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•
•

Change and future trends
Innovation: technological VS non
technological innovation

•

E-commerce as an opportunity for
entrepreneurs

•

How to start an e-business?

•

Business models in e-business

•

Revenues and costs in e-business

•

Creation of an e-business

•

The gaming industry as an opportunity
for entrepreneurs

•

Competences and skills for gaming

The change factor
Quotations by Heraclitus, Greek Philosopher, Born 544 BC

Figure 1:
https://iperceptive.com/authors/heraclitus_quotes.html

The change factor
According to the one of latest research, Megatrends
2030 from Unternehmer positionen Z-Punkt, the world
as we know it today, is the result of social, technical and
economic changes in the past. Plenty of small and large
innovations have shaped our lives forever. Today people
work, communicate, and travel differently as a few
decades ago. One thing is certain: The world will
continue to change.

Figure 2:
Source: Skupina Primera: Teaching Entrepreneurship in Schools:
Experiential Approach- In- service training in Liubljana

Future trends and innovation potential

FUTURE
TREND

INNOVATION
POTENTIAL

OUR OPPORTUNITY ACCORDING TO USER’S NEEDS

Changes in the work and business world:

•
•

Collaborative methods of working
Advances in automation

•

Systems innovations

•

Intelligent logistic solutions

Knowledge based economy

•
•

Rising levels of education around the world
Innovation as a key driver and competition factor

•

Data and knowledge-based value creation

•

New global knowledge elite – the creative class

•

Lifelong learning

Digital Culture

•

Digital technologies pervading and connecting all
aspects of daily life

•

Greater differentiation between digital lifestyles

•

New form of social communication, participation and
organization

•

Web 3.0

Innovation
… an innovation is the implementation of a new
or significantly improved product, good or service;
a new marketing method; or a new
organizational method in business practices,
workplace organization or external relations
(OECD/Eurostat, 2005)

Technological VS
Non-technological
innovation
The type of innovation - four types of innovation: product innovations,
process innovations, organizational innovations and marketing
innovations (OECD/Eurostat, 2005).
The impact of innovation - radical vs. Incremental
The source of innovation - technological vs. Non-technological (market,
design…) innovation
The social objective of innovation – social innovation that meet social
goals (e.g. non-profits, individuals, universities, government agencies,
and enterprises).

Tech innovation

New technology for
new products and
services
Eg.IT sector,
e-business,…

Non- Tech
innovation

A new way or
improved way to make,
deliver or show a new
product and service
eg. Design-Market
Innovation…

Something very interesting
is happening

Figure 3: Source: Skupina Primera: Teaching Entrepreneurship in Schools: Experiential
Approach- In- service training in Liubljana

Technological innovation

Figure 4 and 5:
Source: Skupina PrimeraSchools: Experiential Approach- In- service training in Liubljana

Technological innovation

Figure 6:
Source: Skupina Primera:
Teaching Entrepreneurship in Schools: Experiential Approach- In- service training in Liubljana

E-commerce is spreading
around the globe
The way of making transactions has changed and the new way of
transactions is the e-commerce which has grown rapidly around the world.
E-commerce is nothing more than trade conducted by electronic means
and based on electronic data transmission.
E-commerce provides new outlets and opportunities for both consumers
and businesses. The relationship of people now with computers and the
Internet has significantly improved over the years. Research results show that
e-commerce is adopted each year by more and more consumers.

Reasoning for web purchasing

•

the lowest price

•

the convenience of shopping

•
•

the less time to make a purchase
the purchasing power 24 hours in 24 hours and seven days a week

•
•

the possibility for cross-border purchases
the certainty of legal rights and guarantees

•

the web reliability

•
•

the greater variety of products / services
the easy use of websites

Business models in e-business

•

As a prerequisite step for creating an e-business is the decision on the
type of electronic transactions and the category of business model to be

followed by the company.
• Regarding to the communication and transactions between the parties
involved, e-commerce categorized into seven main categories (types of ecommerce transactions):
² Business-to-Business (Β2Β)
² Business-to-consumer (B2C):
² Consumer-to-consumer (C2C)
² Consumer-to government (C2G)
² Business-to-government (B2G)
² Government-to-government (G2G)
² Intra-business commerce (B2E)

Creation of an e-business:
Domain name

Domain Name is an identification string that defines a realm of
administrative autonomy, authority or control within the Internet.
Ensuring appropriate for you or for your business domain, can help in the
course of your internet site and strengthen your brand. Do not forget that
your domain is on your online identity online and the name by which you
seek customers or users of your website.
The procedure that must be followed for buying the domain name is:
•

Visit a registrar and checking if the specific domain name is
available or not.

•

Choice the extension of the domain name (.com, .net, .org, .eu etc)

•

Registration of the domain name and payment.

Creation of an e-business:
Web hosting

Web Hosting service is a type of Internet hosting service that allows
individuals and organizations to make their website accessible via the World
Wide Web.
There are some questions that their answer could determine which form of
web hosting is the most appropriate for you. These are:
•

The servers will be shared with other company owners or not?

•
•

To whom belongs the server? In your company or at an external provider?
Where the server has been installed; In a data center or in your company?

