


Module 1- Know your territory and 
identify tourism stakeholders

Unit 1- Identifying stakeholders and 
important information



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

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

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

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

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

• How and where to gather these information?

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



Definitions 
& explanations



DEFINITION & EXPLANATIONS (1)

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



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

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



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

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

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

etc.)



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



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



Examples



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

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



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

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



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

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



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

1. The value of the idea itself

2. How you communicate it

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

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



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

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

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



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

The official regional portal for tourism
and territorial development.

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



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



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

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

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



TO DEEPEN THE TOPIC

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



https://citiesbyheart.aeva.eu/
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