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Cultural Diplomacy & Heritage is an
interdisciplinary scientific project that
aims to promote the exchange, mutual
connection and understanding of aca-
demic research, ideas, projects, and many
other aspects of culture that characterize

individual nations and their communities.

Culture is the most important factor
for peace and stability of the world and
constitutes the set of values that give
meaning to the community and there-
fore culture includes all aspects through
which a nation dialogues with other
cultures. The word “heritage” defines the
heritage of knowledge that opens cul-
tural dialogues and therefore diplomatic
projects. The word “heritage,” first of all,
encourages the importance of enhancing
the “human heritage.”

But the culture of a nation includes
everything: diplomacy, legislation, art,
heritage, education, political choices,
industrial development, communication,
security, financial and economic devel-
opment, relations with citizens, develop-
ment policies.

In this complex system, Cultural
Diplomacy represents an exchange in

several directions through which a
community takes over its soul, hence its
own heritage which creates a system of
dialogue and participation fundamental
to development and sustainability of
nations.

Culture in all its manifestations
becomes an essential instrument of the
identity of a people and represents the
material and intangible heritage fun-
damental to constructively address the
objectives of globalization and
contemporary.

Cultural Diplomacy & Heritage
aims to create a network of intercultural
connection, between East and West,
where the heritage of individual nations
becomes opportunities for knowledge,
sharing and comparison for the develop-
ment of individual communities.

Cultural Diplomacy & Heritage
welcomes scientific and interdiscipli-
nary proposals aimed at building this
significant sharing of knowledge for an
inclusive and participatory future. All
those research proposals that will analyze
specific issue interconnecting different
disciplines will be welcome.
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Preface

service providers
claim cultural heritage as ¢ used in tourism,
this contribution aims on a
riching the perspective thr sumers, providers and also
local communities.

The first part lay, oundation by introducing various

forms of cultural herQgc gld possible barriers as well as dif-

ferent approaches to manage it in the context of sustainable

aomment.

¢ third part takes a clear demand orientated approach by
introducing various dimensions of the co-creation-concept in
the field of cultural rourism management. The fourth and final
part tries to bring together various related approaches while ex-
amining the opportunity to use food and beverages as cultural
heritage items to be used as an overarching concept for valoriza-
tion in the tourism context.
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Finally, the appendix sets the focus on the European Union
as facilitator of cultural heritage preservation and valorization.

Werner Gronau, Rossana Bonadei,
Elisabeth Kastenholz & Albina Pashkevich
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Chapter1

Heritage Practices Today
Shifts and Impacts

by Rossana Bonadei & Sanja [guman

Learning outcomes »

— Understand the meaning of heritage through different
perspectives.

— Identify types of heritage and the significance of its interpre-
tation.

— Define heritage products and the framework in which they
are used.

— Recognize the basics of the interaction between heritage and
tourism.

— Comprehend the importance of local community's involve-
ment in cultural courism and heritage development.

1.1. Intrd

Definj

and careful approach from different perspectives. Tradi-
nall red to sites and manufacts, heritage has been perceived

a ned as the refined expression of civilizations or the art of

genius.

More recent trends significantly refer to territories and to
products, where relations and experiences are at the core of the
practice. This is mostly applied through dynamic concepes of
landscape, itineraries and paths (as we will see in the case studies
provided in this textbook). The relation between heritage and ter-
ritory is being therefore perceived from a fresh perspective — the
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spotlight has been moved from single to integrated heritage sites
in the form of regional and transnational networks.

Being very thought-provoking, the conceprualised sharp dis-
tinction in the heritage dichotomies cultural/natural and cangi-
ble/intangible is here brought to the fore and explored through
the provided examples in the following parts.

The relation of heritage with the tourism industry is regar‘c

as one of those niches that is growing most rapidly (Timothy an

Boyd 2003). In addition, due to globalization and moder
heritage applied to tourism has increased the interest a
for natural resources and material and immateria
ever, we need to be careful — heritage as the ygyodug
be, and often is, used in ambiguous contexts

the relation between heritage
and is entailing the majority of

1.2. Different appro o the perception of heritage
The word ‘herit

tions acro$
out that the'N

age’ has taken on different and varying connota-

pin do orq@caning. One of the problems for its definition
has tofio he very subject itself: what we consider ‘heritage’,

ow or who consumes it (Harvey 2001; Schouten 200s;
ugidare and Ashworth 1996). The most common understanding
of heritage is that it represents something that previous genera-
tions have created, preserved and left, in the presumption that it
would be passed on to future generations. This might suggest the
idea that heritage is one, a constant and thus easily recognisable
entity (Timothy and Boyd 2003), which, as we will see, is not the
case. The matter is far more complex. Time and culture determi-
nations affect the perception and identification of heritage and its
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value, so that one generation may not necessarily be in tune with
the previous or the following generation.

The definition given by Ashworth and Tunbridge (1999, p. 105)
is one of those widely used in academic literature, offering good
support also for non-academic approaches:

Heritage is the contemporary use of the past [...] The interpretatio

of the past in history, the surviving relict buildings and artefacts and

A relevant issue here is that time itage fluid and
dynamic. Different spatial and @me iggrions create new
tendencies in the perception cll as on heritage
practices. Far beyond its locag e History of Heritage
(2008, 1), Harvey positions y the wider context of peo-

ple’s lives and cultural/sggd

I other words, if we think of heritage simply in terms of ob-
jects or sites, we will fail to comprehend it — and comprehension
is only the first step towards its effective management. As Harvey
radically states, even a single object — a small piece of heritage — is
somchow interwoven with a family, community, region or nation,
at mulciple levels: moral, emotional and even epistemic. In this
wider sense, we should say that heritage is chronologically defined:
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it originates from past, exists and affects in contemporary con-
texts and is being intended for the future.

In order to understand the idea of heritage in this holistic per-
spective, it is necessary to reconsider the matter of typology and
level, as stated by a considerable number of scholars and practi-
tioners. Actually, given the new cultural contexts, and according
to recent academic trends, the same standard dichotomies nagy-
ral/cultural and tangible/intangible are differently processed.

Hall and McArthur (in Timothy and Boyd 2003, 13),
different types of heritage significance:

— Economic — Achievable mainly chroygh to @ this
case, heritage sites can benefit the local O

— Social — Refers to the personal a ol [Qggve identity
that people construct on th@bas® offthejg surrounding

heritage.
— Political — Depending on ueg

itage, who and how has (@ Bcd it and who owns i,
heritage is definite % ed as having a political

significance for a
— Scientific — when

by Salde ing (2001):

pcorical value: the historical character and content that
provide connection with the past and a sense of continuity.
— Symbolic value: the symbolic meaning and power of certain
places and objects to increase the awareness of people’s cul-
tural identity.
— Spiritual value: the place or object may promote insights in
the meaning of religious, sacred and inspirational practices
and experiences.



Heritage Practices Today 19

— Social value: the place facilitates connections with others
and the shared social experience can help to promote local
values and social cohesion.

1.3. Heritage dichotomies
Cultural and natural heritage

The most prominent and globally influential intern¥gonal &-
ganization that safeguards heritage is UNESCO \ tions
Educational, Scientific and Cultural Orgaggzati @ e official
documents and recommendations have enofgo pacted on

ncing a former

distinction between cultural and@at

The Convention for the
.org/en/conventiontext/
defined) defines heritage in niversal” values to be pre-

served and promoted.

Mo ticularly, Article 1 reads as follows:

—“Monuments: architectural works, works of monumental
sculpture and painting, elements or structures of an archae-
ological nature, inscriptions, cave dwellings and combina-
tions of features, which are of outstanding universal value
from the point of view of history, art or science;

— Groups of buildings: groups of separate or connected
buildings which, because of their architecture, their ho-
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mogeneity or their place in the landscape, are of outstand-
ing universal value from the point of view of history, art
or science;

— Sites: works of man or the combined works of nature and
man, and areas including archacological sites, which are of
outstanding universal value from the historical, aest}stic,
cthnological or anthropological point of view.

On the other side, natural heritage is explained in the

tions or groups of such formations, ygpich
ing universal value from the aesthetic ¢
view;

— Geological and physiograpl@:al €Orrhciggs and precisely

delineated areas which ce the 1cat of chreatened

species of animals and plagglf oganding universal value
from the point of view ST conservation;
— Natural sites or pregise

standing univers from the point of view of science,

conservation or n algfauty.

of natflfre, ¢'s connection with nature was so strong that their
Kpect wards it was inner rather than external, making
the rt of nature (Descola and Palsson 1996). Looking at the

World Heritage List, there are evidences of the increasing number
of the protected Mixed sites, based on the symbiosis of cultural
and natural components. The special issue of World Heritage 2015 is
devorted to this link:

Whereas the nature-culture division in the World Heritage system

poses both policy and institutional challenges, it also presents States
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Parties and hcritagc practitioners with implcmcntation complcxi—
ties in their everyday work. In response, new efforts have been in-
itiated by the World Heritage Committee and its Advisory Bodies
(ICCROM - The International Centre for the Study of the Preser-
vation and Restoration of Cultural Property, ICOMOS - Interna-
tional Council on Monuments and Sites and IUCN — Internatiopal
Union for Conservation of Nature), ranging from Capncity—huil 1

to integrative research and practice. This spccinl issue is an oppor-

tunity to reflect upon experiences in this cvolving field, high

two main points. At the conccptuz\l level, there is a grow

to rethink nacural and culcural hcritagc as interrelatg

We need to build synergies ac
actively with indigenous peopleg
on cultural kmdscapcs, mixed bacred sices highlight the im-
portance of such rethinkjge (8 c.unesco.org/en/review/75/).

Tangible and intan hgyitage

If tangils cefers to a physical presence, intangible com-

ponents any re always attached to sites and places. In this
precis spc@Ye, we will approach the case studies explored in
this our focus being especially on the intangibility as
ded for territories.

ys article Repository or repertoire? (2008), Schouten explains
the difference between the safeguarded, obvious, tangible heritage
and the intangible one that he claims to be inseparable from the
social contexts in which people live. In Schouten's view, intangible
heritage is complex and can be manifested through skills, knowl-
edge, ideology, etc. He also offers an interesting perspective on the
cultural dynamics by saying that there are no static cultures, but

rather fluid. In addition to this fluidity, he insists on the fact that
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new ones replace old traditions, that way being heritage constant-
ly in some kind of progress.

Tangible and intangible heritage of course demand different
methods for their safeguarding. UNESCO’s 2003 Convention for
the Safeguarding of the Intangible Cultural Heritage proposes
five broad ‘domains’ in which intangible culcural herita&e is
manifested:

— Oral traditions and expressions, including languagf Q-
hicle of the intangible cultural heritage;

— Performing arts;

— Social practices, rituals and festive evgprs;

— Knowledge and practices concerning na a niverse;

— Traditional craftsmanship.

This convention is particulad sti r the tendency to

perceive previously mentioned as extremely fluid and

unesco.org/en/icom).
In the recent years,

resources Crce

imatio Pve been digitalized as a way to preserve them
(includh images, video, and records); (hteps://curopa.cu/
ural age/about_en).

1.4. Landscape as heritage — material or immaterial?

Seminal for understanding that heritage is not only a single object
or a site is the concept of landscape, that Burini extensively explores
in her contribution to this volume (Burini, chap 2.4). Our few notes
here come to reinforce the perspective of “immateriality”.
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Carl Sauer’s seminal research about the morphology of land-
scape (1925), explains that “the cultural landscape is fashioned
from a natural landscape by a culeural group”. Sauer’s work was
grounded on geography as a unity formed by physical and cultural
clements of landscape. These elements are complex and even con-
sidered to have an organic quality. This is particularly mtelsstmgD
if we think of landscape as a dynamic context, changeable i @gne
and space and in the interaction with other landscapes. In fa

scape especially if we look at the transformation of

measuring human impacts and appropriations f¢ ‘ It is
currently very hard to find anywhere a @ce its pre-
sumed genuine form. Humans have practica | the cor-

In a similar vein, Darvill (2
action in relation to landscapc ggliacla™g that these are necessary

clements for a presently defi pe, which may be imagined

v 4
also in its past conditionggo! Eii

“landscape is a time-de t, spatially referenced, socially consti-

tuted template or persYygivgf the world that is held in common
by mdlwduals and groups and which is applied in a variety of ways
ich they find themselves.” (Darvill 2003, 109).

understanding the relation between humans

be d#i y (Benedikesson and Lund, 2012). In recent years, land-
pe h ned the characteristics of a text that can be “read”. Some

agy cven speak of ‘conversation’ with landscape, explaining that
it can speak™ a strict dichotomy human/nature is thus avoided or
softened (ibidem). For Ingold (2012, 114) a landscape stands in its
immateriality, in its invisible racher than visible marks:

Landscape is a multi-layered concept: it includes nature in the
meaning of carth, water, plant and animal life, biological and geo-

logical diversity; it includes human-made objects, buildings, roads,
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sculptures, the products of culture; it also includes movements
and action. But on top of all these visible phenomena, landscape
includes the invisible. The invisible rclutionship which emerge in
people’s actions, movements, speech, thoughts, imaginations and

narratives are intertwined with the visual; they emerge in an inter-

In Paesaggio con figure (1996), Bonadei provides another in

action with the visual.

people, individually or as a group, conduct a series of 3
transforming the world into a landscape — meas
ing, and then setting up functional relacigps: i
image of a landscape is being delivered fr ;
hands and written on the ground of a ccyffl ure or society.
This way, a landscape is shaped a@or ical and politi-
cal metaphors (Bonadei 1996,

Urry (1990) in his famous argusglec there is no innocent

gaze: people never see only ob, @
tion to themselves behol )

The long-lasting de

oking but objects in rela-

cal expres‘sion in ﬂle

cach country
implics gy

pnvention definitely proves the significance of landscape
for society in cultural, environmental and social sense. It influenc-
es economic activities — also through the creation of jobs — and the
political agendas — by setting networks among countries and by
improving bilateral relations. Landscape as a concept influences
the formation of local cultures that are the basis of European cul-
tural and natural heritage. This certainly contributes to well-being

and to the awareness of cultural identity.
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1.5. Heritage management

Timothy and Boyd (2003, 108) have provided a thorough descrip-
tion of the managed conservation process as consisting of several
stages: identification of the site/object, research and classification,
policy setting, designation and protection, restoration and devel-
opment and the final phase — management and interpretaggen.
Their research also lays out the different possible types of herit?

conservation:

— Preservation (maintaining the site in the cxg

— Restoration (reconstructing the site g ap

— Renovation (changing the site while #gse
original character);

— Regeneration (a combinati@n o#thclghreg types of the con-
servation above).

According to Timothy
Freeman Tilden — one
interpretation — educ
wards successful herit
the construction of respect and responsibility (Tilden 1977,
TimothJ

003). Any heritage interpretation requires a

long and I planning. In the volume Heritage Tourism, we
can ty Plcments as essential for chis process: liveability,
cfticln nity, flexibility, minimum harm, optimal resource

c an al population’s involvement in the decision-making

PRacg(Timothy and Boyd 2003). It is worthwhile to remember
here that it was actually Freeman Tilden that more than half of
century ago formulated the most challenging definition of herit-
age interpretation as “an educational activity which aims to re-
veal meaning and relationships through the use of original objects
by first-hand experience and by illustrative media, rather than
simply to communicate factual information” (Tilden 1977, 8).
Although conceived in the Fifties and intended mostly for a
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National Park guide, Tilden’s definition continues to impact sig-
nificantly on heritage studies: in fact, he enhanced heritage in-
terpretation giving great significance to natural sites as cultural
products.

The policies and treaties of UNESCO and of the European
Commission can be the basis for culture and heritage revigwed
implementation strategies. Particularly interesting is the Tqgo
Convention on the Value of Cultural Heritage for Society (2005), tha

(hteps://www.coe.int/en/web/culture-and-heritage
vention). The Convention deepens the relatiog

The focus in this document is not on h ge If, but on the

heritage and society, and specifically degyp wi
“why preserving heritage” rather than “how tdgre

meaning and values that people @sig@tofe. 'Wis confirms the

idea that heritage might be d a enefit for social

ch&g-called sense of place,
rather than just having its ow ydent value. The inclusion
of locals is being strongl
ical agendas — a neces
bottom-up approach ¢

its sustainab o achieved.

He and tourism

The importance of tourism has been widely recognised, firstly in
the business sectors and afterwards in the scholarly world. 2017
was the International year of sustainable tourism. Dario France-
schini, the present Italian Minister of Culture and Tourism, has
underlined that tourism represents the main engine for overcom-
ing fears and obstacles that have been present globally in recent
years, mostly referring to the creation of walls between peoples
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instead of bridges (htep://www.turismo.beniculturali.ic/news/sos-
tenibilita-turismo-e-beni-culcurali/).

Although cultural tourism is considered one of the oldest forms
of tourism (it is sufficient to recall ancient travels, pilgrimages
and the Grand Tour), the idea of managing heritage resources as

roducts for tourism consumption is relacively new, since scholars
p p D )
0

d

and experts have started to explore it in the late 1990s (
McKercher in Timothy 2007). Cultural tourism, as the pract

where heritage is the main inspiration and resource for
is hard to set in one definition. Firstly, due to the vé
and abstract word culrure, and second due to thg
spectives and definitions hereby produceg. Wi
here the one provided by ICOMOS.

Cultural tourism can be defined «@rha
ple to experience the differengays ¥§
gaining at first hand an underszzslil cir customs, traditions,
the physicul environment, th @ :

architectural, historic, archacN@y or other cultural signiﬁc:mcc

which remain from e:

reational tourism in t

ciation of the nature of the plncc being visited (ICOMOS Charter

for C T , Draft April 1997).

W ult tourism comes “creative tourism’”, one of the
mos@br t scholars is Greg Richards, whose research has had

ob uence in recent years. He explains the increase of the

amegreness of places through cultural resources. According to
him, the main factors that increase competitiveness and attrac-
tiveness of a certain place include:

— The ability of culture to provide distinctiveness;

— The ability of tourism to support tangible and intangible
culture;

— 'The role played by regional stakeholders;
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— 'The leadership qualities of public sector stakeholders;
— Administrative arrangements for tourism and culture
(Richards, 2010).

The growth of the cultural tourism has led to greater apprecia-
tion of heritage both cultural and nacural. However, accordiw to
Salazar, the interaction between tourism and heritage has tOdgy
become quite complex and can’t avoid the issue of sustainabili
ty (Salazar, 2015). A better insight on these matters is offfre
chapter 2, part 1 by Bougleux on introducing sustainabif®gin cu
tural heritage management.

