectly what is being
told or written, but the receiver does not. Continuous revision of the order of ideas and their
syntax and checking through third parties that the ideas are perfectly understood is always
necessary. Studies indicate that no more than 4 ideas should be presented in each message;
more than 4 ideas lessen attention levels and understanding.


Relevant: Interpretation must be meaningful and personal. Meaningful assumes that what we tell
produces "meaning" in the receiver: "tetraonid", "triquéquid", "calcolíthic", "ordovícic" or
"Holocene" mean nothing to the immense majority of the recipients and, therefore, will not be
able to relate them to their own prior knowledge. Personal means that the audience is not only
limited to processing information they can understand, but also, to paying attention; they need to
"care". To do so, it is necessary to "associate" the information we want to disclose with relevant
facts for the audience and, above all, with their values. Given that many times we will have
visitors of very diverse origin, linking local heritage with universal values is usually the best
solution, but sometimes it is possible (and even necessary in social tourism) to design specific
programs in which it is possible to use values more adjusted to the target audience.



Enjoyable: The information transmitted must always be pleasant, in the sense that the brain is
grateful to spend energy in processing it. We can also use "rewarding" or "entertaining." That
does not mean that it should only deal with pleasant topics: war documentaries that deal with
terrible and even anguishing topics, can be magnetic for the human brain, as death is always a
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relevant topic and therefore interesting for our ego. Capturing the public's attention long enough
for an interaction to take place requires the information shown to be able to create interest
immediately.

4. Interpretive media and adaptation to audiences: Guided activities, self-guided trails,
exhibitions, museums, patrimonial spaces and visitor centres, digital media.
When it comes to evaluating a certain natural or cultural heritage site, it is strategic to decide on the
best way to communicate its values. The companies and institutions who run them often have limited
resources and each medium has advantages and disadvantages. It is necessary to consider the profile of
our recipients and the budgets that we will have at least in the medium term to maintain our offer: the
"fever" of poorly designed and oversized interpretation centres has been a burden on the management
of many heritage spaces all over the world.
All of them must comply (when possible) with the criteria of sensory accessibility and mobility for which
there is sufficient bibliography available. Sometimes for legal, scenic or conservation reasons of the
natural environment or historical-artistic heritage, it is not possible to make all of it accessible, but it is
usually possible to offer accessible variants that achieve a satisfactory experience.
 Guided activities: When the guides have received adequate training, the guided activities are the
most efficient of all the available options. They provide higher quality experiences, adapt better
to audiences, allow for special programs for various sectors and can, at the same time, work (with
limitations) with mixed audiences. In addition, they can better control the impact of the activity
on the heritage. However, they are subject to schedules and represent a fixed expense, but they
can also be a source of sustainable employment for the local population, if they receive sufficient
training in both interpretation techniques and content. It is common, however, that the local
population does not have "academic" training about their local heritage and their training is not
always easy. This does not mean that you can’t design products that can take advantage of their
strengths, such as ethnography and traditional practices.
 Self-guided trails: Their efficiency is lower than guided trails, so a good design is crucial. However,
several can be designed for different needs and audiences and are always available. When the
terrain or the protection standards of a monument do not facilitate optimal accessibility, adapted
versions can often be made for the enjoyment of mobility impaired people. In complicated
places, signalling must be designed very carefully. Sometimes they can be combined with other
media (brochures, QR codes) to broaden the spectrum of experiences and languages. There must
always be a correct balance between efficient signage and the impact it creates on the landscape.
 Museums, patrimonial spaces and visitor centres: In addition to the obvious accessibility for
people with motor or sensorial disabilities, the challenge for museums in the 21st century is
cultural accessibility. It is necessary to incorporate interpretation techniques that allow the nonspecialized visitor (the majority) full enjoyment by the designing of specific programs that widen
their attraction to more people. Heritage spaces need to be planned in a participatory and open
manner, with adaptive management plans. Visitor centres have consumed a large part of the
public resources for patrimonial spaces, even though statistics indicate that only 20% of visitors
use them. In addition to incorporating quality interpretation, they must be designed in a
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financially sustainable manner. A well designed visitor centre must be oriented not to satisfy the
curiosity of the tourist but to encourage visiting the heritage space, with sufficient resources to
understand and respect it. To do so, the distribution of visitors must also be considered, taking
into account the capacity of its different sectors.
 Digital media: Digital media represents a real revolution in modern tourism experiences. It can
also be an effective tool for accessibility, despite the digital divide. It is necessary to design
accessible interfaces for all sectors of the population, which facilitate the digital experience in all
phases of the tourism experience: from booking, to its use on site to access heritage contents. In
digital marketing, loyalty processes are well known. Sometimes the decision to continue
interacting with a Web page is taken unconsciously in thousandths of a second: Let us know these
processes to offer a better service!
Joëlette is a wonderful tool to turn trails that
cannot be “intervened” on or that are only
suitable for “soft intervention” into
accessible tracks. In order to be used, the
collaboration of volunteers is required, which
is usually viable. There are various models for
different uses and environments, even those
aquatic. It can also be assisted electrically.
© Wheel The World

