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LEARN-IP Learning outcomes1 for Module 2: 
 

Module 2 – How to identify assets in cultural heritage and cultural tourism sector 

Description of the Module 
This module is addressed to heritage managers and cultural tourism professionals and first 
introduces the terms "cultural heritage" and "cultural tourism" as they are used in the context 
of LEARN-IP. It explains the term "asset" which plays an important role in the context of 
intellectual property rights.  It then goes on to discuss the potential of heritage assets for 
cultural tourism, and learners will gain insight how to identify assets and make use of 
opportunities from assets. With some good practices and numerous exercises leaners can 
reflect and deepen their understanding and knowledge. 

LEARNING OUTCOMES 

KNOWLEDGE SKILLS RESPONSIBILITY and 
AUTONOMY 

The learner will have 
gained factual and 
theoretical knowledge in 
the identification of assets 
for intellectual property 
rights. S/he is aware of the 
high relevance of 
identifying the right assets 
in order to benefit from IPR 
in cultural heritage and 
cultural tourism. 

The learner will have 
gained cognitive and 
practical skills in 
order to identify and 
benefit from assets. 
For that, s/he 
involves the use of 
creative thinking and 
practical methods 
and instruments 
based on well-known 
preconditions in the 
own working 
environment. 

The learner exercises self-
management within the study 
context of this self-learning 
course or within a course 
offered by an education 
provider. S/he is aware that the 
training content and context 
can be subject to change. S/he 
takes responsibility for the 
learning steps, evaluation and 
improvement of study activities 
e.g. by the exercises. S/he is 
aware of the complexity of the 
topic. S/he is able to transfer 
learning content e.g. of the 
Good Practices to the own 
working environment. 
  

 
 
 
 

                                                      
1 The learning outcomes for each Module are defined based on the EQF:  
https://eur-lex.europa.eu/legal-
content/EN/TXT/HTML/?uri=CELEX:32017H0615(01)&from=EN and applying certain 
aspects of the Cedefop handbook: https://www.cedefop.europa.eu/en/publications-and-
resources/publications/4156  

http://www.learnip.eu/
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:32017H0615(01)&from=EN
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:32017H0615(01)&from=EN
https://www.cedefop.europa.eu/en/publications-and-resources/publications/4156
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Training method  
 
LEARN-IP learning philosophy promotes a unique engaging training method, based on 
the following aspects: 
 

 Short-burst learning sessions which feature very well-structured learning content 

 A deep sense of involvement and merging of action and awareness 

 A sense of control and dealing with the task that learners will find at the end of the 
module 

 Enjoyment and provoking further interest. 
 
LEARN-IP focuses on an interactive training approach:  
  

 The modules as a training material for self-learning  

 Using the interactive LEARN-IP e-learning platform: moodle.learn-ip.eu for facilitated 

training sessions in a group with a professional trainer. 

 
Unlike the lecturers into the face-to-face classroom that provide their students with 
guidance and some additional directions, you have to take the responsibilities for the time 
management and for the control of your learning progress.  
 
Please note that this module is not a substitute for legal advice. Intellectual property law is 
technical and varies from country to country. Therefore, learners like you should consider 
taking professional advice. However, reading this module will give you a good understanding 
of the basic issues and will help making informed decisions about next steps.  
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Training content  
 

Unit 1 - What are cultural heritage and cultural tourism assets? 

 

Cultural heritage, heritage assets, tourism assets, cultural tourism, tangible, intangible 

 

In this unit you will get a short introduction to cultural heritage, cultural tourism and how they 
are linked to “assets” which is an important term when talking about intellectual property 
rights (IPR). You will also get a brief preview of the role IPR will play in the future in cultural 
heritage management and cultural tourism. 

 

What is cultural heritage? 

According to UNWTO (World Tourism Organization), a type of tourism activity in which the 
visitor’s essential motivation is to learn, discover, experience and consume the tangible and 
intangible cultural attractions/products in a tourism destination, is related to cultural tourism. 

Cultural heritage encompasses what a particular group of people has in common that makes 
them different from others. Cultural heritage tourism provides an opportunity for people to 
experience their culture in depth, whether by visiting attractions, historical or culturally 
relevant places, or by taking part in cultural activities. 

In the view of UNESCO, cultural heritage is defined as monumental works of the man-made 
environment and the shaped natural environment reflecting the interaction between man and 
nature: architecture, sculpture and painting, elements or structures of an archaeological 
nature, inscriptions, cave dwellings and combinations of features, with outstanding universal 
value from the point of view of history, art or science. Works of man or the combined works 
of nature and man, and places including archaeological sites which are of outstanding 
universal value from the historical, aesthetic, ethnological or anthropological point of view 
are considered as heritage sites. 

Tangible and intangible cultural heritage  

The term cultural heritage according to UNESCO includes two main categories: tangible, 
and intangible cultural heritage.  

http://www.learnip.eu/
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Source: Cosovic, M., Amelio, A., Junuz, E. - Classification Methods in Cultural Heritage 

Tangible cultural heritage can be categorized into:  

 movable cultural heritage (paintings, sculptures, coins, manuscripts) 
 immovable cultural heritage (monuments, archaeological sites, historical buildings) 

Tangible heritage includes buildings and historic places, monuments, artefacts that are 
considered worthy of preservation for the future. These include objects significant to the 
archaeology, architecture, science or technology of a specific culture. 

A big part of tangible heritage is taken by cultural landscape, which often reflects specific 
techniques of sustainable land use, considering the characteristics and limits of the natural 
environment they are established in, and a specific spiritual relation to the nature. 
Landscape can be designed and created by man or organically evolved. 

Intangible heritage includes traditions or living expressions inherited from our ancestors and 
passed on to our descendants, such as oral traditions, performing arts, social practices, 
rituals, festive events, knowledge and practices concerning nature and the universe or the 
knowledge and skills to produce traditional crafts, food and medicine heritage and digital 
heritage. 

Intangible cultural heritage has been one of UNESCO’s priorities in the cultural domain 
recently, as it promotes cultural diversity. Through preservation of oral traditions and 
expressions, ways of life, traditional crafts and festivals, amongst other activities, humans 
are safeguarding their cultural identities. 