Creation of an e-business:
Design of an e-business

Next step is the platform that will be used to design the e-business.
Before the choice of CMS, it is important to note whether the e-business will
be selling products online, frequently blogging, creating a forum for visitors
to use, or creating a bespoke design for the e-business.
Below are listed some questions that have to be answered in order to be
chosen the most suitable CMS:
• What is the purpose of the website? Is it to encourage signups,
make online sales or increase blog views?
•

Are you happy with a premade template and if not, do you have
the budget for a bespoke design?

•

Who will be using the CMS?

•

If users with basic knowledge of HTML will be using the CMS, it
may not be best to go with something as complex as Magento.

•

What are your future growth plans for the business website?

Creation of an e-business:

Basic elements for the design and
management of an e-business
The key issues that a future owner of an e-business must think the below:
• Choice and creation of a logotype
•
•

Choice of the e-business’ managers (how many?)
E-business’ data and information (e-mail, telephone etc.)

•
•

Available products and/or services and their characteristics
Choice of send and payment options (i.e. paypal, credit card, cash on
delivery etc.)

•

Management of customers and order through reports (i.e. Who is my best
customer? Which is the most famous product/service? Is it a good idea to
send newsletter?)

Creation of an e-business:
Revenues

Many e-companies don’t have usually don’t have incomes only from selling a
product or a service. They also generate revenues from other sources like
advertisements, contacts (i.e. banners) as well as information (i.e. user-data).
These Revenue Models can be categorized as follows:
• Advertising Model
•

Subscription Model

•
•

Transaction – Fee Model
Sales Model

•

Affiliate Model

Creation of an e-business:
Costs

Expenses categories for the creation of an e-business: Domain Name and
Hosting, Programming Cost, Graphic Cost, Promotion Cost in Search Engines,
Internet Advertisement Cost, Cost for Legal Advice
Expenses categories after the creation of an e-business: Maintenance and
Renewal of the website Cost, Further Internet Advertising Cost, Functional
Cost, Staff Cost

Finding capital

Game development: context

•

More than 25% of the world gaming companies established the last 15
year were European, and more than 40 000 people in Europe are

employed in the game development sector.
• There is one European tech industry that outbursts Silicon Valley, China
and the rest of the world, this is the game industry.
• What is fascinating about gaming entrepreneurship is that the
investments costs does not have to be unreachable.

Game development
as a road for entrepreneurs
• Low cost of entry - low start up costs and high potential for growth.
• Distribution is covered - App-stores and Steam are ready stores and
help you with the distribution

• No shipping and endless stock - you always have endless of stock easy
to distribute

• No sales process - you can work from wherever you want
• Fun! - It connects with your passion

Western Europe games marked
• The game industry marked is considered major alongside with
North-America and Asia.
• The marked is diverse in Europe, every country is unique.
• The European game marked is also language based.
• The marked opportunities differs between different platforms, such
as mobile, PC/online, console, VR, e-sports. E-sport is the fastest
growing.

Figure 7: Source:
https://www.lai.com/sites/default/files/lai-global-game-services-video-game-marketinfographics/western-europe/western-europe-region.png

Needs
• Online gaming is used in diverse amount of sectors and for
different purposes.
• Games is now accepted and used in sectors like entertainment,
education, advertisement, information and simulation. And now
also in e-sports! The marked for game producers is therefore larger
than just within gaming as entertainment.

Figure 8: Source:
https://www.slideshare.net/zatunzayas/basic-needs-of-gaming-industry

Science and art
One can roughly define the competence needs in gaming industry
between the two sides, science and art.
These two sides need to be blended in order to make a “magic”
product, and they are equally needed. Knowing how to build a good
infrastructure, analysing gameplay, peoples behaviour and testing are
crucial elements in game development. At the same time, visual
experience and sound are crucial in order to end up with a best
selling product. Within each sector there are a number of skills and
competences needed.

Competence and skills needed
There is a diverse competence need in producing games.
More complex games would need good teams with competences in
storytelling, design, art, level-design, 2D, 3D, coding. Skills within different
coding languages and game development programs are crucial.
Building a Co-Working Space for this sector might strengthen the
opportunities in reaching the marked, where people and small
companies sharing each others competence can reach common goals.

Sources
Skupina Primera: Teaching Entrepreneurship in Schools: Experiential Approach- In- service training in Liubljana
http://www.e-comma.eu/
http://enyouthteacher.eu
https://en.wikipedia.org/wiki/Domain_name
https://en.wikipedia.org/wiki/Web_hosting_service
http://www.fsf.org
https://www.pocketgamer.biz/comment-and-opinion/67886/the-european-games-industry-is-a-non-stop-unicorn-juggernaut/
https://www.quora.com/Why-is-video-game-development-a-good-industry-for-entrepreneurs
http://www.clairfield.com/wp-content/uploads/2017/02/Gaming-Industry-and-Market-Report-2018.01-2.pdf
http://www.egdf.eu/the-potential-eu-funding-calls-for-game-developers-2018-2019/
http://rebootdevelopblue.com/speakers/
https://www.entrepreneur.com/article/316543
https://trainingindustry.com/articles/learning-technologies/gamification-versus-serious-games/
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Outline
•
•