5. Message adaptation by self-selecting audiences
The challenge of patrimonial sites is to satisfy audiences with diverse interests. The solution is audience
self-selection. The essence of this technique is that (if the messages have been well planned) it is not
necessary for tourists to "learn" everything we want to convey (remember that they do not come to
learn, but to live an experience and "live" the site). The key is to design products or by-products (within
a product, also several modules within an exhibition or sectors of the modules within a panel, for
example), whose character (deeper, more playful, aimed at a specific audience, etc.) is easily
identifiable from the beginning thanks to its different presentation or graphic design. It is about
addressing the same event from different perspectives. This diversity of offer overcomes "exhibition
fatigue", attracts more refractory sectors to participation and facilitates the interaction of sectors that
aspire to a "lighter" experience while allowing us to satisfy other sectors with "deeper" information
(always keeping the criteria of interpretation: pleasant, relevant to the ego, etc.). The most interesting
question about this practice is that there is no defined profile for each style: Each person selects a
different style according to the interest each content presents, which ensures a global increase in the
audience. When it comes to exhibitions, a distinctive and professional graphic design, recognizable at
first glance, is essential for its success.
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6. Heritage Interpretation planning as a management tool.
Essential principles of Social Tourism are environmental sustainability, heritage conservation, equity and
social justice. However, tourism often poses a dangerous burden to ecosystems, to small local
communities and to heritage conservation. Good interpretative planning can significantly help achieve
these objectives by acting at several levels:
 Diversifying the offer, planning low-impact and satisfactory activities for the majority of tourists in
areas with a high load capacity, unloading the influx of visitors into more sensitive ones.
 Disseminating interpretative messages that explain management measures or prohibitions: not
leaving the roads; not disturbing the animals; not throwing garbage or collecting stones, shells
or plants - explaining it interpretively, so that the tourist accepts them and feels participant of the
management.
 Promoting sustainable local economy.
 Reporting bad practices. Sale of animals, protected corals, shells, etc.
 Promoting good local practices.
 Distributing the offer of activities among different communities.
 Planning the site to be financially sustainable and help local economy sustainability.
 Encouraging and enabling local community access and enjoyment of the local heritage.

If planning fails, there might be funds for
infrastructure, though not for content. In
any case, who would actually read all
these panels at the beginning of a trail?

Local population, heritage and public use
One of the challenges of social tourism should be to integrate the local population as stakeholders and
as recipients in heritage tourism products. However, according to María Muñoz, 87% of the local
population in Spain has never participated in the programs of public use of the National Parks where
they reside. Research carried out by Fernando Ramos in Spanish protected areas detected that the local
population does not participate in the volunteering programs that they offer, although these are often
theoretically designed for them and only 10% know about the activities proposed. A low territorial
integration of public services has also been detected. The least participatory are housewives and
retirees.
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7. Evaluation and control of interpretive media.
When it is designed and planned based on objectives, it is essential to know if these are met, to
implement correction measures, if necessary.
Given the breadth of programs and products that may involve Social Tourism, evaluation may be
different depending on the extent of the program or product offered. In general, it is necessary to
evaluate:







Degree of interest of the messages offered.
Degree of understanding of the messages offered.
Which messages are read or answered and which are not.
Why.
Effectiveness of guides and other interpretive means.
Degree of objectives met: Do visitors still leave the trails? Is other inappropriate behaviour
maintained? Have we managed to redistribute visits to different places? Has local product
consumption increased?
 Degree of community and stakeholder satisfaction.
 Level of user satisfaction.
 Suggestion box (which can be digital).
Some parts of this evaluation can and should be done before positioning the product or program in the
market: The opinions of different sectors on the suitability, interest and level of understanding of our
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messages that achieve the involvement of local communities, etc. They must be part of PRE-production,
in addition to POST.
ICT tools now provide new possibilities for evaluating the detailed success of each product section
offered, but surveys, direct observation and evaluation meetings are still as valid as infrequent tools.

