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ITALY 

PROFESSIONALS 

Brief introduction 

● Organizer: Città Metropolitana di Catania 

● Country: Italy 

● Place: Online using Google Forms 

● Date: The online questionnaire was available from 08 June until 06 July 2020 

● Number of participants: 15 professionals 

● Profile of participants:  

People working in the field of tourism (public and private),  

travel agents,  

tourism educators, public administrations, etc. 

 

Please draft a brief analysis of each section taking into account the collated data 

obtained in your national surveys 

Profile 

 

Q1. Country 

 

Slovakia 

Italy 

Spain 

Greece 

All the professionals interviewed 

were from Italy 

 

 

 

 



 

2019-1-SK01-KA204-060777                                                          Page 4 of 
29 

Q2. Gender 

 

Man 

Woman 

 

 

 

57,1% were men, and 42,9% 

were women. 

Q3. Employability 

 

Freelancer 

SME (5-250 employees) 

Multinational Company  

(250+ employees) 

Public entity 

 

Regarding their professional 

data, 85,7% were freelancers, 

and 14,3% were working for a 

public entity. 

Q4. Experience in the field of tourism 

 

less than three years 

5-10 years 

10+ years 

 

 

64,3% have an experience of 

more than 10 years, 21,4% have 

5 to 10 years of experience and 

14,3% have an experience of 

less than 3 years. 
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Tourism promotion  

Q5. Do you organize promotional events? 

 

Yes 

No 

I am co-organizer 

Other                        

From the respondents, 71,4% 

organize promotional events in 

the field of tourism, while 14,3% 

do not. 7,1% organize 

educational visits and stages. 

Other are co-organizer. 

 

Q6. How many events do you organize / co-organize 

yearly? 

 

None 

less than 5 

5-10 

10+ 

20+ 

  

 

 

 

From the respondents, 42,9% 

organize/co-organize less than 5 

events, 21,4% 5-10 events each 

year,  21,4% more than 10 and 

14,3% none events.  

Q7. What is the size of the events you organize 

(hours/days/participants)? 

 

 

 

The events have an average 

duration of 3 hours with an 

average attendance of 20 

people. 

 

Q8. In average, how long does it take you to 

organize an event? 

  

Participants stated that the 

events they organized took from 

7 to 20 days. 

100+ 

50+ 
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Q9. Do you repeat these events? 

 

Yes 

No, they are a one- 

time thing 

 

50% of their events are 

repeated and 50% are not.   

 

 

 

 

 

Q10. The events are addressed to: 

 

57,1% address to middle 

generation, 42,9% young 

people, 28,6% all target groups 

and 7,1% elderly.  

 

 

 

Q11. How do you inspire yourself? 85,7% get inspired from 

travelling abroad, 

recommendations of others, 

42,9% from social networks, 

14,3% from TV, 14,3% from 

newspapers.  

Note! The percentage is 

calculated in such way due to 

the checkbox question. 

Hence, a responder could 

choose more than one 

response.  You will meet 

similar questions below, so 

please keep into 

consideration this note.  
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Q12. Do you invest time researching new trend? 

 

Yes 

No 

 

 

 

 

78,6% of the participants invest 

time researching new trends 

while 21,4% do not.  

 

 

 

 

 

Sponsorship/Revenues 

 

Q13. How do you finance your events? 

 

Public sources 

Private sources 

Mix of both 

 

50% of the respondents finance 

their events though public 

sources (such as local, national, 

European, within a project /as 

single initiative), 28,6% use 

public/private sources, 21,4% 

use private sources (such as 

their own company 

resources/fundraising/collaborati

on with entrepreneurs). 

 

Q14. Please specify which kind of financing 

(public/private) you mainly use? 

 

Participants basically use 

finances from: 

- European Projects 

- Private sector 

- Sponsorships 

- company’s revenue 
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Q15. Do you use the same partners for external 

financing? 

 

Yes 

No 

Other                      

 

 

For external financing 71,4% of 

the participants use different 

partners, 21,4% use the same 

partners and 7,1% don't ask for 

funding.  

Q16. Are you considering only financial assistance 

when you outsource or do you also use non-financial 

means? 

 

Yes 

No 

 

85,7% do not consider only 

financial assistance when they 

outsource while 14,3% consider 

only financial assistance. 

 

 

 

 

 

Q17. Ensuring multi-level funding of activities is 

according to you: a necessity or an option  

 

a necessity 

an option 

 

 

Multi-level funding is an option 

for 64,3% of the participants 

while 35,7% believe is a 

necessity. 