Features of a craft entrepreneur
Tips for creating a business in art & craft

•

The marketing mix of art and craft
products

•

Cultural entrepreneurship

•

Cultural innovation

•

Creative hubs

•

Tips for creating creative hubs

•

Best practices in Europe

Learning objectives
•

To learn about the specific features of the
craft entrepreneur

•

To acquire some key tips for creating a
business in art & craft

•

To learn the marketing mix of 4 different art
&craft products

•

To discover concepts like cultural
entrepreneurship and cultural innovation

•

To acquire some key tips for creating creative
hubs

•

To learn relevant information from best
practices

Craft entrepreneurship
•

The very real difficulty craft practitioners face is in finding
new and large enough markets to support their work

•

Setting up a business for craft practitioners can be a
daunting experience. Not only do they have to keep the
creative side of their job but they face business challenges
such as tackling sales, marketing and office administration

•

Learning practical business principles such as writing a
business plan and book keeping needs to be learned

Creativity

Business
skills

A craft entrepreneur
•

Do You Have What It Takes To Be a Successful
Craft Entrepreneur?

•

Self-reliance

•

The Primary Focus is on the Customer

•

The Ability to Network

•

The Courage to Face Your Fears

•

The Ability to be Focused Yet Flexible

•

Not Displaying Diva Like Behavior

•

Integrity

•

Being open to new opportunities

How to apply these features?
§The Primary Focus is on the Customer: The successful craft business owner puts the
customer first and foremost when considering his/her business goals and needs. He/
she does his/her utmost to design products and services with the target customer in
mind.
§The Ability to Network: A craft entrepreneur can have the best and most beautiful
craft items in the world, but if no one knows about them, he/she will never succeed.
He/she cannot be shy when promoting products to the world. It is mandatory to
attend trade shows, business events, and craft fairs , as well as to have a website and
social media (especially Instagram). Moreover, forming tactical working collaborations
that allow for the up-scaling of production is advisable too.
§Integrity: The successful craft entrepreneur will make the highest level quality product,
to the best of his/her abilities. He/her will be honest and fair with customers. He/she
sells products at a reasonable price and has an excellent reputation for the quality of
his/ her work.

Tips to create a business
in art & craft
• Decide why you're really starting this business
• Start reading
• Research your market
• Price for profit
• Determine where you'll sell your products
• Calculate risks
• Get professional financial advice at the right time
• Define an “Unique Selling Proposition”
• Emotional marketing

Tips to create a business
in art & craft
• Research your market: a craft entrepreneur does not assume there's a market for his/
her handcrafted wares until he/she finds it. He/she goes to crafts fairs, scours the
Internet, reads trade publications and talks to other crafters to see what their
experience has been.
• Price for profit: a craft entrepreneur has to research the marketplace and see what
others who are making similar products are charging for their products. When
determining a product costs, he/she has to count material costs as well as overhead
like utilities, business licenses, accountant fees and more.
• Emotional marketing: a craft entrepreneur is able to create a bond between the
customer and the product.

1 case study: selling an
home-made children’s gift blanket
•

Strategy: developing the product’s Unique Selling Point and brand values
to differentiate it from mass produced competition

•

Product: making the blanket a premium product, which would be
custom made by hand and personalized for each customer. Strong values
of ‘make do and mend’, textile techniques and tactile quality of the
fabrics shall be promoted

•

Price: pricing strategy should reflect the brand’s bespoke nature and the

•

longevity of the product.
Place: direct selling to parents and grandparents at baby shower parties
and selling to baby product manufacturers and retail outlets - large chain

stores as well as specialist niche shops
• Promotion: marketing plans can include a leafleting campaign to nanny
agencies, hospitals, playgroups and mother and baby groups as well as
advertising in major childcare magazines

1 case study: selling an
home-made children’s gift blanket
Lesson learned
• Finance need not be daunting
•
•

To be open-minded and prepared for change
The need to make the values of the product clear to others

Figure 1: Source: https://irishdesignshop.com/collections/children

2 case study: selling
home-made jewelry
•

Strategy: building a high-end brand image with a strong brand
personality linking the brand stories with the products

•

Product: market segmentation into high-end and mid-market product
lines. The high-end market would be for bespoke, exclusive and one-off
pieces, accompanied by high quality images and stories of the journeys
surrounding the piece. The mid-market would consist of a mid-priced
signature range along with the appropriate stories

•
•

Price: high and mid-prices
Place: selling the home-made jewelry by attending trade fairs for
collectors, high-end and mid-market retailers and galleries

•

Promotion: marketing plans can include publishing and communicating
the stories of the artist via a blog, books, illustrated journey articles,
newspapers, videos and word-of-mouth

2 case study: selling
home-made jewelry
Lesson learned
•

The importance of spending time on the

•

presentation of every aspect of the business
Branding should be a huge consideration

when building the business strategy
• The importance and usefulness of
collaborating with others

Figure 2: Source: https://www.wikihow.com/Sell-Homemade-Jewelry-Online

3 case study: selling
fine art ceramic shoes
•

Strategy: developing the Unique Selling Point of the product including its
packaging