8. Study cases.
 Programa Atlántida, Xunta de Galicia. The Atlántida program was an environmental education and
interpretation program of the Xunta de Galicia with a subprogram aimed at youth tourism (from 18
to 30 years old) based on the environmental interpretation of Galician marine environment. The
program included a stay in a hostel, guided excursions, laboratory experiences, various activities,
games and an outing on a fishing boat. During its development, an offer was made to institutions
that worked with people with different levels of cognitive disability. This specific activity required a
general rethinking of the objectives of the activities and therefore of their design. After a series of
meetings between the guides of the activities and the monitors of the institutions, the objectives
for this specific activity were modified aiming at the integration of the participants and an opening
to new experiences and the development of skills. The objectives were fulfilled, being the first time
that some participants got involved in any collective activity.
 Visitor Centre Valle del Jerte, Junta de Extremadura. The Valle del Jerte receives more than
2,000,000 visitors a year, but this influx has a strong seasonality. It coincides with the Easter
holidays, the summer and, above all, the flowering season of its famous cherry trees. At the time of
designing the contents of the exhibition for the visitor centre, a series of interviews were carried
out among its managers and workers, deciding that, in spite of the limited exhibition space, a
separate section be shown with very practical and simple variations on the available itineraries
taking into account mobility, interests and time, thus freeing a seasonally overloaded staff and
helping visitors select their itinerary with adapted criteria and conservation criteria.
 CEIDA of Santa Cruz, Oleiros. The CEIDA of Santa Cruz is the centre of reference for education and
environmental interpretation of Galicia. An itinerary was designed for its exterior enclosure (it is
located in a castle on an island accessible through a bridge). From the beginning, the ONCE
(National Organization for the blind) collaborated to test various materials printed in Braille for
outdoor use in a marine environment (white lacquered and aluminium plates transparent stickers
in polycarbonate) were successfully tested to avoid overheating under the sun. In some cases it
was decided to represent contents by bas-relief cast in bronze with incorporated Braille (the
seabed or a battle between the population of A Coruña and its heroic women against the Pirate
Drake). Although in most cases, the texts in Braille consisted (for reasons of space) in a summary of
the printed text, in others it was decided to work with different texts, created ex profeso for the
blind, inviting them to touch the plants that grow there and which are normally inaccessible to
them, since they tend to grow on marine cliffs. Because they are cylindrical, they have a very
different texture to the one they are accustomed to touching in the meadows, where they are
usually flat. This is a case of "relevance" interpretation.
 Bird observation booth of Lagoa de Caque, Xunta de Galicia. It is a birding house adapted for people
with motor disabilities. The design of accessible infrastructures should not be "intuitive". There are
numerous rules that must be followed so that the accessibility cycle is maintained from the
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beginning to the end of the proposed experience. In this case, not only should the access ramp be
raised to facilitate viewing, but also, windows should be lower and with a salient below them for
leg space.
 Museum of Villajoyosa, Alicante. The Villajoyosa Museum is a paradigm of museum inclusion. It is a
holistic project which comprises inclusion measures in all the possible aspects: employee training,
collaborative design and self-evaluation. Their experience and more useful information is included
in an essential manual: "Manual of accessibility and inclusion in museums and places of cultural
and natural heritage" by TREA editions.
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Unit of competence – Block 3:

COMPANY AND SOCIAL TOURISM
Professional module 7: Entrepreneurial and managerial initiative
A. Introduction: general Concepts of Social Economy and social entrepreneurship:
Brief historical frame and theory of social and solidarity economy. Social entrepreneurship and the role of
Social and Solidary Economy at a time of changes.
Social Economy (SE), as an activity, turns out to be linked historically to popular associations and to
cooperatives, which constitute its central axis. The system of values and the principle of action of
popular associations, synthesized by historical coopera ves, have served to ar culate its modern
concept. It is structured in three big families of organiza ons: coopera ves, mutuali es and associa ons,
with the recent incorpora on of founda ons. (López Castellano, 2003).
In Europe, trade unions appeared in the development of mutualism and cooperative experiences. In
Germany, the cooperatives in rural and urban areas had a strong impulse close to mutual aid
companies. The ideas of the industrial workers associations were widely spread in Germany in the mid
19th century by Ludwig Gall, Friedrich Harkort and Stephan Born (Monzón, 1989; Bravo, 1976; Rubel,
1977). In Spain, popular associations, mutualism and cooperatives developed establishing narrow links
between them. In many cases these experiences were encouraged by the same group of promoters, as
is the case of the Weavers' Association of Barcelona, the first Spanish trade union, established in 1840.
(Reventos, 1960). In Italy mutual help companies, widespread during the second third of the 19th
century, precede the first cooperative experience, which was a mutual aid company, the Società operaia
di Torino (De Jaco, 1979).
Nevertheless, of all the European countries, it is probably in France where it is possibly better to
visualize the origin of its IT IS as an inextricably connected manifestation of associative popular
movements, in such a way that the appearance of cooperatives and mutuality in the first half of the
19th century cannot be explained without considering the central role of associative popular
movements, whose version in manufacturer associations was stimulated by Claude-Henri de Saint
Simon, exponent of one of the French socialist movements.
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(La economía social en la unión europea) N°. CESE/COMM/05/2005 El Comité Económico y Social Europeo (CESE).