Authenticity – the main feature of heritage assets 
 
The term “asset” will be used throughout this training, but if you come from a cultural or 
heritage background, it may not be immediately familiar. A cultural asset is something that 
has value because of its contribution to a community's creativity, knowledge, traditions, 
culture, meaning, and vitality. They can be the places you visit to express your cultural 
identity, and/or the resources one uses to pursue a creative practice.  Heritage 

http://www.learnip.eu/
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assets are assets with historic, artistic, scientific, technological, geophysical or 
environmental qualities that are held and maintained principally for their contribution to 
knowledge and culture and this purpose is central to the objectives of the entity holding 
them. These can be assets like the arts, music, language, traditions, stories that make up a 
community’s identity, character, and customs. Examples include heritage crafts, skills, 
cultural traditions and celebrations including religious ceremonies. 

Heritage assets demonstrate evidence of authenticity through the survival of features that 
existed during its period of significance, and through its association with historic events, 
persons, architectural or engineering design, or technology. It is not necessary for a heritage 
asset to retain all of the features that it had during its period of significance to be classified 
as “authentic”, but it must retain features that enable it to convey its historic identity or its 
relationship to a cultural tradition. 

Culture creates authenticity and distinctiveness in the global tourism market. In this regard, 
“tourism experiences” that can connect people and visitors to local cultures are very 
important. In many cases, the theming of destinations is also linked to specific cultural 
events (e.g. connected to famous places, people or historical events) which can also play a 
catalyst role in this development. 

As cultural tourism sites universally become of greater significance, tourism authorities and 
other relevant stakeholders have sought to highlight elements of local and regional heritage 
by a multiplicity of methodologies with the intention of emphasizing authentic connections 
between present and past landscapes, cultures and peoples, and so stimulate and inspire 
tourism. 

The role of cultural heritage assets for tourism development 

For tourists one of the main motivation to travel is the desire to experience something 
unfamiliar, to meet and understand different cultures and their manifestations. People are 
interested to go to destinations that are associated with particular famous people, ideas or 
events, and they want to experience the sights, sounds and it seems especially the tastes of 
the destinations they visit. These interests in values and assets can last for many years, 
decades, even centuries (think of the interest shown in icons such as the Eiffel Tower, the 
Leaning Tower of Pisa or Neuschwanstein Castle), but they can also be the expression of a 
trend. 

Let us look at an example that exemplifies shifts in the perception of values.  Culinary 
tourism has become a big trend that is inseparably linked to products of a region.  Only 10 
years ago, the culinary experience was part of a nice holiday, but whether the fish served in 
the beach restaurant actually came from the ocean ten metres away or from the freezer of 
unknown origin was not really of interest to the average guest. This was certainly not a 
qualitative value that had a direct impact on the holiday experience. Things are very different 
today: The guest expects that the fish in the beach restaurant comes freshly caught from the 
sea and that the regional origin of the food is identified with the source of supply as far as 
possible. This is a very good development because it creates value chains (see more 
Module 6), regional appreciation and identity building, and thus assets that are directly linked 
to a region. 

Culture and cultural heritage are crucial to people's identity, self-respect, and dignity. 
Cultural heritage may be an avenue through which the conscious tourist starts to grasp a 
basic understanding of the past and/or living culture, which has adapted to and influenced 
the environment the visitor is trying to make intelligible. Provided these basic facts are 

http://www.learnip.eu/
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understood and serve as guidelines for presentation and communication between tourists 
and the local population, cultural tourism has a great potential to improve understanding and 
respect among different cultures, and in a long term perspective may be regarded as a tool 
for sustainable development. 

Cultural tourism has long existed, but recent demographic, social, and cultural changes in 
the main source countries and considerable investments in restoration and valorisation in 
cultural heritage (e.g. for and during the European Year of Cultural Heritage 2018) have led 
to an increasing number of new niche markets in destination countries, including creative 
tourism, spiritual tourism, garden & parks tourism – all culture-oriented holidays. Though 
sun, sand, and surf holidays are not expected to disappear, they have declined in relative 
importance as more and more visitors seek challenging, educational, and/or relatively 
unique experiences. These changes have led to increased popularity for tourism involving 
culture and nature as attractions. 

In culturally oriented tourism, which now accounts for around 7 - 10% of tourism, cultural 
heritage plays a major role - with both bright and dark sides. The growing interest in cultural 
tourism also makes interesting those places and regions that used to be rather in the 
shadow of the big cities with their many attractive cultural places and heritage related offers.  

The icons of cultural tourism, especially the UNESCO World Heritage cultural sites, now 
have to find ways to deal with overtourism. Multiple sources of visitors present both 
opportunities in the form of increased benefits for destinations (due to increased numbers), 
but also challenges in the form not only of limiting negative impacts, but also in effectively 
serving tourism markets. The post-COVID-19 pandemic will further strengthen the trend 
towards  

- Exploring treasures close to home or in the own region or country, 
- Discovering heritage sites in smaller cities and rural regions that can score with 

highly-attractive offerings and less visitor density, 
- Appreciating offers which avoid crowded indoor facilities. 

Intellectual property rights gaining importance  

If we consider the developments in preservation of cultural heritage and cultural tourism 
during the last decade described above, a discussion of intellectual property rights cannot be 
avoided. Because your assets are values that you may be able to use economically, or for 
the use of your community or place.  

By integrating intellectual property rights in cultural heritage, local communities can use 
innovation and creativity to attract more visitors in their regions and to raise opportunities for 
a sustainable tourism development. 

Property rights are part of a heritage valorisation strategy, just as cultural tourism is or can 
be part of it. This is exactly what this training programme has been designed for: It is 
intended to provide you, as a heritage manager or cultural tourism professional, with 
guidance on the use of your property rights.  As a first step, you will need to look at what is 
an asset in your work context that would be suitable to be protected. You will learn more 
about this in unit 2 of this Module. 

It may sometimes be difficult to identify protectable assets. In our Good Practices, you will 
find numerous suggestions on how other institutions have dealt with this. The exercises in 
this training unit will increase your awareness of the topic. 

http://www.learnip.eu/
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Unit 2 - Understanding the potential of cultural heritage assets for cultural tourism 

 

Tourism attraction, cultural heritage asset, branding, products, potential 

 

In this unit we assess the opportunities of cultural heritage assets to become subjects to 
intellectual property rights and what it means for cultural tourism. Specifically, we are 
interested, what kind of assets can be branded and commercially exploited by IPR. You get 
some guidance which assets might be suitable for protection. 