•

Product: one-off ceramic shoes could be aimed at the high end consumer
market. Each client could be given the opportunity to be involved in the
whole process. Sustainable packaging consisting of recycled card and
tissue paper could be used to package the finished display case to bring
the experience of new shoes to the consumer

•
•

Price: high and mid-prices
Place: retail through niche precious gift outlets and commissions for
special occasions would be targeted to bring the product to a wider

•

market
Promotion: marketing the product through projects with a charity, which
would help to create press publicity and possibly encourage celebrity
endorsement. Media and press, person to person, business cards, website
and exhibitions were all considered for networking and marketing of the
product

3 case study: selling
fine art ceramic shoes
Lesson learned
• The importance of knowing the
market and networking energetically
within that market
•

Involving a financial expert can be a
reality check for the business

Figure 3: Source: https://www.virtualshoemuseum.com/mengqi-ding/ceramic-shoe

4 case study: selling
a home-made purse
•

Strategy: building a brand profile and establishing a Unique Selling Point
based on the personality and characteristics of the peace of work

•

Product: perceived as individual, luxury, funky, hand-made, distinctive,
exclusive and elegant

•
•

Price: n/a
Place: boutique hotels shops

•

Promotion: attending trade shows and product placement on television
décor shows. A comprehensive and professional press pack could be
developed and used to build press relationships as well as a website with
an online boutique

4 case study: selling
a home-made purse
Lesson learned
• The value of the designer’s work is in the creation and not the
manufacture
• It is essential to be open to changes, new ideas and new ways of thinking
•

The importance of seeking input from outside sources to add breadth
and depth to the ideas and work

Figure 4: Source: http://paulinelothiandesigns.com/

5 case study: selling a painted
vitreous glass enamel design
•

Strategy: defining the key qualities and branding of the product and
investigating the possible settings

•

Product: durability, graffiti resistant, low maintenance, hygienic and high
sheen can be identified as the key qualities and brand values

•
•

Price: high and mid-prices
Place: business to business ( final clients could be: gym/leisure centers and
offices, etc…)

•

Promotion: including a message a creative response to the client’s site, for
example it’s historic setting, or linked to promote an event or activity
specific to the client

5 case study: selling a painted
vitreous glass enamel design
Lesson learned
• The value of the designer’s work is in the
creation and not the manufacture
• It is essential to be open to changes, new
ideas and new ways of thinking
•
The importance of seeking input from
outside sources to add breadth and depth
to the ideas and work

Figure 5: Source: https://www.revolvy.com/page/Vitreous-enamel

What does cultural
entrepreneurship
mean?
•

The public opinion thinks that the concept cultural
entrepreneurship has to be only applied to cultural institutions
and companies.

•

Instead, it can be related to the capacity of organizations to
use the power of arts and culture to generate new business
models able to last for a long time. These business models
leverage on individual and collective actions.

What does cultural
innovation mean?
A cultural enterprise is not always culturally innovative:
•

Lack of material and immaterial resources;

•

Lack of product or process innovation.
Companies should concentrate their efforts to analyze art and
cultural processes in order to allow arts and culture to show
to us their transformation capability.

Start-ups
Creative
entrepreneurs
Smart solutions

Traditions
Arts and crafts
connected to
territories

What are the challenges and
opportunities of cultural
entrepreneurship?
• Cultural and creative start-ups (or projects) are growing; however
many of them do not survive for a long time.
• Why?
• Globalised world;
• ICT and networking platforms;
• New investors such as venture capitalists and business angels who
offer capacity building and “go to market” services;
• Personalised experiences for the public;
• Involve new targets, without loosing the old clients.

Trend in society relevant for
cultural entrepreneur
• Return of idealism
• Assertive citizens
• Bottom-up initiatives
• Geo-localization
• Technology goes sky high
• Sense of place (tourism, feeling of belonging)
• Sharing, less or no ownership of objects
• Migration, refugees, majority - minorities
• Agedness
• Empathy by storytelling

Cultural entrepreneurship and
creative hubs
• “…Hubs have become nests for freelancers and micro SME’s to
gather, connect and collaborate”
• “They are lighthouses for forgotten areas of the city, gathering
people in unused spaces and connecting previously invisible
communities.”

Cultural entrepreneurship and
creative hubs
• Hubs provide space and support for networking and business
development as well as community engagement. Their purpose is
to provide the services the creative entrepreneurs may not have
had access to if they were working alone.
• Creative hubs can have an impact on jobs, new products and
services, talent development, regional talent retention, informal
education, urban regeneration, research and development, new
networks, innovative models of organisation, quality of life
enhancements and resilience.

Creating creative hubs in empty
buildings: getting started
• Identifying appropriate empty buildings: they can be either
privately or publicly owned
• Getting a wide cross-section of the community involved: talking to
local businesspeople, councils, artists, community groups, political
leaders and others to gauge the level of interest. It is important
that a wide range of people know about and support the idea
• Understand the legal issues: involving lawyers to assist with
planning the project, establishing the company, drawing up license
agreements and the other paperwork involved.
• Estimate the costs: renting, labour and management time, legal
and professional advice, insurance, company registration or
incorporation fees.