Fundamentals of social and solidarity economy and social entrepreneurship.
As indicated, the concept of Social economy is often related to more traditional organizations, namely
cooperatives, mutualities and associations. These, bonded in different representative organizations,
have been self-defined though different statements and declarations of principles
The fate of the majority of surpluses for the achievement of objectives in favor of sustainable
development, of the interest of services to members and of the general interest. Based on these
continued statements, the Social economy entities were captured in society as a reality differentiated
with their respective legal and institutional recognition in the regulations of different countries and
also at the level Community, (both in the European Parliament and in the European Economic and
Social Committee).
Principles and specificities of social and solidarity economy

organizations and social entrepreneurship.

The values and principles that govern Social economy are as follows:
PRINCIPLES

5.
6.
7.
8.

Control: democratic and egalitarian.
Treatment of surpluses.
Daily experience.

Choice of products and/or services.


Characteristics of Organization of Social and Solidarity Economy
Private character
Economically sustainable
Their main objective is the production of goods and services in two
ways:
Non-profit: provision of social services like labour insertion or
assistance to elderly people
Sale of products and/or services

Examples of organizations
NGOs., Foundations, Mutualities, Associations, Cooperatives, Other
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Basic concepts: differences between social economy, corporate social responsibility and business social
responsibility.
The United Nations Global Compact is an ethical commitment initiative designed to allow companies in
all countries to embrace, as an integral part of their strategy and operations, ten conduct and action
principles in the fields of human rights, work, environment and business ethics.
The Global Compact is a framework of action aimed at building the social legitimating of business and
markets. Thus, those companies that adhere to the Global Compact share the conviction that business
practices should be based on universal principles (Human rights, ILO agreements and global
agreements on sustainable development).
The ten principles presented by Global Compact are:

Human rights

Labour standards

Environment

Anticorruption

Principle 1: Companies must support and respect the protection of fundamental
human rights universally recognized within their sphere of influence.
Principle 2: Companies must ensure they are not complicit in the violation of human
rights
Principle 3: Companies must support freedom of association and effective recognition
of the right to collective bargaining.
Principle 4: Companies must support the elimination of all forms of forced or coerced
labour.
Principle 5: Companies must support the eradication of child labour.
Principle 6: Companies must support the abolition of discrimination practices in
employment and occupation
Principle 7: Companies must maintain a preventive approach that favours the
environment.
Principle 8: Companies should encourage initiatives that promote greater
environmental responsibility.
Principle 9: Companies should encourage the development and dissemination of
environmentally friendly technologies.
Principle 10: Companies must work against corruption in all its forms, including
extortion and bribery

. University of Zaragoza, Organization of United Nations, 1999 (SOCIAL ECONOMY AND SOCIAL COOPERATIVE RESPONSIBILITY:
ANALYSIS OF PRACTICE) Millán Díaz Foncea y Carmen Marcuello Servós)

Social Responsibility (RS) is a responsible corporate attitude of a proactive nature. It consists of an
active and voluntary contribution to social, economic and environmental improvement by any type of
organization. An organization with good sustainability or CSR reports is one that maximizes its
economic and environmental benefit, as well as minimizing or eliminating its negative externalities,
emphasizing the responsibility of the Organization to the groups of interest or Stakeholders, and not
just to the shareholders.
(http://responsabilidad-social-corporativa.com/que-es-la-rsc-y-diferencia-con-la-rse/)

B. Generation of ideas from social innovations:
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Social innovation: Concept and definition. Social need as axis of entrepreneurship as solutions
The fact that there is no standard, canonical, unique definition, as it does in other areas of knowledge
or in comparison with other aspects related to classical innovation, is a theoretical lack of first order.
The fixation of a unique meaning of a term depends on community. However, in the calls "social
innovations" This absence of agreement does not exist even among those who devise and put into
practice the social innovations, because it is not possible to discern in many cases if they are products,
public policies, organizational forms of civil society, or all of them, and others possible, at the same
time.
There is also no consensus on the field of application. The spectrum ranges from those related to social
purposes, to those that have to do with art and culture, through to institutional or public-sector
innovations. All this confirms that the term of social innovation is diffuse, ambiguous and versatile;
although there are attempts to carry out systematization of the different definitions in order to
establish elements, characteristics, traits or variables common to Phenomenon of social innovation.
CIRIEC-España, Revista de Economía Pública, Social y Cooperativa, ISSN: 0213-8093, Nº 88/2016, pp. 165-199

Table: Dimensions and specific characteristics of social innovation.

