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The Project Idea

“If I am selling to you, then | speak your
language, aber wenn du mir etwas
verkauft, dann musst du Deutsch
sprechen”.  Willy Brandt

In the EU, selling to visitors who speak
many diverse languages is vital, but
challenging. Growing tourism in the EU
is a key objective, it is the 3rd largest
sector, employing 17 million people. The
European Commission communication
‘Europe, the world’s No. 1 tourist
destination — a new political framework
for tourism in Europe’ (COM(2010) 352)
was adopted in 2010. It demands a
coordinated approach for initiatives
linked to tourism and defined a new
framework for action to increase the
competitiveness of tourism and its
capacity for sustainable growth. Missed
business opportunities due to language
skill shortages are magnified by the huge
scale and growth of the tourism sector.
This is particularly a problem for niche
sector tourism companies.

This project is innovative compared to
standard tourism based language
training, it aims to map the key language
needs of 4 niche sectors. These
subsectors will then support the building
of a web and mobile based language
application for the use of early stage
language learning.

This approach of being driven by the
needs of the tourism sector by identifying
common threads to put into the app is not
only unique in that it covers multiple
niches in the tourism industry but it allows
the ‘core’ vocabulary to be used by other
tourism subsectors.

The key results will be:

1 A mobile and web based learning
application with audiovisual material will
be developed through a unique
collaboration which enables
instantaneous  and  fully  flexible
translation between all 14 languages for
both the core (everyday) and sector
specific  (specialist/niche) words and
phrases.

2 The project will develop a partnership
between the language experts, 4 niche
tourism sector providers and the ICT
provider to enable the most user friendly
and flexible tool to be tailored to suit the
needs of all users. The tool will allow two-
way translation and learning of key words
and phrases.

3 200 individuals as a minimum will test
and validate the app, learners being
drawn from the 4 target niche sector
groups.

4 Total usage levels will be monitored -
we expect open access traffic to exceed
at least 2000 users by project end and 4
additional niche sectors to have adopted
its use.

The project will support 14 languages,
chosen on three criteria:

- The Erasmus Plus Programme states
most visited by non-residents for tourism
are in order of visitor numbers: Spain,
ltaly, France, UK, Austria, Germany,
Greece, Croatia, Portugal, Turkey.

- The main non EU countries of origin for
tourist visitors to the EU are USA, Russia,
China, Japan and Brazil (44% of non EU
tourists visiting the EU in total). Eurostat
9/2015.



- Significant growth in tourism is also
occurring from India and Arab speaking
countries e.g. Indian tourism to the EU
grew 40% between 2009-12 and they
have a large and fast growing middle
class.

The 4 niche sectors we will target to
develop niche/specialist vocabulary are:

1) Cultural tourism: may include history,
arts, architecture, museums, theatre,
heritage, and indigenous peoples. The
‘Grand Tour of Europe’ is the most
recognizable early example of cultural
tourism.

2) City tourism: e.g. city sightseeing, city
breaks, shopping, health resorts/spas,
conferences/conventions/business
tourism, sports requiring man made
infrastructures such as arenas and
stadia.

3) Rural tourism: e.g. most aspects of the
following: walking, climbing, adventure
holidays, canoeing, rafting, skiing,

hunting, angling, cycling, horse riding,
mountain biking, farm holidays.

4) Sustainable tourism: this would include
eco-tourism and large parts of the
agritourism subsector.

The 1000 words and phrases will be
developed on the following basis. 400
words will be everyday or core words, the
basic building blocks for speaking a
language. (We will include a good
proportion of everyday words and
phrases that a tourist is likely to want to
use or understand). 600 specialist words
and phrases will be developed, spread
across the 4 niche tourism areas
described above.

The vision of the project is to increase the
use of foreign language in the tourism
sector, giving even small businesses the
chance to grow and benefit of incoming
guests from outside the EU.




The Project
Rationale

By Aytug Arslan

Tourism as a key industry

The latest issue of World Tourism
Barometer (Vol. 18: 1) from the World
Tourism  Organization  shows that
international tourism continued to grow in
2019. Though at a slower rate when
compared with the last two years, (2017
+7%) and (2018 +6%), the 4% increase
registered in 2019 can be interpreted as
a positive sign for the future. Demand
was slower mainly in advanced
economies and particularly in Europe.

Uncertainty about Brexit, geopolitical and
trade tensions, the global economic
slowdown, and the collapse of Thomas
Cook and of several low-cost airlines
weighed on growth. However, all regions
enjoyed an increase in arrivals: the
Middle East (+8%), Asia and the Pacific
(+5%), Europe and Africa (both +4%) in
line with the world average and lastly
Americas (+2%). UNWTO estimates that
destinations worldwide received around
1.5 billion arrivals in 2019, about 54
million more than in the previous year.

Table 1. International Tourist Arrivals

2010 | 2017 | 2018 | 2019 | Share

* 2019

(%)*

Europe 487. 676. 716. 742.3 50.8
0 6 1

Asia and | 208. 324, 347. | 363.6 | 24.9
the 2 1 7

Pacific

America 150. 210. 215. | 220.1 15.1
S 3 7 7

Africa 50.4 | 63.0 | 684 71.2 4.9

Middle 56.1 57.7 59.4 63.9 4.4
East

Middle East

) 4% . . .
Africa_ |nternational Tourist Arrivals

0,
Americas 5%

15%

Europe
51%

Asia and
the Pacific
25%

M Europe M Asia and the Pacific

Source: World Tourism Organization (UNWTO), *Provisional
data.

Europe, the world’s largest tourism
region, accounts for half of the world’s
international arrivals, followed by Asia
and the Pacific with 1 in 4 arrivals (China
©60.7 million, Thailand 35.5 million, Japan
28.7 million, Hong Kong 27.9 million
arrivals).

Figure 1. International Tourist Arrivals, 2019 (% share),
Source: World Tourism Organization (UNWTO)
Tourism is seen as one of the most
significant  export sectors for the
countries. Its major positive economic
impacts are the generation of foreign
exchange, helping reduce
unemployment and contribution to
government revenues. There is no doubt
that while tourism is an important
component of export diversification,
especially for advanced economies, the
tourism income has been considered as
the main source of finance to sustain the
trade deficit for the emerging economies.

According to World Trade Organization
(WTO) tourism is the world’s third largest
export category after chemicals and
fuels, and ahead of automotive products
and food and export earnings from
international tourism are an important
source of foreign revenues.
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Figure 2. Top ten destinations by international tourist arrivals, 2018, Source: World Tourism Organization (UNWTO)

The top ten destinations receive 40% of
worldwide arrivals. France continued to
lead in international tourist arrivals in
2018. The top ten tourism earners
account for almost 50% of total tourism
receipts. Among the world's top ten
destinations in receipts, the United
States of America (USA) remained the
largest tourism earner in 2018. Export
earnings generated by tourism grew to
USD1.7 trillion, an increase of +4%,
outpacing the world economy in 2018.
“These results were driven by a
favourable economic environment, a
growing middle class in emerging
economies, technological advances, new
business models, increased air capacity,
affordable travel costs and Vvisa
facilitation,” says Zurab Pololikashuvili,
secretary general of UNWTO.

Table 2. International Tourist Receipts (2018)

Rank Destination USD billion
1 U.S.A. 214
2 Spain 74
3 France 67
4 Thailand 63

5 United 52
Kingdom

6 Iltaly 49

7 Australia 45

8 Germany 43

9 Japan 41

10 China 40

Source: World Tourism Organization (UNWTO)

China maintains its leading role in
the global tourism market with outbound
tourists spending $277 billion in 2018,
accounting for one-fifth of the world's
total spending on tourism, followed by the
United States ($144 billion), Germany
($94 billion), United Kingdom ($76
billion), France ($48 billion), Australia
($37 billion), Russian Federation ($35
billion), Canada ($33 billion), Korea ROK
($32 billion), Italy ($30 billion).

Teaching Languages for

European Niche Tourism

UNWTQO Secretary-General Mr. Zurab
Pololikashvili who took office in January
2018 mentioned that “with this growth
comes  greater  responsibility  for
translating it into better jobs and better
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lives, we need to continue investing in
innovation, digital transformation and
education so that we can harness the
many benefits tourism can ...».

Education mentioned above should
include teaching foreign language as well
as the vocational knowledge because it is
very likely that the tourists’ languages
differ from the language of the host
country. Language barrier is a critical
obstacle to intention to travel,
communication between tourists and
small  and medium-sized  tourism
enterprises  (SMEs), and  tourist
satisfaction during the stay in a
destination.  Therefore,  overcoming
language barriers is a necessity for the
tourism industry. The European Centre
for the Development of Vocational
Training (CEDEFOP) identifies large gaps
in language skills. Language is the
second biggest skill shortage in tourism.
A trend from mass to niche tourism also
requires specialised language skills from
providers because niche tourism
providers tend to be small, expert, but not
often expert linguists.

One of the most efficient way to resolve
this problem is learning the language of
the tourist. However, classroom based
teaching methods do not suit many
employees’ learning needs. Language
institutions do not cater well for rural
based SMEs. Standard tourism language
training does not offer niche sector
vocabularies. While at the same time,
tourism business in the EU want to
enhance their language capability,
employees/individuals want to grow their
language capability, and VETs want to
use online apps/tools in teaching.