Creating creative hubs in empty
buildings: structuring your project
• Create or find a reputable structure: a responsible legal entity
overseeing the process.
• Approaching Property Owners: before approaching anyone with a
property that might potentially be suitable it is wise to be clear
about what you are asking for and what you are offering. It pays to
be flexible enough to respond to the needs, constraints and desires
of property owners but it is also best to do this from a position of
being clear about what you want and are proposing.
• Development and planning issues: the hardest part to manage
about temporary projects is the legal issues that are associated
with any kind of development or use of property.
•

Managing the Risks: The biggest risk management issue is safety.
Choosing how to allocate spaces and what you use them for is a
great way of allocating and managing risks.

Creating creative hubs in empty
buildings: finding and selecting
projects/artists
• Finding artists to be involved: It is important that an initiative about
the community represents a good cross section of the creative
community.
• Selecting the right kinds of projects: it might depend from specific
needs.
• Match the Spaces to Projects: matching the artists and creative
initiatives to the right spaces is important part of getting the
project right.

Best practice n. 1:
Creative hubs in Turin
• Cultural entrepreneurship is spreading in the city thanks to
independent centres of cultural productions, which are based on a
bottom-up approach and often involve young people.
• These centres are often located outside the city centre, most of the
times in industrialised areas; therefore the growing of these centres
can lead to economic and territorial development.
• At the moment, they employ more than 1200 operators
(collaborators or volunteers).

Best practice n. 2:
Betahaus in Berlin
• Part of a collection of creative hubs across Europe, the Berlin co-working space was the
first location to open in April.
• Betahaus was designed for people who want to work on their own personal projects,
while also exchanging ideas, knowledge and inspiration with others.
• Currently with 500 members, the Berlin Betahaus is a community of startups,
entrepreneurs, corporate teams and freelancers, all who cooperate and collaborate to
varying degrees.

Figure 6: Source:
https://architecturecompetitions.beebreeders.com/creatives-hubs-that-impact-their-communities

Best practice n. 3:
Nova Iskra incubator, Serbia
• Initiated by NGO Kulturni Kod, this incubator was set up as a unique meeting point for
emerging creative professionals and forward-thinking businesses
• Services: coworking services; education, professional development and training; project
incubation and consulting; and creative services
• Professionals from these fields would have access to resources for their individual work,
as well as taking part in projects and programs developed in partnership

Figure 7: Source:
https://architecturecompetitions.beebreeders.com/creatives-hubs-that-impact-their-communities

Sources
http://www.ilgiornaledellarte.com/arteimprese/articoli/2015/3/123626.html
http://www.doppiozero.com/materiali/chefare/sulle-tracce-dellinnovazione-culturale-italia
http://www.ilgiornaledellefondazioni.com/content/torino-creativa-i-centri-indipendenti-di-produzione-culturale-nel-territorio-torinese
https://www.thesprucecrafts.com/characteristics-shared-by-successful-craft-entrepreneurs-2585018
http://www.ronniejphillips.com/RJPHomepage/Ronnie_J._Phillips_files/ENT%200604%20Phillips.pdf
http://www.innocrafts.eu/
https://www.entrepreneur.com/article/50544
www.ucreative.ac.uk/
http://emphosproject.eu/download/emphos-course-day-2/
https://www.create.nsw.gov.au/wp-content/uploads/2010/11/19.0-Creating-Creative-Enterprise-Hubs-A-Guide.pdf
https://architecturecompetitions.beebreeders.com/creatives-hubs-that-impact-their-communities
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Intro and goal
This module aims to show how to develop a common co-working space based
on the tourism value chain, able to promote synergies and sense of community
among a group of stakeholders that are directly and indirectly related to the
tourism sector.
It gives an overview about the basic concepts related to tourism and its
importance as an economic development driver and, on the other hand, it
further explains how co-working in rural spaces can be an opportunity to
generate employment around the tourism sector and how all the stakeholders
can build sense of community around it. It is divided into three main sections:
1. About tourism sector
2. Co-working and tourism
3. Creating community

Learning objectives
•

To be aware about the importance of the tourism sector as driver for
economic development.

•

To identify all the stakeholders directly and indirectly working in tourism
sector and to know how to collaborate with them to achieve common goals.

•

To take advantage of the co-working concept as mechanism to boosting
tourism in a rural area.

•

To understand the synergies between tourism and co-working.

•

To know what specific services can be provided in a co-working space
focused on tourism industry.

•

To be able to capitalize the use of ICT in a tourism co-working space.

•

To know how to create community in a tourism co-working space.

About tourism sector
“With more than one billion international tourists now traveling
the world each year, tourism has become a powerful and
transformative force that is making a genuine difference in the
lives of millions of people. The potential of tourism for
sustainable development is considerable. As one of the world’s
leading employment sectors, tourism provides important
livelihood opportunities, helping to alleviate poverty and drive
inclusive development.”
Message by UN Secretary-General Ban Ki-moon
on World Tourism Day (27 Sept. 2015)

About tourism sector
Record figures were achieved in 2017 with the number of 1.320 million
international tourist arrivals worldwide (+ 7%) and 671 million in Europe, that is,
51% of the total volume (+ 8%). On the other hand, a long-term prospective study
by the World Tourism Organization (UNWTO) forecasts a more modest growth of
tourism in Europe by 2030, estimated at 744 million tourists (+ 1.8%), representing
the 41,1% of the world market.
From a European perspective, tourism policy can also contribute to the
achievement of the general objectives in terms of employment and growth. The
environmental and sustainable dimension of tourism will gain importance over
time, although it is already present in the context of sustainable, responsible or
ethical tourism.