DIMENSION

CHARACTERISTICS

Aspirations

•
•

Public an social good
Generate social values and improve quality of live and sustainable development

Purposes/Objetives

•
•

Find out real social needs
They will be orientated to solve social problems and it is directed to non-profit and profit purposes

•
•

Environmental, economic and social challenge in both regional and global dimension
The social demands that are not traditionally contemplated in the market of existing institutions

•

The plurality of sources of innovation in different fields (economic, entrepreneurial, social, artistic,
cultural)

Context

•
•
•

Society, culture and market
Social region and community development
The result of the combination of the ascending and descending dynamics

Agents

•
•

Three interrelated areas: civil society, State agents and commercial
Cross fertilization between the government and the sectors of the company fourth non-profit sector

•
•
•
•

Cutting across organizational and sectarian boundaries
Innovation model based on contextualized and path-dependent places for innovation activities
Focus on technologies as innovation facilitators
Active role of users/people and the creation of new social relations in co-development and cogeneration of innovations
Collective learning process
The process is the following: identification and definition of the problem to be addressed; Identify,
define and select the possible solution; Planning and implementation of innovation; Review,
evaluate and continue or adjust innovation and expansion and dissemination of successful
innovations

Diffusion

Sources

Process sector

•
•
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•
Empowerment and capacity
building (social capital)

•
•

Increase in the capacity of socio-political action and access to the necessary resources for the
realization of the rights and the satisfaction of necessities
The activation of construction and system of collaboration or scaffolding
Empowerment of disadvantaged social groups

Governance

•
•

Participation/Collaboration of people in decision-making and local government processes
Governance model: Multilevel and collaborative

•
•

The development of new forms of organization and Social relations
Generation of new (or improved) products, services, standards, rules, procedures, models, strategies
and programs
Improvements in welfare, sustainability, social inclusion and QL, particularly for the most
disadvantaged and marginalized populations
Improvement of access rights and political inclusion
Impact on development policies at all levels

Results

•
•
•

FUENTE: Adaptación de Schachter, Matti y Alcántara (2014). CIRIEC-España, Revista de Economía Pública, Social y
Cooperativa ISSN: 0213-8093. Nº 88/2016, pp. 165-199
HERNÁNDEZ-ASCANIO, J., TIRADO VALENCIA, P. & ARIZA-MONTES, A. (2016): “El concepto de innovación social: ámbitos,
definiciones y alcances teóricos”, CIRIEC-España, Revista de Economía Pública, Social y Cooperativa, 88, 165-199.

¿What is talent? Entrepreneurial talent.
There are several sources we can rely on in order to achieve a definition of this concept such as the
following:
 According to the Spanish Royal Academy of Language, talent has several meanings, such as
intelligence or ability to understand, but also an aptitude and capacity for performance, or for the
practice of a certain occupation.
 Pilar Jericho (2001) talks of talent as the characteristic of those whose abilities are committed to
doing things that improve the results of the organization, and defines the talented professional as
"a committed professional who implements their capabilities to achieve superior results in their
environment and organization."
Focus in the second one, we can find out that the difference in the development and application of
talent by the professionals is not in the quantity and volume of knowledge, but in the ability to learn
and unlearn the known. This same author speaks to us of six different types of talent: executive,
commercial, technical, operative, innovative and enterprising; and presents the ingredients that, under
their proposal, shape the recipe of talent. They will be: capacities, commitment and action.
When it comes to capacities, it refers to the whole of the knowledge, skills, attitudes and
competencies that are developed within the company (or any other environment).
The commitment explains it as the degree of involvement towards the company (organization) for
which it operates, because it depends on the professional to contribute their best.
In conclusion, we can talk about talent as the system we have to confront our existence, which is
defined as a dynamic of problem solving, in which process we mobilize both the acquired knowledge,
the skills and competencies, as well as We activate the set of habits that allow to act on the
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environment. We know that these habits are the fruit of our daily experience and practice, and that
this can be trained and trained.
The first factor is that the person possesses and has developed the entrepreneurial talent. You must
enjoy creating things, doing projects and initiatives. It must feel a playful element, a passion for the
design of an idea, a concept, a possibility, and this is especially significant, the enjoyment during the
journey to reach it. Be passionate about the path you have to travel to achieve what you intend.
In short, we can synthesize the concept of entrepreneurial talent in the following scheme:

Entrepreneurial Talent, Virtuous circle?

(Young, talented and entrepreneurial profile Juan Eugenio Monsalve Serrano.
Program Division Youth Institute. NIPO: 684-13-018-9)
.
Personal and social competences for entrepreneurship. Entrepreneurial motivation.
The performance of any profession, occupation or job is identified by the person's ability to properly
execute the tasks. This performance assumes that the person has knowledge, and that they know how
to develop it through practice in order to acquire certain standards of performance.
Within the standards of performance, there are all those connected with doing things together, or for
other people. We understand that most work and jobs must, in one way or another, establish and
maintain relationships with other people. This type of capacity is called social competence. These are
essential skills to perform a job with a minimum of quality and excellence.
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But before we establish the way in which we relate to others, we must stop to identify and classify the
first essential relationship that we as people have. I mean the relationship with us. This type of
relationship is what Golemn identifies as personal competence. These are the factors that condition and
determine this means of relationship (NOS). This author classifies this competence into three major
groups:

•
•
•

Self-awareness.