Motivated by this problem, under the
coordinatorship of Comparative
Research Network e.V. (CRN), the
project was given a start with the

partners with particular skills. The
partners are The Comparative Research
Network (CRN), Europe for Diversity
Culture and Coexistence (EDCC), RLN
(UK) Ltd., Alos Centro Europeo de
Idiomas, S.L., I[zmir Katip Celebi
University (IKCU), Epralima Vocational
Training School, and Mine Vaganti NGO
(MVNGO). The main aims of LENT is to
increase the use of foreign language in
the tourism sector, to give even small
businesses the chance to grow and
benefit of incoming guests from outside
the EU and to integrate the app into
professional language training. But while
doing this, because of tourism is very
large  market, target group was
determined as niche tourism
beneficiaries. Niche tourism refers to how
a specific tourism product can be tailored
to meet the needs of a particular
audience/market segment. As a growing
segment of the industry, niche tourism
has recently begun to gain importance in
the modern tourism sector.

The overall aim is to support niche
tourism sectors to undertake early stage
language learning and improve their
ability to speak to their customers,
improve the customer satisfaction. Even
if niche markets are  smaller than
mainstream markets, niche tourists tend
tospend  more. Niche  tourism also
has more potential for growth and
creates quality jobs that require
specialized skills, rather than the low- or
semi-skilled  jobs  associated  with
mass tourism. Niche tourism is often
promoted by national tourism strategies
because it is also seen as a more
sustainable way of developing tourism.

LENT aims to map the key language
needs of 4 niche sectors. These
subsectors support the building of a web
and mobile based language application in
14 languages. The app is planned to
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have 1000 words and phrases totally -
400 daily or core words, 600 specialist
words and phrases- in both written and
audio format which are translated into 14
languages in original writing plus Latin.

Languages were chosen on three
criteria:

a) The most visited countries: Spain, ltaly,
France, UK, Austria, Germany, Greece,
Croatia, Portugal, and Turkey.

b) Visitors to the EU from the main non-
EU countries are USA, Russia, China,
Japan and Brazil (44% of non EU tourists
visiting the EU in total).

c) Significant growth in tourist flow to the
EU is also occurring from India and Arab
speaking countries.

The following 14 languages are therefore
be of most use to tourism SMEs in
Europe: Spanish, Italian, French, English,
German, Greek, Croatian, Portuguese,
Turkish, Russian, Mandarin, Japanese,
Hindi, and Arabic (Pic. 1.)

LENT - Languages for European
Niche Tourism.

Pic. 1. The visual appearance of the language menu on
website (https://translate.lent-train.eu/)

The establishments/enterprises in niche
tourism working outside of the mass
tourism employ generally local staff and
this form of tourism appeals to people of
certain ages (grey tourism), religions
(religious tourism), ethical/ environmental
(eco-tourism), interests (outdoor,
adventure, gastronomy, agri-tourism,
avitourism).

At the kick-off meeting of LENT on the
26" — 27" of January, 2018, four niche
sectors were determined by the project
partners. The niche sectors that the
partnership chose are: historic tourism,
outdoor tourism, event tourism and
culinary tourism. In the following months,
the transnational meetings were held in
Valencia (Spain), Crete (Greece), Izmir
(Turkey), Sardinia (ltaly), and Arcos De
Valdevez (Portugal) in order to create
vocabulary data for the groups (Table 3),
to control the translation process and to
discuss on the development of the app
design and its features.

Pic. 1. Kick-off meeting of LENT in Berlin on the 26th — 27th
of January, 2018

Table 3. The Number of the Words by Groups

Groups Words &
Phrases
Core 415
Rural and 175
Outdoor
Tourism
Culinary 87
tourism
Event 124
Tourism
Historical 264
Tourism
TOTAL 1065

Each group has different categories.
Europe's unique heritage -including

12



museums, theatres, archaeological sites
and historical cities- makes it a key
historical tourism destination. While rural
tourism brings economic development to
rural areas by creating additional income
and employment, outdoor tourism offers
plenty of adventure and recreation
activities, including horse riding, skiing,
hiking, canoeing, fishing, and hunting.
Gastronomy  (Culinary  tourism) is
considered as a main motivation for
travellers choosing their destinations.
Wine is today playing an increasingly
significant role in culinary tourism. Event
tourism covers attendance at traditional
or contemporary celebrations of culture,
which can include music, festivals, and
sports.

Table 4. The Categories under Groups

Categories
Greetings, Introductions,
Basic phrases, Meeting
people, Telling time,
Numbers, Bank and
Money, Health,
Emergencies, Places in
town, Accommodation,
Directions, At the airport,
Transport, Documents,
Shopping, At a
restaurant, Making a
complaint,

Ruraland | Farm holidays, Hiking,

Groups

Core

Outdoor | Watersports, Fishing and
Tourism | Hunting, Skiing, Cycling
Culinary | Fine dining, Wine, Beer
tourism | and Spirits,

Event Music, Festivals, Sports,
Tourism

Museums and Galleries,
Architecture,

Historical | Archaeology, Tradition
Tourism | and religion,
Commemoration and
remembrance, Folklore,

Although  LENT  primarily aims  at
removing the obstacles, eliminating the
barriers between the employees working
at niche tourism market and tourists by
helping them in expressing what they
want to say to each other in many cases,
but also indirectly serves as supportive
teaching materials. The project of LENT
contributes to the learning process. The
integration of LENT app into tourism
training is another aim of the project.

For many learners studying English as a
foreign language, vocabulary learning is
considered as boring, but LENT engages
learners more in the learning process.
Furthermore, the neglect over
pronunciation skills is obviously a great
contribution to the lack of competency
in the English language among the
learners. Pronunciation, on the other
hand, is seen as just a small and
insignificant ~ component.  However,
pronunciation is no less important that
the grammar and vocabulary. LENT
application allows students to hear
pronunciations.

The role of VET Training

The training activity which took place
between 20"-24" of January, 2020 in
Berlin targeted teachers and trainers
active in the vocational fields. The
educational partners sent each 3
experienced educators, who were
trained to use the language application.
After the presentation of the LENT project
and the app in terms of its structure and
various features (favourites, download,
quiz etc.) and responding to their
technical questions about the app, the
participants explored the App during the
training days with exercises, group
works, role plays and mini lessons. The
participants tested the App in real-life

13



situations by performing different tasks
outside.

They used it to practice communication
with the help of the App at different
location, attractions such as museums,
touristic locations, bus stations, train
stations, shops, etc. Feedback and
recommendations on how to use the App
for teaching were given by educators at
the end of the training as well as their
evaluations and pedagogical and
methodological suggestions to integrate
it into a curriculum.

14
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How to installthe app

Android - there are two options for
Android users, either you can go to the
Play store and type in LENTlanguages for
Tourism and you will see the LENT icon
which can then be downloaded as an app
OR you can use the web app and if you
type in the LENT web address
https://translate.lent-train.eu/

in the internet search box and you will
be able to download it. If you are on
Android the first time you do this it will
offer you the chance to ‘add to home
screen’ if you accept it will add the logo
like an app. If you add the web app and
then delete it you have to manually select
it from the options on the second time.

Apple - if you type in the LENT web
address https://translate.lent-train.eu/ in
the internet search box and you will be
able to download it. If you are an Apple
user you have to select this option from
the drop down menu and click on ‘add to
home screen’. If you add the web app
and then delete it you have to manually
select it from the options on the second
time.

Click on the icon to download the app.

GETITON
" Google Play

Use the webtool from any browser at:

https.//translate.lent-

train.eu/

17
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LENT APP MANUAL 1/3

LENT - Languages for European
Niche Tourism.

@ Please select your language:

Hrvatski

mx

Deutsch

Francais

EAAnViKa

Portugués

IR

.

Tirkge

You have a hotel in Italy and
a Japanese tourist want to

This project is innovative compared to standard tourism based language training, it aims to map the communicate - chooe 1.
key language needs of 4 niche sectors. These sub-sectors will then support the building of a web and Italian.

mobile based language application for the use of early stage language learning.

This approach of being driven by the needs of the tourism sector by identifying common threads to

€ Selectlanguage to translate to

CHOOSE THE
LANGUAGE TO
TRANSLATE To Portuguese

After choosing Italian, now
choose Japanese.

Turkish

Group

. B
K7 omm

P

Core

a2

Rural and outdoor tourism

ve

Culinary tourism:

Choose the niche you want to
translate in. You can choos
Core (general terms),
Culinary, Historical, Event,
m Rural and Outdoor Tourism

Event tourism

Historical tourism




LENT APP MANUAL 2/3

Category

Event tourism

Festivals
Music

Sports

Phrase
==
Translation

CHOOSE THE
PHRASE

Click on the phrase to see the
translation.

German -> stadium tour

Stadionfiihrung
)

o

¢

German -> I'm looking for stadium tour

Ich suche Stadionfiithrung .
<)

W

German -= Can | have more information on stadium tour ?

Phrase

o BA—
K/ o=
Event tourism -> Sports

sports stadium
_national stadium
home stadium
stadium tour
football

club shop
home team
away team
scarf

first strip
second strip
rankings
match

Koénnen Sie mir mehr Information iiber Stadionfiihrung

geben?
)
k¢

04

LECT THE
ORY

You will find a selection of
categories in every niche
vocabulary. Click on one, in
order to see the phrases.

You will see know the phrases
in Latin and original letters.
You can listen to the
pronaunciation, select them
as a favorite and learn similar
phrases.



LENT APP MANUAL 3/3

o Select the language you want to translate to by clicking on the language

You can search the database
with the search button, listen
to audio files, flip the
translation between two

o Select the translation categories to access the words and phrases

Other symbols and buttons

‘Q - click to hear audio file of translation

A
./ - click here to flip the translation back to your original language, you can click again to switi
back.

o - click here to download onto your computer.

ﬁ - click to add to your favourites. Favourites will only be held on the users current device an

HAE S ten languages, download files to
— the device and add favorites.
{=-Quiz

" o~ .