Conservation of cultural heritage in all its forms and historical periods is rooted in the values 
attributed to the heritage. Our ability to understand these values depends, in part, on the 
degree to which information sources about these values may be understood as credible or 
truthful. Knowledge and understanding of these sources of information, in relation to original 
and subsequent characteristics of the cultural heritage, and their meaning, is a requisite 
basis for assessing all aspects of authenticity. 

How can a cultural heritage asset become attractive for tourists/visitors? 

Culture and tourism are linked because of their obvious synergies and their growth potential. 
Cultural tourism is one of the largest and fastest growing global tourism markets and the 
cultural and creative industries are increasingly being used to promote destinations. The 
increasing use of culture and creativity to market destinations is also adding to the pressure 
of differentiating regional identities and images, and a growing range of cultural elements are 
being employed to brand and market regions. 

Culture and tourism have a mutually beneficial relationship that can strengthen the 
attractiveness and competitiveness of places, regions and countries. Culture is an 
increasingly important element of the tourism product as it creates distinctiveness in a 
crowded global marketplace. At the same time, tourism provides an important means of 
enhancing culture and creating income that can support and strengthen cultural heritage, 
cultural production and creative industries. 

Culture in all its forms is likely to figure strongly in the tourism product and promotion of most 
regions, even those that have traditionally relied on their natural assets, such as sun and 
beach or mountains, for their attractiveness. Destinations are also trying to increase their 
competitive advantage by adding to their stock of cultural attractions. They are also trying to 
develop their intangible culture and creativity. 

In this context, partnership is essential. The complexity of both the tourism and cultural 
sectors implies that platforms must be created to support collaboration, and mechanisms 
must be found to ensure that these two sectors can communicate effectively. Local 
communities are beginning to come together to develop cultural products for tourism rather 
than competing directly with one another. New policies are likely to feature new structures 
and projects involving public-private partnership and bringing together a wider range of 
stakeholders to use culture not only to make destinations attractive for visitors, but also to 
promote regions as destinations to live, work and invest in. 

Culture is a major factor in the attractiveness of most destinations, not only in terms of 
tourism, but also in attracting residents and inward investment. During the 20th century, 
tourism and culture were viewed as largely separate aspects of destinations. Cultural 
resources were seen as part of the cultural heritage of destinations, largely related to the 

http://www.learnip.eu/
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education of the local population and the underpinning of local or national cultural identities. 
Tourism, on the other hand, was largely viewed as a leisure-related activity separate from 
everyday life and the culture of the local population. This gradually changed towards the end 
of the last century, as the role of cultural assets in attracting tourists and distinguishing 
destinations from one another become more obvious. In particular, starting from the 80’s, 
“cultural tourism” became viewed as a major source of economic development for many 
destinations. 

The cultural heritage assets from a specific destination are important factors of its 
competitiveness. They turn from an object of preservation into an instrument for 
development. However, their power to attract tourists derives not directly from their real 
features but rather from how they are perceived. The integrated approach to the protection 
and valorisation of the cultural heritage is an important precondition for increasing the 
attractiveness of regions both for investment and for development of quality living 
environment while preserving regional identity. 

Understanding the nature and importance of cultural heritage is a necessary condition for 
making strategic decisions in the management of a tourism destination. How can local 
resources be identified, included in a tourist product and valorised? Here are some 
suggestions: 

1. Explore local traditions, customs, rituals, festivals, myths and legends, lifestyle, crafts 
and cuisine and create and promote own programs or thematic tourism products 

 
  Rose Festival in Bulgaria   Carnival in Venice, Italy 

2. Create and offer products tailored in scope and time with the calendar of local events, 
like fairs or festivals 

3. Arrange demonstrations of cooking local foods/ drinks – tasting home recipes, making 
home brandy, vintage and making wine 

 

4. Arrange demonstrations of local crafts – pottery, wood carving, eggs painting etc. 

http://www.learnip.eu/
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Eggs painting tradition in Bucovina, Romania 

5. Offer visitors the opportunity to try to make a small souvenir by themselves 
6. Arrange demonstrations of local folklore – songs, dances, rituals, legends 

 

Greek folk dance 

Sustainable cultural tourism should aim at the satisfaction of visitor expectation, the 
preservation of the heritage and the quality of life of local inhabitants. In less well-known 
remote areas it is important to diversify by publicising tourist attractions and offering an 
authentic cultural experience while at the same time strengthening local identity. In this way 
visitors will be able to enjoy their experience of a new culture and history at the same time 
as local communities can care for their cultural heritage by protecting and preserving it, as 
well as proudly showing it to the world. 

But how can a cultural heritage asset become attractive for tourists/visitors, especially for 
those not necessarily focussed on culture? It is usually the stories that make a location 
unique, that give it that special something, and that make it attractive. Every region has such 
stories, and these are its assets. Stories are not only told in books, but also in rituals, 
festivals, through buildings and landscapes. This is what makes heritage tangible and 
intangible. And it is precisely here that the potentials worth protecting lie. 

How to assess opportunities of cultural heritage assets to become subjects to IPR? 

As with cultural heritage, there are various types of intellectual property. Intellectual property 
rights are usually divided into two branches, namely “industrial” property and “copyright.” 
Patents, registered designs, and trademarks are referred to as industrial property rights, 
because they are associated with industry and commerce. Copyright relates to artistic 
creations, such as poems, novels, music, paintings, and cinematographic works. It is the 

http://www.learnip.eu/
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addition of copyright and related rights to industrial property that constitutes the modern 
scope of intellectual property. Learn more about the different types in Module 3 of this 
training scheme - Transformation of cultural heritage and tourism assets into IP. 

Both cultural heritage and intellectual property are creations of the mind that have economic 
value, being species of property. Since the end of World War II, UNESCO has taken the 
initiative through its standard‐setting instruments (that is, conventions) to highlight the 
convergence and interface between cultural heritage and intellectual property. In Article 1 of 
the Universal Copyright Convention (1952), each contracting state undertakes to provide for 
the adequate and effective protection of the rights of authors and other copyright proprietors 
in literary, scientific, and artistic works, including written, musical, dramatic, and 
cinematographic works, and paintings, engravings, and sculpture. In spite of this early foray 
into the symbiotic relationship between cultural heritage and intellectual property, the early 
UNESCO conventions on cultural heritage focused on tangible heritage. 