Self-regulation

Motivation

It is the ability to know how to
recognize the personal states we
are in. In them, we distinguish
the following competencies:

We can define it as the capacity to
establish a control over our states,
impulses, energies, as well as our
internal resources

Emotional

Proper assessment of oneself. 
Self-confidence.




Self-control
Reliability
Integrity
Adaptability.
Innovation

It is related to the way in which
emotions
condition
the
mobilization of our energies
towards the attainment of the
objectives and goals that we
pursue.





Commitment
Initiative
Optimism

Social skills are defined by three components.
 Empathy refers to our ability to put ourselves in the other people’s shoes. This factor has a special
relevance when we talk about sales skills and abilities, for example: understanding of others,
orientation through service, use of diversity or political awareness.
 Knowledge of social conventions is essential to know the canons that govern certain forums.
There is a difference between being an entrepreneur in new technologies and in a law firm.
 The situational factor. The specific moment. The factors and variables that condition in a
meaningful way the situation in which our social contract unfolds.
Social competence must be understood under three axes or fundamental ideas:
1. Social consensus. Referring to the assessment made by a reference group on a particular conduct,
concluding its adequacy to the standards of that social group.
2. Effectiveness has to do with achieving what we set out to do. Fundamentally in the field of
entrepreneurial talent development, we focus on the work when setting the objectives in order
to achieve the programmed results.
3. Situational character is related to the valuation and characterization of the behaviour we deploy.
That is to say that a type of response or behaviour can become valid in a specific forum or
environment. However, this same behaviour in another social scenario can be categorized as
inappropriate.
(Young, talented and entrepreneurial profile Juan Eugenio Monsalve Serrano. Program Division
Youth Institute. NIPO: 684-13-018-9)
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Design of a business idea from the social entrepreneurship
Social Lean Canvas.
Social Lean Canvas is a tool created by Rowan Yeoman and Dave Moskovitz in collaboration with the
Akina Foundation. It is an adaptation of the Lean Canvas model created by Ash Maurya, the lean Start
Up version of the business Canvas Model of Alexander Osterwalder's business.
Both tools are very useful if we want to model our business idea, but do not introduce some key
elements to work with social enterprises such as the business objective or the measurement of their
impact at social responsibility level. In the same way as in the other Canvas models, it is a tool that
changes over time, adapts to your iterations and evolves. It helps you prioritize the validation of your
thoughts and hypothesis. As in other modelling tools, working with Social Lean canvas, you will have to
complete the boxes of the canvas trying to answer the questions that arise and that correspond to areas
or key aspects of your business. Notice that the order in which the canvas is completed follows the
route shown below:
1

OBJETIVE

What the motivation is and what we want to achieve by developing this idea.
3

5

4

10

2

PROBLEM

SOLUTION

Identify the 3 main
problems of that
group and discover
what
alternative
solutions to your
product

Set the 3 most
important features
of your proposal that
will help them solve
it.

VALUE
PROP0SITION

DIFERENTIAL
ADVANTAGE

CUSTOMER
SEGMENTS

Making clear and
simple
what
makes
your
solution special
and how you are
going to help your
customers solve
their problem.

What makes you
special
and
different,
what
makes customers
repeat?

Identifying
and
knowing
the
customer segment
we are going to work
on and who could be
the early adopters or
visionary users to
start working with..

9
KEY INDICATORS
Establish
what
activities we want to
measure and with
which indicators.

6
CHANNELS
How are you going
to get your solution
to the customer
segments?

8COST STRUCTURE

7FINANTIAL SUSTAINABILITY

Elements that cost money, which in practice indicate
approximate monthly expenditure.