1.7. Local community and cultural ris

necldPto nacural and hu-

Tourism and its products are di
man-made environment, therefo chQyritory/area where they
are practiced. This fact gives su kv the inevitable role in the
destination's development
ism and local communit crtain area provides various assets in
terms of regional and lo cygopment (heep://ec.curopa.cu/trans-
parency/regdoc/rep/1/2003/EN/1-2003-716-EN-F1-1.Pd).

tural tourism development within a local
several benefits, in particular referring to

Cgyation of jobs in the culture industry or the cultural her-
itage sphere;

— Increase of the attractiveness of a region for potential in-
Vestors;

— Promotion of the social integration of marginalised groups;

— Encouragement of the relations with regions sharing com-
mon characteristics or cultural traits, through the creation
of cultural networks;
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— Contribution to the conservation and restoration of the
regional heritage (heeps://publications.curopa.cu/en/pub-
lication-detail/-/publication/a3956020-1c1d-4db7-8co2-
7922983¢04¢7).

In order to grow in a sustainable way, the destinationgman-
agement needs to achieve effective investment decisions, preger
spatial planning, infrastructure and service development, etc.
on the other hand, in order to take care of the local congMuNy 's

Local people’s knowledge about the pos.’c im

tourism development

Local people’s Y Local people’s

cptions of com-

participation in participation in the
the sharing of the

benefits of tourism

7 involvement .
tourism develop-

articipation .
) ment decision-mak-
in tourism develop- .
development ing process

ment

A\ \Y, L

Local people’s views on the contribution of tourism

development to poverty alleviation

Figure 1. An analytical framework for assessing local community involvement and
participation in the tourism industry. Taken from a thesis submitted to the Victoria
University of Wellington in partial fulfilment of the requirements for the degree
of Master of Tourism Management Victoria University of Wellington 2009, by
Muganda Michael.
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needs, tourism in a certain area must be perfectly scaled and de-
fined (htep://ec.curopa.cu/transparency/regdoc/rep/1/2003/EN/1-
2003-716-EN-F1-1.Pdf).

Contemporary tourists are increasingly demanding new experi-
ences, therefore developing countries are becoming extremely inter-
esting destinations (See Dutch Ministry of Foreign Affairs' resesrch:
heeps://www.cbi.cu/market-information/tourism/trade-statisticg

Due to this growing demand for new destinations, local commd

viously mentioned goals is a collaboratig olocal actors, as
well with those on the other level@ucdas Beiggal, national and
international.

The involvement of the loca ch®lers is essential for the

products, like traditions,

peruved as being authentic only when they reflect the prominent
values of a place, which are difficult to define objectively.

1.8. Cultural routes and itineraries as heritage products

The concept of itinerary as a way to give value to narration/inter-
pretation of heritage can be analysed referring to the European
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Economic Social
— Raise funds — Raise the quulr
for community ity of life
development —  Promote com-
—  Create jobs in munity pride
tourism — Divide roles

— Raise the fairly between
income of local women, @n/
people \ / elderly, you

N Build compmu-

Community

Political Cultural
— Enable the Encourage
participation respect for dif-

ferent cultures
Foster cultural
exchange
Embed de-
velopment in
local culture

of local people
— Increase the
power of the
community
—  Ensure rights
in natural
resource man-
agement

policies and the former enhancing of cultural routes. Canova's
study on “Tourist Itineraries: Potential Tools for Local Develop-
ment?” (2012) is here seminal. He explains the main purposes of
cultural itineraries, by emphasizing the importance of spreading
visitors across the territory and consequently distributing to dif-
ferent stakeholders the income coming from the visit. In addition,
in a perspective of sustainability it is crucial to encourage trans-
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formation of less known attractions into new market products,
reducing negative environmental impacts, increasing the appeal
of certain destinations, increasing the sustainability of tourism
products, attracting new tourists and creating loyalty with repeat-
ed ones, etc. Itineraries are thus potential and powerful tools for
the local development, both for public and private sector.
Concerning the creation process, Canova suggests what cvegy
itinerary proposal should contain: target, theme, interpretatiord
accessibility, attractions and actors, good destination

tourist products/services and originality. If these con
tulfilled, chances for success will increase. That is ¢

itinerary stresses the importance of local
promotes social inclusion, by involving
artists and the public, strengtheni@y cc

lack of scientific literature and
istrations related to tourism pol r tion still penalize the
success of itineraries as produg jrorial development. Nev-
ertheless, according to the
(heep://culture-routes.n
and time... The Routes ks roots networks promoting the

principles, which underlic all the work and values of the Coun-

cil of Burdg: rights, cultural democracy, cultural diversi-
ty, mutual u @ ling and exchanges across boundaries. They
act as clsN@F intercultural dialogue and promote a better
know ldg understanding of European history.”

1.9. nclusion

The concepts and issues revealed in this theoretical, introductory
chapter are simply a small portion of a long and complex debate
on heritage. Our main ambition is to enlarge the arena of the de-
bate by posing further theoretical and conceprual challenges that
are coherent with the case studies presented in this textbook.
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What we strongly encourage is developing the research on
heritage from the holistic prospective, that is understanding its
dynamic values, fluid significance, typologies, levels and the way
they affect the society. Furthermore, in the light of recent cul-
tural shifts and academic discussions, heritage resists the tradi-
tional dichotomies natural/cultural and tangible/intangiblegas ex-
plained in several chapters of the textbook. Finally, in the conggxt
of cultural tourism, heritage as a product is analysed in the fo

of cultural routes/itineraries and in terms of local pro
strongly emphasizing the importance of the local co
the development of cultural tourism of a certain

[
a

Self-review questions

—  What is heritage and what are the factors that account for its
complexity?

— Discuss the new heritage conceptual fluidity regarding issues of
natural/cultural, tangiblc/ int:mgiblc or material/immacerial.

— How do you understand the concept of landscape as related
to intangible heritage?

— Connect the following concepts: Heritage, cultural tourism,
local community.

— Explain the potential that cultural itineraries/routes have
for local development.

~~
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Chapter 2

Introducing Sustainability
in Cultural Heritage Management

by Elena Bougleux ®

Learning outcomes )

— Understand the role of the different actors involved in
construction of the tourism experience, and their reciprocal
interplay.

— Understand the role of Anthropology in shaping a sustainable
tourism dcsign.

— Identify the main characteristics and features of ecotourism,
and its advantages for the different actors involved.

— Know and master the operational steps of an effective
UNESCO World Heritage (WH) working model: the
Community Management of Protected Arecas Conservation

(COMPACT).
v
2.1. Introg @
The &ha pscusses in theoretic and practical perspectives a possi-
C ap to the issue of sustainability in tourism. This approach

rquirgy a carcful analysis of the profiles of the societies and com-
munities involved in the construction of tourism experience, their
multiple potentials and their contradictory instances. The introduc-
tion of the sustainability issue appears as a necessary step forward
in order to overtake the different visions and perceptions developed
by the several stakeholders on the substantial social and economic
changes induced on local communities by the onset and increase
of tourism. The chapter shows how the complex network of actors,



38 Elena Boug]eux

interests, visions and capabilities can be integrated in a natural and
culeural perspective, and how this integrated approach may con-
tribute to redesign a concept of cultural heritage in the direction of
a deep interdependence between natural and culcural values. After
setting such theoretical premises, the chapter presents and discusses
amodel of intervention developed by the UNESCO World Herjtage
Centre, the COMPACT model, and describes its structure thro

a concrete example of engagement of local community, considere
particularly virtuous and successful.

2.2. Tourism as superposition of netvgprks

The experience of cultural heritage for ¢ aveNAis constructed
and developed through the superp@icid? oficthegintformation and

imaginaries mainly provided by cpe t sources, Or net-

works. Both networks become ol references of knowl-

edge, expectations, fulfilment, acks and desires to recurn
for the specific kind of toggst
dependent networks int in the process of construction of the
rouristic expectations a xpdfience at different times. Let’s ana-

lyze these two independent sources in detail.

ovides the information required for the reali-
ience of travel, which is built in advance in the

to highlight the cultural and natural potentials of the touristic des-
tination, in order to create an imaginary worth a desire, worth the
fundamental shift between the virtual and the real (Gravari-Barbas &
Graburn, 2016). Such imaginaries constitute the first important step
for the construction of the wish to travel, and they are opportunely
taken care of by tourist agencies, by managers of cultural heritage,
sometimes by institutions, through the media and in the web.
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All effores spent in this phase aim at describing the touristic
destination in terms of a recognizable offer, inscribing the desti-
nation within a global network of destinations with similar char-
acteristics. The underlying idea is to let the specificity of the place
emerge both by differentiation and by analogies with a familiar
set of heritage experiences which have been previously 8]01
built by the global tourism enterprise. On one hand the dés
tion has to be innovative, it has to reserve a measure of surpr
and novelty for the traveler: this makes it attractive and

with respect to others similar destinations. On the oth
age tourist wants to be comforted by the exact m the
content promised by the offer and the act‘l co

therefore the experience has to fulfil precisygx POns, mini-
mize the risk of surprise and respect so ini and safe recog-

nizable standard of novelty at th@sa ¢ whole complex

process of construction on the

cultural challenge and a delica icative task, and it takes

s

place entirely in advance, be gal cravel actually starcs.

The second network
travel experience relat

munity, with its own

abits, life rhythms and life styles. Local com-
perform a tacit mastery of their own cultural

auregpctive local traditional practice from the traveler point of
view, such as lumbering or fishing, is quite often the basic economic
business allowing the local community to live. The production of
pleasant and domesticated landscapes, such as alpine pastures or
country vineyards, is the result of long time human outliving activ-
ities and at the same time a resource with strong touristic poten-
tial (also see chapter 1, part 4 by Garibaldi, Pozzi & Viani on food
and wine heritage in Italy). The basic idea is that profoundly hu-
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man-shaped anthropogenic landscapes like those just described are
the long-term products of entwined social and cultural processes,
which created very peculiar cases of cultural heritage embedded in/
with natural resources. The experience provided by a certain tourist
destination has to take into account such deep and complex process
of construction, its historical layers, its economic value, drawing on
a well-informed network that comprises local actors, local activiggs
and above all, the imaginaries and perceptions that constitute an
strengthen the local discourses.

Usually the two independent network just descri don
overlap, rather they are constituted by different

actors, and reflect the existence of separategyseg
society, narrating two different stories and s
ent social realities about the same place.
The result of such missing over@p ¢
fragmented picture, a scenario
tancous market successes on one " cmotional disappoint-
ment on the other: local co and stakeholders in fact
might not feel involved in

en driven by smart and effective
¢ host community, paradoxically,

of a success

and mi heS@ttween inviting representation and post-tour-
istic might give raise to phenomena of resistance and

Rure ccific groups of local actors, emerging in the form
0 _paocective actitudes, while the foreigner presences are suf-

fered as extraneous and incomprehensible (see examples on Venice
and Paris, in Colomb & Novy, 2016).

In the following we want to focus on a specific set of territories
in the process of becoming Word Heritage Sites, whose peculiar
features might help to overtake the fragmentation of narrations
and imaginaries described above. Such territories include protect-
ed natural areas, delicate ecosystems, landscapes and seascapes,
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and each natural endangered site which has received an official
recognition of natural/cultural value from a local or governmental
institcution. The following parts present a strategy to fill in the
gaps produced by the multiple representations, reasoning instead
in terms of sustainable tourism, so engaging local communities as
primary stakeholders and developing adaptive managemeng atti-
tudes. Such multiple task enterprise calls for the inscription ofghe
cultural heritage experience in a wider ecological perspective, t

scales up from the single touristic natural venue to co
large environment as a whole, in a comprehensive s¢
encompasses natural, cultural, social and econony c

2.3. Enhancing the issue: sustain i‘N systemic
visions o
AC

In order to act successfully fg pRggection of an ecosystem

orld Heritage. In the following, we

the so called ‘local approagq sufficient. ‘Taking a land-

scape approach’ is rat mon expression to find in
UNESCO Paper Seri

will refer to the U

orld Heritage Papers with their
NESCO WH Paper 37, etc.), avail-

d large landscapes. ‘Taking conservation to scale’
ttempt to achieve a strong connectivity among local

tems. [t requires the simultaneous account of multiple social and
spatial scales, reaching beyond the boundaries of the protected
areas, recognizing the important relations of continuity between
the World Heritage site and the broader landscape, including
all surrounding arcas. Approached this way, nature intended
at large becomes entirely part of every cultural heritage site
(UNESCO WH Paper 37, 2014, p. 13) and tourism can be ad-
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dressed with the more specific term of ‘ecotourism’. Ecology
enters in this discourse as an inclusive perspective, helping to
overtake the narrow-focus attitude that concentrates on single
monuments, limited spots and details.

There are many different definitions of ecotourism, although

most of them recall similar concepts. In general, ecotourism iéin—
a -

tended to describe a form of tourism that is nature based, sus
ably managed, conservation supporting, and environmentally e

2008). It is seen as a type of alternative tourism, as o
mass tourism, and which aims to preserve the integg
social and physical environment. In principgy the

an ecologic approach recognizabl@ch
of the tourists on one end, and:
local holders on the other. At b
ecologic approach considers n

dNQ this wide scenario, an
cultural resource as com-
mon goods (Brockington, Ly

According to the cl
A. Stronza (2001), “the

son than
failures” (S
volvem C
ethnolfa ractice allows a proximity with both ends of the
i ience, the host and the traveler, from an academi-

d and recognizable third position. The invitation to per-
form anthropologically within tourism is clearly received in the

approach of the World Heritage UNESCO Paper Series:

A holistic anthropological approach can provide understanding of
the hosts, as well as the tourists and the tourism operators. Regard-
less of its success or opinions about it, ecotourism as a dominant

tourism label is part of the global tourism rcality and shows no signs
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of diminishing in popularity. To be sustainable, ecotourism must not
damage the physical environment that is the key aceraction feature
for tourists — it must be ecologically sound. It must also respect the
social and culcural traditions in the host country, and thus preserve
the socio-cultural environment. It must also be non—cxploitivc of lo-
cal people and ensure benefits flow to them. These are features that
distinguish ecotourism from other forms of tourism, and thcy a1y

features chat fit well wich the traditional outlook of‘nnthropolo(fv.

2.4. Engaging local communities and sogg t
The COMPACT Model o

In 2012 the World Heritage Conventig ed its g4oth an-

ighting the role

niversary. The year was also a lai@ma

of community engagement 1
and society and setting
o ensure that World Her-

ing the role of these communities in World
s therefore reflected by the World Heritage

of ¢ tion.
The ed Nations Foundation and UNESCO lunched in
2 e Community Management of Protected Areas Conserva-

tion Program (COMPACT). The initiative has produced inspir-
ing stories, a replicable methodology, and tangible conservation
and livelihood benefits at several World Heritage sites around the
world (UNESCO WH Paper 40, 2014, p. 5-6).

The Community Management of Protected Areas Conserva-
tion Program (COMPACT) is an innovative model for engaging
communities in conservation and shared governance of World
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Heritage sites and other protected areas. Through extensive on-
the-ground experience, and using a participatory methodology,
COMPACT has been refining its strategies across a wide range
of ecological and socio-economic situations. It has been adapting
and continuously verifying the crucial proposition that ‘communi-
ty-based initiatives can significantly increase the effectiveness of
biodiversity conservation in World Heritage sites while helpinggo
improve the livelihoods of local people..

COMPACT overview

The COMPACT Program was launched in g@oo a
ment of the SGP, with a fifteen-year vision of s

technical support
, nongovernmental or-
ganizations, and indigenous p ganizations in developing
countries for activities thageo
while enhancing peopl -being and livelihoods (UNESCO
WH Paper 40, 2014, p. 1 ctions have been developed across
three main phases, until 200%, until 2013 consolidating its focuses,

by (2017) with the main aim to replicate and

del in new landscapes.

@ ;ood candidates for a program based on the
COMEA del typically are natural World Heritage sites or
phe serves with clear indications that the governments

cnMusegphe existence of this site and its designation. This is re-
quired to guarantee good opportunities to improve and promote
already planned and existing conservation efforts in cooperation
with the local institutions.

The areas should have a good dynamics with local communi-
ties, and an appropriate network of partners, NGOs and com-
munity organizations with a strong potential for complementary

work with other donors, including co-financing of project. While
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the UNESCO-listed heritage landscapes are generally rich in cul-
tural diversity, they also face challenges like the erosion of cultur-
al identity, the loss of local idioms and of traditional knowledge
systems.

According to the COMPACT teams, relevant challenges pro-

— Conservation across large landscapes and seascapes, whi

gram faces are:

ing working with a diverse range of communi
source-users (Brown, Mitchell & Beresfor
sential to develop constructive anggpart
engaging local stakeholders with di nt

around protected arcas. @
— Visibility, as many Wo

anding Universal Value,
than locally. While World

national recognition of
are often better know
Heritage designagj
populations is often not perceived

site, its potenti cal

nor undersctood and this gap has to be analyzed in

great detail.

Drawin ¢ two challenges, the most relevant stress

is eve on the need for further bridging between the
ye system and indigenous peoples and local commu-
cuheu, Kawharu & Tuheiva, 2012). Participation im-

ing into consideration the specific needs, languages, pri-
orities, visions and expectations related to the tourism experience
of the host community, and evaluate the possibilities and risks
connected to the projection of their own World Heritage sites in a
global scenario (UNESCO WH Paper 40, 2014, p. 21).

The vision is that priority conservation areas for humankind
could provide an ideal framework for boosting general coopera-
tion between intergovernmental agencies, governments and civil
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society in order to halt or reverse critical threats to biodiversi-
ty, while simultaneously contributing to poverty reduction and
community empowerment. But in order to achieve this virtuous
convergence some careful steps must be made.

Participatory processes

All programs emphasize the relevance of the involvement of di

and strengthening civi e cost-effectiveness of small

grants, with small amo nding members of local commu-

ence in t environments that cumulatively generate

global envird benefits. Making a commitment over time,
comm Jdr WG processes take time and require a long-term

com support (UNESCO WH Paper 40, p. 22-23).
a cgypoe approach

Working sometimes across quite large geographical areas,
COMPACT has definitely taken a landscape approach, which
means assuming that the cultural and natural values of landscapes
are deeply linked; landscapes encompass tangible and intangible
heritage, history and present-day uses; indigenous and local com-
munities have long been at the heart of shaping these landscapes
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and are often their present-day stewards (Brown, Mitchell &
Heresford, 2005). Such qualities and attitudes of local stewardship
have to be promoted and ‘brought to scale’.