About tourism sector
The importance of the tourism sector as an engine of development in European rural areas.
The rural interior areas of the European Union are facing a series of common changes. There
are great difficulties in creating stable and quality employment, namely because of the lack
of opportunities and the scarce diversification of local economies.
These changes are causing an abandonment of the towns and their lands, of the cultural,
material and immaterial heritage, aging of the population, inequality of opportunities, etc. All
these losses will hardly be recoverable if the tendency to leave rural areas is not reversed.
The tourism sector represents an opportunity for the development of rural areas in the
interior of Europe. There are two reasons why the tourism industry can be an important
driver of job creation and new opportunities:
1st) by valuing the natural and cultural resources, through the creation of tourist products
and new destinations.
2nd) by offering companies and destination managers technological and consulting
solutions to make their organizations more competitive.
The shared workspaces are an opportunity for young people who wish to undertake a new
project in this sector, given the importance of sharing ideas and work tools to develop
initiatives that add value to the rural areas where they live.

About tourism sector
Some basic tourism concepts
Something very common is to confuse tourist resource with tourism product or heritage. It is
important to have a correct interpretation of the concepts to obtain a clear vision of what
sustainable tourism development in rural territories supposes.
Tourism Resource
According to SECTUR- Mexican Secretary of Tourism - (2002), the so-called tourism resources
are the basis of tourism development and, depending on their attractiveness and
uniqueness, can have a great influence on the choice of destination. Many of them are
natural or cultural attractions and, for their fragility and invaluable value (usually the more
unique and fragile, the more attractive), their protection and good management must be a
priority. Otherwise, the potential of the place as a tourist destination would be jeopardized.
The tourism resources of a given place are all those things that make this place be different
from the others. Each tourist site has resources, but it is its peculiarity that makes the
difference and makes a site more interesting, creating a greater demand. Resources exist
everywhere, but what is important is that they are exploited.

About tourism sector
Tourism resources can be grouped into several large categories:
Nature: Natural or marine parks, beaches, lakes, viewpoints, etc. Most of them depend on
the public sector and need protection to safeguard them from development that could be
harmful.
Historical heritage: Museums, historical sites, cathedrals, monumental cities, etc. Many of
these places will need restoration, management and maintenance. Many of these resources
also tend to depend on the government.
Manifestations of traditional and modern culture: Art, gastronomy, folklore, music,
architecture, lifestyle, etc. Often, the local population does not realize the differences
between their culture and the visitors. It is important that local people do not feel exploited
by the tourists and that the integrity of the local community is protected.
Cities: Government centers, such as the capital of a region or country, tend to be attractive
because they are associated with a variety of things to do or see. The generated tourism can
be business or vacation. The meetings, congresses and conventions constitute a good part
of the city tourism.

About tourism sector
Stakeholders of the value chain of the tourism sector in rural areas:
Accommodation: Tourist accommodation companies are those dedicated, professionally
and regularly, to provide accommodation or residence, through price, to people who
demand it, with or without provision of other complementary services. There are different
categories in this group:

• Urban or city hotels.

• Bed & breakfast and family hotels.

• Airport hotels.

• Spa hotels.

• Beach hotels.

• Charming and historical hotels

• Hotels linked to natural spaces.

• Motels

• Apart-hotel / apartments (urban, rural or beach).

• Camping

• Tourist hostels.

• Rural houses

• Low cost hotels.

• Resorts

About tourism sector
Restaurants and catering companies
The catering establishments, bars and restaurants are all public places that serve
consumers meals and / or drinks to be consumed in the same place, in exchange for the
payment of an amount.
The HORECA establishments carry out the activities of preparation, presentation and service
of food and beverages, as well as those of customer service in the field of catering, following
the established quality protocols and acting according to hygiene standards, labour risk
prevention and environmental protection.
The different categories are:
•

Bar

•

Restaurants

•

Cafeterias

•

Catering companies

•

Take away and delivery food

•

Fast food

About tourism sector
Intermediary companies
Tourist intermediation is the business activity of those who are commercially engaged in
the exercise of mediation activities regarding the sale or organization of tourist services.
It includes the organization or commercialization of combined and day trips, the mediation
in the sale of tickets or reservation of seats in all kinds of transport, and the reservation or
contracting of accommodation in tourist establishments and other service suppliers. These
are:
•

Travel agencies,

•

wholesalers and retailers,

•

reservation centers,

•

holiday exchange companies

Destination managers
These basically are public administrations that execute promotion policies, invest in
infrastructure, coordinate public services, etc.
Tour guides
Activities and complementary companies
Design and creativity companies & ICTs (web developers, CRM, publicists, etc.)

