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ABSTRACT:

Over recent years tourism has taken an Interior sublime importance given that Spain is a country of mostly sun and beach tourist destination, has changed his behavior diversify and adapt to the need for the demand. Internal tourism has tended to rely heavily on tourism resources in all those who have survived over the years and the action of human beings: national parks, landscape, heritage - artistic, etc.

 
Over the years, and after modernization in the leisure habits of the Spaniards, by changing the timing on tourism, although a little steep so we see new trends emerging in order to supplement the historical lack of resources - artists, such these landscapes and national parks through the endogenous resources of the area, ie, the start value of everything that has been a driving factor in the life of a social group can be seen from a communication exchange and enrichment for everyone who does not belong to that population. 


The rural heritage of the world can not have one change that the cultural heritage of cities or large villages which may have had an advance socially, culturally over the years and that since this article has sought to show a new trend in tourism is very popular in Europe, the Industrial Tourism and adapted to the World Rural Tourism Cooperative, including key representatives of the industrial heritage of the Social Economy.

1.- INTRODUCTION

The importance of developing domestic tourism in recent years has been spectacular to the point of changing the lifestyle of the people on your way to enjoy their free time. This fact must be understood in a more comprehensive concept of rural transformation. Traditional isolation and immobility of the rural environment has been revived at first by the external influence of the urban and now, to be converted into something useful, essential materials for their usefulness and value. 


We are in a process of redefining the competitive positioning, in which tourism takes an inside player, linked to the territory and the actors responsible for the future will have to balance tourism income, employment and levels of development. 

The rural has left an image associated with marginality and begins to decline and quality factor and well-being. That means putting in value of rurality as a social category: a set of spaces, products, practices, images, content, etc.. The city has been the locus of progress and modernization, and over the years that progress has developed a culture completely different from the values that our ancestors apendieron in rural areas, our values are now hidden in the processes of marketing of companies, instead of traditional manual work we have taken the path of consumerism to satisfy our needs and the sustainable development of rural areas favoring the survival of certain formal differentiating features in less industrialized areas, living in a process that removes tradition, folklore and sustainability. 


Rurality, it is the manner in which people give and give a place, object or idea, giving it an identity characteristics about social, cultural, aesthetic and ideological individuals [1]. The cooperatives have made this new concept of rural and, in addition to fulfilling their traditional functions (production, concentration of supply, input supply, marketing) have seen, as it relates to the territory, new opportunities to help develop and meet the new societal demands and new markets in rural areas. 

The development of the tourism industry and especially the highly competitive inter provokes the emergence of new forms of entertainment and from this research we demonstrate the potential that the province of Toledo and the region in general Castilian-La Mancha have to increase the number of annual visitors and is especially to maintain the rate of growth of overnight stays in our land as a source for economic society. Knowledge generation, application of research results and debate, are certainly din, instruments must constitute the foundation of transversal policy, planning and processes in the tourism industry. 

It is advisable, according to the above, the true definition of various models of tourism as objectives but flexible, and strategies for achieving the objectives set and the feedback from the planning process, ie, tourism in general and particularly the interior, must be ordered through planning alive, able to embrace change and trends at all levels.
 
The territory as a fundamental value must respect and enhance their own identity and personality. The revaluation of what is regarded as its own, unique or indigenous is what will facilitate the differentiation in the tourism market, a rural hinterland that offers multiple possibilities, are immature, with clear evidence of fragmentation, limited operational possibilities, and difficulties in key processes such as the creation, management, promotion and marketing. We have to respond to essential questions, such as the definition of the competitive positioning of the realities of domestic tourism, linked to different segments of activity, the design of the development model of tourism affairs, the constant improvement of management structures and promotion, professional actors and stakeholders and the promotion of a culture of innovation in products and processes to improve supply. 

The reality of domestic tourism, despite many efforts, still suffers from a lack of truly integrated tourism products, lack of management, promoting ineffective and weak marketing. Sometimes the reality of tourism in the interior regions is reduced to an inventory of heritage resources and services are incomplete or not strictly tourist, who are unable to meet a frustrated demand unrealistic to promotions. 