In the COMPACT methodology, taking a landscape approach
also refers to scale, recognizing that conservation becomes most
cffective at the level of ecosystems and large landscapes. “Taking
conservation to scale’ relies on achieving connectivity among geo-
ple, habitats, localities and larger ecosystems. It requires reachi
beyond the boundaries of the protected areas, recognizi A

portant linkages between the World Heritage site, its
and the broader landscape, including buffer zoneg
Paper 25, 2008). o

Adaptive management

The key feature of COMP
quality. The management scheg

Baseline Assessment, nceptual model and che Site strace-

tho gy is its adaptive
on three closely linked

elements that underlie its ain planning frameworks,

realized in sequence bugzre » modifying each other: the
gy. The adaptive man approach reflects current Theory
of Change thinking in Which a logical model and mapping of

is recombined Wlth reflections and analysis
d that, in turn, shape future stages of the

and Teviewing ex1stmg mfolmatlon will increase the chances that
project activities are rooted in reality and do not duplicate previous
work projects’ mistakes. During the phase of Baseline Assessment
useful data can be provided by NGOs, local environmental experts,
field specialists from local institutions and from all the networks
that can be reached. The assessment comprises info on:
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— Biodiversity, including threats to biodiversity and their causes;

— Conservation objectives, protected area stakeholders,
rights-holders and duty-bearers;

— Land and resource use patterns and trends, including econom-
ic activities and their potential connection to the management
of the heritage site (UNESCO WH Paper 40, 2014, p. 24)..

The second step consists in dCSlé)l’llTlé) the Conceptual modeN

site and highlights the relatlomhlps between threats a
tunities of development. The Conceptrual model
on the information gathered during the‘asel'

participation of]ocal leaders
o
N

the program, while ensuri

WS the Identlflcatlon of the main factors hwmzj
mpa the target condition drawing from the Conceptu-
a {cly and in turn, determine and prioritize specific actions
that are likely to have a positive impact on conservation of the
target biodiversity. Developing the Site strategy is undertaken
through an articulated participatory process involving consul-
tation and feedback from local stakeholders. In the framework
of the Adaptive Management approach, the Site strategy can
be revised periodically according to changing conditions. The

COMPACT team co-develops the stages of realization of the
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Site strategy with the actors involved in the development of the
Conceptual model, but may also including other partners, pro-
vided their commitment and engagement with the development
of the local level. The regular revision of the Site strategy pre-
vents from major threats, and may identify new priority actions.

2.5. The case study of Mountain Forest (Mount Kenya

region of
Mount Kenya, a 1andscnpe World HeritageQige W Kenya is
the second highest African mountain c the richest in
biodiversity. It has been declar@ U iosphere Reserve
since 1978. The Mount Kenyaqqati s destination of an

alpine kind of tourism, give
on the 5000mt peaks, couplg
rich and ‘endangered’ ¢

L unfamiliar presence of tourists is artificially
area by electrified fences; special corridors

regularly place. Since the park has become a UNESCO World
Heritage Site in 1997, an increasing involvement of the Kenya
Wildlife Service and local communities have been enhanced for
the management of the park (M. Kenya Ecosystem Management
Plan, 2010-2020).

Through a carefully conducted participatory process, primary
conservations targets and threats to the conservation of the sites
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emerged from the discussion with groups involved in the partic-
ipatory process. These are reported in the first line of Table 1,
in blue, and may be summarized in ‘Illegal lodging” and ‘Forest
fires’, both critical issues that depend both on the tourism pres-
ence and on the economic pressure over the environmental re-
sources (timber production) by the poorest communities. Both
critical issues were successively linked with explanatory calisgs,
in an increasingly more generalized and comprehensive visio

(lines below the first in Table 1, in black). Each explan

cause (“Demand for low-cost houses”, “Lack of kno
proper forest regulation”...) was suggested by thg
ticipants, who also eventually identified pgusib
(in red in Table 1), emerged as shared outcog " Nojgggfed con-

clusion.
The discussion of a Concepru@mo
by a Local Coordinator who is

ey link between the
communities, the diverse staly and the COMPACT de-

Local Coordinating Bo
and consensus building

plays all the

involve Sh

positi | knowledge bearers, and therefore actributed to
th of first stakeholders.

2.6. Conclusion

The main achievement of the chapter is the presentation of a
multisided approach to the development of a sustainable tour-
ism experience. The identification of World Heritage sites ap-
pears as a first necessary step in order to start the process of
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Mountain forest

!

Introduce service
awards & recognition
programme for forest
guards

Introduce

energy-saving

stoves

Introduce
household
biogas and
solar

lllegal logging Forest fires
Weak enforcement Demand for forest timber products Unr ulated Customs/beliefs
by forest quards. or cooking (sacrifice to
T I W I bring rains)
Corruption/bribery UMILB:, Demand Limited Demand [ I ]
————— (apadty, for low-cost  availability for inexpensive,
] [ fesoUICes  housing of on-fom adily svalable e tmidge ';:m!dge
&pesomnel  construction  trees cooking fuels offorest of pn regarding westher
Low salaries ack of v materials (eg. charcoal) = forest use es, droughts,
and job benefits F“‘* injob | regulations  climate :haage
=" e [
Promote on-farm tree
government | omote ! Inefficient Lack of Lack of [
. alternative  planting
Lack ofprirty Dinceaie  C mction wood = aemate, SOt inanchiels
& recognition SOUrces aterials charcoal affordable  regarding H s’
for and training 0. sol ook stoves  energy roper baraasjchurch bul A-l‘mLs
forest protection for forest s F oo orest use for communities neighbouring
managers Lo N regulations forests regarding safe forest
‘ &guards

l use practices and weather

Establish forest
ranger/patrol
programmes in areas
of heavy use

N

Figure 1. Conceptual model refeﬂ‘ing to the Mount

UNESCO WH No. g0, p. 26.

preserving patrimonies and
of history, values and legacicg

trigger successful

Heritage sites has to be

interveny

c Io!Mm Forest Case,

nkind. But in order to
identification of World
7 a further step: the acquisi-

olistic vision of the sites’ d}—

0 tion. Such complex enterprise requires the coordinate

effort of numerous actors, and the consideration of each actor as

a part of an integrated world-system where all elements interact

and reflect each other in a large scale framework. All the steps of
this process are exemplified by the COMPACT model, adopted
by UNESCO WH Centre since 2012 and already implemented in

nine countries.
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Self-review questions

— Which are the main socictal components contributing to
shape the tourism experience, and how they enact their con-
tribution in deﬁning tourism?

—  What are the main features of ecotourism, and how can you
describe its action from the point of view of the traveler and
the of the host society? Which are the main theoretical con-
cepts emerging both from the analysis of the host society and \
from ecotourism as a process? ‘

— How does the COMPACT model work?

h 2
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Chapter 3

Sustainable Tourism Product
Development

Challenges and Opportunities in Cultural Tou@®m

by Volker Rundshagen

Learning outcomes

— Understand the ambiguity of the tourism-sustainability
relationship.

— Get to know the four economic offerings of a tourism product.

— Identify and differentiate major challenges and opportunities
of cultural tourism along the three sustainability pillars.

O

The year 2018 has been officially declared as the European Year of

3.1. Introduction

¢ corresponding motto reads “Our heritage:
s che future”, and the explicit aim is to is

with the fostering of culture and heritage in mind.

Cultural tourism is a category in its own right, for that mat-
ter. It refers to tourist activity “motivated wholly or in part by
interest in the historical, artistic, scientific or lifestyle/herit-
age offerings of a community, region, group, or institution”
(Lord, 1999, cited in Walker & Walker, 2011, p. 354). Heritage tour-
ism thereby can be understood as part of culeural tourism, but also
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extends into the realm of natural environments that are part of
heritage (Walker & Walker, 2011). Cultural tourism has a long his-
tory. It is one of the oldest types of tourism (Szczepanowski, 2015).
Arguably it is even the original form of tourism altogether, with
its roots in the Grand Tour (Richards, 2003). Referring to more
recent developments and particularly to Europe, cultural tou&ism
was furthermore identified as agent of social and economic charge
(Richards, 1996).

Sustainability is a widely discussed, multi-faceted

highly contested concept. The unfolding of sustainabili
cio-political concept and/or an issue of major pug
often traced back to the environmentalism gykin
and eventually gaining traction and promindQge
Sustainability has become a buzzword in g#lmeMgime, and it has
reached mainstream atcention in s@icc#n Snegl and in tourism

in particular. That is parcly fuqgled theligPpervasive climate

change debates raising awarenesgglill coM@rns among the broader

&

; including travel and tourism-re-

public. Certainly, it is also an ¢ of the contemporary zeit-

geist demanding more holi mane approaches in many
regards (Davis, 2010), o
lated activity.

There is an almost natural connection between (cultural) heric-

age manag sustainable courism: they share the common

theme of “in J and the heritage sector is highly significant
in tourj eveloped countries (Garrod & Fayall, 2000).
Consdu his chapter connects cultural tourism, product/

pment and sustainability to shed light on major

s in this domain. Two short theoretical sections on sus-
tainability and tourism and product development, respectively,
are followed by a section on more specific challenges and opportu-
nities, structured in three sections according to the triple bottom
line approach to sustainable tourism development (Stoddard et
al., 2012). Finally, a conclusion is featured.
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3.2. Sustainability and tourism

Tourism literature has been captivated with sustainability in
this very field since at least the turn of the millennium. “Rare-
ly before has one single dimension of this research atcracted
so much attention and raised so much controversy” (Gargod &
Fayall, 2000, p. 682). One of the reasons may be that totg

tecture, local habits/customs and indigenous ways of
and represent attractions a wide range of peoy
and experience; the very raison d'étre o‘the
Another reason certainly is the sometimes Qgen
star @ble tourism, i.c.

tourism that leaves the env1rom.:nt cygn for generations
into the distant future is eit i

(let alone at the scale all the enggiasMueToWth projections por-
tray for the years and deca c) or at least not afforda-
ble for the many, becauge a\Q ice reflecting the true costs
of travel, including a nalized effects such as air pollution

would restrict touris

n entire nations depend on tourism as the only
cld, as they do not have substantial manufacturing
valuable raw materials for the world market or other
sources granting a basis for living or even prosperity. However,
tourism may endanger the very basis of its success. Furthermore,
it is also one of the sectors that is particularly affected by climate
change — let us point to destinations like the Maldives that are
threatened in their very existence due to rising sea levels — so that
sustainability considerations are placed on almost every official
tourism policy agenda nowadays.
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The UNWTO as the United Nations agency promoting respon-
sible, sustainable and universally accessible tourism declared the
year of 2017 as the International Year of Sustainable Tourism for
Development. To promote and link the goals of poverty allevi-
ation, strengthened regional/local cultures and international ex-
change as major (potential) benefits of tourism, they also ap]?int
prominent Ambassadors for Responsible Tourism, such as receg-
ly the international football star Lionel Messi:

During my travels I have had the opportunity to know other

and societies as well as others [sic] ways to see the w

ins in how far sustain-
ability agendas are taken serio t of conflicting goals and

pressures. UNWTO illusg

, p- 462). These thoughts inspire the following parts.

3.3. Cultural tourism: Product development

Products usually consist of three economic offerings: the com-
modity or raw material input; the good or treated/processed com-
modity made available for use; and the service such as selling/
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serving/presenting the good. A simple example is coffee: the
coffee bean is a commodity, the roasted, ground and packaged
coffee is a good, and serving a cup of coffee at a restaurant or
caf¢ is a service (Pine & Gilmore, 2011). Product development is
traditionally associated with manufacturing industries (Smith,
1994). However, it also plays a crucial role in the still grswing
and widely diversifying service sector. There is widespreadg

major intent not only in the business world but in ¢
cconomic domain at large due to the veritable
tive’ of capitalism (Binswanger, 2009) — cb;pit
if not outright devastating consequences ifQggny
mcq@something new

cr philosophical
notion that a product is new 4§ s i erceived to be new
(Rogers & Shoemaker, 1972) —gg

variations on existing forms:
opment efforts fit into

far-reac acion that “everything that is the subject of
exchange ¢ hrism market is a product” (Szczepanowski,
2015, h en means that every supply meeting the needs
and &r es of tourists/travelers/guests and thereby gener-

s th ective demand can be considered a tourism product.
ifgng furcher for cultural — including heritage — tourism,
we can distinguish basic elements such as historical buildings,
local tourist attractions, historical events, art galleries or re-
gional cuisine; and complementary elements such as accommo-
dation, catering and transport or communication infrastructure
(Szczepanowski, 2015). Cultural tourism products comprise both
basic and complementary elements, and development applies to
both domains.
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And here, experience comes into play. Experiences have always
been around, and they build the core in entertainment contexcts.
Over the last decades, “the number of entertainment options has
exploded to encompass many, many new experiences” Pine and
Gilmore (2011, p. 3) observe. They conclude that experience is a
separate economic offering, making it the fourth one. It is guite
clear that culture or cultural heritage is not a product per se; gt
— like many things/phenomena in the world — it has become su

World Heritage site context.
In the process of developi
(S, various parameters
and in particular potential ¢ gve to be considered, and
sustainability in all thre
achieved. “Ideally, tourj
are produced cost-efh

the cultural and natural Tcsources of the destination” (Smith,

1994, P- 5

3.4, es and opportunities

umregrnd heritage interrelate with tourism in various and
partly complex ways, and there are challenges and opportunities
associated with the sustainable integration of one into the oth-
er (Loulanski & Loulanski, 2011). A major challenge in cultural
and particularly in heritage tourism is to ensure that the region
capitalizes on its cultural/heritage attractions while preventing
harmful impacts of the (increased) visitation of the cultural tour-
ist atcractions. Otherwise, in the worst case, the very qualities that
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characterize the site and aceract tourists in the first place could be
destroyed (Walker & Walker, 2011).

A major opportunity arises from the notion that tourism pol-
icymakers favour cultural tourism for the future (Richards, 2003).
That makes political support more likely, whether through sub-
sidies or idealistic support or more openness for related gssues
raised by cultural tourism stakeholders. The following sué—‘

tions address additional key challenges and opportunities in
three domains of the triple bottom line, respectively. Thj
was popularized by Elkington (1998) who pointed out
izations should measure and report their perfog

in the financial domain, i.e. via the well-igrow bottom
line representing profitability, but also in tMec g and social
domains, with the respective criteria olucNL environmental

quality and social justice. ()
Economic Sustainability

Most governments aspir tourist activity in their coun-

try/region. Despite d bout the real economic benefits of

tourism for many spe s it seems that the politically per-
stay figures are somewhat invincible. Albeit
ionary, the appeal of economic benefits re-

of the money invested to create tourist attractions or infrastruc-
ture at sites with given natural/cultural atcractions flow back as
return on investment to financiers residing outside of the country/
region. Furthermore even money spent by tourists on site partly
flows out, particularly if goods have to be imported to provide
adequate service to guests. Hence, it is a challenge to prevent or
at least to reduce leakage by strengthening regional value chains.



62 Volker Rundshagen

Another challenge — especially in the case of cultural (and
natural) tourist attractions not ranging at the top of popularity
and fame lists — is an overestimated or misjudged tourist interest.
Spending scarce resources on offers that do not please the visitors
and/or do not result in improved visitor numbers and/or lengths
of stay could prove fatal as no more means are available for beceer
investments. Proper research and the consideration of front é

stakeholders’ insights can be paramount to avoid such problem
typical in culture and heritage management (e.g. Garro
2000), and “many countries have a dwindling amg
to put towards the management of key hergpage j
2001, p. 166). This produces political cynicism4gpo
leuMQkrreasures with

good tourism potential, but also @ a regional stake-
holders have to understand cha@ghe
national situation requires the s ingWQ raxpayers’ money clse-
where.

There are also opporty ltural tourism in economic

regards. Recent lifestyl
traditional products o
& Decourt-Itonaga, 2010). The revival of (almost) forgotten crafts

f locally produced goods that can be sold
not only, bu ourists offer promising potential. Especial-

ly tourj

nd in buying the above-mentioned regional craft goods.
Visitors do not just buy on site when they fancy some of the hand-
made or regionally connoted goods as souvenirs, but they could
also become regular customers who later on purchase online and
even recommend the products to friends and relatives. Setting
up web-shops is neither costly nor complicated, and it increas-
es the outreach of the entire cultural tourist destination region.
The regional/local economy can be strengthened if regional supply
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chains are built up and fostered — which requires an awareness of
local providers of various goods and services in the first place so
that local actor networks should be created and co-ordinated. If
these actors create an overall convincing and holistic tourist ex-

perience integrating heritage intangibles and contemporary mer-

chandise that generates opportunities.

Ecological Sustainability

ute considerably to aestheti

Stonchenge in Southern Engl parking lots and paved

walking paths have change of the surroundings con-

siderably so that the aughen

permanently alcered.
Furthermore, massQgg togffism influx leads to lictering prob-

lems or an overabundance of garbage. “As a consumptive activity,
& & D

capacities — both in terms of experience and infrastructure - to

cope with such tourism-induced problems can also be expected to
be lower there.

Environmental issues to consider in cases of cultural heritage
product development particularly include the handling/manage-
ment of natural resources like water and energy; the use of envi-
ronmentally friendly products; waste treacment, reduction, recy-



64 Volker Rundshagen

cling; and the visual impact of the offering (Stoddard et al., 2012;
Tyrrell et al.,, 2012). A potential pitfall in chis regard is directly
connected to economic considerations: most communities nowa-
days face a debt burden and strict fiscal constraints. In the wake
of recent neoliberal austerity regimes imposing public governance
rules on public administrations there is an emphasis on debg re-
duction, cost-saving efforts and efficiency dictates. That leaés )

procurement policies usually requiring to go for the lowest pric

cheapest solution to buy unsustainable or not so enviro
friendly supplies form overseas or from businessg

@ sound

at least two of the triple bottom lines thar‘o SO

ble goods, material and craftsms

ibility without compromising here triple bottom

line principles are not anchorgq jc policy the outcomes are
unavoidably one-sided.

On the opportunity

7 enou&h in community bud&etmé meet-

able energy will also add credibility. And

tional Tevels, particularly if the grand subject of climate change
is involved. In addition to publicly funded projects, privately
financed initiatives with regional affiliation or with the business
case in mind could be acquired as sponsors and supporters for
the cultural heritage cause. Connecting the ideals of preserving
cultural heritage and nature can help engaged businesses and
organizations to foster their image through the transmission of
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connectedness that may favourably influence tourists’ (as well as
locals’) perceptions.

Local supply chains (see 4.1) also hold promising potential.
Alongside positive regional economic effects, local or regional
sourcing will reduce logistics-induced traffic and the relaced pol-
lution. The ecological footprint of local produce and/or regional
material is not always necessarily smaller than for impor?e or
shipped goods, but in most cases local production labels score

However, we have to be aware that when it comes (Ng&nhan®-
ments of cultural heritage (surroundings’) architg
rial which historically had to be sourced Igyally

container vessels or large-scale trucking in

»f CRALse) to maintain
the original look or character — #@d ¢ reguce the ecological

footprint of the venture. Furt

likely embedded into the regj ccgny, and they hopefully

share awareness of local presq ban suppliers from overseas.
Furthermore, local i

of tourists and of th

novations that have transformed tourism relate to mobil-
ity (Fjalager, 2015).