In what way are you going to earn income? What's the
margin?
11
IMPACT
What impact we are going to have on society and
environment and the measures to improve these
aspects.
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C. Establishment and start-up of a social enterprise:
Organization of procedures for the establishment of a social enterprise. Different legal forms. Constitution
procedures
If the definition, delimitation and legal consideration of the Social economy and solidarity economy
have not been without difficulties, the quantification of the sector has been a task fraught with
drawbacks and limitations, some still unresolved. The fact that companies and organizations that are
part of the concept of Social economy are not recognized as a differentiated institutional sector in
national accounting systems causes permanent institutional invisibility of the economy that contrasts
with the growing importance of the entities that make it up. However, since the beginning of the 21st
century, the conceptual and methodological obstacles to the realization of satellite accounts and Social
economy statistics rigorous, reliable and harmonized with accounting criteria have been completely
dissipated. Internationally approved.
The social entrepreneurship, thanks to its expansion by some of the most important universities,
foundations and NGOs in the world, is reaching an enormous level of influence, and social enterprises
are the best that are circumventing the crisis. The European Commission considers that these entities,
with a presence in all economic sectors, account for 10% of European companies and employ 11 million
people. These social companies do not give up the economic benefit; the point is that they do not put it
before other factors. They may need the help of volunteers, grants or donations, like any other
traditional company, but not depend on it. It is proposed as a solution to the social, economic and
environmental challenges, through social entrepreneurship focused on the economic activity with which
the social impact is achieved.
One of the main problems that our companies face is the accessibility to the credit necessary to put
their activities into operation or to be able to develop. In this sense ethical finances are constituted as a
fundamental financing mechanism. Ethical or socially responsible investments, incorporating
environmental, social and corporate governance factors, are playing an essential role today in analyzing
their investments and making their decisions. Ethical banking institutions are taking on increasing
relevance, highlighting in Spain Coop57 and trusting popular banking. The experience of common
goods, as conceived today, is taking on increasing prominence. Thus, the experiences of Commons as
procurers, biodiversity and sustainable production are becoming increasingly numerous and successful,
in the field of knowledge, communication, culture, finances, social centers, time banks and material
needs.
(What do we talk about when we talk about Social and solidarity economy? Concept and related notions. XI days of
critical economy.)

D. TOURISM BUSINESS MANAGEMENT: administrative function
Social Tourism is becoming more and more important part of the economy on a glob- al,
national and regional scale. The number of international tourists increased from ca. 50 million
in 1950 to 1.2 billion. The 2050 forecast envisages the number to reach 1,8 billion. It means
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that currently, in statistical terms, every 6th resident of the world becomes an international
tourist once a year. If we include local tourism, every other person living on Earth will become a
participant in tourism (Hall et al., 2014).The role of government in social tourism and the
influence of public policy on accessible tourism development has long been of interest to
scholars . Compared to other areas of sectoral public policy the field remains relatively
undertheorized overall, or at least poorly connected to some of the extant public policy and
political science literatures. Nevertheless, the political capacity for individual mobility across
borders, and the role of tourism as a significant mechanism of economic development
for many countries and regions means that the capacities of the state with respect to tour-ism
is a significant research area in public administration research (Vinogradova et al., 2015).
The challenge of accessibility in tourism is one of the first factors that must be faced by building
technicians and designers and public authorities. Proof of this was the celebration of the
International Congress for the Suppression of Architectural Barriers, held in 1963 in
Switzerland. This Congress served as, among other aspects, as a premise to become aware of
the existence of the concept "ACCESSIBILITY", which would acquire specific weight as a priority
objective towards the full integration of this population sector. From that moment, there have
been many national and international organizations that have manifested, through their
statements, reports, communications, congresses, etc., a clear vocation aimed at improving the
living conditions of a large population group, such as is that of people with disabilities.
The importance of the selected social and economic issues may and should be reflected in the
importance attached to it in everyday activities. Of all the analyzed communes, only three have
separated a position/organizational cell responsible for tourism from within their structures.
Only in one Commune Council there is a Commission which has tourism in its official name.
One of the tools used in the fulfilment of the development strategy are current commune
budgets. In seven cases. ‘tourism’ was not included in the expense items. In one case tourism
expenses constitute 0.06% of the entire budget and in another commune, they are under
1/10% of the total budget

E. Good practices of entrepreneurial culture in the activity of the Social and local tourism
professional
Currently, among the more than one billion tourists worldwide, a very high percentage is made
up of families with small children and / or elderly people, as well as people with disabilities or
other special needs. In order for these millions of people to participate in tourism under equal
conditions, it is crucial that destinations develop universal accessibility measures. Those
destinations that create environments, products and services suitable for all, will evolve in their
offer, will make possible a better tourist experience and will improve the quality of life of both
the local population and its visitors.
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Therefore, Accessible Tourism or Social Tourism is not only limited to the elimination of
physical, sensory or communication barriers, but also aims to ensure that tourist environments,
products and services can be enjoyed on equal terms by any kind of person.This chapter
includes some good practices that are being carried out by different organizations and entities
based on different programs in order to promote social tourism; as well as different online
platforms that facilitate accessible tourism for all. The good practices collected correspond to
different countries of the European Union such as Spain or Italy.
STEEP project
The STEEP project aims at creating and developing a web‐based platform as a mechanism
intended to facilitate transnational tourism. It also aims to increase the competitiveness of
tourism SME’s by facilitating business opportunities between intermediaries acting on behalf of
clients.More specifically, this project aims to develop and implement a platform linking the
demand and the supply for accommodation and tourism products particularly (but not
exclusively) within four segments, namely youth, families facing difficult social and/or financial
circumstances, seniors and people with disabilities.