Concerning intangible heritage, joint work by the World Intellectual Property Organization 
(WIPO) and UNESCO resulted in the Model Provisions for National Laws on the Protection 
of Expressions of Folklore against Illicit Exploitation and Other Prejudicial Actions (UNESCO 
1982). In 1998, UNESCO furthered the profile of intangible heritage by establishing the 
biennial Proclamation of Masterpieces of the Oral and Intangible Heritage of Humanity. In 
addition, WIPO has now established an Intergovernmental Committee on Intellectual 
Property and Genetic Resources, Traditional Knowledge and Folklore as an international 
forum for debate and dialogue concerning the interplay between intellectual property, 
traditional knowledge, traditional cultural expressions (folklore), and genetic resources. 

Now, in order to explore the possibilities behind these efforts and to learn what contribution 
intellectual property rights can make, we first need basic knowledge about the individual 
forms of intellectual property rights. To do this, take a look at Module 3 and find inspiration in 
the examples given there. 

 

Which cultural heritage assets can be branded and commercially exploited by IPR? 

Tangible cultural heritage comprises a variety of realities from the architectural complex of a 
living historic centre to the remains of an archaeological site. Tangible heritage assets are 
considered to be irreplaceable, not only in terms of economic and social value, but also in 
their physical dimension, which is defined by clear associations of place (locality) and time 
(historicity). Visible memorable entities such as monuments, buildings, sites and towns - and 
landscapes cannot be translocated, transferred or reproduced outside of their actual location 
without changing their symbolic, aesthetic and economic value. 

“Movable heritage” defines natural or manufactured objects and collections of heritage 
significance, usually products of human skills with symbolic and/or aesthetic value. Among 
these, art objects form generally collections (stored and exhibited in museums, private 
houses, galleries, warehouses, etc.) and other culture-based goods which do not have 
specific social values but a cultural value that exceeds their mere economic value, often 
described as material culture. Movable heritage ranges from significant everyday objects to 
antiques and may be a single item, a group of items or a whole collection.  

They include a wide range of the most diverse objects which testimony for the most diverse 
human activities:  

 machinery from industry  

http://www.learnip.eu/
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 furniture  

 domestic collections 

 letters and accounts books and other items in heritage places 

 transport items, such as trams and ferries 

 collections and archives relating to sporting and community organizations  

 religious or ceremonial objects which are important to indigenous people or other 
cultural groups  

 natural items such as fossils and botanical specimens  

 museum objects and collections. 

If material cultural heritage is to be exploited to advance cultural consumption and become 
instrumental in an endogenous economic development, the four parameters shall be 
considered: 

1. The ability to organize the production systems as cultural districts or cluster; 
2. The ability to promote collective intellectual property rights; 
3. The use of business development services in order to develop cultural districts, so 

that its members can take full advantage of their ‘industrial atmosphere’; 
4. The involvement of local communities, as the real stakeholders and development 

drivers 

Some aspects of cultural heritage, like folklore and traditional knowledge, can be protected 
by trademarks and/or designs. Owners of intellectual property rights are conferred with 
exclusive rights to their property. Indigenous and traditional communities are now also 
claiming exclusive rights to their symbols and marks, though this trend has been influenced 
by the misuse and abuse of their culture. They are also of course influenced by the desire to 
get adequate compensation for the commercial use of their brands and brand names. 

Both cultural property and intellectual property in their artistic expressions are susceptible to 
being “passed off.” The forgeries of works of art of “great masters” are well known. 

In one respect, intellectual property – specifically copyright – reinforces cultural heritage. As 
WIPO, the World Intellectual Property Organisation, has convincingly argued, copyright 
protection is above all one of the means of promoting, enriching, and disseminating national 
cultural heritage. A country’s development depends to a very great extent on the creativity of 
its people, and the encouragement of individual creativity and its dissemination is a sine qua 
non of progress (WIPO 2004. 41). 

The interface between intellectual property and cultural heritage can be pushed further. The 
authors of visual arts are protected by national copyright laws as a branch of intellectual 
property. These national laws were not made to protect the art work (cultural property, 
objects, and heritage) itself; rather, they seek to protect the moral and economic rights of the 
author by conferring exclusive rights on the owners of those rights. Cultural objects 
(heritage) are more than simple goods; indeed, many states now classify their cultural 
property and heritage (antiquities) as non‐tradable goods, which cannot be sold and are not 
subject to acquisitive prescription. 

At this point at the latest, we must point out that there is a so-called "public good" that 
cannot be protected and commercially exploited because it should be made available to the 
public as it belongs to everyone. You will be reminded of this fact repeatedly in these training 
materials, and if you work predominantly with public funds, there are limits here. However, 
public property can also be used in part with property rights, see our good practice in module 
3 on Neuschwanstein Castle, a German icon in cultural heritage. 
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Unit 3 - Mapping potential cultural heritage and tourism assets 
 
Participation, local stakeholders, assessment, community building, regional identity, cultural 
heritage significance 

 

This unit provides you with a road map to IPR directing your considerations to some 
essentials of the whole process. Specifically, your attention will be drawn how you can 
identify potential cultural heritage or cultural tourism assets that can be subjects to IPR from 
your own environment. 
 

Road map for the identification of assets in cultural heritage 

The extraordinary cultural diversity around the world presents us with a rich heritage to be 
cherished and valued. Much of this fuels the mass tourist industry in the form of cultural 
tourism where we travel to see and experience other cultural forms and ways of doing 
things. 

Economic and technological changes of the recent past, opening up vast prospects for 
creation and innovation, particular attention must be paid to the diversity of the supply of 
creative work, to due recognition of the rights of authors and artists and to the specificity of 
cultural goods and services which, as vectors of identity, values and meaning, are not mere 
commodities or consumer goods.  

In addition to finding ways in which local communities may be involved in the interpretation 
and presentation of places – their places – we should be encouraging communities in 
activities that include: 

 producing histories, videos, CD-s, and artworks;  
 heritage trails and routes brochures;  
 ideas for historic urban area protection;  
 involving school children in mapping stories of how they understand their sense of 

place; 
 linking monuments and archaeological remains to their cultural landscape and 

traditional ways of life which help put the monuments and remains into a cultural 
context.  