Social Sustainability
Tourism has social consequences. Partly, they result from the en-

counters of guests and visitors (e.g. Bizzarri, 2016), partly from
socio-cultural transformations occurring in the destination region
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due to exposure to tourism. A major challenge in connection with
plans to develop cultural tourism attraction or destination prod-
ucts furcher is to avoid the consequence of transforming the essen-
tial character of the heritage at the core of the attraction — other-
wise a reduction of its attractiveness is a likely outcome. Neither
exaggeration of targeted visitor numbers nor exchangeabilityas a
tourist product would be helpful. Hence, cultural tourism m:
agement has to avoid that the managed attraction ends up as

mainstream consumer experience taste easily leads to cu

itage turned ‘airport art’ (Thurner, 1995); arguably N less
favourable potential scenarios. o

Beyond the pure look at the attraction ation of
the local population is an essential par sustainability

of tourism: community needs to @ fz
Iy rad

development strategies to bala
¢ cultural field. And

mmunity: fostering inno-

economic view of tourism, parg
it is not sufficient to consult
vation in regional touris
social, political and cu apital (SPCC). That works in both

ment can
region (M

p. 6). Tocals are rather extra-sceptical towards the new product
offered and the flow of strangers/foreigners that brings to their
home region than awaiting all that with open arms.

Another challenging aspect is the notion of strengthening the
rediscovery of regional values and praise of the local through an
emphasis on cultural heritage-related tourism without catalysing
(further) nationalist and separatist thought and movements at a
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point in time where a rise of populist radical right movements
and parties has shaken up Europe recently. There is an explosive
melange poisoning the atmosphere that encompasses a divide be-
tween ‘winners’ and ‘losers’ of globalization, ideological conver-
gence of mainstream parties and alluring nativist and Eurosceptic
positions (Rooduijn, 2015) appealing to a counter-zeitgeist goined
by widespread scepticism towards political and economic é’

of cultural heritage tourism plays a significant role.

Currently, we observe a normalization of nationalisig
racist and anti-Semitic rhetoric, which pl‘il‘Fin
fear of‘chungc, of‘globalization, of loss of welfafao

anyNag can be con-

us people inside

This constructed fear of
enous people obviously g

ca gyen re-gain awareness of regional culture and its heritage.

Increased awareness and self-consciousness can be a catalyst for
positive development especially in regions that have not fared so
well economically in the last decades. “Magic” experiences (see
chapter 2, part 2 by Bonde Hansen & Gronau) do not only work
for the enchantment of visitors, but also for locals.

Furthermore, local creativity if integrated smoothly into the
product development initiatives unfolds a self-conscious region-
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al dynamic that in turn contributes to the build-up of the SPCC
mentioned above. The grand opportunity of a well-orchestraced
culture tourism process is the initiation of a virtuous circle in
the destination region. It is a promising target to create a new,
positive lens on the local culture/heritage product from the per-
spective of the visitor as well as of the inhabitant, because ghat
can contribute to a renewed story a critical mass of‘stakehoé

can believe in.

3.5. Conclusion

Along the three classical triple bottom line K of eco-

b chapeer high-
lighted major challenges and oppo@unt

develop culture tourism produd

hr&qgand also the balancing
of interests of visitors and loc inations in question. It is

about time to shatter the

to develo and most of all experiences for visitors as
well as for lo evive regional consciousness and self-aware-
ness a c b progress with purpose. Product development
in cul@r ism inevitably moves along a continuum between

and commodification of the culture/heritage site/

(du Cros, 2001). In addition to that increased attrac-
tiveness will translate into growth so that the continuum between
economic benefit and overuse downsides follows suit. Innovation,
even if initiated outside of tourism domains has always contrib-
uted to transformations of tourism (Hjalager, 2015). There is hope
that culture tourism will benefit in the future. The motto to pur-
sue might be: let us achieve progress with purpose in the domain
of culture and heritage tourism.
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Self-review questions

— In how far can we understand local culture and culcural
heritage as a product?

— How can cultural heritage tourism contribute to a revival of
regional economies?

— From an ccological point of view, is cultural heritage tourism
desirable?

- Why is an inward focus in cultural courism regions potentinﬂy \

problematic in social regards?
\ ) 4

Further reading

Albert, M.T., Bandarin, F. & Pereira Roders, A
tions of sustainability in heritage studjes No
Campelo, A., Reynol dx L., 1 mdgcm‘
heritage. Abmédon Routlcdge
Epler Wood, M. (2017). Sustainab

g a finite planet. Abingdon:

Routlcdgc.
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Chapter1

Which Story to Tell? Managing
Narratives in a Museums Context

A Case Study of the “Historic Technical [

Museum Peenemunde” \

by Werner Gronau & Philipp Aumann

Learning outcomes

— Get familiar with the concept of narratives.

— Understand the complcxity of various narratives and the
need to manage them.

— Be able to reflect upon the specific situation of the HTM
Peenemiinde regarding given narratives.

— Apply the concept of narratives in the context of various

tourism sites.

seundlf, are important centres of information and knowl-
tage in general. While considering also chapter 2, part

de Hansen and Gronau about essential elements in the
good heritage tourism experience, the framework conditions for
museums have drastically changed in recent years, as they have
increasingly converted their focus from research and caring about
exhibits to providing services for visitors, especially educational
services have become more and more prominent. When looking at
museums as places of learning and education, the question arises
what to convey or in many cases even how to interpret the site
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or exhibit, as they are in general not self-explaining. Therefore,
providing meaning for the exhibit or site, understanding the con-
text in which they were created and what role they played in the
specific context, creates the value of a site or exhibit. At the same
time this need for framing, as well as the need to tell a story about
it, is a rather challenging mission. For to be able to tell a sgory,
which explains, or even includes the site or exhibit, one first hasgo
decide which story to tell, as history tells lots of different storie™
based upon the various individual perspectives.

1.2. The narrative paradigm o

ay reating sense.

Based upon social science rescar@, o ystanding of life

comes through stories that are
the process of storytelling (Alag 7, Bruner, 1986, 1987,

ing into life experiences

theoretical work that is as narrative paradigm (Fisher, 1984).
Whereas the rational
essentially rational beings that make decisions based on logical

argument er to achieve a certain goal. The narrative
paradigm su humans, whether in practice or fiction, are
essenti Q' g animals (MacIntyre, 1981, p. 201) and thus,
can b@n homo narrans (Fisher, 1984). The narrative way of

ght cs coherent accounts of human experiences that are
te oy structured and context sensitive (Baumeister & New-

man, 1994). Simply speaking, people make sense of their lives by
structuring and organizing their experiences in the form of narra-
tives and, by doing so, they create order out of otherwise random
incidents and unintelligible events (Escalas, 1997). In short, the
narrative paradigm assumes that various life events that might in-
itially seem unrelated can be subsumed under a coherent story like
pieces to a puzzle. The process of correlating disparate pieces into a
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coherent story shows the constructed nature of narratives (Chronis,
2002). Narratives do not simply exist in nature waiting for hu-
mans to discover them, but, rather, they are human constructions
(Cronon,1992). An appropriate argument for understanding what
drives people to create stories is their incessant need for meaning
(Baumeister & Newman, 1994). People use stories to interprge and
transmit their experience (Polkinghorne, 1988). Stories enaé u-
mans to communicate events of everyday life and engage them

conversations. Narratives will succeed as communicativ
meaning not only by incorporating events of interest,
so in a coherent fashion (Gubrium & Holstein,

coherence has been seen as a primary critergyn in @ ning nar-
rative quality (Cronon, 1992; Ewick & Sil 18 gFibrium &
rra should have a

Holstein, 1998; Kashima, 1997). A goo
tinuities, ellipses,

0 ¢ extent, narratives are
constructed by an agent or a b+ who creates the narrative

text. Storytelling can be

the owing section the “Historical Technical Museum

coyinde” will be introduced as an author of stories by creat-
ing and presenting exhibitions and other forms of communica-
tion media. It deduces its narratives from the history of the high-
ly disputable site offering a vast amount of often contradictive
narratives. So curating is the challenge of somehow combining
what seems to be incompatible. Peenemiinde, today a small sea-
side village on the island of Usedom in the north-cast of Germany,
was the centre of the German arms industry for providing long



78 Werner Gronau & Philipp Aumann

range weapons during the Nazi regime. The site was established in
1936 with a special focus on the development and construction of
the first rockets in mankind. On an area covering 25 km’, around
12.000 people worked on various military projects related to jet or
rocket propulsion engines Weapons were developed and tested to
kill soldiers and civilians at other places and to win the Second
World war. But Peenemiinde is not just a perpetrator site, whege
crimes were prepared, it is also a site where crimes happened an

from all over the world aimi
Second World War and ¢

1¢ setting visitors can still get an idea of the
ns and activities the Nazis incorporated at

those Telicts, allowing to explore the relicts in situ. Furthermore,
the site hosts a museum, which provides a permanent exhibition
on the history of the site, but also regularly changing exhibitions
on selected aspects of the site.

In order to give the reader a clearer idea of the complexity of
managing various narratives being present at this unique site three
examples will be briefly outlined. Beyond the chosen narratives
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several more could be mentioned, but in order to illustrate the
concept of narratives at certain sites the considered main narra-
tives might be sufficient:

Peenemunde as example of the monumentality
of the Nazi-regime

The pure size of the giant buildings, the short period of timé

ing made on site, all those aspects are understood as th

simultaneously a precondition of an the Nazi-reg the
Second World War and to raise a racist di(‘ttors n der parts
of Europe. The site's monumenc-ality still se ce for var-

ious conspiracy theories about the exis co azi-space-pro-

ark side of the

moon”. Such bizarre ideas stillgspRggod ovie makers such as

gramme and the surviving of th@Na#s t

Timo Vuorensola, producing acqgmedy “Ironsky” in 2012,

Figure 1. Former Peenemiinde Power Station as today’s museum building. Replica
of the Vz as an outside exhibit. Source: Historisch-Technisches Museum Peenemiinde.
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utilizing the viewiness of insane beliefs still being worship by to-
days Nazis around the globe. In contrast to such narratives, the
museum rationalizes the history of the site and the structures it
was a part of and uses the relicts of the buildings and of the tech-
nology to tell the stories of the people working in and with them
(Historisch-Technisches Museum Peenemiinde 2016).

o
Peenemuinde as a victim site
All the before mentioned achievements came with a hu oun
of individual human suffering. On site two concg 1 mp
were established in rather unfavourable l'atio ; g into

muddy ground on a regular base in order to

Figure 2. Relicts of a concentration camp as part of the Peenemiinde memorial
landscape. Source: Historisch-Technisches Museum Peenemiinde.
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and the knowledge of supporting the German warfare against
their own people formed the everyday conditions for people in
those camps. Constructing the sites and realizing the mentioned
technological innovations would not have been possible without
that crime against humanity.

Peenemuinde, the “cradle of astronautics”

As outlined before, the Nazi-regime established the site a
research centre for various projects related to the physt
recoil impulse. In the context of the research proj

became a centre for German experts in ge fi
Huge investments were made in the infrastru@gre " as well as

possible work-

was made on site.

Figure 3. Exhibition room where the technology developed in Peenemiinde is ex-
plained. Source: Historisch-Technisches Museum Peenemiinde.



82 Werner Gronau & Philipp Aumann

neering, but also acrodynamics and automatic control engineering
were made on site. The first modern long-range rocket in mankind
was launched from Peenemiinde on October 3 1942. Further-
more several German scientists working in Pennemiinde, such as
Wernher von Braun, joined the US-space-program right after the
Second World War and made major contributions to the sugcess
of NASA-projects in the later years. Overestimating this conting-
ity, narratives rose — established and retold first of all by form¢

Peenemiinde scientists — which reflect the site as a pure an

ble place of innovation, the “cradle of astronautics”. The
of the whole site to produce weapons, secure the
of the Nazi-regime and to kill thousands

happened in the context of the V2-attacks on
not addressed. Also the responsibility and

research in general by supporting @e azi-regime was

neglected. Since this narrative ¢ ¢ museum has to

discuss it, but does this less in a w, nstructing struggle but
more in a way of historizing thi . It outlines the meanings

of this narrative in the Cold.wa N as an example of a modern

religious-like belief in ¢ @ Cr of technology.

1.3. Condsj
Comin £ challenge introduced in the beginning of the
chapc® ¢ se the right story to tell, the case of Peenemiinde

ts xemplarily how difficult this mission might be. Of
_gone of the mentioned narratives can showcase the reali-
ty by 1tself; instead all of them stress specific perspectives on the
same story. At the same time, one might also have to clearly distin-
guish in-between historical facts, rumours or some myth like the
mentioned Nazi-space-programme resulting in Nazis living on the
dark side of the moon. A critical reflection of historic facts has to
provide various perspectives in order to help people understand
the complexity of history at a given site. Several perspectives cre-
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ate several narratives, which again might help people to relate and
identify with incidents happened. The identification of different
narratives and their independence might provide much more to
the visitor than just a better understanding of a specific site, it
might showcase the complexity of human’s interrelations and ac-
tivities, while proofing that there is no “single story” to te{l, but
rather multifaceted reflections of the reality.

Self-review questions 3

- Brieﬂy explain the concept of narratives while also outlining
what makes a good narrative.

— Address the role of storytelling respetivlly the role of the sto-
ryteller in the context of narratives.

— Discuss the given cha]]enges at the HTM Peenmiinde in re-
gard of the narrative to tell on site.

\ | 4
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Chapter 2

Managing Magic

Typologies for Managing
a Good Heritage Tourism Experience o

by Andreas Bonde Hansen & Werner Gronau

Learning outcomes

— Viewing perceptions of heritage from a visitor perspective.

— Understanding the essential force in heritage experience, and
how to manage it.

—  Getting to know aesthetical and historical consciousness and
how to manage it.

\V
2.1. Introduction

The past generations cidficc experience theory and practice
have to a wide extent foctused on aspects of normativity or techno-

(see for example Hansen, 2016, 16 pp.; Smith,
ader, 2014; Perry, 2014). However, often, her-

what would the slmple enjoyment of a 1efreshment in a town square
be without this ‘heritage magic’ in places like Sienna or Rothenburg
ob der Tauber? Thus, heritage magic is of course a metaphor for
feelings and experiences, which are difficult to describe, but which
millions of people experience when they are near objects from the
past. A tourism manager must have skills in practical use of the
power of heritage in experience making and marketing,
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Heritage magic is far more complex than just matters of pati-
na and archaic expressions. Our experience of heritage is formed
by our historical culture and identities (Hansen, 2016, pp. 51-65).
However, various types of heritage carry various experience at-
tributes for various people. Hence, any relevant manager must
take into account the unique features and collective identitk&s of
the single heritage object. This chapter outlines various expericrge
attributes (magic) for various heritage objects, in order to bui

bridge between applied theories of heritage studies and ¢

The research background for this chapeer is heritage ?
development in Northern Europe. Thus, the chapt S 0
northern point of view. o

2.2. The theoretical point of d@pa#u

The theoretical inspiration for of heritage magic, re-

volves around the narrative ajy jc perceptions of heritage

The way we are exg ghd using heritage and history in
everyday life, and thus créating narrative and semiotic percep-
tions of i
kultur); (see
culture me

ble Riisen, 2013). The concept of historical
from history didactics, however, historical
cultuh mercial aspects as well (for example use of history
rand ourism and in popular culture), and are thus a suita-
oy for explaining patterns in heritage tourism. If we do not
understand how values, learning and emotions connected history
and heritage in the minds of tourists, we cannot facilitate suitable
experiences nor produce efficient marketing. Thus, when dealing
with heritage experiences, historical culture is the first step to-
wards knowing the target groups.
Jorn Riisen states that hiscorical culture contains five dimensions
(Fiinf Dimensionen der Geschichtskultur); (Riisen, 2013, pp. 235-245).
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1. A cognitive dimension: deciding the ways individuals thinks
in terms of age, chronology and historical objects.

2. An aesthetic dimension: the way we sense age and history,
through the patina, decay and style of objects. This is of course
a highly visual matter, nonetheless, the aesthetic historical
culture also has auditive aspects. Imagine how the famous
radio speech of Britain’s King George VI at the outbrealg of
WWII, would sound withourt the noise of the old record?

and the archaic language.

3. A moral dimension: history has taught us valud
which affect our notion of ‘right and wron
mative aspects of life. For instance, e ent
tourism experiences (see for example §
by the moral dimension.

4. A political dimension: time@ a
ical discussion. In additi
are highly important for station of political units

bols, contribute strongly to

J

such as nations. This ki
the placeness, whichd

ter could be the apocalyptical characterization
t wars (and the following resurrection), or the

rably, pride (Hansen 2016, p. 57).

influence of historical culture can be so strong, that one
gets psychosomatic reactions to experiencing a place of a certain
narrative: ‘goose bums’ or tears when visiting dark heritage sites
cte., as well as it affects perceptions of place and culture which
leads to tourism consumption.
When it comes to the physical meeting with a place, heritage
aesthetics and ‘spirit’, seem highly dominant. This we could call
atmosphere. There are various approaches to the concept of at-
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mosphere, what is important is the emotional and psychosomatic
experience of space, and this is formed by aesthetical expressions
and the perceptions of them (heritage, narratives and historical
culture). One example is represented by Gernot Boshme (Rauh,
2012; Bshme, 2001). BShme distinguishes between atmosphere (at-
mosfire) and mood (stimmung); (Meyer-Sickendick, 2011, p. 226f).
Mood is something portable and can be affected by many things

while atmosphere is more exclusively connected to the specifi

al aesthetics (Materialistetik); (Hansen, 2016, p. 66) is ¢
that a space is created from a wide range of objectg
their aesthetics and connected narratives. Mgyeris
to the combination of both texture of the rawdgat

sign, patina decay and place narrative. accqund character

of atmosphere makes it quite impo@an®for @urgm management.
Many people has collective perd

aesthetics and atmosphere. Ask ¢ a Swede, what inner

pictures pop into mind when @
or a German for a traditi ool

g the region of Smiland,

are urlllw, ) the ‘mental machinery’ behind the perception of
tage s and objects.

agd some tourism theory to this, we can conclude that
tourists perceptions of heritage spaces (sensed through historical
culture and acmosphere) in many regards are imagescapes and aug-
mented imagescapes. The imagescape is the emotions the heritage
environment create, and the tangible outpucs are the materialities,
aesthetics and narrative references. Hence, both the heritage man-
agement and cultural tourism actors must be encountered as sup-
port services for the heritage attractions (Wanhill, 2008).
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Figure 1. The romantic red cottage: the archetype of gimme
general and in Smdland in particular. photo: Visic SMalgnd.