For the supply side (such as accommodation establishments), the platform will enable them to
largely promote, on an European level, the available supply to other industry colleagues in
Europe, to improve their off‐season occupancy rates and to interact and exchange with similar
stakeholders. For the intermediaries (tourism industry players and/or non‐profit organizations),
the platform will facilitate an advanced research of and access to existing supply on a European
level tailored to their target groups.
In a long‐term perspective, the partners of the consortium will also work on a development
plan aimed at ensuring the sustainability of the platform beyond the official duration of the
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15‐month project. They will also investigate how to bring together, within a larger structure,
public or private organisations interested in this initiative.
Vouchers Holidays Italy project
Vouchers Holidays Italy project was instigated in 2001. These vouchers work similarly to food
vouchers and can be spent straight away. They are granted according to a series of fixed
criteria, including income and number of children. The suppliers include both public authorities
and private companies. The vouchers can be redeemed with a wide range of suppliers including
3,000 holiday homes, 3,500 staff clubs, more than 10,000 local clubs, youth hostels and
hundreds of travel agencies. The Italian Federation of Social Tourism gathers together 11
tourism and social development federations and represents more than three million citizens,
including young and elderly people and families that travel and enjoy discovering nature, art
and culture.

Over the past eight years, more and more Italian garment and footwear manufacturers have
begun utilizing the "job voucher" system instead of providing their short-term workers with
legal employment contracts. Their use has recently skyrocketed, from around a half million
vouchers used in 2008 to 115 million in 2015. This trend raises the prospect that work
previously conducted by permanent workers in factories is increasingly being made informal,
with all the risks associated with informal work. For example, workers paid in vouchers have
access to almost no workplace rights compared to workers with permanent employment
contracts; vouchers confer no ability to bargain collectively, earn sick or holiday pay, or earn
unemployment benefits.
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The VisitEngland Awards for Excellence (VEAE)
The VisitEngland Awards for Excellence (VEAE) represent the
highest accolade in England’s tourism sector. The Awards
recognize companies that incorporate best practices in their
operation, and acknowledge aspects such as quality and
innovation, thus contributing to raising the profile of the entire
tourism industry and enhancing England’s position as a worldclass tourist destination. Within these Awards, the “Access for
All” category is aimed at tourism enterprises that have
promoted the added value of accessibility, providing access for
all visitors, particularly persons with disabilities and other
specific access requirements.
This initiative was fundamental in positioning accessibility as a key feature of quality. In the
design of these Awards, the intention was for any company directly involved in tourism that
had implemented an outstanding accessibility-related action to be eligible. Such companies
include: accommodation, tourist attractions, restaurants, cafés, tourist information providers,
transport, and any other type of tourism enterprise.
Viajes AcceSIbles
Viajes AcceSIbles is a trademark of Viajes 2000, S.A., a travel agency that organizes all kinds of
activities: hotel stays, airplane or train tickets, packages, tours, tickets to museums or plays,
both for individuals and for groups, at national or international destinations. In order to better
respond to their customers’ new needs and to take new steps towards accessibility in booking
tourism services, Viajes 2000 has launched an accessible booking search engine for hotels in
Spain and abroad.

It is the first online tourism portal in Spain for bookings that has adapted its booking engine to
make browsing accessible. As a result, people with visual impairments or who find it difficult to
use a mouse can browse the website without any difficulties. In order to guarantee the
accuracy of this information, the Viajes 2000 team of experts and their collaborators have
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previously visited each of these hotels and establishments to certify and provide this
information. Entities The Viajes 2000 travel agency is a member of GEBTA (Guild of European
Business Travel Agents), which has more than 300 members in seven different countries.
EuroTaxis
The program to implement accessible taxis, or Eurotaxis, was developed in Spain by the ONCE
Foundation with the support of IMSERSO [Spain’s Institute for the Elderly and Social Services].
This program enables wheelchair users to in ride taxis without needing to transfer or leave
their wheelchairs. Taxi services are a key element in meeting “door-to-door” travel needs in all
transportation systems worldwide.
The idea of introducing accessible taxis in Spain began to take shape around 1980, when
commercial companies started offering vehicles to people with lower limb paralysis. These
vehicles included technical modifications and adaptation, such as a knob on the steering wheel
and an automatic gear shift. Private adapted vehicles already existed in Spain, but not public
service vehicles.
The Eurotaxi project has grown significantly in the past decade, thanks to technical
developments and to the new vehicle models that allow easier and more versatile adaptation.
Activities Through the agreements signed between the ONCE Foundation and IMSERSO,
financial assistance was granted to taxi drivers who wanted to start running an accessible taxi
service. The taxi drivers’ applications had to come through the corresponding city council. If
assistance was granted, IMSERSO, the ONCE Foundation and Madrid City Council signed a
Special Agreement.
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