Write and say the below phrases.
Reveal by clicking on @ .
You can add any you find difficult to your favourites
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Recommendations — How to

implement app-based

training in VET?
By Vlad Grigoras

Participants

The groups of participants coming from
Turkey, ltaly, Germany, Greece, Portugal
and Spain was representative for the VET
education, showing an in-depth interest
for gaining and developing new abilities.

Moreover their interest for making use of
the LENT app, proved to be helpful in
gathering ideas for using it in teaching,
and in other sort of activities that are
amount to language learning (eg:
outdoor activities with students, study
visits, etc.). However, the fact that
participants were proactively accessing
the app and its various features, brought
up elements that could be improved.
Group dynamic looked positive, and the
participants worked in international
groups, different age and gender groups.

The blend in the groups proved to be an
effective tool for creating a good
environment for learning and exchange
of ideas, best practices and furthermore
to have fun inside and outside the
activities. The personal impression that |
have is that participants will be staying in
touch.

Activities & results

Non formal learning activities, adapted
and blended with technology (Lent App)
and use of various materials, gave all the
participants the possibility to acquire and
integrate learning points.

We had:

(a) Puzzles, word games. Activities
where competition was the core of the
activities, which made the participants
work in teams, contribute and put their
abilities at work. This concluded the
aspect that competition is a valid
approach for all ages, as long as it is well
moderated and “healthy”. In our
situation, it has been beneficial for team
building and actively using the app and its
features

(b) Debates and discussions - “World
Café. During afternoon session in day 2,
gave the opportunity of all participants to
express their ideas, concerns, pros,
cons, experience, for sketching a map of
how to use LENT app in language
learning. The fact that everyone wanted
to share perspectives and experience,
was a big plus, even if at points the
facilitators had to intervene to encourage
inclusive communication at the tables. All
the table leaders, who collected all the
discussed materials for each topic,
moderated well with asking questions
and taking notes on flipcharts.

The topics tackled at the 4 tables were:

e |CT in Classroom,

e Gamification,

e Educational System,
e Time Limits.

Those were topics that the participants
decided to choose based on the
relevancy for the Training Activity and for
themselves. Encouraging and giving
participants responsibility for choosing
their learning course, made this session
successful, and facilitators to understand
once again, the importance of this.

(c) Mini-lessons. Curiosity, exchange,
learning, have been at the core of this
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group who took each opportunity, and
activity, as a chance to share their
knowledge and know how of languages,
teaching in classroom, creativity in using
the app. The mini-lessons ticked all the
above points, and the five groups of
participants acknowledged their ability to
teach each other, in various methods
pronunciation, conversation and specific
vocabulary through the app. Their
conclusions and remarks on what they
initially thought “the app would not be so
effective in teaching”, got to 180 degree
change to actually see how “we can
structure activities for students in
language classroom”. This output is a
great achievement in the training room.

(d) Role-play. Divided in 4 groups,
participants had the opportunity to
organise a simulation of how the app can
be used in real life, which they put in a
short scene that they played for the
others. The groups were of course limited
by time to create a 3-5 minutes scene,
and they made it funny, interesting and
relevant for this. Indeed some of the
groups had trouble in the planning stage,
where they did not fully agree or
understood how to present it. Even so,
they had the inspiration to improvise, and
make everyone laugh.

A point to be underlined from the
facilitator’s view is that people, as a rule,
are most of the times performing at their
best under an extent of pressure, and a
supportable degree of stress, that might
be the result of internal feelings of
nervousness, frustration, pressure, or
even being in the situation to step outside
the comfort zone.

The conclusions of the participants
regarding the activity and the LENT app,
have been more positive than expected.

Implementation Team

The professionalism of the team, during
the activity in Berlin has proven to be an
excellent way to create a prolific learning
environment.

The fact that the facilitators had the
opportunity to focus only on the learning
stage and the participants, was very
helpful.

Logistic matters in the activity room, and
outside, have been properly set-up, again
having a positive impact on the
participants, their experience and
learning.

Communication was very good in the
team starting from the preparatory stage
of the activities and towards the end.
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Session Plan — Training Course: “App-Based Learning in Tourism”
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Impressions from the training course

Introduction to the training, setting up Discussion and review of the app during
small groups. the training.

[N
Using the LENT App as an integral part of Role play in order to simulate real life
the learning experience. situations.

Presenting the experiences during the

Visualising experiences. ,
practice day.
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The group of trainers after successful completing the course.
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Results — Individual Action Plans

Action: Using the Lent App in a local historical
museum.

Goal: Raise the language skills of the co-workers and
communicate with the guests.

Duration: 1 year
Steps:
1. Introducing and teaching the app to the staff.

2. Use the app in other village museums in the region.

Action: Using the Lent App for teachers visiting my
school.

Goal: Solving communication problems and promote
local culture.

Duration: 1 morning — 4 hours
Steps:
1. Introducing and teaching the app to the learner.

2. Use the app to perform a city safari in my town.

3. Reflecting on the learning

B it Action: Using the Lent App for language teaching.
= . Goal: integrate the app into English lessons.
Duration: n/a

Steps:

1. create funny exercises around the app.

2. Use the app to exchange a few words with
foreigners/tourists.

3. Teach students quickly a few words, in order to
motivate them to learn.
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Action: Teaching to learn LENT APP.

Goal: integrating technology into VET teaching.
Duration: n/a

Steps:

1. Integrating the app into Spanish classes for
foreigners.

2. Using the app for pronunciation and vocabulary
practice.

3. Using the app for actual exercises with interactions
in real life situations.

Action: Using the Lent App for language teaching.

Goal: increase the language skills of staff at
international companies.

Duration: 2 months
Steps:

1. Introducing the app to staff, working in
international context.

2. Manager will support me to implement and use the
app.

Action: Using the Lent App for Hotel staff.

Goal: Increase the language training of tourism staff.
Duration: constantly

Steps:

1. Apply new language learning methods.

2. Giving lessons, based on the experience of the
staff and their real-life interaction with international
clients.
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Translation Exercises Worksheet — (as used in session 3)

1. Please find the words below in the app and write their groups, categories, and

translations in your mother-tongue in the boxes.

Group Category Translation

Procession

Bunker

Good-luck
charm

Harvest

Remains

Group Category Translation

Walking trail

Vintage year

Headline act

Rucksack

Siege

Group Category Translation

Rough sea

Line

Cable car

Downbhill

Saddle

Group Category Translation

Away team

Draught beer

Ticket touts

Courtyard

Wind
instrument

Group Category Translation

Bonfire

Yeast

Kick-off

String
instrument

Brick

Group Category Translation

Temple

Excavation
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Invasion

Nomads

Rest area

Group

Category

Translation

Venue

Figurine

Manuscript

Stall

Cereal crops

Group

Category

Translation

Peace treaty

Ascent

Support act

Parade

Rifle

Group

Category

Translation

Ally

Puppet

Relic

Rankings

Oak barrel

Group

Category

Translation

Defeat

Necropolis

Archery

Goddess

Vineyard
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Worksheet Translation Exercise (as used in session 5)

2. Please Write English translations of the words given below.

Spanish Translation

sabor delicado

verduras

huerto frutal

asentamiento

tejado

Portuguese Translation

equipamento de esqui

chalé

prato principal

bastidores

balada

French Translation

observation d’oiseaux

récolte

vin chaud aux épices

louer un vélo

manoir

Greek Translation

onuela pe B€a

NUeEPRoLo TAco

BpnokeuTIKO peoTIBAA

avtiypado

avaokadn

Italian Translation

falo

sciarpa

planimetria

racconto popolare

vela

Turkish Translation

medeniyet

agri kesici

sise bira

bulusma noktasi

gures

German Translation

dudelsack

marionette

sammlung

hohlenkunst

sprichwort




Worksheet Secret Word Exercise (as used in session 7)

Group Competition Activity

3. Please translate the words given below and follow the instructions to reveal the secret code.

from..to .. Words Translation Instructions Secret Word
1 | Spanish > Hindi mercado baajaar Write the first letter B
2 | Portuguese > Croatian lanterna baterija Write the fifth letter R
3 | Turkish > Russian canh muzik zhivaya muzyka Write the fifth letter A
4 | Greek > English avaokadn excavation Write the fifth letter v
5 | English > Japanese farmer nooka Write the second (6)
letter
Translation Instructions Secret
Word
1 Spanish > Hindi mercado The first letter
2 | Portuguese > Croatian lanterna The fifth letter
3 Turkish > Russian canl muzik The fifth letter
4 Greek > English avookodn The fifth letter
5 English > Japanese farmer ThTeStiZ?nd
i Secret
Translation Instructions -
1 Spanish > Hindi mercado The first letter
2 | Portuguese > Croatian lanterna The fifth letter
3 Turkish > Russian canl muzik The fifth letter
4 Greek > English avookodn The fifth letter
5 English > Japanese farmer ThTeStiZ?nd
i Secret
Translation Instructions A
1 Spanish > Hindi mercado The first letter
2 | Portuguese > Croatian lanterna The fifth letter
3 Turkish > Russian canl muzik The fifth letter
4 Greek > English avookodn The fifth letter
5 English > Japanese farmer ThTeStiZ?nd
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Worksheet Group Challenge (as used in session 8 )

1. What are the similar expressions in another target language? And as you find those, pronounce
in the listed language. If you know the language, give some clues to the others without
translating it.

Zu welchem Zweck diente dieses Gebdude?

Sie kénnen Bauten dieses Architekten in der Stadt finden.
Trazim urbani festival

Kamp atesine izin verilmemektedir

Questo e il nostro piu popolare

Trazim glazbeni festival

¢Cuanto tiempo ha madurado este vino?

Mola eival n Lo evladépouca apyatoloyikr avakdlupn edw; / Poia einaii pio endiaférousa
archaiologiki anakalypsi ed6?

¢Qué bebida me recomienda para acompaiiar este plato?