About tourism sector
New job profiles in tourism
Apart for the traditional job profiles involved in the tourism industry, the number of new job profiles able to add
significant value to the industry and with strong demand is increasing. Some of these profiles are:
1) Strategic sales manager (Digital manager, revenue manager, B2B Sales): Responsible for the strategy of room
prices, as well as for the promotion of the relationship with companies or functional spaces in hotel
establishments, by incorporating dynamic concepts.
2) Information manager (Big data & data intelligence analyst), channels (e-commerce manager), contents (content
manager) and marketing (Digital marketing manager). Responsible for the management of the different
distribution channels of the company, for commercial purposes,
3) Product manager, process engineers and supply chain management.
4) Social network manager (community manager, SEM & SEO specialist and social CRM manager). responsible for
the management of virtual communities and social networks, for commercial or marketing purposes.
5) Brand Leader (Brand developer)
6) Innovation manager. Responsible for innovation in the company
7) Tourist destination planner. Responsible for the design of the strategy to improve the competitiveness of the
destination, the identification of its differential elements and the relaunch or consolidation of destinations.
8) Cultural manager. Responsible for the identification and enhancement of the cultural elements of a destination.

Co-working and tourism
Synergies between co-working and tourism. Work spaces designed for collaboration
A common aspect in all tourism destinations is that all the stakeholders and professionals
delivering services and products to the tourists are facing the same issues, challenges and
usually work towards the same goals. However, goals such as positioning one specific place
as top destination for city tourism or increasing the average stay are almost impossible to
achieve if every stakeholder is working independently. In this sense, coworking spaces and
boosting the sense of community amongst all those tourism professionals and companies
located at one specific destination can make all the difference.
Shared working spaces, encourage communication and community help tourism
professionals to identify common challenges, find support and expertise, as well as build
common projects and work towards the same goals.
When tourists visit a destination, they are looking for a whole and diverse experience, that
will be impacted by many factors: a brand new hotel with astonishing rooms and comfort is
meaningless if then visitors cannot have any other experience such as enjoying the heritage,
tasting the best local food, experience a nature sport or get to know more about the history
of the place by the hands of a good and sympathetic tourist guide. This experience can not
even take place if they have no way to get to the destination because there are not good
connections or services in terms of transports.

Co-working and tourism
Co-working, community and mutual support have even more relevance in the case of the
tourism industry if compared with other industries, once all the pieces need to be
connected and in perfect synchrony to deliver a life-changing experience to the visitors.
Moreover, the synergies between tourism and co-working can go way beyond the use of a
common working space by a group of tourism professionals. Current trends such as the
increase of digital nomads and remote workers can be a good target for local co-working
spaces and tourism professionals involved, once these tourists-coworkers coming from
different places can use also these co-working spaces and bring new insights, opportunities
and knowledge to the local coworkers. Apart from that, local accommodations and tourism
businesses can work on partnerships in order to offer specific packs and experiences to this
kind of remote workers. In other words, digital nomads can be a good resource for local
tourism coworkers when it comes to bring new insights, but also as a specific market target.

Co-working and tourism
Services that a tourism co-working space can include
Apart from the basic and regular services every co-working space must include to be
attractive for coworkers, a tourism co-working space can differentiate itself from other
competitors by providing a set of specific services such as:
•

Networking and events with both formal and informal approach, as well as customized
training and mentoring. Being a co-working space targeted to a specific business sector
always helps to identify common needs, interests and motivations, and design events,
workshops and other networking activities attracting and useful for everybody in the
space.

•

Facilitate the connection and dialogue with key stakeholders such as local government,
tourism policy makers, tourism colleagues and knowledge centers, professional
associations, business angels, etc.

•

Create common spaces, not only physic, but also online: blogs, social communities,
space to share projects, news and ideas, etc.

•

Benchmarking services with other destinations competing in the same segment and
trying to attract same target tourists, as well as to learn more about best practices of
other companies in the sector.

Co-working and tourism
•

Share data bases of tourism professionals, complementary services providers and other
relevant professionals and stakeholders. To be really effective, these data bases should
include not only contact data, but also a description on their expertise and the services
they are good at so everybody in the space have the necessary information on who they
should contact depending on the kind of assistance or support they need.

•

Study visits and team building activities. These are good to improve the trust and
relationships among coworkers, but take special relevance for tourism professionals
coworkers, once they have the opportunity to visit other destinations where they can
get new ideas and insights that can share and discuss during the visits and apply when
back at their space.

•

Commercialization channels: online channels where all the coworkers can show and
sell their services and can create sellable tourism packages directed to either the
tourists directly or to other intermediaries.

•

Benefits such as discounts for travels, tourism experiences, etc

Creating community
Creating a touristic community with coworkers
The community is a network of people benefiting mutually sharing information between them. The sharing
information helps the members to learn more about the tourism and its dimensions.
Building a strong sense of community within a co-working space is both a rewarding and fruitful experience.
When members feel as though they’re working within a community of committed people in touristic sector,
coworkers and management, their work becomes more meaningful and their purpose becomes more defined.
Following the Harvard Business Review’s research on co-working spaces:
87% meet other members for social reasons
79% said co-working expanded their social networks
83% are less lonely
89% are happier
82% reported that their professional networks have expanded
80% said they turn to other co-working members for help
64% said their co-working network was an important source of work and business referrals
84% reported that co-working has improved their work engagement and motivation
As we can notice above, community development is a crucial factor, especially within the touristic sector
where people have to expand and build new relationships with partners, stakeholders and customers.

