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❖Context:

LAUNCH OF

Activity A3 TRANSFER: Transferring process

Activity A.3.1 Givers dissemination of transfer guide and past achievements

D 3.1.2 Webinar 2

❖ Outcome:

Getting receivers to know the Transfer Guide prior to engaging with the 

conception of an emblematic eco-itinerary according to the transfer 

guide/process

WEBINAR CONTEXT AND OUTCOME



Let’s exchange some first impressions 
after Webinar 1



THE TRANSFER GUIDE



● The Transfer Guide is addressed to any Destination Management 

Organisation (DMO) or similar local public or private entities willing 

to implement the scheme of the EMbleMatiC project and its 

product, the Ecojourneys, to their territory. 

● It provides the information necessary to understand the project, its 

origins, the partners involved in it, the process followed and all the 

relevant information that can be useful for a potential new member

of the EMM Network.

● And what is of utmost importance, the outcomes are based on on-

site experience of the partners and not only from a theoretical 

approach. 

WHAT IS A TRANSFER GUIDE



PROBLEMS/CHALLENGES

HOW TO OVERCOME THEM

HOW TO USE THIS GUIDE



STEP 1 INVOLVEMENT OF LOCAL STAKEHOLDERS
● Identifying potential stakeholders
● Contacting and involving stakeholders
● Working together with stakeholders

STEP 2 DESIGN OF THE ITINERARY
● The attributes of an Ecojourney
● Fulfilling the common attributes

STEP 3 IMPLEMENTATION OF THE ITINERARY ON THE GROUND

STEP 4 CREATION OF A TOURISM PRODUCT: THE ECOJOURNEYS

STEP 5 CONTINUOUS IMPROVEMENT AND MONITORING OF THE ECOJOURNEYS

AN ECOJOURNEY STEP BY STEP. FROM THE IDEA TO 
THE IMPLEMENTATION



STEP 1 INVOLVEMENT OF LOCAL STAKEHOLDERS

CO-CREATION

FROM THE 
BEGINNING



STEP 1 INVOLVEMENT OF LOCAL STAKEHOLDERS

IDENTIFYING POTENTIAL STAKEHOLDERS

PRIVATE

PUBLIC

Accomodation services
Restaurants
Local producers
Active tourism 
companies
Travel agencies
Guiding services
Interpretation services
NGO’s
Associations
..........

Municipalities
Provinces
Regions
Managing authorities
DMO’s
Tourism offices
Academic actors
..........



STEP 1 INVOLVEMENT OF LOCAL STAKEHOLDERS

CONTACTING AND INVOLVING STAKEHOLDERS

EMBLEMATIC 
PLUS



STEP 1 INVOLVEMENT OF LOCAL STAKEHOLDERS

WORKING TOGETHER WITH  STAKEHOLDERS



STEP 1 INVOLVEMENT OF LOCAL STAKEHOLDERS

● LACK OF TIME

● LANGUAGE BARRIERS

● BUREAUCRACY

● SCEPTICISM

● NUMBER OF STAKEHOLDERS

● LACK OF REWARD

● MISSING SENSE OF RESPONSIBILITY



STEP 1 INVOLVEMENT OF LOCAL STAKEHOLDERS

● ESTABLISHING FIXED APPOINTMENTS 

FOR MEETINGS

● BE TRANSPARENT

● SHOWING PROGRESS

● TAYLORED MEETINGS

● IDENTIFY STAKEHOLDERS’ ATTITUDES



STEP 2 DESIGN OF THE ITINERARY

THE ATTRIBUTES

30



Attribute no. 1

Located in the foothills
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STEP 2 DESIGN OF THE ITINERARY



Attribute no. 2

Low to mediumdifficulty
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Attribute no. 3

Accessible all year around
(excepting extreme weather episodes)
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Attribute no. 4

Properly signposted 
(either with posts of digital tools)
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Attribute no. 5

Including properly indicated 
panoramic viewpoints
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Attribute no. 6

Favouring non-saturated spots
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Attribute no. 7

Optimising existing infrastructure
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Attribute no. 8

Including environmental & landscape 
interpretation services/facilities
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Attribute no. 9

Including visits on cultural heritage 
sites & monuments
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Attribute no. 10

Including contents related to 
intangible heritage
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Attribute no. 11

Offering local guidance 
services
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Attribute no. 12

Providing eco-friendly leisure activities
(sport, health & wellness…)
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Attribute no. 13

Offering local gastronomy
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Attribute no. 14

Offering the possibility to meet local 
producers with option to buy their products 
in the area
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Attribute no. 15

When offering picnic take-away, promote 
sustainable and eco-friendly services
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https://www.casaleonardo.net

STEP 2 DESIGN OF THE ITINERARY



Let’s take a short break...