Yarlyusler zorluk derecesine gore renkle kodlanmistir

¢Es seguro caminar de noche por aqui?

MpémneL va popdrte ta katdaAnAa polxa yio vo. pureite / Prépei na forate ta katallila rotcha gia na beite
Posso presentari mio..

Bu lokanta Michelin yildizina sahip

Turda hangi saraphaneler ziyaret edilecek?

Mov ayopdlw slowtipla; / Pol agorazo eisitiria?

Agricoltura biologica
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2. NOW...find the right sentence/question. Identify the question/sentence in at least 4 languages
that you don’t know:

- You want money in a particular form...what are you asked?

- You want to meet someone again...what do you say?

- You want to stay in touch with a person..what do you need from them?

- You want to know the exact location of some place, to reach it

- You need to show a document for entering Singapore — what is it?

- You hear a choir, you enter the church...you want to join..what do you ask?

- Things/objects that protect you..what are they called?

- You want to know something that people strongly believe about a
gesture/day/event/dream/seeing something/hearing something..what do you ask to find out about
“this something”?

- You want to know how fast a drink gets you drunk....what do you ask?

MATCH DEFINITIONS
A. Tebrikler; Resepsiyon; Satrang

B. fabula ; postre ; detrds

C. Canottaggio; Soffito; Ceramica
D.3 kaAAttéxvng / kallitéchnis; tolyoypadia / toichografia; umoBpuxto / ypovrychio

E. estatueta; mercadoria; amendoim

F. Blumen; geschiitzt ; Trauben
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Worksheet Puzzle 1 (as used in session 9)

Puzzled tourist?

EORSMLLNRDPREKTRYKCDIVCMMW
UJCOMWRCEGSWNELANOETIUFDUFP
HTVMGHWDLZQOHQLCCSMEFVYNCN
EGZAANUUIPREOOFIPBHOTNEKTUWE
FTXVDKFPQOQBXERSPGEROEETLARE

DZPIFWEKWUZZIMIOBYVSTMCHR RZKX
KWRTASPWIEEXTHJIDSHEZAGRDY
OJILAUZWANALBPCCIKRHMTYVRZ
XAPUYTSIHIROYQFSRUVRWLTIE KTPEP

OMACNTLSWXCBEKODAFORGGGOGJ
RIJCIITXDELCEFEFNWRNDPIANIXTETCDO
NMBGRJPPCNDRLSASESOAZDHIXA

GETTQWHOWWJITLITATJCZKWOZXZD
LOHVQAMUNGRVNZXJQFNZMOQOZKTW
RESQOQDIFVBGOUPRTZOQPGHOVCRH
HSLTOVBNDAZQKNEZJAWNTPUDOSB

ZTJOAWHMDNLVAYTEFYZITOQRETPJ
YCSNEREKUJRDOREKNPATEKRVNMTIN
TBUPIMIUGESRTEKVSAZMGDPWE?Z
VXYLWQLACRMTEMRCSTRUMENT O

JHNGIJTNFZLINDRNWEKOJEFEFDTEFETU
LMFIEMUDMRBBZEAXAJOTPRTXE
CIAIFJURMVARMLLAVESGGMJRT
VZETQLIUIGIANYENLDBXROTGTF

IQIEAVFQRCBIAXDXHPXGTAMEA

RUIDOSO
SEGUIMI

ARBITRO
AUSSEN

STRUMENTO
TATIL

CULTIVAMOS
GOSTARIA
KALORIEN
KARTEN

TEKRAR
TiPICO

ZAFER

KOPFSCHMERZEN

LLAVES

MERCATINO 17 of 17 words were placed into the puzzle.

RELIQUIA
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Worksheet Puzzle 2 (as used in session 9)
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Puzzling questions?

QUAL
RESMI
RUPESTRE
SENORIAL
TASSO
VINI

VOLTA
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Handout Sample Mission Briefing (as used in session 16)

Checkpoint Charlie

Checkpoint Charlie (or "Checkpoint C") was the name given by the Western Allies to the best-known Berlin Wall crossing
point between East Berlin and West Berlin during the Cold War (1947—1991).

East German leader Walter Ulbricht agitated and maneuvered to get the Soviet Union's permission to construct the Berlin
Wall in 1961 to stop emigration and defection westward through the Border system, preventing escape across the city
sector border from East Berlin into West Berlin. Checkpoint Charlie became a symbol of the Cold War, representing the
separation of East and West. Soviet and American tanks briefly faced each other at the location during the Berlin Crisis
of 1961.

After the dissolution of the Eastern Bloc and the reunification of Germany, the building at Checkpoint Charlie became a
tourist attraction. It is now located in the Allied Museum in the Dahlem. area.

Your task

You have to find the location on your own with the help of the app. Once you reached the place, you have to fulfill the
mission below, using as muc has possible the app.

Please document Our experiences and answers for the others. You can decide if you want to do it by video, audio or phots.
Please prepare a 10 Minutes presentation which we will all enjoy tomorrow morning. Please send some of your impressions
of the city safari to the LENT WhatsApp group.

Happy Safari!

1. Use the app to find a museum nearby. Please ask for the opening time and try to figure out what the museum is about.

2. Find a Place selling theatre tickets. Please check out one play, get the price and location of the theatre and tell us as a bonus who
will be the main actor.

3. Time for a restraurant. Please ask for the Alkohol percentage of any drink. Bring back as well the name, the place the drink was
made and if the staff would recommend it to drink.
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Action Plan Template (@as used in session 20)

Topic (Please describe the topic you’re addressing. Think about what is needed to translate the topic in your everyday work.)

Goal (Be sure to write “SMART” goals (specific, measurable, attainable, relevant and time-sensitive.)

Duration:

Action Steps

(What will you do?)

Target

(Who will
benefit?)

Timeline

(By when?)

organizational resources

A. Resources available
B.

Resources

(list financial, human,

or materials needed)

Resources needed

Knowledge

(What more do | need to know?
Where could | find the
information?)

Potential Barriers

(What are the
potential challenges
you face? How will
you overcome
them?)

Step 1:

A.

Step 2:

Step 3:

Step 4:
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Resumo

“Se estiver a vender para si, entao eu
falo a sua lingua”, é a célebre frase de
Willy Brandt “aber wenn du mir etwas
verkauft, dann musst du Deutsch
Sprechen”.

Na UE, é muito importante vender para
visitantes, € imprescindivel falar diversas
linguas, mas também um grande desafio.
Fazer crescer o turismo na UE é um dos
principais objetivos, pois & o terceiro
maior setor, que emprega 17 milhdes de
pessoas. O comunicado da Comissao
Europeia "A Europa, o primeiro destino
turistico do mundo - um novo quadro
politico para o turismo na Europa" (COM
(2010) 352) foi adotada em 2010. Exige
uma abordagem coordenada para as
iniciativas ligadas ao turismo e definiu um
novo quadro de acao para aumentar a
competitividade do turismo e a sua
capacidade de crescimento sustentavel.
As oportunidades de negocios perdidas
devido a escassez de competéncias
linguisticas sao ampliadas pela enorme
escala e crescimento do setor de
turismo. Isso € particularmente um
problema para empresas de certos
nichos de turismo.

Este projeto é inovador em comparagao
com a formagao em idiomas baseado no
turismo, tem como objetivo determinar
as principais necessidades chave de
idiomas em quatro setores especificos.
Esses subsetores dardo origem a criagao
de uma aplicagéo linguistica disponivel

para Web e em dispositivos moveis para
0 uso de aprendizagem de idiomas.

Essa abordagem de ser impulsionada
pelas necessidades do setor de turismo,
identificando topicos comuns a serem
inseridos na aplicagcao, abrange varios
nichos no setor de turismo, e permite que
0 vocabulario “basico” seja usado por
outros subsetores de turismo.

Os principais resultados serao:

1. Desenvolver uma aplicacao de
aprendizagem movel e baseada na Web
com material audiovisual que permitira a
traducao imediata e totalmente flexivel
entre 14 linguas, tanto para as palavras
e frases basicas (do dia a dia) como para
a especifica do setor (especialista /
nicho).

2. O projeto desenvolvera uma parceria
entre os especialistas em linguas, os 4
profissionais do setor dos nichos de
turismo e o profissional de TIC que
permitira adaptar a ferramenta mais facil
de utilizar e flexivel as necessidades de
todos os utilizadores. A ferramenta
permitira a traducao e a aprendizagem
bidirecionais de palavras e frases-chave.

3. No minimo, 200 pessoas, avaliardo e
validardo a aplicacdo, sendo o0s
participantes oriundos dos 4 grupos
sectoriais de nicho.

4. Os niveis totais de utilizacdo serao
monitorizados — espera-se que o trafego
de acesso aberto exceda pelo menos
2000 utilizadores ateé ao final do projeto e
que mais 4 sectores de nicho tenham
adotado a sua utilizagao.



O projeto apoiara 14 linguas, escolhidas
com base em trés critérios:

- O programa Erasmus+ indica que a
maioria das Vvisitas de turistas nao
residentes é feita por ordem de numero
de visitantes: Espanha, Itélia, Franca,
Reino Unido, Austria, Alemanha, Grécia,
Croacia, Portugal e Turquia.

- Os principais paises terceiros de origem
dos visitantes turisticos da UE sdo os
EUA, a Russia, a China, o Japao € o
Brasil (44% dos turistas de paises
terceiros que visitam a UE no total).
Eurostat 9/2015.

- A india e os paises de lingua arabe, por
exemplo, o turismo indiano para a UE
cresceu 40% entre 2009 e 2012 e tém
uma classe média grande e em rapido
crescimento.