This will prevent that in any given moment, the tourism in this area reaches a level of efficiency that could be maintained over time as an element within the sustainable rural economy. Good for the flexibility to adapt to new government support of public advocacy at no cost, by applying new techniques to achieve greater organizational efficiency, or by changing to achieve a better service, while a greater impact on the view customers to help increase the level of exploitation.

2.- EXPANSIVE INTERIOR TOURISM

Tourism Cooperative, as a cultural and leisure is part of the current trend of tourism you are looking for differentiation and specialization required by tourists today. In parallel, the development of the initiative is helping to generate and promote new activities related to accommodation services and catering, local guides, local trade, etc.., Exploitation of resources of the area and the subsequent creation and maintenance of employment in rural areas. 

Thus, the supply of cultural activities in addition to beach tourism helps create a flow of interest in the countryside that allows the consideration of land as factor of development, bringing rural and urban. 

The growth of the tourist option has proved an important evolution in recent years, we can see in the tables of number of passengers that can compare us to set the trends of recent years, from 2000 to the turn of the millennium that can not be blamed for a change in the tendency of individuals but in recent years has grown in the 4 regions in which mean our study but is widespread, because a single region may be a coincidence, a 2 coincidence, but the demonstration in four regions of the growth in time is a clear demonstration of a loss that may push into the topics of sun and sand in our country and that has to adapt to this new situation, while Once the growth reaches a peak will be fierce competition to find the most ancient of the tourism sector: beach and mountain.
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3.- INNOVATION SOCIAL ECONOMY AND NEW WAYS TO COMERCE

The industrial heritage has seen an increased interest in public since mid-twentieth century, first in United Kingdom and United States, and later in other countries. Spain in the field of industrial archeology, has grown even taking many obstacles to safeguard the historical heritage in all the Autonomous Communities. Yet there is much wealth has been lost. 

As we mentioned above are many and varied reasons, facts, items or places, ultimately the attraction that makes the traveler saw a particular place, and according to it we can talk about different types of tourism, business tourism, sports tourism, sun and beach tourism, rural tourism, etc.. The fact is that since this study we intend to adapt this trend and care of heritage tourism industry and tourist resort to technology that has characterized our country for the past years so we talk of tourism cooperative encompassed within the cultural and scientific tourism. With cultural tourism and scientific expression, we mean that the main tourist attraction is the cultural, scientific, technical or industrial. 

The obstacles that we are to carry out a conversion into a cooperative heritage tourism resource taken from the viewpoint of the tourism industry, according to Dietrich Soyez (Capel, 1996): 
- Cognitive barriers: it has no aesthetic values, is not interesting, is not elegant. 
- Economic barriers: it is more profitable to sell as scrap machinery, dispose of the land or dedicate the building to other occupations. 
- Legal or administrative barriers: unclear responsibilities regarding the action to perform. 
- Barriers to physical remoteness of some connection to the traditional tourist routes. 

The Ministry of Works through the Center for Historic Studies of Public Works is doing a great job of cataloging, study and dissemination of this heritage, resulting in numerous exhibitions, catalogs and publications relating to bridges, ports, port equipment, lights, works waterworks, canals, forts, stations and factories, among others. At the same time the Councils of various regions have followed this example and have begun to worry about the study and preservation of industrial heritage. The General Law of Historical Heritage, allows state sites and landscapes of cultural interest, and building on it, the Autonomous Communities have protected areas, mining, mills, factories and quarries. 

Tourism cooperative to maintain the image of the cooperative as a company committed to its territory, the maintenance of culture, landscape, heritage, and ultimately reveals how cooperatives contribute to job creation, rural development and maintain the lifestyle of these areas.

4.- ENDOGENOUS RESOURCES AND POTENTIAL IN CASTILLA-LA MANCHA

Explanatory model of population movements in recent years in regions with a high specialization in tourism Interior. Has instrumentalised through the information you provide us TURESPAÑA and the National Institute of Statistics in a series of charts which shows the evolution of a number of "items" to show that the increased interest in domestic tourism and the trend in other countries of the Tourism Industry, and that our country is in full growth. 

The region of Castilla - La Mancha is not particularly noted for its mass of large industries, and cost is at the lower end of the table of the Spanish regions as a percentage of GDP. That is why adapting European trends, and especially knowing the heritage of our land and the values that we must have it to do the important work of putting in value of what makes us different to others, industry that have created our elders to succeed without having to migrate to the city to survive in the place they were born and maintain the spirit and characteristics of the territory.