In this connection cultural mapping and cultural maps are an indispensable tool for informing 
government agencies involved in such processes as environmental planning and tourism of 
the pre-requisite of ensuring participation of local communities in the land-use planning 
process. 

It is crucial though for communities and local level actors to assess the significance of their 
own cultural heritage, in order to create a visible, tangible image for locals and visitors and 
inspire future innovation actions. In order to identify what kind of assets can be used as 
tourism attractions, local communities should assess the potential of their resources.  

Cultural mapping aims to make visible the ways that local cultural assets, stories, practices, 
relationships, memories, and rituals constitute places as meaningful locations. It is used to 
bring a diverse range of stakeholders into conversation about the cultural dimensions and 
the potential of place to become a tourism destination. 

http://www.learnip.eu/
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How to identify potential assets that can be subjects to IPR in your region? 

Inventorying the existing cultural assets and identifying the potential cultural resources — 
whether places, people, artists, groups or institutions — provides local leaders with 
invaluable opportunities to build powerful relationships in the community that have benefits 
for everyone involved.  

Local governments can measure information about arts non-profits or level of participation in 
various activities. Local organizations such as non-profits, community development 
associations, and arts groups are also well-suited to develop a more in-depth understanding 
of local cultural treasures, whether people, places or things. In addition to having more 
flexibility than the typical public agency, they may offer greater capacity to deepen 
relationships or develop richer conclusions. 

But how can the potential cultural heritage or tourism assets that can be subjects to IPR in 
your region be identified? Have a look at our 7-step-identification-scheme: 

Step 1. Identification of possible assets  

Honestly check which of your assets are actually unique. Don't rely on your own experience, 
but do your research - online and on site - together with heritage experts such as historians, 
architects, botanists, geologists, anthropologists, archaeologists, museum curators, local or 
national government heritage advisers, tourism planners and so on, in order to identify 
possible assets. Let them have a look into this topic and try to find out with them more about 
possible assets. You will probably come across things that you take for granted, and which 
may not seem worth looking into. These might be significant resources that might not always 
be obvious on first sight. 

Be inspired by the many good practices in our LEARN-IP training modules. 

Step 2: Identification of the needs 

Identify the needs of the environment where you would like to identify assets. By providing 
legal protection for tradition-based creativity, IP protection can enable communities and their 
members to commercialize their tradition based creations. The marketing of artisanal 
products also represents a way for communities to show and strengthen their cultural 
identity and contribute to cultural diversity. Here IP can assist in certifying the origin of arts 
and crafts (through certification trademarks) or by combating the passing off of fake products 
as “authentic”. 

Step 3. Analysis of the existing demands  

Before you can go about protecting assets, you may first need to create awareness about it, 
in two ways: first about the asset itself and then about the possibilities and benefits of IP 
rights. Can you clearly identify a demand side? Check if you find allies who are willing to 
walk this path with you. 

Step 4. Analysis of the legal framework of the country/region  

Check the legal framework in your country and whether there are already protected products 
and services from your region - if so, are there people who already have experience of the 
protection process that you can use? Identify which practical and operational measures, 

http://www.learnip.eu/
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institutions and programs may be required to facilitate the effective use and implementation 
of the forms of protection already in place or to be established. 

Step 5. Analysis of the promotion channels 

Develop ideas on how you can possibly use assets in new tourism products or tourism 
services. 

Step 6. Definition of a product line and creation of value chains  

An asset can inspire product lines, e.g. think about the patterns of frescos in a historic 
building which are used on gadgets or textiles for a shop in a heritage site. Consider value 
chains that involve as many local interests as possible -> you might get inspired by Module 
6. 

Step 7. Identification of possible intellectual property rights 

Get informed about possible protection measure -> see Module 3 

Cultural heritage assets are part of the local and regional potential. Usually, the local and 
regional potential is elaborated in regional development plans involving different institutions 
and also citizens who might have a legitimate interest in being involved. These are very 
elaborate procedures that can take years.  Even if these lengthy administrative processes do 
not always meet with approval, they are the prerequisite for successful, long-term and above 
all sustainable regional development involving cultural heritage and cultural tourism. Only 
rarely do property rights already play a role in this; it is all the more important that they are 
brought in by heritage managers and tourism professionals to benefit sites and locals alike. 
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Exercises 
 

Exercise 1 
 
Please identify for your field of work (heritage management or cultural tourism) assets that 
you think are unique to your region. Which of these assets are already used for tourism? 

 

Assets that you think are unique to your 
region. 

Which of these assets are already used 
for tourism? 

  

  

  

  

  

  

 

Exercise 2 
 
Which cultural heritage asset do you regard as specifically interesting for visitors to your 
region? 
Which cultural heritage asset should gain more interests from visitors to your region? 

 
Which cultural heritage asset do you 
regard as specifically interesting for 

visitors to your region? 

Which cultural heritage asset should 
gain more interests from visitors to your 

region? 
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Exercise 3 

Following the steps described in unit 3, please identify the potential cultural heritage or 
tourism assets that can be subjects to IPR in your region: 

Step 1. Identification of possible assets  

 What are for you possible assets? 
 Create a list of experts who could help in the identification of possible assets 

Step 2. Identification of the needs 

Identify the needs of the environment where you would like to identify assets: 

 Think about the theme (cultural, religious, gastronomic…) and possible target 
group/s of either an existing product or one to be developed 

 Check what kind of cultural or tourism products/brands are already registered in your 
region 

Step 3. Analysis of the existing demands  

 Think about what kind of tourists/visitors come to the area where you would like to 
brand/register a product 

 Analyse 3 or 4 similar products to the already identified product you would like to 
promote/protect (same area, same target group, same theme) and think about what 
would distinguish your product from the already existing ones 

Step 4. Analysis of the legal framework of the country/region  

 Check if there are any restrictions for registering the product/brand you have in mind  
 Adapt your idea to the current legalisation to avoid problems 

Step 5. Analysis of the promotion channels 

 Investigate what channels are the most efficient to spread the product 
locally/nationally/internationally  

 List components of tourism supply in the area where you would like to promote your 
product/brand: attractions, transportation, accommodation, activities, etc. 