 

 

 

 

Q18. How much time do you spend each year 

looking for opportunities to get external resources? 

The respondents usually need 

about 3 months. 
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Q19. Do you use someone else's help to find 

external resources? 

 

More than 60% of the 

participants turn to other 

subjects to find external 

resources. 

 

 

Digital Media/Technology 

(1 is minimum and 5 is maximum)  

Q20. How relevant do you consider ICT in the field 

of tourism?  

 

Most of the respondents believe 

ICT is relevant in the field of 

tourism.  

Q21. Do you use technology in your business?  

 

28,6% use technology in their 

business or daily work, 28,6% 

use it frequently, 21,4% use it 

usually and 21,4% use it almost 

usually.  

 

Q22. Do you know how to look for new digital 

trends?  

 

Yes 

No 

Since almost all participants use 

technology in their work, 78,6% 

know how to look for new digital 

trends, and 21,4% are still 

trying to find effective ways to 

do it.  
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Q23. Do you receive ICT courses to improve your 

digital skills?  

 

Yes 

No 

 

 

57,1% of the participants do not 

receive ICT courses to improve 

digital skills while the 42,9% of 

them do.  

Q24. Do you invest in technology?  

 

28,6% of the professionals 

invest a lot in technology, while 

35,7%, 21,4% and 14,3% invest 

less and less. 

 

 

Q25. Do you use only commercially available 

hardware and software or do you invest to 

something custom made?  

 

When it comes to software, the 

large majority of the 

participants, 71,4% use 

available software/hardware, 

and 28,6% of them use custom 

made software/hardware.  

 

Q26. What is the percentage of your promotional 

materials in between print and digital content?  

 

 

 

Based on the responses, there is 

balance in the use of digital or 

printed material. 

 

I use available software 

hardware                    

I use custom made 

software/hardware          
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Q27. Which social media do you use actively?  

 

 

Facebook, 78,6%, is the most 

used social media by 

professionals; 71,4% use other 

social networks, 50% Instagram 

and 21,4% LinkedIn. 

Q28. Do you also use mobile apps to promote your 

activities? 

 

Yes 

No 

 

 

 

57,1% of the professional use 

mobile apps for promotional 

activities while 42,9% do not.  

Q29. Do you participate in the creation and 

operation of any database of information that is 

available to the general public or professional public? 

 

 

Yes 

No  

 

 

57,1% of the professionals 

participate in the creation and 

operation of any database of 

information that is available to 

the general or professional 

public, 42,9 % of them do not.  

 

Q30. Do you cooperate with external organizations 

or individuals focused on digital media and 

technology? 

 

57,1% of participants cooperate 

with external organizations or 

individuals in terms of digital 
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Yes 

No  

 

 

 

media and technology, while 

42,9% do not.  

Q31. If the answer to your previous question is yes, 

how often? 

 

 

 

 

 

 

 

 

The frequency of their 

cooperation is 21,4% regularly 

and 78,6% from time to time.  

Organizational/Training needs 

Q32. What is the profile of professionals working in 

your organization?

Professional in the field of 

tourism are mainly part time 

workers 35,7%, full time 

workers 28,6%, temporary staff 

28,6%, while freelancers, 

consultants and autonomous 

professions are 7,1% each. 

Students and disabled people 

are missing in the organizations. 

 

Q33. Are there enough education & training 

opportunities in the field of tourism in your country? 

 

28,6% of professionals believe 

that in Italy there are enough 

Regularly                    

From time to time        
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Yes 

No 

Could be improved  

 

 

opportunities for education and 

training in the field of tourism, 

21,4% no opportunities and 

50% of the participants believe 

this can be improved.  

Q34. These opportunities are 

 

 

Formal 

Non-formal 

 

 

64,3% of professionals believe 

that these opportunities are non 

formal (training institutions), 

while 35,7% believe they are 

formal (educational institutions). 

Q35. How often do you participate in up-skilling 

and/or training in your sector?  

 

1x year 

Several x a year 

Rarely (once every 2-3  

years) 

never 

 

The participants participate in 

trainings dedicated to tourism 

once a year 42,9%, several 

times a year 35,7% never 

14,3%. A small part participates 

rarely (once every 2-3 years). 

Q36. According to you, what are the most relevant 

skills gaps of workers in the 

field f tourism?  