@ Sweden in

;a typology

2.3. Various objects — variou@ex¥€ri@nc

W Raving a positive herit-
age experience, the tourist g onscious feeling formed by
historical culture and a
to describe this experj n a world where much is possible to

do in augmented way sonal meeting with the ‘real’ thing

outlilfe er to determine what accributes to focus on in ex-

Tien ing and marketing.
The single artifact

The magical atcributes of the single artifact, occurs when the ar-
tifact reflects a style, which is exotic enough to make obvious it is
from ‘a world beyond’, but enough natural looking so it is recog-
nizable. Moreover, a certain degree of decay or patina is important
for the illusion of representing an authentic past. However, only
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to a degree in which the decay does not destroy the other attrib-
utes. In the case of the physical experience of the single artifact,
there is always a dilemma of how to stage the artifact: should there
be an absolute minimum of staging, should the ateributes be high-
lighted in some way or should the object be contextualized? None-
theless, if the artifact really carries a very easily perceivable mggic,

the risk of over-staging is hléhel than the opposite. And the T
important asset must be, that the material aesthetic context, docY

to be the core experience.

Example — The Sky Plate from Nebra: Europe’s ea
of the sky. This very extraordinary piece o@gBro
clearly portrays the moon and some stars, i
is different from a modern depiction. I

und Frl'ihgeschichte in Halle.
but in focus. Thus, the stagi

the plate. The Nebra pl?

toricist building,_which” atmosphere for many reflects an era of

sciences yous knowledge. Thus, experience wise, Ne-

bra becomes ‘relic’ in a ‘cathedral of knowledge’, which
is mar rat
piece stique-bound experience universe around mythol-

tro ithic Age and Bronze Age, including also an experi-

CNCQRO and a visitor center.
The ruin

Ruins becomes ‘magical’ they are ruined. Their decay gives us an
unconscious impression that the buildings have fought against the
most apocalyptic aspect in life: time. It lies very deeply in our hab-
itus, that time destroys everything. Thus, it feels magic — almost
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Figure 2. Museum fiir Vor- und Friihgeschichte in
the original’ Nebra Plate. Photo: Halle365.de.

utopian or divine — when something gives the impression of having
‘fought and won the battle’ (Hansen, 2017). In some cases, design
and stylistic attributes stand even clearer, after a certain decay —
as for example in the ruins of the medieval monastery in Eldena,
North Eastern Germany. However, if the ruin declines to a certain
size; it will lose its magic. In addition, the magical ruins get a recog-
nizable shape from their decay.
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In our combination of cognitive and aesthetic historical cul-
ture, we tend to have an unconscious chronological spectrum of
the experience of the ruin. Hence, ancient and medieval ruins need
to have a certain level of decay, in order to be experienced as au-
thentic and to reflect the good heritage experience. For contempo-
rary ruins however, their decay is a taboo — they have been rujned
‘too early”. Thus, the magic in modern ruins lies in dark touTig
experiences, rather than in the experience of ‘immortality’.

Example — Hammershus: The Iconic shape a ruin gets

tourist destinations. Although Bornholm
pects to their destination brand in th
destination image of the island @s already in the
19508 by — among other things 4§ the iconic shape
of the largest medieval castle rthern Europe; Ham-
mershus. The ruin has thus e icon of the historical
culture of Bornholm, an solute ‘must see” whether
one is interested in me critage or not. The experience has

the undisturbed and recreative

spots ¢
isol monument (the Heritage UFO)

Another instance of heritage magic is experienced when a mon-
ument is so isolated and remote that a full perspective is easily
reachable and the beholder can perceive the full size and aesthet-
ics. Thus, the monument is experienced as a fully preserved vessel
from ‘another world’, which just ‘landed’ — hence the UFO met-
aphor. Grand open landscapes and recreational settings seem to
increase this experience. In other words, the view of full size and



Managing Magic 93

iconic shape with minimum surrounding disturbance is the key
material aesthetic issue.

Example — Ales Stenar: Ales Stenar is Sweden’s largest stone set-
ting. It is beautifully situated on a ridge with a scunning view over
the Baltic Sea, and is standing in its full size and shape with no
other cultural ‘disturbances’ close to it. The dating of the stoge set-
ting is uncertain (most likely 6 or 7" century AD), and the nggn-
ument is to some extent rebuilt, but chis is of little importa

for the experience, which is entirely based on the plac®iz

Figure 4.4e I N1 of Hammershus Castle. Photo: Andreas Bonde Hansen.

Figure 5. The stone setting of Ales Stenar. Photo: Andreas Bonde Hansen.
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shape. Ales Stenar has approximately 700.000 visitors per year.
Ales Stenar has been made through many generations the essential
Icon (read: aesthetical dimension) of its destination Osterlen. Its
main ateributes are its undisturbed and remote setting, which al-
lows the viewer to access the full overview, climb on it, hug it, take
pictures and so on. To keep something as remote and exclugive,
and at the same time accessible, iconic and ‘active’, has proveg c

ideal management.

The heritage room

The Heritage Room is understood as herigpge to the
stage where one can enter and be fully cover d walls.
The heritage Room is experienced in ¢ or r dimensions

(visual dimensions as well as smell @do#% clmag ctc.). Moreover,

one of the important features oMic Sgeric ere is the distinct

border to the contemporary wg u e of the heritage room.
The magical-effect is obtaine aesthetical dimension of
time is obvious (style and gasi the spatial borders are fully

preserved. Churches an cll-kept castles tend to serve to this
experience.

Example — Cathedral of Roskilde: Among the largest cathedrals
in Northe
chitecture a

the 15""

i ¢ is the carliest example of brick gothic ar-

peyoighe Cathedral of Roskilde are very simple; white colors
and raw red bricks. The simplicity underlines the ateributes — the
large space covered by gothic arches — which turn one’s orienta-
tion upwards. The many royal tombs, give a feeling of being in
a special closed environment, untouched by the ‘outside world’
where one almost participates in a social call with important
persons from history. This experience have been interpreted by
[Pads and augmented reality, but with little success. Thus, the



Managing Magic 95

Cathedral of Roskilde has gone back to use a guiding bookler,
leading the visitors around in their own pace, and not taking
attention from the ‘room’ experience.

Heritage dissolving ‘Utopia’

ence of Utopia becomes absent, the heritage object 108
ic. In certain cases, however, if the experience
‘lost’ can be staged to show a kind of ‘resugyecti
structions or rebuilding. This can also be e

magic, because the necessity of r@ons
(Hansen, 2016, p. 91, 138). Ho

something ‘survived after all, will experience the her-

itage magic. ‘Something’ tha s often intangible phenom-
ena becoming tangible i
of technology, crafts : 5. Thus, if the object of experience is

cither something one

‘magic’ appy
Ex, — W@tg ship museum in Roskilde: an exhibition shows
the @o of a series of Viking shipwrecks. In addition, the
seu tains a fleet of Viking ships reconstructed from ar-

cgolgeical knowledge — some of these have set for long and epic
voyages under great public attention. These are all experiences of
amaterialization of skills and functions that have survived beyond
their tangible originals. The full experience is — in opposition to
many other experiences of reconstructions — not conducted as his-
torical theater or re-enactment. Instead, it is centered entirely on
crafts and technology to revive ancient skills.
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The heritage universe

The heritage universe, refers to heritage environments beyond a
single building. Here, buildings, artifacts as well as nature and
landscape are combined in the heritage experience. The heritage
universe is a very limited world and yet big enough to escapegnto
it. The good experience of the heritage universe stimulaces gl
senses. In this experience, a paradox of ‘chrono-syndrome’ (dis
order of ages — sce e.g. Hochbruch, 2011) appears: the ¢

will typically search for a ‘time travel experience’, but a
time seck authentic atmosphere through the impr
(smell, humidity, assimilation with nature ‘c.).
would not be present if there were a ‘real’ ti
environments’ ‘original’ use and creatio

paradox is the reason why fully re@ns@icilid ogreplicated envi-

ronments (e.g. Viking markets) no ¢ heritage magic.

Heritage universes are in partic ing one can experience

seums, in which original

these buildings, an envi t is staged and developed during a
long time. The border ¢
in the heritage universe. It must be like an ‘untouched’ oasis in
features like entrance walls and roof are

eritage room, the bordering of the heritage

context of a modern city. Some few examples in could be Visby,
Quedlinburg or Stralsund. Regarding experience management, it
must be noticed, that the simple presence in heritage universes is a
positive experience in itself. Thus, a high, presence of staged activ-
ities, often serves as over-stimulation and the experience activities
must be centered on basic and necessary human activities — eat,
drink and scroll.
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Example — Frilandsmuseet (Old Denmark Open Air Museum): The
traditional Scandinavian open-air museum reflects a tradition
more than a century old, in which historic houses are collected,
and rebuilt on a museum ground — often in a century old rural
setting. Although tourism management and marketing could be
much better, Frilandsmuseet north of Copenhagen illustrates the
perfect fairytale universe of decay and rural romanticisn.

ice cream shops. The escapist experience is thus very
and the experience becomes a universe of an ar,
scape, old charming buildings, husbandrygnd s

setting, with a buzzling urban environment fggh o¥c context.

2.4. Different target groufg d' N gren rceptions

of heritage magic

Heritage tourists are a up, and they are influenced

by a number of motiv eritage studies and tourism studies
have dealt intensively s topic (see for example Falk, 2012;
Probstle, 2014). Nevercheless, research has so far focused on the
more st 4 hdemographic aspects of heritage tourism and,
until recen Mon how themes, narratives and aesthetics af-

fect

The Open Air,
Museum

heeps://ennatmus.dk/museums-and-palaces/frilandsmuseet/.
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perspective, we could approach target groups and their various
perceptions of heritage magic, as follows.

In search of a lost world

Certain themes of the past tend to carry a fourth world (Graburn

& Nelson 1979) romanticist way to experience heritage (Hansgg,
2016, pp. 108-112). The heritage themes are experiences of som¢

thing ‘native’, ‘organic’ and ‘lost’ to the hand of modern, ¢
industrial culture. This motivation draws on what Gilmd
would referrer to as natural authenticity (2007, p,
tion and physical interaction with the exygyieng
portant. Heritage dissolving Utopia and The He

v are reflected
jstorical culture,
and the visitor sees the heritagdgs
gin way of certain practices.

Example — Land of Legends,
town of Lejre is an experignc { glucation center for cultural
history from Mesolithi ntil mid-19™ Century. Everything is
reconstructed. Howeve bafho sicuated in an authentic ancient

cultural landscape and duc™to the attraction being half a centu-

ing Uropia and Heritage Universe emerge to a
'n leading to great dedication to interaction
¢ basic concept is still for the visitor to en-

stance, the Iron Age village, dressed and living as Iron Age people).
The thematic motivation
Often, popular cultural phenomena or personal interests, which

emerge from social meetings, are the most formative influences
when it comes to experiencing heritage. Thus, the way in which
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popular culture forms our historical culture, must be given atten-
tion by any heritage attraction manager. This being for example
the search for a ‘Game-of-Thrones-like” experience, or the popular
notion of the connection between medieval monasteries and high
quality beer. In that perspective, it is important to realize, that
most visitors led by thematic motivations, are completely 6ware
that their search for a ‘feeling’ of a certain theme, has nochingro
do with ‘real’ history. However, for them popular culture beco

vice versa (Hansen, 2016, pp. 112-115). Thus, it can be 2
termine what types of magic affect this motivati 1y clear
that often the heritage room and the heritagguniv
meaningful links between popular culture plggo
bjc®ggan be perceived
racjgn for popular fic-

tion, and at the same time s
ry, thus being the artifact and g with a larger referential
role — what Gilmore and Pi

(2007, p. 68). Although

9 as referential authenticity

WHAT'S ON VISIT TIOLOHOLM CASTLE & GARDEN

Figure 7. Screenshot of Tjolsholms web page.
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make sense to certain people for different reasons. Thereby lies
various attraction potentials. The castle of Tjolsholm in south-
western Sweden was built by the turn of the 20™ century. They
have specialized in heritage experiences around the eras of castle
construction in the shape of weekend escapes with romantic ac-
commodation and good food. Recently, Tjolsholm has starts a
contemporarily themed experience based on the British TV scr
Downton Abbey. Although Downton Abbey is a fictional

‘La Belle Epoque’ and Interwar Period, it has become th
life among high-end bourgeois in many Western ¢
third of 20" century. Therefore, although "i)léh
to do with a past British nobility, this kind of Qg
story telling creates a heritage room and g
magic in the view of the thematic@ly

tion, an exhibition of original

the kind of magic related to th the castle is experi-

ences as a logic exhibition ve hematic motivated visitor.

—

Hence, an intensive pull-faero

uncompromisingly is m d by the themes of interest.

The patriotic motivation

to Nuengys great achievement or failures of mankind in order to

become a ‘better human being’. Often, the patriotic motivation is
something rather unconscious where the experience is ‘something
one simply must do’ when being in a certain place with a certain
purpose. In other words, it is the highlight atcractions, which are
the most atcractive to this group of tourists. On one hand, the
‘highlight’ perceptions of the attractions are created from physical
appearance (size and aesthetics) and a collective understanding
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of the uniqueness of the object. On the other hand, these ‘must-
sees’ are often constructed as such, through intensive and strategic
use in destination branding and similar commercial matters. Since
the patriotic motivation is the one for which visitors come in the
highest numbers, it is important for any tourism manager to be
aware which heritage objects that can serve this motivatiog and
how. It is The artifact, the isolated monument and heritage space Wigich
serve the patriotic motivation along with the experience of w

(Hansen 2016, p. 200). Hence,
birthplace of both modern
importantly, the DMO and
tradition of using the tg
Aachen cathedral ina
ues of Charlemagne:
pitality standards ctc.

X in the Aachen area, tourists are constantly in

cnce, if going to Aachen, or even search-

he attraction visit.

2.5. Conclusion

Heritage tourism finds itself in a position, in which the large well-
known European monuments have been major ateractions for over
a century and continue to be so with increasing in visitor numbers.
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On the other hand, niche themes tend to be an increasing market
for heritage experiences. To serve and stimulate such tendencies,
an attraction or destination manager must understand how tour-
ists perceive various kinds of heritage, what kind of experiential
values they link to the various kinds of heritage. Thus, the manager
must reflect upon — and be able to strategically use — the egsen-
tial heritage experience atcributes, which are linked to emotio
aesthetics and other irrational or hard-to-explain experiences.

are led by different motivations and perceptions of th
they see. This chapter has outlined an approach ¢
based on values and thematic interests, bygyothg
pects could be cultural backgrounds and educfgonWy

o design expe-

riences, must never be subject to @iv aches, but must
always be accessed via reflectio hysical character
of the heritage object? What kig ations does the target
groups carry? And what kin and narratives does the

Self-review questions

— Please explain the difference in between the term “mood” and
the term “atmosphere” in the given context.

— Please suggest a typology of objects one may have to deal with

’ in a cultural hcritagc context! Furthermore plcnsc outline

how the type of object influence the Cxpcricnccl

— Imagen yourself to be the manager of a historic cathedral,
please suggest a business plan on how to manage, how to mar-
ket and how to stage this specific cultural heritage.

— Briefly explain possible differences in the way the heritage
experience atcributes are pcrccivcd from theme to theme,
and from tourist to tourist?
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Further reading

Daugbjerg, M. (2014). Borders of belonging: Experiencing history, war and nation
at a Danish heritage site. New York: Berghahn Books.

Gradén, L. (2016). Performing nordic heritage: Everyday practices and institution-
al culture. London: Routledge.

Hansen, A. (2016). The good experience: Of viking and medieval heritagegg Cen-
tral and West Zealand, Denmark, and other places in Northern Europegs A
summarizing essay. Museum of West Zealand/University of C opgnlmb

Waterton, E. & Watson, S. (2014). The semiotics of heritage tourig S (O
Channel View Publications.

The Sky Plate from Nebra: \

hteps: //www Ida-Isa.de/landesmuscur@®fuc®or fschg hte/panoramarund-

ang/

heep://www.himmelswege.de/index 8

Related web material o

heep://www.himmelsscheibe-erle

Hammershus:

https://bomholm.infb/h'

./ [www.sagnlandet.dk/en/

Tjolsholm castle:

htep://www.tjoloholm.se/en/akcuellt-en/exhibition-downton-for-bet-
ter-or-worse/
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Chapter 3

Improving the Performance of Cultural
Tourism Attractions

Tour Guides Experiences at the World Heritag®
Site in Falun, Sweden

by Cecilia De Bernardi, Albina Pashkevich & Jens ner
A

Learning outcomes

— Provide a brief theoretical overview on the role playcd by the
guides in the delivery of touristic experience

— Analyse and highlight guides’ importance in the creation and
provision of authentic experiences and the process of perfor-
mance connected to cultural heritage of touristic attraction

— Present an analysis of the empirical data collected from the
interviews with the guidcs working with the undcrground
mining tours in Falun in order to exemplify challenges ex-
periences by these workers at the World Heritage in Sweden

— Highlighting the most challenging and rewarding tasks nec-
essary to take into account while being a guide, suggestions
for the improvement of touristic experiences at cultural her-
itage attractions.

e

In the tourism industry, guiding plays a very important role.
Guiding as an activity has accompanied tourism in its develop-
ment since the Grand Tour (Cohen, 1985). Nowadays, guided
tours are an essential element of many package tours (Wong, 2013).
A recent study commissioned by Visa, has identified the growing
popularity of guided tours, more specifically for solo tourists and
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millennials (Visa Global Travel Intentions Study 2015, n.d.). On
the other hand, being a professional guide entails a wide variety
of responsibilities and tasks, such as, accompanying tourists on
organised trips, helping visitors understand local languages, tra-
ditions and customs, guiding in museums and cultural aceractions
and introducing the tourists to the rich history of the bui%ing
and/or objects they are secing.

This chapter introduces the case of Great Copper Mountair¥
a cultural atcraction and World Heritage Site located i

Sweden. Guiding activities are essential in providing ¢
with an authentic and memorable experience in
the history of mining operations. People visgying g
mine in Falun are presented with not only thge

leg®g it left behind

angscapes, local tra-

tory of copper mining explorations, but g
in form of storytelling connected @ mifrs
ditions and food. As the Great
part of the UNESCO’s World
ligations that developers of ¢

0

\there are certain ob-
) attractions connected to
the mine need to follow.
mine in Falun is conne the period ranging between the 16
and 17th centuries, mea guides are required to not simply

convey historical facts, but also make them ‘come alive’.