Creating community

Creating community
ICT consists of IT as well as telecommunication, broadcast media, all types of audio and video processing
and transmission and network-based control monitoring functions.
Following are some examples where uses of ICT in Tourism is possible:
• Managing destination resources
• Inventory of tourism resources
• Managing sites and attraction
• Identifying suitable locations for tourist
• Manage tourist statistics
Moreover, Digital Marketing helps you to improve the commercialization of your touristic products.
Some ideas about how to do it:
ü

Add clear and high-quality photos of your products

ü

Write a brief and detailed description of your products or services

ü

List your items

ü

Add contact details and respond immediate

ü

Promote your items

ü

Make the rates and the commends of customers public, so other customers can see the value of your
product

Read all about digital marketing on Module 5 – Marketing.

Creating community
Entrepreneurship opportunities in rural areas with a high equity value
Agrotourism is an ideal entrepreneurship opportunity in rural areas in Greece.
Agrotourism is defined as any activity or operation based on agriculture. By combining
agriculture and tourism, agrotourism brings new sources of revenue. The concept of
agrotourism is a direct expansion of ecotourism, which encourages visitors to experience
agricultural life at first hand and gives them opportunity to meet farmers and to know how
food and local products are produced.
Agrotourism should include the following factors:

Combines the elements of the tourism and agriculture industries
Increases farm income
Attracts new visitors to visit agricultural facilities and operations
Provides entertainment, reaction and educational experience

Creating community
Examples of Agritourism
•

Study visits in farms

•

Cooking workshops

•

Environmental & Sustainable Education

•

Tasting

•

Harvesting

•

Hiking, Cycling and activities

•

Traditional events

•

Athletic activities

•

Beekeeping

•

Gastronomy

•

rural bed & breakfasts

Creating community
Agents of the value chain of the tourism sector in rural areas. Getting to know who I can
collaborate with and how.
When we think about agents in agrotourism the first thing that it comes to our mind is the
travel agencies. Travel agencies are services, public or private, that provides travel, touristic
and agricultural services to the public on behalf of suppliers.
These services that are mostly provided by the travel agencies are: Tour packages, car
rental, hotels, cruise, study visits to farms, outdoor activities, hiking etc.
How to collaborate with travel agencies:
List with which travel agencies you want to collaborate
Learn about them, what they provide and how usually people approach them
Provide them your idea and explain the purpose of the collaboration
Define the goals of the work
Define the roles of each part
Encourage a creative environment
Have an attractive website with quality content
Promote content
Respond immediate
Build strong relationships
Make meetings count
Use visualization techniques

Creating community
Cooperation between public/private sectors and co-workers.
The cooperation between private and public with co-workers is significant. It might bring
long-term benefits to your co-working space and enhances the development of new
innovative products and services.
A good cooperation enhances the revitalization of the activities and actions at work, for the
personal and team development.
Tips for developing cooperation with local public entities:
Meet them in personal by providing them the concept of cooperation, how they can
benefit from it and what’s the impact
Define the aims, goals and the role of each part of the cooperation
Invite them in events and activities
Build a strong and positive relationship
Talk about them to your network
Brainstorm alternatives ideas

Workshop: create tourism products
among different coworkers
TITLE OF THE ACTIVITY

World Café

Duration

60 minutes

Materials needed

small round tables, chairs, papers, post-its, colored pens and coffee

Instruction for the trainers

This is a powerful simple, effective, and flexible exercise for hosting large group dialogue, brainstorm ideas and create teamworking.

Instruction for the participants

1.
2.
3.
4.
5.
6.
7.

Description of the activity

The purpose of this activity is to brainstorm ideas and create teamworking between members.
The participants should be divided into groups of 5 people.
Each group will have in their availability one table, a paper, post-its, colored pens and coffees.
Each group has to create a touristic product or service for the coworking space highlighting something of the rural area.
(name, type of product of service, cost, value, mission)
Each group has to present their product to the rest of the coworking team.
All participants have to vote for the best product giving a brief explanation of their choice.
All groups have to provide answers to the “questions for discussion” mentioned below.

Explaining the Activity: 3 min
Split in groups: 2 min
Group Activity create a touristic product: 30 min
Observing the results: 10 min
Group Feedback: 15 minutes

Workshop: create tourism products
among different coworkers
Questions for discussion

Which product is the best and why?
What is the added value of this product and how it is connected with the rural tourism?
What would be the appropriate price of the product?
What the mission of the product?
What the target group of the product and what would you do to reach this group?

Key terms associated with the
exercise

Teambuilding, Ideas Exchange, team-working, brainstorming,
Collaboration with travel agencies

Basic information the trainer needs
to successfully implement the
activity

Learn more about the World Café method:
http://www.theworldcafe.com/key-concepts-resources/world-cafe-method/
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