 

 

a mix of both 

Professionals stated that the 

most relevant skills gaps are 

64,3% a mix of specific and soft 

skills, 28,6% soft skills (e.g 

communication skills, flexibility, 

problem solving, conflict 

resolution, empathy, etc.) and 

7,1% specific skills (e.g 

Specific skills             

Soft skills                    

A mix of both             
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 knowledge in the field of 

tourism, history, culture, foreign 

languages etc.).  

 

Q37. Please choose the most relevant skills that any 

of the workers in the field of tourism should have: 

 

 

 

According to participants, the 

most important skills that any 

worker should have are: 

 Language skills (78,6%) 
 Communication skills,  

Customers service skills 
(64,3%) 

 Organizational skills 
(57,1%) 

 Teamworking, Problem 
solving, Strategy & 
innovation, Digital skills   
(50%) 

 Promotion skills (57,1%) 
 

Q38. From the list of skills above, which are the 

skills that are mostly lacking? 

 

Even though, there is a big list 

of skills required, the mostly 

lacking are:  

 Digital Skills 
 Teamworking 
 Multitasking skills 
 Language skills 
 Problem solving skills 
 Teamworking  

 

 

Q39. Are you aware of a competence framework 

(officially recognized or institutionally recommended 

framework) by which one could verify the skills and 

competences needed in the field of tourism? 

 

Most of Professionals stated that 

are not aware of this 

competence framework  

Q40. As a consequence of the COVID 19 pandemic 

and its heavy repercussions on the tourism sector, 

do you think that it is necessary to significantly 

42,9% strongly agree that it’s 

important to change the 

development strategies in 
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change the development strategies of the sector? 

 

Neutral 

Agree 

Strongly agree 

 

Tourism, 28,6% agree, 28,6% 

neither agree or disagree. 

 

Q41. If your response to the previous question is 

agree or strongly agree, which skills will have more 

importance? 

 

 

After Covid19, the most 

important skills/strategies to 

developed or improved are: 

 Communication skills  
 New impact capabilities in 

the market 
 Flexibility skills  
 Digital skills, online 

marketing 
 Remodel and integrate 

the tourist offer with the 
new health security 
procedures 

 Problem solving skills 

 

Q42. Will new skills be needed? 

 

Yes 

No 

Maybe 

 

 

Based on professionals’ 

responses, 71,4% believe new 

skills are needed, 21,4% believe 

are not needed and 7,1% are 

not sure yet.  

Q43. If yes, which ones? 

 

New professionalism, Internet 

marketing, Medical and 

managerial skills in organizing 

tourist flows in safe conditions 
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Q44. Do you collaborate with other organizations 

that work in the same area to improve the quality of 

your business? 

 

Yes 

No 

 

 

 

The majority of the 

professionals, 78,6%, 

collaborate with other 

organizations to improve the 

quality of their business and 

21,4% do not.  

Q45. These organizations are: 

 

Domestic 

Both 

 

Those who collaborate with 

organizations inside and outside 

the country are 21,4%, while 

78,6% with domestic 

organizations. 

 

 

 

Impact Assessment 

 

Q46. Do you evaluate your events? 

 

Yes 

No 

 

 

 

The majority of the respondents, 

92,9%, evaluate the events they 

organize, while 7,1% do not.  
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Q47. What is the frequency of your evaluation 

activities? 

 

After each promotion event 

Only for important events 

Once a year 

 

78,6% of the professionals 

evaluate their events, 14,3% 

evaluate only the important 

events and 7,1% evaluate their 

events once a year.  

 

Q48. Do you use any tool or software to evaluate 

your activities? 

 

 

 

 

Many respondents use Facebook, 

MS Excel and the most common 

tools to evaluate their events. 

Q49. Do you take into account the feedback 

obtained to improve future 

events/activities? 

 

Yes 

No 

Sometimes 

 

Happily, 100% of the 

professionals take into account 

the feedback obtained to 

improve future events/activities. 

Q50. Do you hire the services of external 

evaluation? 

 

Yes 

No 

Sometimes                           

78,6% of the professionals do 

not hire external services to 

evaluate their events, 14,3% 

sometimes and 7,1% do it. 
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Q51. Do you elaborate a specific report from the 

evaluation? 

 

Yes 

No 

Sometimes 

 

Events reporting are elaborated 

from the 21,4% of the 

participants.  50% do not 

elaborate a specific report and 

28,6% do when necessary.  

 

Q52. Do you follow analysis and evaluations of other 

organizations? 