Os 4 sectores de nicho que se ira
abordar para desenvolver o vocabulario
de nicho/especialista sao:

1) Turismo cultural: pode incluir historia,
artes, arquitetura, museus, teatro,
patrimonio e povos indigenas. A "Grande
Volta a Europa" € o exemplo mais
reconhecido de turismo cultural.

2) Turismo urbano: por exemplo, visitas
guiadas a cidade, férias na cidade,
compras, estancias terapéuticas/spas,
conferéncias/convencgdes/turismo de
negocios, desportos que  exigem
infraestruturas feitas pelo homem, tais
como anfiteatros e estadios.

3) Turismo rural: por exemplo,
caminhada, escalada, férias de aventura,
canoagem, rafting, esqui, caga, pesca,
ciclismo, equitacdo, BTT, férias
agricolas.

4) Turismo sustentavel: incluiria 0
ecoturismo e grande parte do subsector
do agroturismo.

As 1000 palavras e frases serao
desenvolvidas na seguinte base: 400
palavras serao palavras do dia-a-dia ou
palavras consideradas fundamentais
para falar uma lingua. (Sera incluido uma
quantidade de palavras e frases do
quotidiano que um turista provavelmente
vai querer utilizar). Serdo desenvolvidas
600 palavras e frases especializadas,
distribuidas pelos 4 setores de nicho
turistico acima mencionadas.

A visdo do projeto é aumentar 0 uso de
linguas estrangeiras no setor do turismo,
dando as pequenas empresas a
possibilidade de crescerem e
beneficiarem das pessoas que chegam
de fora da UE.
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Oozet

“Eger sana bir sey satacaksam senin
dilini konusmaliyim”. Willy Brandt

Avrupa Birligi'nde c¢ok farkli dilleri
konusan ziyaretgilere satis yapmak
o6nemli oldugu kadar ayni zamanda zor bir
istir. Avrupa Birligi'nde 17 milyon kisiye
istihdam saglayan ve udgUncu buyuk
sektor olarak gelisme goésteren turizm
ana hedefler arasinda yer almaktadir. AB
Komisyonu iletisimi  ‘Dunyanin  bir
numarall  destinasyonu  Avrupa -
Avrupa’da turizm igin yeni bir politik
cerceve' (COM(2010) 352) 2010 yilinda
kabul edilmistir. Bu gerceve turizme iliskin
girisimler igin es-gudumlt bir yaklasimi
talep ederken turizmin rekabetgiligini ve
surdurdlebilir bayume i¢in kapasitesini
arttirmak igin eyleme yonelik yeni bir
gergeveyi tanimlamistir. Dil becerisi
eksikligi  kaynakli kacirilan is firsatlari
turizm  sektérunin  baydklogu  ve
gelisimiyle artmistir.

Bu proje standart turizm temelli dil
egitimiyle karsilastinldiginda yenilikgidir
ve dort nis pazarin temel dil ihtiyaglarini
saptanmasini hedeflemektedir. Bdylece
bu alt sektorler dil 6greniminin erken
asamasinda kullaniimak Uzere internet
ag! ya da mobil tabanli dil uygulamasinin

gelistirilmesini destekleyecektir.
Uygulamaya yerlestirilecek ortak
noktalarin belirlenmesiyle turizm

sektorunun ihtiyaclar tarafindan
sekillenen bu yaklasim sadece turizm
endustrisinin -~ ¢esitli - nis  pazarlarini
kapsamasliyla degil diger turizm alt

sektorleri tarafindan kullanilacak temel
kelimeleri gbz 6nune almasiyla benzersiz
olmaktadir.

Projenin énemli ¢iktilar sunlar olacaktir:

1. Gorsel isitsel materyale sahip mobil ve
web tabanli 6grenme uygulamasi hem
temel (gunluk) hem de sektor 6zelinde
(uzman/nig) kelimeler ve cumleler batdn
14 dil arasinda anlik ve degistirilebilir
geviriye imkan saglayan essiz bir uyum
araciligiyla gelistirilecektir.

2. Proje dil uzmanlari, 4 nis turizm sektoru
tedarikgileri -~ ve bilisim ve iletisim
teknolojileri saglayicisi arasinda butun
kullanicilarin ihtiyaglarina uygun olmasi
icin istege gore duzenlenen en kullanici
dostu ve esnek araca olanak tanimasi igin
isbirligini gelistirecektir.

3. En az 200 kisi uygulamayi deneyecek
ve onaylayacaktir, 6grenen kisiler 4 hedef
nis sektor grubundan segilecektir.

4. Toplam kullanim duzeyleri izlenecektir.
Proje sonuna kadar en az 2000 kullaniciy:
asacak sekilde acik erisim trafigi ve 4 ek
nis sektor kullanima dahil  olmasini
beklemekteyiz.

Proje 3 kistasa goére secilen 14 dili
desteklemektedir.

-Ulkede yerlesik olmayanlar tarafindan
turizm amagl ziyaretgi siralamasina gore
en gok ziyaret edilen Erasmus+ Programi
Ulkeleri: Ispanya, Italya, Fransa, Birlesik
Krallik, Avusturya, Almanya, Yunanistan,
Hirvatistan, Portekiz, Turkiye.

-AB’ye gelen turistler arasinda koken
itibariyle AB Uyesi olmayan baslica



ulkeler: ABD, Rusya, Cin, Japonya ve
Brezilya (toplamda AB'yi ziyaret eden AB
vatandagl olmayan turistlerin  %44°0).
Eurostat 9/2015.

- Turizmim ayriyeten Hindistan ve Arapca
konusan Ulkelerden kaynakli dikkate
deger buyumesidir. Ornegin, AB tarafina
Hindistan turizmi 2009-12 arasinda %40
bayumustur ve bu ulke genis hizli gelisen
bir orta sinifa sahiptir.

Kelimelerin belirlenmesi icin
hedefledigimiz 4 nig turizm sektori:

1)  KUltdr  turizmi:  Tarihi, sanatlari,
mimariyi, muzeleri, tiyatroyu, mirasi ve
yerli halki igerebilir. ‘Grand Tour of
Europe’ kaltur turizminin en bilinen erken
ornegidir.

2) Sehir turizmi: érnegin sehir turu, kisa
sureli geziler, aligveris, saglik amagli
dinlence yerleri/kaplicalar,
konferanslar/toplantilar/is turizmi,
arenalar ve stadyumlar gibi altyapilara
gereksinim duyan sporlar.

3) Kirsal turizm: 6rnegin birgok yonuyle
yurayus, tirmanma, macera tatilleri, kano,
rafting, kayak, avcilik, olta balik¢iligr,
bisiklet, at binme, dagd bisikleti, g¢iftlik
tatilleri.

4) Surdurdlebilir turizm: Ekoturizm ve
tarim turizm alt sektordnan buyuk kismini
icermektedir.

Kelimelerin tespiti i¢in karar kiinan nig
sektorler:

-Kaltur/Tarih Turizmi
-Acik Hava Turizmi
-Etkinlik Turizmi
-Gastronomi Turizmi

1000 kelime ve cumle su temelde
olusturulacaktir. 400 kelime gunluk ya da

temel kelimeler olacaktir, bunlar bir dili
konusmak igin temel yapi taslandir. (Bir
turistin - muhtemelen kullanmak veya
anlamak isteyecegi gunluk kelime ve
cumlelere buyuk oranda projede yer
verilecektir). 600 tane  yukarida
tanimlanan 4 nis turizm alanina yayian
Ozel kelime ve cumleler olusturulacaktir.

Projenin vizyonu kuguk isletmelere bile
bayame ve AB disindan  gelen
misafirlerden fayda saglama firsati
vererek turizm sektorinde yabanci dil
kullanimini arttirmaktir.



sommario

sommario

“Se ti vendo qualcosa, parlo la tua
lingua, ma se vuoi vendere qualcosa a
me, dann mussen Sie Deutsch
sprechen (devi parlare la mia lingua) !"
“If 'm selling to you, | speak your
language. If I'm buying, dann miissen
Sie Deutsch sprechen!”

(Willy Brandt)

In Europa, la vendita ai viaggiatori
parlanti varie lingue € di vitale
importanza, ma anche una vera e propria
sfida. Fare crescere il turismo nellUE é
un obiettivo fondamentale, poiché esso,
con 17 milioni di occupati, rappresenta il
terzo settore in ordine di grandezza.

Adottata nel 2010, la Comunicazione
della Commissione europea "L'Europa,
prima destinazione turistica mondiale - un
nuovo quadro politico per il turismo
europe0" invita a un  approccio
coordinato per le iniziative legate al
turismo e definisce un nuovo quadro
d'azione volto ad aumentare |la
competitivita del turismo e la sua
capacita di crescita sostenibile. La
perdita di opportunita commerciali
dovuta alla mancanza di competenze
specifiche linguistiche € amplificata dalle
notevoli  dimensioni  della  crescita
turistica, rappresentando un problema
soprattutto per le aziende operanti nei
settori del turismo di nicchia.

La prospettiva del progetto e quella di
potenziare la conoscenza delle lingue

straniere nel settore del turismo, dando
anche alle piccole imprese la possibilita
di crescere e di beneficiare della
presenza di ospiti provenienti da fuori
dell'UE.

Il progetto € innovativo rispetto alla
formazione linguistica standard in ambito
turistico, e mira a individuare le principali
esigenze linguistiche di 4 settori di
nicchia. Questi ultimi saranno poi in
grado di supportare la realizzazione di
un'applicazione linguistica basata su web
e mobile finalizzata ad un apprendimento
delle lingue in fase iniziale.

In questo modo, essendo guidato dalle
esigenze del settore turistico,
identificando i concetti comuni da inserire
nell'applicazione, il progetto non solo e
unico nel suo genere, in quanto
abbraccia piu di una nicchia dell'industria
turistica, ma permette anche che |l
lessico "di base" sia utilizzato da altri
comparti del settore turistico.