 These components will be in use by different types of tourists. Decide whom you 
want to reach, which would be your ideal target group 

Step 6. Definition of your product line  

Decide on the main characteristics of your product/brand  

 Theme and specific topic of the product/brand 
 Specific location where the product can be found - for visits (tourism attraction), 

attendance (event) or purchased 
 Specific characteristics 
 Features of authenticity 
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Step 7. Identification of possible intellectual property rights 

 Try to identify some possible rights which you might use for your product.  
 In the LEARN-IP training Module 3 you will find an overview of respective 

instruments. 
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GOOD PRACTICES 

Good Practice 1 – Romanian cuisine & Geographical Indication  
 

 
Tourism attraction, Gastronomy, Local cuisine, Protection of Geographical Indication 

What makes Romanian cuisine so popular? 

Gastronomy is becoming an important attribute in the tourism destination development. 

Local and regional gastronomy play a major role in the way 
tourists experience the destination, and indicate that some 
travellers would return to the same destination to savour its 
unique gastronomy. 

Gastronomy tourism has emerged as an important 
protector of cultural heritage, helping create economic 
opportunities, including the creation of jobs, most notably 
in rural destinations. 

Romania has an important tradition in gastronomy. When 
travelling to Romania, one of the most surprising discoveries is the country’s national cuisine. 
As varied as its many regions, it is strongly influenced by seasons and major holidays, so 
longer stick around in the country, the more you’ll be rewarded. 

Romanian cuisine is best described through its hearty, rich-in-flavour dishes made from 
healthy, home-made, free-range, hand-to-mouth organic products and ingredients. It is a 
perfect reflection of the agrarian roots, rich and fertile geography, complicated history and 
influences from neighbouring cuisines such as Turkish, Germanic, Hungarian, Greek and 
Slavic. 

A standard Romanian lunch consists of a ciorba (soup) as appetizer before the main dish 
(usually a combination of meat with potatoes, polenta or rice as a side, and a small salad). In 
the past, appetizers were a rich man’s privilege because they could afford it and had the time 
to prepare it.  

Today, Romanians follow the tradition of starting out each 
meal with a selection of cured meats, sausages and salami 
assorted with various types of local cheeses: telemea 
(white, soft and salty) is the most popular, followed by 
cheese smoked in pine wood or branză de burduf (a 
combination of cow and sheep). Seasonal vegetables are 
always present but cooked vegetables in the form of pastes 
– fasole bătută, the delicious salata de vinete (eggplant 
salad) or zacusca are locals' favourites. 

 

 
Image. 1 Local gastronomy in Bucovina region 
Photo credit: APT Bucovina 

 
 

 

Image. 2: Eggplant salad with garlic             
Photo credit: www.gustos.ro  
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Probably the most famous Romanian food, there is nothing Romanians like more than a 
good ciorba - a sour broth made out of one type of meat (chicken, beef, pork meatballs) and 
a mix of vegetables (or just vegetables), all boiled and served steaming with bread, sour cream 
and spicy peppers on the side.  

Locals living along the Danube river or in the Danube Delta 
prepare fresh fish ciorba called plachie; in Wallachia ciorba 
with baked beans and smoked bacon served in a special bread 
called ciorba de fasole in paine is absolutely delicious; in 
Bucovina ciorba radauteana made with chicken, carrots, sour 
cream and garlic is the best you can find! 

Romanian food is not usually spicy and relies on garden 
herbs such as parsley, dill or thyme for the extra taste. 

TasteAtlas, the world food atlas, has published a list of the 100 best traditional dishes in the 
world for 2020 and Romanian cuisine is considered to be the 14th best in the world. 

Geographical Indication for Romanian traditional products  

Although Romania has a very long tradition in gastronomy and food industry, in Romania there 
are only 7 products registered and certified under EU quality schemes. 

 

 

 

Topoloveni plum magiun - a variety of jam, being a specifically Romanian dish made from 
plums. Since April 2011, "Topoloveni plum magiun" is one of the over 1000 agricultural and 
food products protected by the European quality system of protected designations of origin 
and protected geographical indications, being the first Romanian product of this type. 

Sibiu salami is a raw-dried salami, made from pork from mature pigs and hard bacon. 
Romania has a tradition of over 100 years in the production of Sibiu Salami. 

Telemeaua de Ibăneşti - produced exclusively from milk collected from animal breeders in 
mountain areas, raised on the meadows of Mureș and Gurghiului Valleys, carefully fed for the 
taste of milk. Telemeaua de Ibănești does not salt like other telemele normally; it is pickled in 
Orșova brine, extracted naturally from a spring used by the locals for decades to taste the 

Image.3: Ciorba radauteana 
Photo credit: www.restaurantnational.ro   

Image.4: Romanian traditional products under GI protection 
Photo credit: www.jurnaluldigital.ro  
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cheese or dishes made at home. Telemeaua de Ibănești is the only product in Romania 
certified at the level of the European Union as a Protected Designation of Origin (PDO). 

Smoked bighead carp from Ţara Bârsei - is a food product obtained from the fillets of the 
bighead carp species. The species of bighead carp fish is raised in the geographical area of 
Ţara Bârsei, more precisely in the ponds, lakes and ponds in the Olt meadow. The processing 
is also done in the delimited geographical area, according to the local smoking recipe. The 
fillets are golden yellow with metallic reflections, to brown, with a fibrous texture, without fat 
deposits, with a slightly smoky and slightly salty taste. 

Smoked Danube Mackerel - Danube Mackerel is a wild fish that migrates from the Black Sea 
to the Danube. The species cannot be bred in aquaculture and is caught only during migration 
on the Danube. It weighs 250-400 grams and weighs 25-30 centimeters and is recognized as 
the richest fat fish in the world, compared to its size. Smoked Danube Mackerel is golden, 
metallic, due to the smoking process. 

Pleşcoi sausages - are mutton sausages, seasoned with peppers and garlic. They derive 
their name from Pleşcoi village in Buzău county, Romania, a locality in whose area they are 
traditionally produced. Although Plescoi sausages are generally made only from mutton, some 
manufacturers also use beef (up to a third) if the mutton is too fatty. 

Telemeaua de Sibiu - is a semi-hard cheese, produced entirely from freshly milked raw milk, 
unpasteurized, by enzymatic coagulation with curd. It is sold fresh or matured, and the 
maturation period is at least 21 days. The milk used to manufacture the product "Telemea de 
Sibiu" comes from animals raised in the defined geographical area and fed mainly on pasture. 