[image: image8.emf]España

0

10.000.000

20.000.000

30.000.000

40.000.000

50.000.000

60.000.000

70.000.000

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

(1)

[image: image9.emf]Castilla - La Mancha

0

50.000

100.000

150.000

200.000

250.000

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

(1)

Graphics 8 y 9.-
The tourism sector between two types of people who enjoy the process of a trip, tourists and hikers, overnight on the outside of their home and travel only on the day without using accommodation establishments or spend the night back at home.
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On the other hand, measuring the number of overnight stays in these 4 regions in which we based the study of Interior Tourism shows a steady increase in the number of overnight stays, which in fact is what underlies the theory of growth of this class tourism in rural areas. The first number is the bednights Madrid, it is clear that the type of tourism that dominates the country's capital is completely different but it is a clear example of the importance of this region for the whole of the Tourism Affairs, capitalized business tourism. On the other hand, Castilla y Leon, whose main value is played tourist for his important and diverse cultural heritage and its renowned annual campaigns of Ages of Man, getting an added value to boost the tourist and choose a different venue each year throughout leonés Castilian. Thirdly, Castilla - La Mancha, who is still looking for what is the most important value to exploit its tourist value. It is clear that in this way has some disadvantages in order to maintain a competitive position in the tourism market and foreign competition which saw very strong bid with competitive prices to our large and varied selection of interior.

Graphic 11.-
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The trend has also helped those territories that have been more dynamic and flexible frameworks for action and revitalization plans that have achieved significant growth in the sector, in this case we have in the following table the numerical difference between the accommodation rate among rural regions compared 4 and is reflected above all the significant imbalance between the capacity for accommodation of both.

Gráfico 12.-

[image: image12.wmf]0

5.000

10.000

15.000

20.000

25.000

Castilla-La Mancha

Castilla y León

Extremadura

Madrid (C. de)

Nº de aloj. rurales 

Nº de plazas





Fuente: INE 2008

6.- INNOVATION IN SOCIAL ECONOMY

Social Economy represents almost 80% of total economic activity and the results of the GDP of the region which is a significant dependence on the industry and the world since the rural population in Castilla - La Mancha is on rural populations less than 10,000 inhabitants, which is why in a region where.

In this regard, the Tourism Cooperative is an initiative that responds to these new opportunities for the rural and the need to highlight the quality of small productions. The activity consists of organizing visits to schools in the cooperative that processes an agricultural product to convert it into food. 

These visits have a highly cultural and leisure from the viewpoint of a visitor and a promotional cooperative of the image, its products and outlets. 

With the development of Tourism Cooperative pursued diversification of cooperative activity from developing new business lines contribute to the enhancement of products and cooperative rural local heritage. In other words, the promotion of the territory, culture and products of the zone of influence, in this case the province of Toledo.

When people give to know the characteristics of a given product highlights what makes this unique product variety, process development, cropping system, etc.. In this way, the cooperative plays a popular culture of food: differentiate product quality, highlight the importance of the product in the diet. Ultimately, the visitor becomes a participant in the production and the consumer is coming to the point of sale. It is therefore a tool for promotion of the product linked to the territory in which it eliminates the distribution chain.
 
An interesting option for a different kind of tourism, to learn how cooperatives work, what products and what are its characteristics, while the cultural heritage, landscape and gastronomic areas are located. They are proposing a series of activities that contribute to the leisure and culture, arranged for groups and must be designed to enjoy what is the reality of the world rural Castilian manchego. An innovative path in the tourist market and put a value on the economic resources that have characterized us during the twentieth century and can serve as elements of living in the XXI century. 

In the case of the area in the province of Toledo we have made available 39 cooperatives with an oil production has innovated by creating a trading company that moved its production to the market beyond the borders of our country finding a place for this production is of great quality but it has many problems to be placed on the market and take away the rural character of the most important marketing channels. Therefore this new element ortencial is entirely appropriate as a dynamic force in the economy and above all an opportunity to make that product that is having problems lately to be marketed as natural and smooth. 