Siamo partiti dai seguenti settori del
turismo:

- Turismo culturale: pu0 includere storia,
arte,  architettura, musei,  teatro,
patrimonio e folklore. Il "Grand Tour
d'Europa" € il primo esempio piu
riconoscibile di turismo culturale.

- Turismo urbano: ad es. visite turistiche
della citta, city break, shopping, centri
benessere/termali,

conferenze/convegni/turismo d'affari,



sport che richiedono infrastrutture
antropiche come arene e stadi.

- Turismo rurale: ad esempio, soprattutto
I seguenti elementi: escursioni a piedi,
arrampicata, vacanze avventura, canoa,
rafting, sci, caccia, pesca, ciclismo,
equitazione, mountain bike, agriturismo.

- Turismo sostenibile: comprende
l'ecoturismo e gran parte del comparto
agrituristico.

Abbiamo poi individuato 4 settori di
nicchia a cui miriamo per sviluppare il
vocabolario specialistico. E' cosi:

1. 1. Turismo storico
2. 2. Turismo all'aperto
3. 3. Turismo degli eventi

4. 4. Turismo enogastronomico

Il progetto supportera 14 lingue, scelte in
base a tre criteri:

- Il programma Erasmus Plus rileva che i
paesi piu visitati a scopo turistico dai non
residenti sono, in ordine di numero di
visitatori: Spagna, ltalia, Francia, Regno
Unito, Austria, Germania, Grecia,
Croazia, Portogallo, Turchia.

- | principali paesi non UE da cui
provengono i turisti in visita nell UE sono:
Stati Uniti, Russia, Cina, Giappone e
Brasile (44% dei turisti non UE che
visitano I'UE in totale). Eurostat 9/2015.

- Si registra anche wuna crescita
significativa del turismo proveniente
dall'india e dai paesi di lingua araba: ad
esempio, il turismo indiano verso I'UE &
cresciuto del 40% tra il 2009 e il 2012 ed
e caratterizzato da un rapido sviluppo
della fascia media.

Le 1000 parole e frasi verranno
sviluppate sulla base di quanto segue:
400 vocaboli saranno parole di uso
quotidiano o termini di base, i blocchi
essenziali per parlare una lingua.
(Includeremo una buona proporzione di
parole e frasi di uso quotidiano che un
turista vorra probabilmente usare o
capire). Saranno inoltre elaborate 600
espressioni e frasi  specialistiche,
distribuite nelle 4 aree turistiche di
nicchia sopra descritte.
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“Si te vendo algo, debo hablar tu
idioma. Si me quieres vender algo,
debes hablar mi idioma”, es la célebre
frase de Willy Brandt,

(“/f 1 am selling to you, | speak your
language. If | am buying, dann missen
Sie Deutsch sprechen’).

En la UE es de vital importancia vender a
visitantes que hablan diferentes idiomas
pero también es un gran desafio. El
creciente turismo en la UE es una
oportunidad clave, pues es el tercer
sector turistico mas grande que da
empleo a 17 millones de personas. El
comunicado de la Comision Europea
«Europa, el primer destino turistico del
mundo, un nuevo marco politico para el
turismo en Europa» (COM (2010) 352)
fue adoptada en 2010. Dicho
comunicado exige coordinacion para las
iniciativas turisticas y por ende definié un
nuevo marco de accion para aumentar la
competitividad del turismo y su
capacidad de crecimiento sostenible.
Las oportunidades comerciales perdidas
debido a la escasez de habilidades
linguisticas se magnifican por la enorme
escala y el crecimiento del sector
turistico. Esto constituye particularmente
un problema para las empresas del
sector de ciertos nichos de turismo.
El objetivo del proyecto es aumentar el
uso del idioma extranjero en el sector
turistico, dando incluso a las pequenas
empresas la posibilidad de crecer y
beneficiar a los visitantes que llegan de
fuera de la UE. Este proyecto es

innovador en comparacion con la
formacion estandar que se imparte en
turismo y tiene como objetivo determinar
las necesidades clave del lenguaje en 4
sectores especificos. Estos subsectores
respaldaran la creacion de una
aplicacion linguistica disponible para web
y para movil destinadas al aprendizaje
inicial de idiomas.

Las necesidades del sector turistico
impulsan este enfoque mediante la
identificacion de hilos comunes ya que la
aplicacion cubre multiples nichos en la
industria del turismo, y permite que el
vocabulario “basico” sea utilizado por
otros subsectores de turismo.

Partimos de los siguientes sectores
turisticos:

- Turismo cultural: puede incluir Historia,
arte, arquitectura, museos, teatro,
patrimonio y pueblos indigenas. El 'Grand
Tour of Europe' es el ejemplo inicial mas
reconocible del turismo cultural.

- Turismo de ciudad: visitas a la ciudad,
escapadas a la ciudad, compras, centros
de salud / spas, conferencias /
convenciones / turismo de negocios,
deportes que requieren infraestructuras
hechas por el hombre tales como
estadios, etc.

- Turismo rural: senderismo, escalada,
vacaciones de aventura, piragtismo,
rafting, esqui, caza, pesca deportiva,
ciclismo, equitacion, ciclismo de
montafa, vacaciones en la granja.



- Turismo sostenible: esto incluiria el
ecoturismo y gran parte del subsector del
agroturismo.

Hemos identificado 4  sectores
especificos para desarrollar el
vocabulario especializado:

1. Turismo historico
2. Turismo rural
3. Turismo de eventos

4. Turismo gastronémico

Hay 14 idiomas en el proyecto, elegidos
segun tres criterios:

- Los paises mas demandados para
realizar un programa Erasmus Plus del
sector turistico, ordenados por numero
de visitantes son: Espana, Italia, Francia,
Reino Unido, Austria, Alemania, Grecia,
Croacia, Portugal y Turquia.

- Los principales paises de fuera de la UE
que visitan la UE son: EEUU, Rusia,
China, Japén y Brasil (representan el
44% de turistas no comunitarios que
visitan la UE). Eurostat 9/2015.

- Un crecimiento significativo del turismo
procedente de India y de paises de habla
arabe. El turismo indio creci6 en la UE un
40% entre 2009 y 2012 a causa del
incremento de la clase media y del rapido
desarrollo del pais.

Hemos dividido las 1000 palabras y
frases de la siguiente manera: 400
palabras de lenguaje cotidiano y de
elementos basicos para hablar un
idioma, incluyendo bastantes palabras y
frases que probablemente un turista
quiera usar o necesite comprender y 600
palabras y frases especializadas,
distribuidas en las 4 areas del nicho de
turismo descritas anteriormente.

6!
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Av Moulaw o€ cag, TOTE MAAW TN
YAQooa oag, aber wenn du mir etwas
verkauft, dann musst du Deutsch
sprechen”. Willy Brandt

2tnv EE, n mwAnon o€ €TUOKETTEG TIOU
HINGVE  TIOMEG  OLOQPOPETIKEG  YAWOOEG
gival  C(wTKAG onuaciag  aAAG - Kal
OUOKOAN. O aV{OVOUEVOG TOUPLOUOG OTNV
EE amoteAei Baoikd 01ox0, €ival 0 Tpitog
MEYOAUTEPOG TOUEDG, O OTIOIOG OTIACXOAE(
17 ekatopuupla artopa. H avakoivwon
¢ Evpwrtaikng Emrpornng «H Eupwrn,
0 TIPWTOG TOUPLOTIKOG TIPOOPLOPOG OTOV
KOOMO - £va VEO TIOAITIKO TTAQHOLO VIO TOV
Touplopd otnv Evpwrn» (COM (2010)
352) eykpibnke 10 2010. Amautel pa
OUVTOVIOMPEVN — TIPOOEYYION Yo TIG
TIPWTOROVAIEG TIOU COULVOEOVTOL PE TOV
TOUPLOYO KOl KOBOpLoe €va VEO TAGIOL0
dpdong vy vV avgnon  INg
QVTOYWVIOTIKOTNTOG TOU TOUPLOPOU KAl
NG LkavOTNTAG TOU YA BUDCLUN QVATITUEN.
Ol XOMPEVEG  ETUXEIPNUOTIKEG  EUKOALPIES
AOYW EMEPeWV YAWOOIKWY OEELOTHTWV
peyeBuvovTal amod TNV TEPACTIO KAUAKO
KOL TNV avATITuén Tou TOUPLOTIKOU TOMEQ.
AUTO gival 1Baitepa Eva TIPORANUA YA TIG
€CEIOIKEVPEVEC TOUPIOTIKEG ETIXELPNOELG.

To mpoypapua autd eival kKalvotouo o€
oUyKplIoN Je TNV TUTIKN  KATdETION
YAWOOWV TIou Bacifetal 0Tov ToUPLoUO,
QTIOCKOTIEL ~ OTN  QVIIPETWTIION  TwV
BOOIKWY YAWOOIKWY Ovaykwv o€ 4
EOIKEG/ECEIOIKEVEVEG  TOMEIS. AuTol Ol
UTIOTOMEIG 0TN ouveExela Ba otnpiouy v
OLKOOOUNON WLAG ERAPUOYNS YAWOOAG JUE

Bdon 1o dladIKTVO KAl TO KWvNTo VI TN
XPNoN NG EKPABNONG (EVWY YAWOOWV.

H mpoogyylon autr) Tou KaBodnyeitat
OO TG AVAYKEG TOU TOUPLOTIKOU TOMED UE
TOV TIPOCDIOPIOPO KOWVWY BEPATWY: TIOU
Ba evowpotwBouv otnv epapuoyry Ogv
gival yOvo povadikr, KoBWG KAAUTITEL
TIOMNATIAEG  B€0ElG OV TOUPLOTIKA
Blounxavia aAAG ETUTPETEL TNV XPrON TOU
Baolkou  Agflhoyiov  amd  GAAoug
UTTOTOWEIG TOU TOUPLOPOU .