32. T e e guide

en ( conceptualised two main roles of the tourist guide:
inder and the mentor. The pathfinder is a guide that
knows the way in a geographical sense. Even with no maps (and
nowadays GPS in-built into the smart phone technology), the
guide knows how to navigate and take the tourists through their
tour and to their destination. Pachfinders are part of the local
population and are familiar with their home environment. For
instance, the guides that take the tourists on fishing or hunting
tours (Cohen, 1985). The mentor, on the other hand, plays a role
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similar to that of the Virgin in the Divine Comedy. This type of
guiding is not only geographical, but also has a spiritual compo-
nent, for instance, in the context of a pilgrimage. Cohen’s (1985)
conceptualisation of the guide’s work is based on the fact that
the guide needs to ensure that the tour will be accomplished as
smoothly as possible. Furthermore, the guide has an impgreant
role in maintaining the morale of the group and providing gae-
diation with the local population or local culture (in the cont

where it applies).
Furthermore, as previously mentioned, the guide
important role concerning the experience creatj

and ways to understand the role of tour gut
concept of interpretation, that means
as well as the guidelines on how @ ac#anfunderscand. Reisinger

and Steiner (2006) criticise t 0ac ccause they imply

that the tourists are incapable anding without the help

of the guides. Another appr¢f yrerpretation is the percep-
create relationships.
Huang, \X/eiler and

tourist S'ltl%F:lLthH The study took into con-
ognitive and affective dimensions of tourist

lts show that “interpretive guiding positively influences
tourist satisfaction and behavioral intention in a heritage tourism
secting” (Huang, Weiler & Assaker, 2015, 354). In heritage tour-
ism, Huang, Weiler and Assaker (2015) argue that understanding
the role of interpretation in tourist guiding should be emphasised.
Interpretation has potential effects on the tourists’ thoughts, feel-
ings and actions. The conclusions made by Huang, Weiler and
Assaker (2015) are highlighting the role of interpretation provided
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by guiding as having a positive effect on tourist satisfaction for
their overall satisfaction with the destination.

Factors that can influence the success of a guiding tour are also
connected to different tourist groups and especially their nation-
alities. This allows tourism firms to tailor their services to the dif-
ferent groups of tourists (see also chapter 4, part 3 by Caldgira,
Carneiro, Vasconcelos, Mesquita & Kastenholz on personaé' ;
co-creative culcural heritage experiences). As previously men

\X/eiler and Walker (2014) ana ysed a set o
be included in the training of guides, in o
effective. Providing proper trainif “c
knowledge and skills required
ty to effectively engage visitors
their experience” (Weiler &
the research on guiding ig

3, part 4 in this volume.
erof g guidmg as a profession the lack of training

o1) highlighted the necessity of training and the im-
provement of language skills of the guides. It is decisive for the
guide to undergo training and a certification system should also be
required (See further examples in Gronau and Harm’s in this vol-
ume). Apprenticeship was also suggested as a possible solution. Ap
and Wong (2001) noted the variable levels of professionalism can
become an issue and that the performance of the guide needs to
be monitored. Weiler and Ham (2002) also mention training and
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professionalism. In addition guides can be educated on the inner
workings of their abilities as guides (for instance the how and why
behind the guiding work) and they can also be socially shaped as
employees, by making sure they have a good image of themselves
as guides (Weiler & Ham, 2002).

Authenticity and performance

In this chapter authenticity is only mentioned as a means

the role of the guides in the creation of the visitors’ exp
debate regarding authenticity in tourism is still

not the purpose of this chapter to deepen ‘is di

Mkono, 2013; Reisinger & Steiner, 2006;
Ramkissoon and Uysal (2014@ma
creation of tourist experienc

The visitors are seen as creator éntic experience and as
ycential authenticity is then
conceptualised as “a key ssu®Qy tention for cultural and nat-
ural heritage sites” (R von & Uysal, 2014, 119). Authenticity
related to guiding has ceptualised as a way of understand-

ing identity and heritage, as argued by Reisinger and Steiner (2006)

r than barely conveying information or relating to

wn experiences of the place. “Authentic tour guiding”
way to “discover one’s self and to understand the heritage
that shapes identity” (Reisinger & Steiner, 2006, 494).

Weiler and Ham (2002) have criticised the concept of authen-
ticity related to the connection between the guide and a place
where guiding takes place. In their work authors problematise in
connection to the use of local rather than foreign guides, since the
former is seen as something that is ‘better’ and should be preffered.
Moreover, Weiler and Ham (2002) advocate for empirical research
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on the conceptualisation of authenticity for the guest and the role
that the guide has in the achievement of a sense of authenticity.
Regarding visitor satisfaction, Weiler and Walker (2014) have
argued that there are still few studies regarding the visitors’ satis-
faction with the guide’s performance of the interpretation prin-
ciples. This is also connected to heritage and its interpreta‘ion.
Interpretation principles are best practises regarding a ceTtyg
kind of heritage. The study suggests that interpretation principlcy

should be informed by research and information and thi
be applied during the training of the guides (Weiler
2014). Performance is not only related to how w
guide performs his/her work, but it is alsogpnnd
formance of a role in a more theatrical sensc@Qect
ountain tour-

ism and guiding. In this case, the g@dc €t actor and tour-
ists follow the lead, with some Qs i visation. Further-
more, certain guides have to lite o8 ole, for example in the
case of the theme parks, such aracters at the Disney

World (Williams, 2006).

3.3. The case of Great COpper Mountain Falun, Sweden

In this chap an example from the Swedish province of
Dalarn 1ce proximately 280 km northwest of capital city
of St o help to understand the role of guides at cultur-

actions, their performance as storytellers, as well as

s on the differences and similarities between domestic
and international tourists. In our case, the guides need to perform
arole to a certain degree; however, the role taking is milder, as the
tourists are aware that the guide is, in fact, a guide. The popularity
of this World Heritage Site in Falun, which is part of UNESCO’s
World Heritage list since 2001, has grown over the years.

The importance of heritage preservation and the necessity of
educating the visitors in the role played by the mine since its hey-



Improving the Performance of Cultural Tourism Attractions 113

days in the 16th century has led to a focus on the guided mine
tours as one of the most important sources of income for the
Great Copper Mountain Foundation that operates onsite. How-
ever, there is a range of challenges that operations in the mine
are faced with due to their specific circumstances. One of them
is the highly seasonal nature of tourist operations, whichgeach
an absolute peak of visitations over the summer and large @b-
lic holidays. A second issue is the high turnover of the staff w

keep, visitors’ safety and preservation of the site. A
issues that are more specific connected to the
marketing of tourist operations is infon.ltio

children. Thus, the need to const@tly
and activities, in order to ens
among tourists and other visit Y

¥ and images among visitors. A big

The employees at the Falu
ists and are responsible f; the best possible service and
creating valuable expg
part of the overall to
¢ mine that is specifically adjusted to
activities. Guiding is not only an important
lue to the tourists, but also one of the most

among international tourists and their share continues to grow
(consisting of German, Dutch, Spanish, etc.).

Perceptions of the guides were captured with the help of
semi-structured interviews, that had open-ended questions about
general perceptions the guides had regarding their own role at the
site, their performance, how the overall guides” performance was
influenced (affected) by the visitors and their characteristics. Sev-
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en interviews were conducted with the guides that were working
at the mine in the summer of 2012. The interviews were recorded
and transcribed, the analysis of the main themes were highlighted.
This corresponds to a thematic analysis (Braun & Clarke, 2006).
This form of analysis aims to find the underlying meanings of the
answers, or dominant themes that together form the percepgion
of the guides. Parallel to this, field observations were made 0]$ c

guided tours to the mine during a period from 2011 to 2018. ThiN

Technology and Business Studies, Dalarna Universit
ing Cultural and Natural Heritage Sites”, in whic

o}

tasked with creating an alternative guided o

Guiding as profession

The interviewed mining guidc@uenj®adoi at they do, but

at the same time are aware of ¢ a|[Qges this job may create
for them. However, most of willing and motivated to

accept these challenges,

mining g
Anothe

acouEvgeferring to the social aspect of the profession. Social in-

teraction and contact with other people lie in the nature of this
job and one needs to be comfortable with this. One of the in-
formants mentioned: “I think that you as a guide have to inspire
and educate. You also need to understand certain visicor groups’
dynamics. Being a guide requires an active presence, which I like

very much” Thus, being on top of things and perform equally irre-
spective of the type of visitors seem to be important.
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As guides put emphasis onto the role played by their visitors, it
was also important to find out the opinion of the guide’s on their
visitors. The common understanding of the guides was that typ-
ical tourists visiting mining sites could be identified. Interesting
to note that guides mentioned only positive things about their
visitors, remembermg ‘good thmzjs Mining guides connecg it to
the work attitude they have — “to always be friendly to th¢

tor”. A certain degree of the generalization was, however,
“..there are many different typical visitors’ categories, fo
school classes, families with children, pensioners, etc.
mentioning that at this point in the interviews th

The size of the groups of
guides’ ability to control ¢
within it. All of the intervie
than 10-15 people, howe

to 30 people. Overal discussion is connected to the fact
that the bigger the g 4 che less cime guides are left with

to be actually guiding. One respondent mentioned: “If you have

ou basically do not have as much time to

in the answers was that all guides seem to prefer tourists that
show their interest and interact with the guides. For examples,
guest could be expressing their feelings by e.g. laughing, asking
questions, thanking, etc. One of the guides mentioned: “If you
feel you can receive a reaction, you change something... if you do
not get a reaction when telling jokes, you will stop doing that for
the rest of the tour”.
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Finally, some remarks concerning the visitor’s characteristics
as perceived by the guides. Some of the guides mentioned that
domestic tourists scem to be more reserved and keep a personal
distance to others in a group, as well as to the guide: “Swedish
tourists are often quite boring. They listen, but it is hard to get
any kind of reaction from them. They are unusually quiet andstill.
This way it can be more fun to have international visitors, beCayge
you can at least get a reaction or answer.” Being open and showin

emotions seems not to be a general practice while work;
domestic tourists. On the contrary, most of the respon
scribe the international tourists as more open and g

communication with the guide. The fbllo.ing strates
this even further: {Internationals] are maybdg | high in
their expectations and excitement. They in M@@reign country,

get more of a “wow” feeling”.
Another interesting aspect y the informants is
when they have to guide a gro sed of different nationali-

ties. Firstly, if tourists fro

the guided tour it seems ¢ them more comfortable and “gives
them a sense of belongi er”. Otherwise, certain national-

ved thus maybe not getting as much infor-

mation that em more. Another difference cthat became

eviden Beral level of knowledge connected to Swedish
and Elfo istory particularly, as well as knowledge about the
c. O pondent stated that domestic tourists seem to have

2 1cigpoor knowledge about their own country, while sever-
al other respondents mentioned international tourists acquiring
knowledge about the mine prior to their visit. This results in the
general belief that some nationalities are associated with particu-
lar interests, e.g. Germans showing an interest in geology, mining
history and engineering.

Thus, tourists show and express their interest differently ac-
cording to their nationality, making it necessary to have improved
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marketing strategies that can affect the decision to visit the site.
Interculeural understanding could help to improve the tour icself
and increase the guides’ awareness of the importance of adapting
and keeping up to date. Once again, guides believe that profes-
sionalism and having a positive atticude and behaviour are key in
order to compensate the previously mentioned differences.
In summary, it can be said that guides play a pivotal role i

ent groups of visitors, ranging from those who

in the topic to those who are less interes‘d in history.

nd adapt

The guide needs to be able to ignite visicofgn

enced by visitor’s characteristics.@ntedul
pectations, prior knowledge as

that seem to matter the most.

3.4. Conclusion

In this chapter,we have presented an overview of the theoretical
c in different ways explained the process that

uide interacts with visitors. The guide has a

BS the practical side of guiding, which is to take
tween different points of interest. In the case of the
¢ Great Copper Mine, this has also been an aspect
7, as in the case of the guiding on the mountains (Beedie,
- Furthermore, performance is also an important part of guid-
ing work. In this setting, performance is not limited to the way the
guide executes the tasks related to the job itself, but performance
is also related to the playing of a role in order to entertain the
customers. The guide’s role is directly connected to the co-creation
of the experience involving the customers (see Kastenholz,
Carneiro & Carvalho’s chapter 1, part 3 on co-creating cultur-
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al heritage experiences in this volume, as well as in Mossberg,
Hanefors & Hansen, 2014). It has also been highlighted that train-
ing has a certain importance in the work of the guide. Lastly, we
discussed the aspects related to authenticity and how heritage can
be conveyed to the tourists through the work of the guide.

One way of improving performance of the service at the gour-
ism destination is constantly working on improving service qugl-
ity (Conlin & Jolliffe, 2010). In the case of Great Copper Min®
guided tours to the underground mines are part of the

an ofadap}ability
when &lﬂdll’ls The pe1cept10ns of ‘16 53 1dR® shgw that there are

learning is Vlt'll to service delivg guides’ own commit-
ment and ambition to adapt cjff ) che tourists, according to

factors such as group sizegnl
ity. By adapting the co the tour according to the visitors’
nationality, ultimately I higher visitor satisfaction and
better performance. This awareness needs to be implemented by
the guidedgyi clp of training programs provided by their
employer (A x, 2001) or other regional entities (see chap-
ter 3, by nau & Harms in this volume). Improving the
guidc@a ility by raising visitors’ awareness in intercultural

bn will lead to greater satisfaction and more positive
s by visitors.
ings show that the size of the group clearly affects the time
the guide can spend with the group, and, therefore, also the con-
tent of the tour. The perceptions of the guides reveal that small to
medium group size are preferred. Furthermore, from the data we
can infer that tourists often use different sources of information
prior to their visit in order to get the initial knowledge and pre-
pare for the visit. The site needs to utilise this possibility of having
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a dialog with their visitors for marketing purposes. The training of
future guides should introduce them apart from the necessary spe-
cialist knowledge on the cultural heritage theme, to the main prin-
ciples of staged performance, intercultural understanding, social
interaction and group dynamics. Improving the performance of a
destination is tightly connected to the continual improvemsm of
the quality of service and experiences, especially if the main Sogce

o\

— List and briefly describe the role of a guide in the provision

of income for the destination is a guided tour.

Self-review questions

of a touristic experience.

—  Why is guide-training important? What are the main aspects
this training should include and why? Support your answers
using examples from the text.

— What are the factors determining a successful guided tour? In
your discussion consider your own experiences from being a
visitor to a cultural heritage site, think of how the national-
ity of the visitor can influence the necessity for adjustments
during the tour.

— Can you think of cxamplcs aﬁbcting a guidcd tour negative-
ly? Give suggestions in order to mitigate those in a real life
situation.

\/
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Related web-material

Rick Steves Tour Experience — examples of successful guiding activities
around Europe:

heeps://www.ricksteves.com/about-rick, hteps://www.youtube.com/watch?v=
YqrSRSIBJzI

Be a Better Guide Foundation: ®
hteps://www.beabetterguide.com/foundation/

How to handle cultural differences as a tour guide?:
heeps://www.youtube.com/watch?v=2VXfgqoLmtk

Neil Silberman on Heritage Interpretation & Preswmtio
or Mine Conference:
heeps://www.youtube.com/watch?v=8GqUUpb3z \
o
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Chapter 4

Landscape Analysis and Spatial Capital
for Cultural Heritage Management
in a Networked Perspective o

by Federica Burini \

Learning outcomes

- Identify the key characteristics oflandscape analysis and the
strategic role of local communities in its touristic enhance-
ment.

— Apply the concept of spatial capital and networking for
promoting tourism development.

— Apply participatory methodologies to recover local spatial
capital and promote local and international networking for
tourism development.

— Evaluate some territorial and landscape potentials of the
Province of Bergamo, in order to promote a networked
tourism project.

\Y,

4. tion

iz landscape today is an important issue which needs a re-
flection both from a theoretical and a methodological point of
view, in order to answer to the most recent principles and priori-
ties established at international level.

The analysis of landscape must come from the notion of terri-
tory as the social transformation of space and it requires an under-
standing of the result of the perception of territory done by differ-
ent social actors. Landscape produces a subjective representation
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of territories, depending on the cultural background and experi-
ence of those who observe it.

By valorizing the cultural perception of a community on its
territory, we can valorize its cultural landscape, as an important
component of local cultural heritage, both material and immateri-
al. In order to produce the valorization of landscape in a tougjstic
perspective, we need to focus on participatory methodologies algle
to involve different actors and to follow a networking perspectivd
for establishing with elements of landscape the communi

to valorise for tourism pourposes.

4.2. Landscape: a global value

International interest in what @NEORdefiged as “cultural

L ¢

landscape” dates back to 1972,

and Natural Heritage,
which aimed to protect cultur al level by endeavouring

1972). Article 1 of that ion mentioned “artefacts and com-
binations of artefacts a
of the Convention on World Heritage UNESCO identified as key el-
dscape (Vallega, 2008). Along these lines,
CO has actively undertaken the preserva-
andscapes, with a view to including them in
list.

2000 European Landscape Convention, which defined landscape and
landscape protection in accordance with consistent criteria en-
forced across member states. A participatory planning tool devised
in France which may be said to predate the European Landscape
Convention is the Charte paysagere, a consultation white paper be-
tween public and private bodies, applicable to the local, supra mu-

nicipal and regional scale, with the aim to implement landscape
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Figure 1. The European Convention
on Landscape (source: https://wwuw.

coe.int/en/web/landscape/home).

EUROPEAN LANDSCAPE CONVENTION
CONVENTION EUROPEENNE DU PAYSAGE

\

protection, management and planning initiatives whiNgalso pi®-
serving its values (Gorgeu, Jenkins, 1995).

TUCN, the worldwide organization rgpon environ-
mental protection, also stresses the impordgee dscape in
environmental policies by including a & tected catego-

ries the one of “protected land «@d swpe Thlb fifth

category is defined as a “prote
conservation of landscape and s of recreation”.

From a theoretical point ot view, the evolution of the concept of

landscar aced along two strands of research: the first

tifiable and material aspects of landscape,

at the same time its environmental and socio-cultural features.

It becomes a key factor in the field of environmental protection
because it enables researchers to track crucial issues for the man-
agement of protected areas (biodiversity, human development,
governance, enhancement of natural resources, management of
protected areas) and is seen as a binding factor within a wider se-
ries of issues to be taken into account for implementing systemic
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action. Landscape ecology is strongly focused on the study of land-
scape as an object, i.e. as something that exists in itself, quite inde-
pendently of an observer.