 

 

50% of the professionals follow 

analysis and evaluations of other 

organizations, 21,4% sometimes 

and 28,6% do not.  

 

Q53. Do you participate in or initiate “best practice 

“workshops devoted to impact assessment? 

 

Yes 

No 

Sometimes 

 

 

50% of the respondents do not 

participate in or initiate best 

practices workshops, 35,7% 

sometimes and 14,3% do it.  

  

 

 

 

Yes                       

No                                 

Sometimes                     
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Conclusions/recommendations for IO2 

Based on the responses received from the 15 tourism professionals who participated in 

the survey, these are the main descriptive elements of the situation: 

• Most professionals organize events or promotional activities on average 5 times a 

year. The events have an average duration of 3 hours with an average attendance of 20 

people. They are aimed mainly at young and medium generations and are largely 

inspired by professional references, experiential travels and social networks. 

• The events and promotional activities are financed in equal measure by public 

resources (especially European funds) and private (membership fees and various forms 

of self-financing). 

• About 60% of the interviewees use ICT in their company, do not benefit from training 

or updating on this subject and invest medium-high in technological tools. Over 70% 

know how to search for and apply new digital trends and still use equipment available 

on the market, while there is balance in the use of digital or printed material. 

• Facebook and Instagram are the most used social networks for the promotion of 

tourism, very often together with others, even if to a lesser extent than FB and 

Instagram.  In addition, over 70% of the interviewees are available to collaborate with 

external experts in the field of media and digital technologies. 

• In Italy as a whole there are several training opportunities in the field of tourism, 

largely of a non-institutional nature, that is "informal", and in any case to a large extent 

certainly undoubtedly to be improved also in terms of further diversification. 

• It is believed for the majority that tourism operators have a lack of both transversal 

skills (communication skills, flexibility, problem solving, conflict resolution, empathy, 

etc.) and specialist skills (tourism market, history, culture, foreign languages, etc.) , 

although the latter to an average extent. 

• No framework of skills / competences (officially recognized or recommended by the 

institutions) according to which the possession of those necessary in the tourism sector 

is known by the tourism operators. 

• As a consequence of COVID-19, over 70% of respondents believe that tourism 

development strategies need to be significantly changed. In particular, skills / abilities 

related to marketing, communication, organization, ICT and flexibility will be much 
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more important, while new skills relating to hygiene and the application of infection 

prevention protocols will be particularly appreciated. 

 

Therefore, in a nutshell, the planning of the training path foreseen in IO2 will have to 

take into account these needs: 

• Greater ability to use public funding in the tourism sector. 

• Greater knowledge and skills related to tourism promotion in terms not only 

of events but of activities (promotional campaigns, image care, new proposals, 

etc.) 

• Acquire and / or reinforce skills and abilities relating to marketing, 

communication (especially via the web and via social networks), innovation, 

organization, flexibility, "multitasking" and in general the ability to remodel 

and integrate the tourist offer also taking into account the new health security 

procedures, following the emergency COVID-19. 
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TOURISTS 

Brief introduction 

● Organizer: Città Metropolitana di Catania 

● Country: Italy 

● Place: Online using Google Forms 

● Date: The online questionnaire was available from 08 June until 06 July 2020 

● Number of participants: 21 tourists 

● Profile of participants:  

Italian citizens travelling inside Italy or abroad  

 

Please draft a brief analysis of each section taking into account the collated data 

obtained in your national surveys:  

 

Profile 

 

Q1. Country 

Slovakia 

Italy  

Spain 

Greece 

Other 

 

 

 

95,2% of the respondents were from 

Italy and the rest from England.  
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Q2. Gender 

 

Man 

Woman 

 

52,4% were men while 47,6% were 

women.  

 

Q3. How often do you travel for leisure? 

 

1x year 

Twice a year 

As frequently as 

possible 

 

 

 

42,9% of the participants travel for 

leisure once a year, 38,1% as 

frequently as possible and 19% twice 

a year.  

Q4. Where do you travel for leisure? 

 

Domestic tourism 

International tourism 

Both 

 

 

57,1% of the tourists travel for 

leisure both inside and outside of 

Italy, 38,1% do domestic tourism 

and the rest do international tourism.  

Q5. How do you find your travel 

destinations? 

 

According to the results of this graph, 

81% of the participants do their own 

research to find their travel 

destinations, 38,1% though internet 

promotions, 19% though friends’ 

recommendations and 9,5% from 

travel agencies.  
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Q6. How important is online promotion of 

touristic destinations for you? 