To Baolka amoteAéopata Ba eivat:

1 Mo epappuoyn Kivntg Kat OLOBIKTUOKNG
PABNONG WE OTITIKOAKOUOTIKO UAIKG Ba
avamtuxBel  péow  PIOG  POVAdIKNG
OUVEPYAOIAG TIOU ETUTPETTEL TNV APECT KAl
TIANPWG EVEAIKTN PETAPPACN METALD TwV
14 yAwoowv 1000 VYId TG POOIKEG
(KABNUEPLVES) OO0 KAL VIO TIG TOUEOKES
(ECEIOIKEVPEVEG) AEEEIC KL PPAOELG.

2 To oxedlo Ba avamrtvéel yla ETALPLKN
oxeon HETALL WV VAWOOLKWV
EUTIELPOYVWUOVWY, 4 €CEIOIKELUEVWY
TIOPOXWV TOU TOUPIOTIKOU TOPEQ KOl TOU
Tou Tapoxov TIE, wote va KOTaoTel
duVaTH N TPOCAPPOYN TOU QPIAIKOTEPOU
KOL EUEAIKTOU €PYOAEIOU OTIS OVAYKEG
OAWV Twv Xpnotwv. To gpyoAieio Ba
ETUTPEWPEL TNV APPIdPOUN HETAPPOON KAl
EKUGABNON BAOIKWY AECEWV KOl PPACEWV.
3 200 touAdyloTov GTopa Ba EAEYEOLV KAl
ETIKLUPWOOUV TNV €QAPUOYN, Ol HaBNTEG
Ba avtAnBouv amo TG 4 TOPEAKES OUADES-
OTOXOUG.

4 Ol 10 emimeda xpriong Ba
TIOPAKOAOUBOUVTAL -AVAUEVOUUE OTL N
KUKAOQOpia avolXtig TpooBaong Ba
uttepPei Toug 2000 XPAOTEG TOUAAXIOTOV
KOTA TO TEAOG TOU €£PYOU Kal 4 ETUTTAEQV

(5t



TOMEIG €€E1OIKELONG TIOL £XOLV LIOBETNOEL
N XPron Toug.

To €pyo Ba vrootnpilel 14 yAwooes, ot
oTtoleg Bal ETIAEYOLV E TPla KpLTPLa:
-To Tpoypappa Erasmus plus tou omoiou
Ol TEEPLOOOTEPOL ETIOKETITEG OXETIKA UE
TOV TOUPIOPO TIPOEPXOVTAL KOTA Oelpd
amo: lomavia, Italia, TaAiia, Hvwpévo
BaoiAelo, Avotpia, lepuavia, EANGDQ,
Kpoatia, NoptoyaAia, Toupkia.

-OL KUPLEG XWPES TIPOEAELONG TOUPLOTWV
ek10¢ E.E. yia tnv E.E. ot HIA, n Pwoia,
n Kiva, n lomwvia kat n Bpadihia (44%
TWV  TOUPWOTWV  eKtog  EE  mou
eTOKETTOVTOL TNV EE OUVOAKG). Eurostat
9/2015.

- 2NMOVTIKA au¢non TOU TOUPLOPOU
ONUELWVETAL £TTiONG aTtd TNV Ivdia Kal TIg
XWPEG TIOU PIAOLY apaBikd, Tt.X. O IvOIKOg
ToUPLOoPOG otnv. EE augnbnke katd 40%
PETACL Tou 2009-12 Kal EXEL PO JEYAAN
KOL TAXEWG QVATITUOOOWEVN UECQIa TAEN.

OL 4 eedlkevpévol Ttoueic mouv Ba
OTOXELOOUPE Vyia  va  gflAi€oupe 1O
€CEIOIKELPEVO AEEIAOYIO €lval:

1) TTOMTIOTIKOG TOUPIOPOG: UTIOPEL va
TEEPIAOUBAVEL loTOopPIa, TEXVN,
QPXLTEKTOVIKN, Jouoeia, Beatpo,
KANPOVOULG Kal autdxBoveg TTANBuouoUG.
To «Grand Tour of Europe» eival 1o 1110
QVAYVWPEIoIJO  TIPOTUTIO  TIOALTIOTIKOU
TOUPLOUOU.

2) AOTIKOG TOUPIOPOG: TL.X. TEEPINYNOELS
OTNV TOAN, amOdPACEIS ATIO TNV TIOAN,

Pwvia, aPOTIKA  BEPETPa /  IAPATIKA
AOUTPA,0LVEDPLO/CUVOLAOKEWELG/ETIAYYE
AUOTIKOG  TOUPLOPOG,  aBARuOTa  OTWG
OPEVEG KOl OTAdLA. OTIAITOUV UTIODOWEG
KOTOOKEVAOUEVES OTIO TOV AvBpWw

3) QaypotkoG  Toupwopog:  TY. Ot
TIEPLOCOTEPEG ATIO TIG TIOPOKATW TITUXEG:
TIEQPTIATNMA,  avappixnon, TEPITETELD,
KOVO, PAQPTIVYK, OKL, KUVAyL, WAPEPQ,
modnAaoia, (tmaoia, opewvr) odnAaoia,
OYPOTIKESG DLAKOTIEG.

4)  Buwowog Touplopos:  autd  Ba
TIEPINAUBAVEL TOV OLKOAOYIKO TOUPLOPO
KOl MEYOAQ TUAUATO TOU UTIOTOUEO TOU
QyPOTOUPIOPOU.

Ot 1000 Agtelg kol  @pacelg  Ba
avartuxbouv otnv akéAoubn Baon. 400
AEEELG Ba eival KOBNUEPWVES 1 BAOLKES
AEEELG, Ol BOOIKEG DOUIKEC LOVADES YO
mv oY  pwg  y\wooog.  (©a
OUUTIEPINGBOVPE Pl KOAR  avaAoyio
KOBNUEPWVWY ALCEwV KAl PPACEWY TIOU
évag toupiotag bavotata Ba nBeAe va
XpNowotooel 1 va KotaAdBel). ©a
avatttuxBouv 600 €eCEIOIKEVUEVES AEEELS
Kal @PAOoELS, Tou Ba dlodoBouv OTIG
TEOOEPLG  TOUPIOTIKEG  TIEPLOXEG  TTOU
TIEPLYPAPOVTAL TIOPATIAVW.

OpOpO TOU €pyou eival n avénon NG
XPNong &Evwy YAwWooWwv OTOV TOUED TOU
TOUPLOPOU, TIAPEXOVTOG OKOPN KAl OTIG
HIKPEG  ETIIXELPNOEIG TNV EUKALPIO VA
avaTmtuxBouv Kal va emw@eAnBolyv omod
ETIOKETITEG OTIO XWPEG EKTOG NG EE.



Zusammenfassung

Zusammenfassung

“If | am selling to you, then | speak
your language, aber wenn du mir
etwas verkauft, dann musst du
Deutsch sprechen”. Willy Brandt

In der EU ist der Verkauf an Besucher, die
viele verschiedene Sprachen sprechen,
lebenswichtig, aber  auch eine
Herausforderung. Der wachsende
Tourismus in der EU ist ein Schlusselziel,
er ist der drittgroBte Sektor und
beschaftigt 17 Millionen Menschen. Die
Mitteilung der Europaischen Kommission
"Europa, Reiseziel Nr. 1 in der Welt - Ein
neuer politischer Rahmen fir den
Tourismus in Europa" (KOM(2010) 352)
wurde 2010 angenommen. Sie fordert
einen koordinierten Ansatz fur Initiativen
im Zusammenhang mit dem Tourismus
und definiert einen neuen
Aktionsrahmen, um die
Wettbewerbsfahigkeit des Tourismus
und seine Fahigkeit zu nachhaltigem
Wachstum zu erhdéhen. Verpasste
Geschaftsmoglichkeiten aufgrund des
Mangels an Sprachkenntnissen werden
durch das enorme Ausmall und
Wachstum des Tourismussektors noch
verstarkt. Dies ist insbesondere ein
Problem far Tourismusunternehmen in
Nischensektoren.

Dieses Projekt ist innovativ im Vergleich
zu einer auf dem Tourismus basierenden
Standardsprachausbildung, es  zielt
darauf ab, die wichtigsten

Sprachbedurfnisse 4
Nischensektoren abzubllden. Diese
Untersektoren werden dann den Aufbau
einer  web- und mobilbasierten
Sprachanwendung fur den Einsatz des
Sprachenlernens im FrUhstadium
unterstutzen.

Dieser Ansatz, der sich an den
BedUrfnissen des  Tourismussektors
orientiert, indem  Gemeinsamkeiten
identifiziert werden, die in die Anwendung
einflieRen sollen, ist nicht nur insofern
einzigartig, als er mehrere Nischen in der
Tourismusindustrie abdeckt, sondern
ermoglicht auch die Nutzung des
"Kernvokabulars" durch andere
Tourismusuntersektoren.

Die wichtigsten Ergebnisse waren:

1 Durch eine einzigartige
Zusammenarbeit wird eine mobile und
webbasierte Lernanwendung mit
audiovisuellem Material entwickelt, die
eine sofortige und vollig flexible
Ubersetzung  zwischen allen 14
Sprachen sowohl fur die Kernworter
(Alltagssprache) als auch far
sektorspezifische Worter und Ausdriicke
(Fachsprache/Sprache) ermaglicht.