The second strand focuses its analysis on the close link between
landscape and territory. It starts from the idea that territory is a
social product and that landscape is its visual form, resulting gom
the perception of a subject or an observer who is able to dCtege
certain units of meaning, that is to say certain “iconemes” (Turr™¥

tion of eco-symbol, proposed by A. Ber g mbivalent en-
tity that belongs both to the envii@m
environment. See: A. Berque, L

1995, pp. 33. Such elements (or caning) are identified

A\

is second approach insists there-

scape and once these are

andscape and on the importance

tific reading aimed at overcoming subjectivism and detecting real
phenomena in terms that are as objective as possible” (Gambino,
1997, p. 33). In addition to the subjective/objective dialectic,
Gambino introduces a second dichotomy inherent in the concept
of landscape, namely the tension between conservation and inno-
vation, a dialectic relationship that makes us perceive the signs of
the past (rural, religious, defense buildings...) as features that must
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be preserved while also maintaining a dynamic perspective on ter-
ritory over time, thereby envisioning elements of innovation and
change in sustainable terms (Gambino, 1997). Based on the dy-
namic reading of landscape proposed by Sereni in the “History of
the Tralian agricultural landscape”, which focused on transforma-
tions rather than landscape types, the present study embrgces a
semiotic and dynamic concept of landscape. It does not, in"o

and organizational work that a given society has carrie
given territory in the course of time. Accordingly
landscape will inevitably require the invggyeme
itants, as active interpreters of the reading

territory. By inhabitants we mean both ts and users or
temporary users of a given terric@y. omotion of land-
scape entails a recovery both unity’s perception
of the territory in which they & cd their identity values,
and of those who enjoy the jtory on a temporary basis

and for specific purposeg

e takes on at the international level, as a paradigm capable

of promoting environmental assets by ensuring the pursuit of sus-
tainable development actions. As a matter of fact, the recovery of
landscape serves on the one hand to meet wider needs on a region-
al and global scale, protecting the natural and cultural resources
that contribute to creating the so-called heritage of a nation or
of humanity. On the other hand, it also serves to take account
of local needs, preserving sites and places where each communi-



128 Federica Burini

ty recognizes and registers its own identity values. Along these
lines, the 2000 European Landscape Convention introduces the idea
of the perception of territory by the people as a crucial element
for defining landscape, and underlines that it represents an essen-
tial feature of local identity. The reading of landscape in terms of
perception also entails a major challenge, since researchers cagnot
simply record the result of the interaction between naturaﬁ

a,

anthropogenic features, but must also detect the relationshi

tory has on a landscape level, but above allgy
trigger a territorial regeneration in which ¢
becomes an actor capable of planning an
velopment in a sustainable persp@riv

2009; Dal Borgo, Maletta, 2015)
is today called “community bag ing, that is a planning
based on the active participag S various components of a
community.

The local communin he made aware that its involvement
in the valorization pro(Qgf, cgh from the point of view of tour-

ism, will in fact enable it TO keep its values under control while

nting such values to tourists. In the case of
particular, we witness a progressive change

te oy society to devote oneself to recreational activities on a
local or proximal scale.

Tourist-based planning therefore means to valorize the in-
tangible heritage of one’s being-place (topical qualities); of one’s
being-landscape (landscape qualities) and of one’s being-environ-
ment (natural and cultural qualities). Implementation of such a
project presupposes the recognition of a strategic role for local
communities, as the dynamic between territory and tourist prac-
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tices is co-implicative. It is, in other words, determined by the
place’s atcractiveness, but also by the willingness of inhabicants
to embrace tourism as a factor for growth, once it has been estab-
lished that tourism can in fact be integrated in their life context.
The perspective of resident populations is a key factor in pro-
moting or hindering the emergence of tourist fruition for agiven
territory, and that will depend on the people’s maturity, on ggeir
awareness of being able to either safeguard or ignore the ident
shape of their territory (Casti, 2015, p. 11).

As we turn to the landscape contexts of the regigof Lo

bardy and more specifically of Bergamo, we arg both
with original and emerging natural iconergys (rq $...)-ONnto
which local communities have inscribed ch 4@ Alues over
time--as well as with culture-based ico at bear witness
to societal work on and around @rit esoarees in the course
of history, such as artifacts (res reli s, rural buildings...)

or the alternation of productigglires Wgoods, grazing, haying or
agricultural areas).

4.5. The networke ach: empowerment,
participation, governance

[f ' we assum¥ cctivity of territories as a constitutive element

amd g promoting tourist regeneration in a reticular and partici-
patory perspective. In particular, based as it is on concepts such as
the reticularity of the territories of globalization; participation as
the chance to use tourism as the engine for territorial regeneration;
and resilience i.c. the ability of societies to set up and reshape their
activities to cope with periods of crisis, participatory methodology
can focus on community involvement in the planning and manage-
ment of tourism and can reflect on specific strategies for translating
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empowerment, participation and governance in operational terms. By
emphasizing the potential that places have to become tourist desti-
nations, but above all by stressing how this phenomenon can trigger
a territorial regeneration that involves local communities as actors
able to design and promote their own development, our methodol-
ogy has identified the following: i) in empowerment initiativesy the
chance to boost knowledge among the various actors, which™d

duces both a recognition of the tourist value for territorial asser®
potential for action in tourist communication; ii) in par
initiatives, possible strategies for recovering “spatial
knowledge and territorial know-how that tigy inh:

crued simply by building and inhabiting a givedger er time,
but also the sets of skills for managing and > chat cerritory,

ing the inhabit-
ants’ ability to act together as a
opportunity to propose initiativeggictivgharing in local develop-
ment, requiring that public an @
el ensure transparency in degisi s

in the planning tables

dowed with the experti

rca¥agyeffective consensus on the aims and actions to be pur-

sued; 111. agree on the ways and meanings whereby the established
goals may be implemented; and iv. are able to co-operate synergis-
tically to carry out the planned actions (Cottrel, 1976, p. 19).
These participatory actions, based on the establishment of
round tables, must be preceded by a study of the territory in ques-
tion, aimed at understanding the dynamics of actors and the var-
ious interests and strategies in the management and ctourist valor-
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O Qo

ABOUT  PROJECTS ~RURALTOURS ~LOCALPRODUCTS ~FAMILYCLUB GALLERY ~CONTACT  INFO

RURAL TOURS LOCAL PRODUCTS

-
Figure 2. A best practice in networking: the merill groj o, source: heep://
www.merillecotours.com/).

o

ization already under way. It 1 an

skills of the various subjects thaglr DM
large-scale tourist regenerati @ s, which go beyond the lo-
cal scale and also open ugo Ngepgflional interests. In particular,

onsist of several phases that include:

the recovery of the

es possible to produce

participatory process
awareness raising, wit il co reaching an adequate number of
interlocutors; consultation of the various stakeholders, meant to
meet thd - to detect problems and strategies for carry-
t to completion; and finally, capitalization of
ich boosts the awareness of the various actors
on project. These processes include the deployment
on tools and territorial knowledge sets based on ge-
pcal information technologies, i.e. the set of processes and
technologies for the transmission, processing, conversion and re-
processing of information to ensure the acquisition and manage-
ment of geographical data in digital form, an example of which are
web-based participatory cartographic systems.

Participatory processes and smart technologies make it pos-
sible to pursue tourism governance, understood as a set of sub-
jects, procedures, regulatory frameworks, participatory processes,
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geared to promote shared decisions and to guarantee the involve-
ment of public and private agents. The aim is also to ensure that
the existence, implementation and development of attraction and
entertainment activities in the territories is carried out with an
eye on sustainability.

4.6. Research methodology: participatory territorial
diagnostics for the recovery of the identity v
of landscape

it is also useful to identify its iconc@es,

who inhabit landscape under cegsid

With the aims to encourage agglline Qandscape in its natural
and cultural aspects; to facilic tification of iconemes on
the part of observers; and gg g
sorted to the research ology tested by the CST-Diathesis-
Lab: the SIGAP metho ~foplied to the tourist regeneration
of territory (Burini, 2015, pp. 56-62). SIGAP consists of modular

phases se

ze a territory’s layout, to assess its poten-
tials or prob through the involvement of its inhabitants,
and to Q acial capital, i.e. the knowledge and territorial

know#lo t the inhabitants have accrued simply by build-

and iting a given territory over time, but also the sets
) [sgor managing and promoting that territory, which must
be tapped by showing the inhabitants” ability to act together as a
community (Lévy, 2003, pp. 124-126). For territorial know-hows
built up in the course of time can be effectively enhanced and
turned into a public good for a more efficient and sustainable or-
ganization of territory. The skills acquired in the use of water and
soil resources, of plant resources, and useful raw materials, as well
as in the production of artifacts or in their spatial distribution
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and in the scheduling of activities all bear witness to the existence
of a spatial capital that, for entire generations, has ensured the re-
peated application of safe strategies which fell into abeyance once
traditional know-how was progressively neglected. Their recovery,
supported by innovative techniques centered on sustainability,
can facilitate the rediscovery of local territorial knowledge: and
possibly promote effective changes in the functions of spaccs gnd
resources. To recover spatial capital will be impossible unless

start with the subjects who already possess it.

What follows breaks down the phases of research S
forward the three prerequisites of tourist regenerag Ance-
ment and strengthening of resources andgkills specific
territories (empowerment); 2) emphasis on thlge strategies

of inhabitants through their active inv ia the adoption

of participatory tools and techni@ues

tion) and; 3) pro-

ar and sustainable

motion of a shared tourist plaqgind
perspective (governance)

Empowerment

Starting from the pre
tial for any other
use of
and cultura
and ¢ iOUN

ers is the identification of territorial resources that

C po xploited and usually excluded from traditional tour-
higgrarics already present in cities belonging to the network.
Such tesources will include natural and cultural contexts, fast and
green mobility areas, micro-business with environmental quality
certifications: all existing territorial resources to be recovered and
systematized with a view to boosting territorial regeneration un-
der the banner of sustainability.

For cach area, sub-categories have been set out in accordance

with common criteria: with regard to natural heritage, the named
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categories follow the criterion of international value and of en-
vironmental importance as recognized by inhabitants, such as
parks, reserves, natural monuments, ete. With regard to cultural
heritage, there exist internationally relevant resources, but also
resources that have historical, artistic or aesthetic value, or pos-
sess symbolic or social value within the local community, sugh as
villages of excellence, castles or historic buildings, fortificatiogs,
churches, etc.; finally, there are events and initiatives of a cultura®
environmental or business and trade nature, which may bgfha

as temporary resources useful for the promotion and enh™ggemen
of the territories in a reticular and sustainable key,

stand how these bear witness to the inhabit:
to take advantage of local skills while Sh
quality standards. Such activities @c #enfkelaged to accommo-
d fast, diffuse hos-

hO®s, shelters, etc.), local

dation facilities (holiday home

s, ctc.), businesses (shops,

of cultural sites, tour g our leaders, etc.) that have success-
fully established virtuo fces in the name of environmental
sustainability, the rediscovery of local products, and the enhance-

ment of hd Lonificant local sites (Matos, 2004, p. 101). In
small and Mm% ed European cities, entrepreneurial initia-
tives o en correspond to a network of family-based
activi pccur spontancously and rely on traditional skill

" 'Th n successfully reactivate past heritage by relaunch-

ing ugh advanced communication systems (social networks,
web-marketing, augmented reality, etc.) or through a creative of-
fer of integrated activities.

With regard to mobility networks, regeneration addresses fast
connections — low-cost flights and high-speed railways — but also
green mobility infrastructures: bicycle paths, footpaths, old roads
or disused railway tracks, public transport including cable-cars
or trams. What matters is to provide alternatives to cars. That
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is followed by an analysis of virtual accessibility (websites, apps,
augmented reality, social computing) for each resource aimed at as-
sessing reachability also by foreign tourists. Information gachered
here can also be made available in informational pop-ups within
the knowledge mapping system.

In order to casily monitor this wealth of resources and allow

its updating over time, the first phase of the research involves
creation of a geo-referenced database of the resources descri

three-dimensional mapping system developed in the
environment, which may be accessed both in the i

cultural heritage, micro-business, mobiliggy and category
rcl

database

(c.g. parks, natural preserves, castles, cycle ggh?

on the map and to include a po@up

tion and an image of the reso
website) of the subject or enti in its management.
The first research phase ¢ lose, in fact, with the iden-
tification of the stakeho
s-Low resources mentj bove, both individually and through
existing association a
mutual acquaintance.

Fro

gy envisag
for ¢

tect e ced resources up until the assessment of dynamics
ved actors (stakeholder analysis) and the development

§its objectives: starting with geo-tracking, to de-

ctive and multimedia mapping systems that promote the
knowledge of local resources.

Participation
In order to make research on local territories operational, it is nec-

essary to select a number of territorial resources that have not yet
been valorized, to define territorial areas of interest — called pilot
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projects — and to propose for each a participatory process prelim-
inary to the operational implementation of the tourist regener-
ation project. The demand for participation in decision-making
processes becomes all the the more urgent and explicit when faced
with the crisis of political representation and of traditional forms
of social mediation: the request for transparency in decision—gak—
ing and the desire for shared choices are voiced ever more clCagy
in view of the ever-increasing burden of burcaucracy and of re

tape associated with its procedures. Both seem ever more
some when compared to the speed and the efficient con?
social, scientific and technological innovation, eveng
sector. The flexibility inherent in the partigypatc
sions the possibility of real-time re-focusing,

needs put forward by different contexts
[t begins with the selection of i@out®es fhat gave not yet been

e th

exploited in each clustered area
rial reference areas. That is folloy entification of stake-
holders (public institutions, bjects, associations) who
will later be involved in ¢
duced by an awareness
directly online and is us nsuring a conscious and informed

involvement of subjects. envisage the use of specific opera-

tional insd ¢ first entails the organization of meetings

and particip¥ rsions, workshops and focus groups aimed
at invo Bors who for various reasons are interested in
the nfu cultural resources to be exploited in the territo-

(management bodies, resource owners, individual

perating in the territorial context, etc.). That is done
in order to identify the potentials or possible issues tied to the
development of tourism activities. These participatory meetings
envisage the broad involvement of stakeholders and the creation
of working groups to achieve pre-established objectives (analysis
of the opportunities and constraints that the area shows in rela-
tion to the project to be achieved). Focus groups involve a targeted
(or focused) stakeholder group through which a specific aspect of
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the project can be analyzed and the possible operational involve-
ment of individual subjects for the pursuit of the objectives can be
discussed. These are useful phases for collecting project proposals
to be shared between the various actors and, at the same time, for
assigning roles and responsibilities to the various subjects.

Direct consultation is also closely tied to online discyssion,
through map-based participatory systems online. One of the stréngghs
of the proposed methodology lies in the creation of GeoWeb

collaborative systems. While these obviously include dat
knowledge mapping system developed in the previous
are studied here to favor active participation of bg S old-
ers involved in the project and the public iggen systems
also make it possible to add reviews or persdgl ons about

the information provided, thereby pro g aQupking system. In

addition to mapping, online surve@ar togxamine potentials

or possible issues, to collect prd

to obtain a qualitative index | Y prospective tourism re-

sources. This is achieved via o software which can be made

complex pN y process, certainly not limited to the use of
web ¢
war vernance: shared and reticular planning

Data collected in consultations with various stakeholders in the
pilot projects provide the basis for the subsequent phase of shared
planning. The latter consists of a testing ground for local actors
potentially interested in enhancing the resources already sur-
veyed, in promoting their interaction and networking, and in set-
ting forth valorization schemes that connect these resources be-
yond national borders to the wider, new circuit of the European
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network. This may be achieved by assessing the potential of the
territories in terms of natural and cultural resources as well as the
skills of the various subjects involved, which will be then inserted
into the network in order to develop synergistic initiatives.

To this end, our methodology provides for an actual land sur-
vey in the territories related to the pilot project, during which
we follow the SIGAP research methodology made available 0 ge
network by integrating it with the skills of European colleague

The SIGAP Strategy relies on a theoretical approach ¢
territory and cartography as symbiotically related, an
the latter as a communication system useful for cag

ticipatory projects, since it yields a social vigw of| @ dand a
sense of place rooted in those who inhabit itdggal 3). What
teiorial skill sets

mactters is to recover the spatial capital
built up in the course of time, beca@se en be enhanced

and turned into a public good f4

and soil resources, of plant rey gd useful raw macerials, as
well as in the production gba

-how was progressively neglected. Their re-
covery, supp nnovative techniques centered on sustaina-

bilicy,
o

On'the basis of the land survey thus conducted and taking into
account the results of the participatory process outlined previ-
ously, it is possible to proceed with the planning phase. It is a
mactter of setting up a grid of resources, businesses, connection in-
frascructures, actors capable of attracting European tourists inter-
ested in discovering relatively unknown territories which actually
have great environmental and cultural value within a European
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network. To do this, the research team finds it useful to link the
field survey conducted through the SIGAP Strategy with a SWOT
analysis aimed at the pilot project. The SWOT analysis is a stra-
tegic planning tool used in a decision-making process to verify
the viability of a project and the chance to achieve the desired
objectives. SWOT is employed to assess the strengths, wea/gessea

opportunities and threats of a given project. The analysis examgaes
cither the strengths and weaknesses of internal, contextual f3

tors, or addresses issues to do with the external context,

ate possible creative solutions, i@ac
questions: How to use and ex /@i
each weakness? How to benef;
reduce each of the threats?

Our research method

rengths and weaknesses to be used for design-

ork of tourism promotion.
Caplla and dissemination of results

ogyrth module of our methodology is built in the course of
research, in order to allow the progressive dissemination of re-
sults, using both conventional research tools tools (reports, essays,
publications, etc.) and web-based instruments. Accordingly, a
portal dedicated to research is set up, with the goals to circulate
knowledge on the project and its referents, to post intermediate
results achieved and to implement the processes of mapping and
open mapping envisaged in pilot projects. With a view to enhanc-
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ing the potential of territories via tourism-based regeneration,
pilot projects seem particularly effective for experimenting wich
the method, the principles underlying research and the analytical
tools adopted.

4.7. Landscape and territorial potential
of the Bergamo area

An analysis of the context of Bergamo within the region®
ry of Lombardy in northern Italy shows that over ¢
Bergamo has undergone a territorial re-pogytion;
to the regional capital of Milan and to the ofggr NygeBt norch-

ern Italy. Until the end of the 9os Berga maRgd functionally

within the metropolitan orbit of M@lan zy, city-like lay-

out made up for the most part usinesses or me-
dium-sized, highly specialized ¢
lennium, the territory in and :
role, that of a recognizab
of connections that goe

Bergamo clearly en ;
center of the so-called Po Valley megalopolis, which in turns en-
' \nsticutions and companies to take on a dy-

roach along with other Italian, European

ig mobility infrascructures.

One of the main engines of territorial dynamism is undoubt-
edly the International Airport of Bergamo-Orio al Serio “II
Caravaggio”, now ranking as the third busiest airport in Italy (Data
provided by the Assacoporti group shows a remarkable increase
from just over 5 million passengers in 2006 to over 11 million in
2016). Orio currently connects Bergamo to more than a hundred
cities and around thirty European and non-European countries.
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This dramatic increase in the connections between local institu-
tions in Bergamo and outside territories has drawn a wide range of
new users to the city (tourists, students, workers...).