 

42,9% of the participants believe that 

online promotion of touristic 

destinations is very important, 23,8% 

believe is important, 23,8% believe is 

enough important, 4,8% little 

important and 4,8% very little 

important. 

Q7. Do you use any of the following 

media to search for new destinations? 

 

The most used media to search for 

new destinations are 85,7% 

TripAdvisor, Expedia etc., 19% social 

media (e.g Facebook, Instagram etc.) 

and 19% specialized applications; the 

rest of the participants use 

Booking.com, magazines and do 

personal research. 

Q8. When thinking about tourism in your 

local surrounding, do you think it is 

sufficiently promoted? 

 

Yes 

No 

Could be improved 

 

61,9% of the tourists mentioned that 

the promotion of local surrounding 

could be improved, 23,8% believe 

that is sufficiently promoted and 

14,3% believe is not.  

 

Q9. If the response to your previous 

question is no or could be improved, 

what could be improved? 

 

 

Things that could help in a sufficient 

promotion are: 

 The communication and the 
quality of the services offered 

 Links of all kinds. Roads, 
railways, planes etc ... 

 More presence on social 
networks, more e-mail alerts, 
more quality in presentations 

 Incentivize cultural initiatives 
(museums, organized tours, 
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etc) 
 Greater visibility to smaller 

sites 
 Regional incentives for 

proximity tourism. 
 
 

Identification of Skills Gaps 

Q10. How would you rate the quality of 

the service received? 

 

66,7% of the participants expressed 

that the quality of the services they 

received was high, 23,8% was 

neither high or low. A small 

percentage said that the quality was 

very high and that it was low. 

Q11. How would you rate the value for 

money of the service received? 

 

52,4% of the tourists stated that the  

value for money of the service 

received was average, 42,9% was 

above average, and the rest said that 

it was below average.  

Q12. How would you rate the customer 

service of tourism professionals received? 

 

42,9% of the respondents believe 

that the customer service of tourism 

professionals received was average, 

42,9% was above average, 9,5% was 

below average,  and the rest said 

that it was excellent. 

Very high quality        
High quality              

Neither high or low     

Low quality                  

 
 

Excellent                   
Above average           

Average                    

Below average            

 
 

Excellent                   
Above average           

Average                    

Below average            
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Q13. If the response to the previous 

question was average, below average 

and poor, what skills were you missing? 

 

According to respondents, there is a 

lack of in the following skills: 

 The comunication  
 Kindness, competence, 

availability 
 Information requested is not 

always complete and 
exhaustive 

 Transfer services from / to 
 Reception capacity, quality of 

ancillary services, quality in 
details 

 

Q14. When thinking about a perfect 

worker in the field of tourism, what 

profile should they have according to 

you? Please mention the most important 

skills for you. 

 

Based on the tourists’ replies, a 

perfect worker in the field of tourism 

should have the following skills: 

 Availability, kindness, 
attention to customer needs  

 Know the territory well, love it 
and appreciate it despite 
obvious shortcomings 

 Appearance and care of his 
own image, speaking 
languages, smiling 

 Cultural knowledge in tourism 
 Communication skills 

 
 
 

Q15. According to you, the ideal worker 

in the field of tourism should have: 

 

90,5% of the participants believe that 

the ideal worker in the field of 

tourism should have both, specific 

and soft skills, 9,5% believe should 

have soft skills (e.g. communication 

skills, flexibility, problem solving, 

conflict resolution, empathy, etc.). 

 

 

  

Specific skills              
Soft skills                   

A mix of both            
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Q16. As a consequence of the COVID 19 

pandemic and its heavy repercussions on 

the tourism sector, do you think that it is 

necessary to significantly change the 

development strategies of the sector? 

 

About the need to change the 

development strategies of the sector  

as a consequence of the COVID 19 

pandemic, 38,1% of the participants 

neither agree or disagree, 23,8% 

strongly agree, 23,8% agree, 9,5% 

strongly disagree, and the rest 

disagree. 

Q17. If your response to the previous 

question is agree or strongly agree, 

which skills will have more importance? 

 

According to respondents, the most 

important skills are: 

 The advertising promotion  
 Innovativeness, 

communication, networking, 
organizational skills, quality of 
services offered 

 Incentivize tourism by paying 
attention to compliance with 
anti-Covid rules 

 Ability to integrate health 
security into the tourist offer 
by remodeling it  

 Tourist resorts should first of 
all take care of the people who 
live on the spot, guaranteeing 
services and livability of the 
area 
  

 

Q18. Will new skills be needed? 