The territory of Castilla - La Mancha is a region of constrasts, known for his landscapes protected for its landscape diversity, by its characteristic flatness of the plateau, a major producer of oil and wine and a rain-fed agriculture in the period of rehabilitation to new European situation. From the traditional characteristic of cooperatives is to structure a program for each product according to the premises where it produces and the environment in which it is located. 

Routes based on the Cooperative Tourism trends Tourism Industrial Europe are trying to get several advantages in various fields, such as the promotion of the territorial heritage, cultural, but particularly for commercial products that are manufactured in the cooperatives as are oil, wine, cheese, etc.. Also, as a unique heritage of the rural interior, have been promoting landscapes characteristic of the long and rich olive fields and characteristic landscapes, including the many vineyards which together with the large wineries can use this ready to show the quality cooperative advantage of the products that customers come to know first hand, the main thing is that the offer becomes a meaningful and attractive when we consider that the administration and private actors interact in creating a common set of routes as a whole project collective, a group of cooperative and coordinated by regional or provincial government to diversify the cultural dominant in our inbound tourism and can acquire an important role in the future because of its enormous potential. 

Such routes must have a common structure that allows the visitor to know the field of culture and the landscape associated with it, organoleptic characteristics, the procedure followed for their preparation and facilities, conducting a tasting of a selection product of the cooperative and traditional cuisine of the area. For example, highlight the aesthetic value of vareado of the trees, in high season for tourism affairs, with an interesting way of obtaining the result of traditional, high quality of the olive, the recovery of the wine tradition that has course the development of major author in the wine cellars and private cooperatives that have opted for quality differentiation of extra virgin oils from each district or the uniqueness of the olive oil and thousands of monovarietal. 

The tourist activity has an important role in the promotion and dissemination of the initiative, thematization of activity, coordination and organization of visits (guidance, monitoring, preparing the tastings, etc.).. While visiting the premises by the staff of the cooperative would require a major commitment of cooperatives, since they are the ones who know the product, process, and are better able to transmit its values to visitors and So who is going to bring the fruits of the success of these initiatives and they can take within the innovative measures for the diversification of income and productivity.
 
The cultural and informative nature of these activities allows the establishment of new cooperative partnerships between the world and others in the region: cultural associations, schools, businesses, municipalities, etc.. interested in learning about and rediscover the region's interior from the point of view of the landscape and heritage, culture, agriculture, local products and traditional cuisine. This approach helps to generate and strengthen the image of the cooperative as an entity committed to its territory: the maintenance of culture, landscape, heritage and, secondly, the quality and uniqueness of the food it produces, with the traceability in manufacturing processes, the importance of a healthy diet, etc.

 
As discussed above, an important role in the activities of Tourism Cooperative is to bring the product to the consumer through direct sales at stores cooperatives. This also helps to give visitors a wide range of quality products produced by cooperatives and retail outlets where these are available. 

The innovative nature is due to the incorporation by cooperatives, new functions related to the development of a new line of business related to the organization of cultural and leisure activities. While fulfilling their traditional functions, the cooperatives have the opportunity to publicize your product and know-how to bring the consumer the origin of production and the development of their territory by placing value on local resources.

6.- CONCLUSIONS

Without doubt, this activity is still incipient, requires attention to new aspects also to cooperatives such as attention to the visitor, the refurbishment of facilities and outlets are visited, the actual promotion of the activity, the development of materials and interpretation signs, ie, requires new tools, new approaches to become a productive activity in tourism. The theming of tourism is part of the new trends of tourism in the countryside toward differentiation and specialization. Without losing the uniqueness and originality of the existing (facilities, expertise, etc.), It is necessary to equip the business values that make it different and which are already required by the "cultural tourist." 

Based on the current situation, with a potential to have a structured and consistent implementation and promotion, development of such tourism would need to collect other routes and tourist routes to supplement the supply cooperatives described. 

In this sense, inter-cooperative with other regions to develop cultural and leisure activities related to the product to the territory and allow the articulation of a more diverse under the same approach. Similarly, integration of supply in other tour operators and the integration of other activities to enable a large and diverse audience. 

Such initiatives are already having an important role in Castellon and at European level with a host of entities Italy, Holland, England to create networks of exchange that will enrich the experiences of others to improve the quality of life of the world cooperative.
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