Other Romanian products, including Săveni cheese, pike caviar salad from Tulcea, Dobrogea 
pie and Argeș brandy are awaiting European certification. 

Conclusions:  

Romania has only seven food products with a Protected Geographical Indication, although 
those who took the risk and obtained this title almost doubled their business. In order to apply 
to the product protection system in the EU, several growers / producers in a given area must 
join an organization and agree on a production method, another condition being that there are 
relevant product mentions in historical documents. Using PGI products in local gastronomy is 
a real opportunity to attract more tourists and to transform the specific geographical area in a 
well-known tourism destination. 
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Good Practice 2 – Black Pottery of Marginea 
 

Black ceramic, crafts, artisan, tradition, cultural heritage 

Marginea is located in a picturesque area in Bucovina region, in the north part of Romania. 
Renowned for its popular customs and traditions, sacredly kept since ancient times, but also 
for its skilled artisans, Marginea is valued for its respect for folk art but especially for the black 
ceramics produced here. 

The black pottery produced at the Marginea is known 
internationally, mainly due to its black colour obtained 
following an ancient burning technique. Marginea 
became a pottery center somewhere in the 16th century. 
The ceramic was mainly crafted for food storage or other 
purposes. This beautiful job is transmitted from father to 
son, learned from a young age (7 – 8 years) and 
apprenticeship lasts about 4 years. Women have an 
important role in the fabrication of pottery: after the pots 
are moulded on the wheel, they carve and decorate the 
clay objects. 

Marginea is the only place in the world where the black colour is obtained without adding 
anything to the clay paste. Clay, the raw material, is puddled with the feet then shaped on the 
potter’s wheel and left to dry in the sun for a few days. The vessels are then decorated and 
left to dry for two more weeks, then are brushed up, polished and put to burn into the kiln at a 
temperature up to 800 degrees. After burning, the pots are left in the oven for 24 hours and, 
while cooling, the pores fill with smog, thus turning the ceramics into black.  

It should be noted that black ceramics by Marginea is unique in Europe. Another black ceramic 
centres can be found in South America and in the state of Mexico. There are 4 natural 
elements that contribute to the black ceramics: earth, water, wind and fire. The main 
manufactured items are: cooking pots, plates, mugs, bowls and flower decorative vases.     

The shapes of the vessels go back to ancient times: the high pot, the pot with two handles, 
bowls of different sizes and pots with gloves. The decorating technique is the traditional one: 
the pots are polished with a special river stone; the unburned grey prints on the pot will mix 
the metallic black. This technique is unique in the world. 

 

 

Image 1: Black ceramic in Marginea 
Photo credit: www.bucovinaturism.ro 

Image 2: Crafts and traditions at Marginea Black Pottery Workshop 
Photos credit: https://www.facebook.com/ceramicamarginea.ro  
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Marginea Black Pottery – Registered Trade Mark 

While designs rights and copyright protect the ideas expressed in the design and in the article, 
trademarks operate to ensure that the consumer is not confused as to the origin of the goods 
sold under the trade mark. There is, in other words, a link between the owner of the trade 
mark, the goods, and the consumer who has purchased the goods: the trade mark acts as an 
indication of the origin of the goods. 

Within Europe the legislative measures provide that a trade mark can consist of a sign which 
is capable of being represented graphically and which is capable of distinguishing the goods 
and services of one undertaking from those of another. 

Since 2006, Marginea is a registered trade mark at the Romanian 
State Office for Inventions and Trade Marks, with the purpose to 
distinguish its particular ceramic products and to stimulate the 
improvement of the quality of the products. 

Once a registered mark has been used for a period of time, it can gain 
a ‘reputation’ which can provide even wider rights to the business to 
prevent others, including where the third party is providing dissimilar 
goods or services to the trademark owner. 

 

Conclusions:  

The Marginea workshop has a valuable contribution in preserving the tradition of making 
pottery using ancient techniques. At the pottery workshop you can follow the entire process of 
making pots using traditional techniques, starting with clay preparation and processing on the 
potter’s wheel, up to its drying and firing in kilns. This is how the black ceramics became known 
worldwide, placing Marginea on the tourist routing in Bucovina region. 
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 Marginea Ceramics. Retrieved from www.ceramicamarginea.ro on 27.09.2021  

 State Office for Inventions and Trademarks Web-Site. Retrieved from www.osim.ro 

on 27.09.2021  

  

Image 3: Certificate of Registered Trade Mark 
Photo credit: Black Pottery Marginea 
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Good Practice 3 – Cultural tourism events & IPR – Eat local in 
Romania 
 
Cultural tourism, brunch, ecotourism, local community, cultural heritage 
 
It is important to show the context of the Romanian villages: in the early 1990’s, most of the 
young people started to move abroad in Western European countries for better paid jobs. Most 
of the remaining residents of the villages are old people living off pensions, social benefits or 
remittances from relatives abroad. For many rural communities, cultural tourism and 
ecotourism can bring tourists in their regions and can provide subsistence for the inhabitants. 
 
In the last years, a few tourism associations started to organize some gastronomic events in 
the rural areas, involving the local communities as hosts, with the purpose to rediscover and 
promote old local recipes based on organic food, to bring visitors in remote areas and to offer 
them an unforgettable experience. There is a trend in cultural tourism from some Romanian 
tourism destinations to invite tourists to a brunch. What is a brunch? A late morning meal eaten 
instead of breakfast and lunch.  
 
Whether it is the courtyard of a church, or a local household, the tourists can find enough 
reasons to return and discover other villages, landscapes and tastes. The traditional dishes 
are cooked by the locals themselves, with ingredients from their own gardens. 
 

  
 
 
 
 
Transylvanian Brunch, Bucovina Brunch or Eco-Brunch are only a few examples of events, 
usually held in a rural environment, bringing together tourists and local communities. A local 
brunch is a great opportunity to enjoy fresh and seasonal products mixed in ancient recipes, 
carefully preserved by the local housewives. It is a place where visitors can find stories of the 
locals about their daily life, their customs and traditions. Moreover, the participants to a brunch 
can discover the surroundings, visiting local crafts workshops or food producers. 
 