 

 

52,4% of the tourists believe that 

after covid-19 professionals need to 

develop new skills, 38,1% believe is 

probably necessary, 9,5% believe is 

not necessary.  

 

Strongly disagree        
Disagree                    

Neutral                      

Agree                            

Strongly agree             

 
 

Yes                      
No                           

Maybe                      
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Q19. If yes, which ones? 

 

Based on the tourists’ replies, the 

necessary skills are: 

 Resilence and problem solving 
 Being profound connoisseurs 

and loving the territory in 
which they operate 

 Technologies and web 
(simplification of processes 
and management of each 
activity) 

 Concepts of prevention, 
methods of contagion, etc. 

 Sanitary safety 
 
 

Q20. What are the STRENGTHS of 

TOURISM in your country? 

 

Strengths of Italian Tourism are: 

 History, culture, nature, food 
and wine  

 Artistic heritage and territorial 
variety 

 Natural beauty and cultural 
richness and warmth of 
hospitality 

 Climate, natural beauty, cities 
of art with their monuments, 
sea 

 Richness of themes and 
cultural history 

 Food, places and Italian spirit 
 Immense historical, cultural, 

museum, architectural and 
landscape heritage. 
 

Q21. And, what are the WEAKNESSES 

and IMPROVEMENTS? 

Weakness and improvements in 

Italian Tourism:  

 Organizational and marketing 
deficiencies 

 Average price / quality ratio 
not favorable, missing or non-
existent enhancement of 
many natural and / or cultural 
sites 

 Public transport and 
communications sector 

 The staff's poor knowledge of 
languages 

 Poor tourist loyalty  
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Conclusions/recommendations for IO2 

Based on the responses received from the 21 tourists who participated in the survey, 

these are the main descriptive elements of the situation: 

• Over 80% of Italian tourists move for pleasure at least once a year and almost 40% 

much more frequently. 

• There is no clear preference for domestic or foreign destinations, but overall the 

tendency to favor foreign destinations prevails. 

• Destinations are mostly identified through their own searches and just under 40% are 

stimulated in particular by internet promotions and therefore the vast majority attaches 

the utmost importance to the online promotion of tourist destinations, especially 

through specialized sites (Tripadvisor, Expedia), social media (FB, Instagram, Linkedin) 

and specialized apps. 

• As regards proximity tourism, its promotion is still insufficient. 

Without prejudice to some critical issues on which tour operators obviously have no 

responsibility and which above all relate to connections (infrastructures and means of 

transport), particular attention should be paid to communication, both in quantitative 

terms (presence on social networks, on websites or even in the traditional press) and 

qualitative (graphics, message content, etc.), to  innovativeness and attractiveness of 

the proposals (focusing on the beauty of the local specificities and on the integrated 

character of the packages) and of course to the quality of the services offered, which is 

always the best "multiplier" of the tourist demand. 

• The Italian quality-price ratio of tourist services is on average adequate. 

• It is believed, however, that, albeit to a different extent, skills / abilities should be 

improved, especially relating to reception capacity, quality of ancillary services, quality 

in details, communication (information required not always clear and exhaustive, front-

office quality) , employee education, knowledge of languages. 

• The tourist also believes that the tourism professional must have equally transversal 

and specialist skills and those considered most important are those mentioned in the 

previous point. 

• In relation to the consequences of COVID-19 it is believed that skills / abilities in 

particular in terms of flexibility, technological skills, innovation, communication, 
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networking, organizational skills, problem solving, quality of the services offered must 

be acquired or improved. 

• The new skills to be acquired essentially regard the ability to secure the client-tourist 

from the health point of view (knowing and applying the protocols with common sense), 

making him perceive as a "plus" of the own offer. 

 

Therefore, in a nutshell, the planning of the training path foreseen in IO2 will have to 

take into account these needs: 

• Knowing how to promote much more and much better proximity tourism, 

enhancing all aspects (natural, cultural, food and wine, etc.) of many little-

known but full of charm destinations: a tourism of higher quality !! 

• Reinforce a series of both transversal and specialist skills (see above) that 

allow you to increase the quality and variety of the tourist offer, especially 

local ones. 

• Knowing how to remodel the tourist proposal in attractive terms that 

includes all the necessary precautions as a consequence of the emergency 

COVID-19. 

 