Attribute no. 16

Option to reach the 
destination with public 
transport and 
encouraging visitors in 
voluntary carbon 
offsetting
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Attribute no. 17

Promoting eco-friendly mobility 
within the eco-itinerary
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Attribute no. 18

Promoting interaction 
between visitors and local 
people
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Attribute no. 19

Prioritising locally owned accommodation 
(e.g. through local quality agreements)
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Attribute no. 20

Providing visual & clear information about 
visitors’ correct behaviour in the area
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Attribute no. 21

Raise awareness 
among stakeholders 
about responsible 
tourism best practices
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Attribute no. 22

Implementing monitoring tools to improve the 
sustainable performance of the destination
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Attribute no. 23

Involving local stakeholders in the design 
of the itinerary
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Attribute no. 24

Using indicators to 
monitor and manage 
the impact of the 
itinerary
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Attribute no. 25

Sharing experiences with other partners 
of the network periodically
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Attribute no. 26

Providing interpretation material in at least 
local languages & English
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Attribute no. 27

Informing about local 
available services
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Attribute no. 28

Oriented both to local and coastal 
visitors as an alternative complementary 
activity
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Attribute no. 29

Oriented to a common target group
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STEP 2 DESIGN OF THE ITINERARY

“…the ideal visitor profile is an adult between 30 and 55 years old 
with a middle socio-economic status. He/she can travels in couple 
or in family. He/she comes from abroad or visits the areas in 
his/her own country/region. He/she loves travelling in small 
groups of friends and/or families. He/she is a nature lover who 
equally appreciates heritage and cultural events. He/she like to 
move him/herself in a sustainable way, preferring to walk the 
area’s paths.” 

(Extract from Marketing brief)



Attribute no. 30

Promoting the common brand & 
marketing strategy
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STEP 3 IMPLEMENTATION OF THE ITINERARY ON THE GROUND

● Work on a detailed description of your territory and the services 

available in it.

● Then, try to identify an area with the most suitable characteristics for an 

Ecojourney

● Elaborate or update an inventory of all heritage contents (tangible and 

intangible) to valorise through the itinerary.

● Repeat the above task with all associated tourism services: leisure, 

accommodation, catering…

● Find out which existing infrastructure and routes could be incorporated 

in the new Ecojourney.

● Make sure that the paths promoted in your itinerary are accessible in 

terms of legal status.



STEP 3 IMPLEMENTATION OF THE ITINERARY ON THE GROUND

● Have in mind all the logistic requirements and the suppliers or external 

expertise you may need to work on them.

● Analyze the feasibility of the Ecojourney according to legal requirements

and budget availability that may condition it.

● Estimate the consequent investments and make sure you can count on the 

necessary funding sources.

● Ask for the legal authorisations required well in advance, since you might 

launch public procurement processes in order to execute this kind of actions.

● Set the final design of the Ecojourney and validate it with your local 

stakeholders.

● Start up all the physical works on the itinerary, that is, its implementation 

on the ground



STEP 4 CREATION OF A 
TOURISM PRODUCT: THE 
ECOJOURNEY



STEP 5 CONTINOUS IMPROVEMENT 
AND MONITORING OF THE 
ECOJOURNEYS



HOMEWORK FOR TNM 1 (1/2) 

→ Attribute self-assessment survey: your perceived 
degree of difficulty in applying the 30 attributes.

To be filled in by Sept 29 (23:59 CEST)

NEXT STEPS

https://docs.google.com/forms/d/e/1FAIpQLSdayUTermZRGiM_zWAKJTJt9pGBl8rPz9moT1QVin-d7VdLLw/viewform


HOMEWORK FOR TNM 1 (2/2)

NEXT STEPS

A first sketch of your proposed itinerary on a sheet (din A3)



Q&A Session

ramon.serrat@hotmail.com

alexis.emblematic@gmail.com

mailto:ramon.serrat@hotmail.com
mailto:alexis.emblematic@gmail.com


merci
grazie
hvala

gràcies
ευχαριστώ 

gracias
Хвала

THANK YOU