2 Das Projekt wird eine Partnerschaft
zwischen den  Sprachexperten, 4
Nischenanbietern im Tourismussektor
und dem IKT-Anbieter entwickeln, um
das benutzerfreundlichste und flexibelste
Werkzeug auf die Bedurfnisse aller
Benutzer zuzuschneiden. Das Tool wird
eine wechselseitige Ubersetzung und
das Erlernen von Schlusselwortern und
Phrasen ermdglichen.



Mindestens 3 200 Personen werden die
App testen und validieren, wobei die
Lernenden aus den 4
Nischenzielgruppen des Sektors
ausgewahlt werden.

4 Die Gesamtnutzung wird uberwacht -
wir gehen davon aus, dass der Open-
Access-Verkehr bis zum Projektende
mindestens 2000 Nutzer erreichen wird
und dass 4 weitere Nischensektoren die
Anwendung ubernommen haben
werden.

Das Projekt wird 14  Sprachen
unterstitzen, die nach drei Kriterien
ausgewahlt wurden:

- Das Erasmus-Plus-Programm gibt an,
dass die am  haufigsten  von
Nichtansassigen  aus  touristischen
Grunden besucht werden, und zwar in
der Reihenfolge der Besucherzahlen:
Spanien, Italien, Frankreich,
Grol3britannien, Osterreich,
Deutschland, Griechenland, Kroatien,
Portugal, Turkei.

- Die wichtigsten Nicht-EU-
Herkunftslander far touristische
Besucher in der EU sind die USA,
Russland, China, Japan und Brasilien
(44% der Nicht-EU-Touristen, die die EU
insgesamt besuchen). Eurostat 9/2015.

- Auch aus Indien und den
arabischsprachigen Landern ist ein
erhebliches Wachstum des Tourismus zu
verzeichnen.

Die 4 Nischensektoren, die wir uns zum
Ziel gesetzt haben, um ein Nischen-
/Fachvokabular zu entwickeln, sind

1) Kulturtourismus: kann Geschichte,
Kunst, Architektur, Museen, Theater,
Kulturerbe  und  indigene  Vdlker
umfassen. Die "Grand Tour of Europe" ist

das erkennbarste frihe Beispiel des
Kulturtourismus.

2) Stadtetourismus: z.B.
Stadtbesichtigungen, Stadtereisen,
Einkaufen, Kurorte/Kurorte,

Konferenzen/Kongresse/Geschéftstouris
mus,  Sportarten, die  kunstliche
Infrastrukturen wie Arenen und Stadien
erfordern.

3) Landtourismus: z.B. die meisten
Aspekte der folgenden Aktivitaten:
Wandern, Klettern, Abenteuerurlaub,
Kanufahren, Rafting, Skifahren, Jagd,
Angeln, Radfahren, Reiten,
Mountainbiking,  Urlaub auf dem
Bauernhof.

4) Nachhaltiger Tourismus: Dies wurde
den Okotourismus und groke Teile des
Subsektors Agrotourismus umfassen.

Die 1000 Worter und Satze werden auf
der folgenden Grundlage entwickelt. 400
Worter werden Alltags- oder Kernworter
sein, die Grundbausteine fur das
Sprechen einer Sprache. (Wir werden
einen guten Anteil an alltaglichen
Wortern und Ausdricken einbeziehen,
die ein Tourist wahrscheinlich verwenden
oder verstehen mochte). Es werden 600
Fachworter und Fachausdrucke
entwickelt, die sich auf die vier oben
beschriebenen touristischen
Nischenbereiche verteilen.

Die Vision des Projekts ist es, den
Gebrauch von Fremdsprachen im
Tourismussektor zu erhéhen und selbst
kleinen Unternehmen die Chance zu
geben, zu wachsen und von den
ankommenden Gasten von aullerhalb
der EU zu profitieren.
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The Comparative Research

Network was founded in 2007 and
worked since then in the field of adult
education and research. The CRN
Network is specialised in training
activities within the fields of intercultural
competences, intergenerational learning,
mobilities and migration. Additionally, the
CRN is specialised in creating and
performing evaluation and dissemination
processes. CRN lately gained through
various projects both as coordinator and
participant expertise in game design in
education, storytelling and community
reporting, where the network is currently
carrying out training for several target
groups.

As a NGO CRN is non-profit oriented and
performs crucial part of its work on a
voluntary basis. Major target groups of
the CRN are beside trainer marginalized
groups, such as persons living in remote
rural areas, seniors and unemployed.
Generally, CRN is seeking to link social
science with civil society actions - that is
why CRN joined itself various local,
national and transnational networks.

http://crnonline.de/
crnonline.de/

1| ALOS

centro
europeo
idiomase

Alos Centro Europeo de

Idiomas, S.L. was founded in 1987.
We specialize in Language teaching and
Translations which include: General and
specialised language training, Content
and methodology development and
different language workshops, Language
courses abroad, Efficient and accurate
legal translation into all major
languages, Proofreading, Voice-

over, Interpretations, Linguistic consulta
ncy.

We have worked on major projects for the
local  administration in  Valencia,
managing almost 2,000 students per
academic year in language training
courses in English, French, German,
Italian, Chinese and Japanese. Among
our clients are major Valencian
companies and various local
administrations, some of whom have
been working with us for over 25 years.
At ALOS we pride ourselves in delivering
the best possible experience to each and
every customer. We carry out needs
analyses to accurately determine the
objectives to be achieved, thus providing
our clients with unique and personalized
attention.

http://www.alosidiomas.net/wp-
content/uploads/2018/06/alos-lent-

info.pdf
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N Furope

Otq Diversity,..

Europe for Diversity Culture

and Coexistence, Is a not for profit

institution, with the Head Office based in
Chania, Crete, an island of spectacular
natural beauty, the second largest city of
Crete, one of the most beautiful cities of
Greece and the most picturesque in
Crete. Itis a multidimensional nonprofit
institution actively involved in daily affairs
to promote the principles and
implementation of European values,
integration, and preservation of heritage
and culture. We are engaged to give step
to youth people from migrant background
living on the fringe of the society
encountered hard times, to support their
social integration for social peace and the
connection to  the international
environment.EDCC have strong links to
the state and private institutions and
works to promote respect for diversity.
What characterizes and unites our staff is
intercultural  background, humanism,
support & assistance of disabilities and
disadvantaged people.

http://www.imnetld.eu/lent-yAwooec-yia-
TOV-EUPWTTAIKO-TOUPLOUO

Izmir Katip Celebi University (IKCU) is a
newly established and rapidly growing
non-profit  public  higher education
institution, located in izmir, Turkey.
Officially accredited by YOK - Council of
Higher Education in 2010, Izmir Katip
Celebi University is a medium-sized
higher education institution. Having a
concept of third generation university, the
university  offers  higher  education
programs in both English and Turkish
languages. IKCU aims to be a leading
university in terms of knowledge
production, usage and sharing in line with
scientific and universal values. The
mission of the university is to do research
with the aim of resolving social problems
and contributing to the prosperity of
society, to benefit from research results
in practice, to create a global university
environment, and to educate responsible
and autonomous students, who are
willing to develop themselves, competent
in their academic and professional life.

http://turizm.ikc.edu.tr/Haber/9274/unive
rsitemiz-stratejik-ortakliginda-bir-
erasmus-ka2-projesi-avrupa-nis-
turizmine-yonelik-diller-lent
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ESCOLA PROFISSIONAL DO

ALTO LIMA, C.ILP.R.L.
Epralima Vocational Training School is a
private and cooperative School, which
focuses on Vocational Education and
Training, offering Youth and Adult
Education Training Courses at I, lll, IV
and V European levels.
The School's main focus is the Youth
Vocational Education and Training and
the successful transition between school
and labour market.
Since 1998, Epralima has been working
in European Mobility Programmes, as a
sending and hosting organisation.
Epralima also promotes Lifelong
Vocational Guidance and Recognition,
Validation and Certification of
Competences at educational and
professional levels.

www.epralima.com/epralima/index.php/
projetos

RLN (UK) Ltd has two core aims;
» to develop and implement business
support and learning projects including
language and cultural activities. Since

rln.s

enterprise & skills for trade

April 2011 this activity has been
extended to cover multi-regional activity
as well as delivering projects both in the
UK and internationally.
« to build on our expertise as evaluators
in  helping  funding  bodies to
systematically find and describe the
achievement and impact of projects. We
have specialist experience in both
European funded projects, sector based
business funding and skills and education

projects.

Our key target groups are the business
community  (in  particular  SMEs),
intermediary bodies involved in business
support & government bodies, and we
also provide support to the mainstream
education sector through links with
business.

https://rin-
uk.com/index.php/experience/lent/

“Mine Vaganti NGO" (MVNGO) is

a no-profit organisation born in Sardinia
in 2009.

Z:Mine
¥ Vaganti
sNGO

“Mine Vaganti” means something
dynamic.

For our staff of professionals it
means being social entrepreneurs and
keeping the passion for social purposes,
in a modern concept of NGO.
MVNGO has 4 offices in Sassari, Uri,
Olbia and Tempio Pausania covering all
the North of Sardinia with other branches

in the rest of Italy.
MVNGO promotes Intercultural
Dialogue, Social and Green

Entrepreneurship, Sport as a tool of
Education, Inclusion of Migrants and
People with disability
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“If T am selling to you, then I speak
your language, aber wenn du mir
etwas verkauft, dann musst du
Deutsch sprechen”. Willy Brandt

In the EU, selling to visitors who
speak many diverse languages is
vital, but challenging. Growing
tourism in the EU is a key objective,
it is the 3rd largest sector,
employing 17 million people.

The LENT Erasmus+ Partnership
created an innovative language
learning app and a embedded
training course, which will help
businesses in tourism niche
markets. This books contains the
training outlines and a handbook on
how to use the language learning

app.
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