These brunches were really successful and the idea to organize outdoor events in rural areas 
was retrieved by many other entrepreneurs, but the new concept of the event was commercial, 
more oriented for profit than for promoting the rural communities and preserving their cultural 
heritage. In order to protect the purpose and the framework of these events in Bucovina region, 
the organizers started the procedure to register “Bucovina Brunch” as a trade mark at the 
Romanian State Office for Inventions and Trade Marks. 

Conclusions:  

Effective intellectual property management is an important consideration for rural event’s 
organizers, to safeguard and promote their own interests and those of the local communities. 

Photos credit: 
https://www.facebook.com/BucovinaBrunch 
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Moreover, in the absence of a carefully considered IP strategy, these events risk to be 
transformed into commercial activities. In these conditions, the visitors can take part to an 
event where a processed food is served, can buy fake arts and crafts and other merchandise, 
and the interests of the event itself are undermined by opportunistic businesses that free-ride 
on the brunches reputation and popularity. 
Furthermore, used strategically, IP can help generate significant revenues, for example, from 
the sale of broadcasting rights and the conclusion of sponsorship and merchandizing deals.  
 
 

References for Good Practice 3: 

 Discover Eco-Romania, Transilvanian Brunch. Retrieved from https://www.eco-

romania.ro/en/transylvanian-highlands/transilvanian-brunch/ 27.09.2021. 

 Intellectual Property and Arts Festivals (2016), World Intellectual Property 
Organization, Retrieved from 

https://www.wipo.int/edocs/pubdocs/en/wipo_pub_tk_4.pdf on 27.09.2021. 

 Port Cultural Web-Site data. Retrieved from https://portcultural.usv.ro/bucovina-

brunch/ on 27.09.2021.  
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About LEARN-IP 
  
This training module is part of a digitally supported training programme for intellectual property rights 
valorisation in cultural heritage and cultural tourism sectors, developed within the European project LEARN-
IP - Intellectual Property Rights and Geographical Indication Training for Cultural Heritage and Cultural 
Tourism funded by the Erasmus+ funding scheme 2020-2022. 

 
The training programme includes the following seven modules: 
  
Module 1: Introduction to the learning curve of Intellectual Property in cultural heritage and cultural tourism  
This module gives a general introduction to the project and the relevance of intellectual property rights for 
cultural heritage and cultural tourism.  

 
Module 2: How to identify assets in the cultural heritage and tourism sector  
This module is addressed to heritage managers and cultural tourism professionals and first introduces the terms 
“cultural heritage” and “cultural tourism” as they are used in the context of LEARN-IP. It explains the term 
“asset” which plays an important role in the context of intellectual property rights. It then goes on to discuss the 
potential of heritage assets for cultural tourism, and learners will gain insight into how to identify assets and 
make use of opportunities from assets. With some good practices and numerous exercises learners can reflect 
and deepen their understanding and knowledge.  

 
Module 3: Transformation of cultural heritage and tourism assets into Intellectual Property  
This module provides a guided tour through intellectual property rights (IPR) and their appli-cation to cultural 
heritage and tourism assets. After a general introduction of properties of IPR, various kinds of industrial property 
rights and copyright are introduced and illustrated with examples. This knowledge is then applied to the field of 
cultural heritage and cultural tourism. Criteria and strategies are developed which allow identifying the most 
appropriate IPR for a specific asset. The prerequisites, necessary steps to obtain protection, and the estimates 
of occurring costs are presented.  

 
Module 4: How to identify opportunities and overcome barriers for utilizing assets  
This module presents the importance of the cultural heritage and tourism assets as an opportunity for 
developing economic benefits. It focuses on how to identify opportunities for its protection and utilization. It 
examines the identification of the barriers and the importance of precaution measures for the third-party IPR 
related to cultural heritage and cultural tourism assets. It enables learners to develop a sustainable cultural 
tourism business in a protected cultural environment. This module is a valuable reference to be added to the 
skills and knowledge learners develop through practice and experience.   
  
Module 5: IPR Strategy and Business Development  
This module explores the principles of an IPR strategy in the cultural heritage and cultural tourism sector: It 
provides an answer to the question of what to do after registration of IPR for certain cultural tourism or heritage 
products or services. Furthermore, it explores the general question of how to “exploit” cultural heritage and 
cultural tourism assets and to bring economic benefits to the stakeholders, including the local community. 
Finally, this module opens new horizons to the learners regarding the latest trends in digitization specifically for 
the cultural tourism and heritage sectors.  

 
Module 6: How to build value-chains to valorize cultural heritage and tourism Intellectual Property  
This module explains how value chains can be developed specifically with intellectual property assets and what 
needs to be considered. Targeted learners are stakeholders from cultural heritage as well as cultural tourism. 
They should first become aware of what value chains are and the serious role they can play. The competences 
and skills that will be developed include, in the first step, the identification and analysis of value chains. The next 
step is the integration of intellectual property rights in value chains and their beneficial use in terms of economic, 
social, environmental, and sustainable effects. For both sectors, this is presented and discussed in respective 
impacts.  

 
Module 7: “How to finance the creation of IP assets in cultural heritage and tourism”  

http://www.learnip.eu/
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This module presents the professional approach to financing the protection and commercialization of cultural 
heritage and cultural tourism assets. Funding these activities is one of the most important considerations to be 
taken, but not many European cultural and tourism stakeholders are trained in the art of raising funds. Thus, the 
module provides information about the existing different financing sources and financing models for the 
different steps in the intellectual property protection and exploitation phases. Finally, this module introduces 
the different forms and unique features of the financing possibilities available and illustrates those with 
examples, with good practice references, and with referrals to further readings. 

 
The LEARN-IP consortium has assessed how the European Qualifications Framework (EQF) can be used to make 
qualifications obtained through participating in the LEARN-IP programme readable across Europe. Therefore, in 
line with the EQF model, the LEARN-IP consortium has decided to define the learning objectives and training 
content starting with EQF level 4.  

 
All modules are created by the European LEARN-IP team of intellectual property legal experts, business 
developers, vocational training providers and players in creative industries, cultural heritage, and cultural 
tourism sectors based in five European countries: Germany, Spain, Romania, Bulgaria and North Macedonia.  

 
You can find more information on the homepage: https://learn-ip.eu/ . 
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