From the point of view of the territorial potential of the Bergamo
context, a wealth of resources and quality initiatives has obvious-
ly emerged. With regard to the natural heritage, there are zaound

a hundred resources, quite varied in shape and distributed magaly

umental trees and land arc. Our @ea ted two primary

resources for local communiticQupla 8o VI environmental in-
terest, of great aesthetic value al@nts of the Bergamo area
with popular yearly excursio srinations (such as the Serio
river waterfalls), and the mor ¢ hundred and twenty shoot-
ing stations scattered i alleys, which as mentioned above give
a tangible sign of the wbw related to hunting and shooting

around Bergamo. With regard to cultural heritage, our study iden-
tified ard

province’s t8

red resources, spread evenly throughout the
hich indicates the wealth of assets even in less
widel W
as aillfar, the UNESCO site of the Walls of Bergamo and the

ES respi d'’Adda site; listed historic villages (such as those
aWudg the Orange Flag by the Italian Touring Club or part of
the network of the most beautiful Borghi (hamlets) in Italy or the
Borghi Autentici of Ttaly); castle; palaces and historic houses; ruins;
sanctuaries; monasteries and other sites of religious interest; indus-
trial and production heritage sites; ecomuseums; museums; places of
memory and other historical buildings.

If we turn to micro-entrepreneurial forms, we find more than
two hundred facilities, related to accommodation and catering
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and based on the criteria of quality, sustainability and typicality.
Special attention was given to quality brands and membership
in consortia or networks of various types. Among the many ca-
tering facilities, we specifically selected companies devoted to
quality and attentive to promoting gastronomy and local prod-
ucts. The two sub-categories naturally overlap, with some facil-
ities offering both services. Distribution reveals a prevalence gf
accommodation facilities in Bergamo, its neighboring towns o

high up in the mountains and instead a concentratio

taurants in the two main valleys (Brembana and Sef
also in the medium-small valleys such as Valle Ing
Calepio. Either facilities seem instead scargy acr@

is a concentration of cyde and f.)tp

southern belt of the Bergamo

tourists to explore the provingg west to the east near

’ iﬂi

¢ notice similar facilities

Treviglio and Romano di Lo
in the mountain territorj two main valleys Seriana

and Brembana.

4.8. Co
In ord a the landscape paradigm, it is important to
focus @n rritory which stays behind, by reading its nat-

an ural features as objects to be analyzed, quantified
ibed; on the other hand, it is also useful to identify its
iconemes, according to the observers who inhabit landscape un-
der consideration or according to those who come from outside.

This approach to landscape as a social perception and configu-
ration of territoriality is also linked to the conceprt of reticularity
and networking. Local actors potentially interested in enhancing
the resources in a tourist perspective should promote their inter-
action and networking, setting forth valorization schemes that
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The “Strada del Moscato di Scanzo”: wine landscape in a
network perspective

The Moscato di Scanzo road is one of the
territories that demonstrate an exceptional
landscape linked to the local knowledge of
the use of natural resources in the Province
of Bergamo. It takes its name from the wine
produced in the territory of Scanzo Rosciate,
located on the first hilly ridges of the Orobic
Alps, about 7 kilometers from Bergamo, in
the area on the left of the Serio river, at the

,’;W‘;"j‘w‘.‘[i"f" 1 entrance of the Seriana valley and the Cav-
allina valley.
It is a territory of great scenic interest placed in a hilly amphitheater dom-
inating on one side the plain, as a natural resource, on the other the rocky
spurs of Mount Misma, which anticipates the auction of the Cherio river
and the Val Cavallina. From a physical point of view the hilly area has a very
superficial soil with a marl substrate chac aggregates into large limestone
nodules, the climate is typically Mediterrancan able to guarantee a good
ripening of the grapes.
In an environment characterized by a remarkable naturalistic potential,
which includes the morainic ridges that make up the so-called “oriental
hills” of Bergamo, a collection of bumps and basins more or less wide, in
which there is a luxuriant nacure with a potential culcural heritage for the
presence of signs of settlements, religious, rural and historical buildings
left over during the centuries by local communities, in addition to the
signs of agricultural production that has shaped the slopes creating the
fine wine CTops.
The settlement structure is polycentric and widespread. The Municipality
of Scanzorosciate born in 1927 following the merger of the municipalities of
Scanzo and Rosciate, includes on its territory five settlements, each linked
to a different parish: Scanzo bordered to the west by the Borgognona canal
(Parish of St. Peter and Paul); Rosciate located further to the east (Parish of
Santa Maria Assunta); Negrone (Parish of San Pantaleone and San Nicola);
Tribulina (Parish of San Giovanni in the Woods) and Gavarno Vescovado
(Parish of the Holy Trinity). These are three hamlets that dot che hilly serip
that strecches to the east, famous for the beauty of the places, but also for
the high quality of wine production.
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The first written testimonial of the presence of the Moscato wine of Scanzo
Rosciate dates back to 1347 when Alberico da Rosciate left to Jonolo da
Priatini an indefinite quantity of Moscato produced in Bergamo. It reap-
peared later thanks to the “Effemeridi” by Donato Calvi in which the epi-
sode dating back to 1398 was mentioned in which the Guelfs took posses-
sion of 42 chariots of Moscato Rosso di Scanzo.

Worthy of note is the role of wine production, considered high level
since ancient times. Just think of the meaning attributed to Rosciate or
Rosate, according to the Caprain of Venice Giovanni Da Lezze, ;1ccording
to whom the union of the greck word “Ros” (bunches of grapes), with the

4

Celtic “ate”, which means village, from which “Rosate” originates — to-
day Rosciate. The history of this wine is 1ong and boasts the fact that it
was a precious gift of the great architect Giacomo Quarenghi to Tsarina
Caterina I of Russia. From here it quickly conqucrcd shares of the Lon-
don market and it was the Londoners who turned it into raisin wine,
driven by the desire to create a new grape shcrry. It is said that in the
cightccmh century, it was the most expensive wine in the world, quotcd
on the London stock exchange. Today this landscape heritage is protect-
ed thanks to a network work between different operators (24 farms, 2
“agriturismi’, 5 restaurants, 5 hotels and B & B, 4 local dealers) who have
promotcd three cyclc—pcdcstrian itineraries to discover the area.

~—

connect these resources beyond administrative borders to a wider,
icach other European and global territories.

This may be by assessing the potential of the terricories

in ter and cultural resources as well as the skills of

the vallo iccts involved, which will be then inserted into the
ork der to develop synergistic initiatives.

gyching this necworked perspective and to use tourism as
the engine for territorial regeneration, participatory methodology
can focus on community involvement in the planning and man-
agement of tourism and can reflect on specific strategies for trans-
1ating empowerment, participation and governance in operational
terms. With the aims to encourage this reading of landscape, a
useful methodology is the SIGAP strategy applied to the tour-
ist regeneration of territory consisting in modular phases set up
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to analyze a territory’s layout, to assess its potentials or problem
arcas through the involvement of its inhabitants, and to recover
its spatial capital. This methodology helps in bringing forward the
three prerequisites of tourist regeneration: 1) enhancement and
strengthening of resources and skills found in speciﬁc territories
(empowerment); 2) emphasis on the needs and strategies of in abit—

ants through their active involvement via the adoption of parg
patory tools and techniques (participation) and; 3) promotion o
shared tourist planning in a reticular and sustainable pdSpMge

. O

— How could you define the concept of landscape and why lo-
cal communities play a strategic role in its touristic enhance-

(governance).

Self-review questions

ment?

— Please define and expiain the concept of spatiai Capital and
networking for promoting tourism development.

— Can you describe the main phases of participatory method-
ologies to recover local spatial capital and promote local and
international networking for tourism development?

— Could you please make some examples of territorial and
iandscape potentials of the Province of Bergamo, in order to
promote a networked tourism project?
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Chapter 5

Re-purposing of Industrial Heritage

A Swedish Perspective
[

by Cecilia De Bernardi, Andreas Bonde Hansen \
& Albina Pashkevich

Learning outcomes

— Understand issues connected to the problems of commercial
uses of economically deprived areas and when dealing with
the “heritagisation” or the ways of interpreting mining and
industrial heritage while developing and searching for the
alternative uses.

- Identify problems related to the uses of industrial heritage in
Europe and Nordic countries in tourism.

— Understand debates on the process of identity creation and
its reinforcement for the citizens in the areas affected by the
industrial decline, often caused by a sudden removal of an
industry.

— Become familiar with two examples from the cities of Falun
and Norrkoping (Sweden) illustrating the different paths
taken by the local/regional stakeholders in order to redevelop
industrial heritage to suit present day society needs.

&
5.1. Introduction

Mining is an activity that helped to shape human civilisation dur-
ing a long period of time, it had a profound effects on the way
that modern societies function today. Mining also formed certain
clements of the society we live in today (workers” social rights,
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medical emergency care, economic organisation, technological
advancements); (Heldt Cassel & Pashkevich, 2011). Furthermore,
other industrial activities such as manufacturing have also been
vital in forming the modern economic development of many
countries in the world. Many of the remains from mining and oth-
er industrial activities have been re-purposed for other uses gfter
their were abandoned. The reasons lie in the restructuring spar

il

by the decline in the demand for certain minerals, especia

in general for the means of’ urb:m.é ve
Sweden after their closure werd
of visitors’ attractions (Helde C

kevich, 2011). This pro-
vides new uses and values for L that otherwise would be
abandoned (Xie, 2006). Inghi
cities in Sweden that wi us to illustrate the process of repur-

posing old mining and s | heritage for tourism and leisure

stment areas in the city of Falun with the
copper mini es dating back to the 11th century illustrac-

ing her to develop a solid foundation for the cultural
touris rea. The second example, is the city of Norrképing
ce part of the country that since the 17" century has

e as industrial city with the remains used to create new
ways or utilizing industrial heritage for both inhabitants and vis-
itors (Legneér, 2009).

This chapter will focus on the ways that mining in particular
and other types of industrial heritage have over the time acquired
new roles and brought about new development dynamics con-
nected to the post-industrial futures of these areas. Such develop-
ments can be explained as ‘material biographies’ where things or
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monuments continuously gain new functions and values through
their lives (Kopytoff, 1986). The use and reuse of heritage in gen-
cral, and recent interest in redevelopment of industrial sites — in
particular, have being a focus in the academic research in Nordic
countries, but also gained attention from the authorities aiming
to preserve heritage (sce for example Graden & Aronssong2016;
Holtorf & Hogberg, 2015; Furids, 2014 Rittsel, 2005, RAA,. 15,
Small & Syssner, 2016). In the biographies of Falun and Norrkopi

the industrial remains helped gaining new positive narr

new commercial possibilities and creation of spaces O
livability among locals, for areas that were periph

as a direct consequence of their industria].

industrial heritage has

started in the United Kingg ich the remains of the in-

dustrial revolution peri
I (Edwards & i Coit, 1996). This

Lr European countries with famous

pes of Ruhr in Germany. Hospers (2002) gives
uses of the industrial heritage connected to

consciously abandoned to show a different aspect of the process of
de-industrialisation (Hospers, 2002).

The main idea behind the development of these kinds of attrac-
tions is that they can be a source of interests for many different
types of local stakeholders and renew the attention from poten-
tial visitors. The attractions created on the base of the mining in-
dustrial heritage may become a source for expressing a nostalgia
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over the by-gone times for some, while for instance the younger
audiences may instead be looking for novelty. These atcractions
are also said to “preserve a region’s identity and to stimulate the
formation of local service activities and employment” (Hospers,
2002, p. 398). Additionally, the interpretation of industrial her-
itage with the goal of educating people has been describfﬁ as
vital, as it helps towards a creation of a renewed sense of p
(Xie, 2006).

Sweden, in particular, has a strong tradition in workgj

C

industrial heritage as collective memory and a touris
(RAA, 2015; Ritezel, 2005). The overall purpose of
dustrial heritage tradition, has not only b‘n to
development, but also to generate a more posi

and identity, in areas suffering from socigfllec as a result of
closure of industrial enterprises. (@ec o xagyples is an estab-
1o th ped to construct
' n the now abandoned

lishment of the Ekomuseum B
new identities for entire regiong
extraction and manufacturing for the purpose of aware-

ness of the sites bound to ines and factories (see for

the national identity is partly based on the utilization of natural
recourses and industrial production — industrial heritage carries
both personal nostalgia linked to a recently past era, as well as
collective memory of mining, as the source to modern Nordic wel-
fare. Hence, both locals and international tourists can get “a true”
experience at industrial heritage sites, which may be even stronger
than Viking sites or monuments from ‘Stormakttiden’ (the age of
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great power). Heldt Cassel and Pashkevich (2011) have argued that
this kind of heritage sites are a way for destinations to distinguish
cach other and collaboration between stakeholders is very impor-
tant for the successful development of destinations.

The economic effects brought by the touristic development of
the industrial heritage attractions located in the areas away from
the major tourist flows are still somewhat modest. For examgle,
the World Heritage Site in Falun only recently became an e

cffort. However, throughout Europe, we experience ®gincre ¥
in popularity of industrial sites — for example
Mine Industrial Complex has now more gyan 1
and Reros experience massive tourism reve i

cy and creation
¢ previous era of
industrial production could towards new uses
of mining and industrial landgegles dt Cassel & Pashkevich,
2011; Pashkevich, 2017). The
potentially come in conflj
object as a tourist atey (Xie, 2006). In addition, when a her-
itagization process is s\gPorgl by the efforts of cultural elite chat
is often preoccupied with the preservation of heritage rather than

consider iple uses including creation of tourism expe-

riences for ¥

one o ' gcs identified by Helde Cassel and Pashkevich
(2014p y the lack “of a common strategy for packaging and
Arke ¢ heritage” or considering a creation of a joint plat-

N (g cultural tourism atcractions supporting each other.

5.3. Industrial heritage as a source of identity
reinforcement

Heritage has been described as closely connected to the com-
munity in which it is located and a sense of common identity
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(Ballesteros & Ramirez, 2007). This consequently creates challeng-
es in turning the assets owned by industries into tourism resourc-
es, as well as stories connected to the processes of industrial pro-
duction often considered being very local and may not appeal to
visitors not being familiar with it or not particularly interested
in the technical details of industrial history. Despite the nuger-
ous challenges, by using the industrial heritage buildings inn
ways, there is the possibility to revitalise an area that had a ba
reputation and also to promote the participation of the

conservation. The possibility is to create new values fo
culture by starting new initiatives. However, thisg
without proper planning and involvement gythe |
(Cho & Shin, 2014).

Furthermore, the balance between pla y as a compet-
itive advantage along with depictu@n locals can relate
to and be proud of; is a widelqydi
tourism studies (Jeuring 2016; i sai 2015). In the case
of industrial heritage touris

important, since the rece

When the transformation of an industrial heritage occurs, one
of the approaches towards a revitalisation can be a creation of
heritage attractions. However, any manager must decide wheth-
er to make these monuments into commodified cultural objects,
or consider the strong link to the local communities “by putting
emphasis on the benefit it brings to the quality of life, social co-
hesion, and community development” (Gunay & Dokmeci, 2012,
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p- 214). Social inclusion and possibilities allowing a multiple uses
of industrial heritage are also considered very important (Loures
& Panagopoulos, 2007; Mathews and Picton, 2014). As it will be
highlighted in the cases presented furcher in this chapeer, possible
commodification and creation of alternative narratives and uses
of physical infrastructure left from the previous era of industri-
al production are viewpoints that still may yield strong postggns
and debates.

5.4. The case of the Great Copper Mine a
Industrial Landscape in Norrkoging

cated in the city of Falun in the gl alarna lying in approx-
imately 320 kilometers nort gweden'’s capital Stockholm.

The city of Falun has al

inc has peaked around 16-17th century, as it
became no esource of wealth for the Swedish kingdom,
but plegml anPortant role for Europe. The large copper, gold,
zincn s mineral deposits were found on the territory of the
n that in 2001 became part of the UNESCO’s World

List. The mine stopped its operations in 1992 due to the

decreasing profits influenced by falling world’s prices for copper
ore. However, even today, mine’s raw materials are still used today
for the production of a famous Falun red paint, which is tradicion-
ally used for painting the houses in Dalarna. The WHS of Great
Copper Mountain consists of three parts comprising not only the
mine itself, but also several old miner’s dwellings and parts of the
old city of Falun lying in vicinity to the mine. However, it is the
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territory of the mine with its open pit area that is considered as
a heart of World Heritage visitor services and activities that have
being developed for tourists since the UNESCO’s nomination in
2001 (Heldt Cassel & Pashkevich, 2011).

The long history of the mining operations in Falun has resulted
in a formation of several strong stakeholders (both with connesion
to mining and forest industries, as well as public authorities respog-
sible for cultural heritage conservation) with the desire to keep th

Moreover, the province of Dalarna following other indus
in Sweden was a subject for de-industrialisation p
in job losses and out migration to the othqgpart
throughout the 1990s and in the beginning of

ics for che cre-
ation of alternative uses of regiod@ ri ial heritage and

traditions connected to it (Paskgevi

the mid-19th century, where b gof has collapsed revealing
parts of the underground gxc¥
of buildings directly in In promoting visitation to the area.
Among them are — the \ficggfcenter including a souvenir shop,
Mining museum_ the underground mine opened for the visitation

Figure 1. Mining museum
and administration of the
World Heritage site Great
Copper Mountain. (Source:
Pashkevich, A.).
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there is also a garden shop and the camping site specifically organ-
ized for caravans. The annual Christmas market, Lucia celebration,
nation’s day ceremony are also held on the territory of the site. The
mining area is located in some 15 minutes walking distance from
the city center of Falun that has a wide offer of leisure and tourist
activities during both winter and summer months.

Several issues became apparent since the mining landscapgin
Falun became a part of the universally valued heritage. One of th
is a long process of repurposing of the mine correspondy he
similar experiences elsewhere, difficulties in finding ndgnterp®-

tations of the old industrial heritage that would al ggct em-
brace the views of the local communities

[t is sometime proved to be a difficult task
World heritage site to involved in the ¢
ment of the services and experle‘es

2011). In the case of Falun seve

cir alcernative interpre-

Cassel & Pashkevich, 2014).

ing local community members
tations of the industrial herit

¢ that the status of the World heritage is also

posing certy tions towards what kind of narratives could

beco

tus the World heritage site needs to follow a set of
n order to preserve the integrity and authentic char-

y the heritage at place, which means that focus lies in the
use or only certain period of the mine’s history (World Heritage
Committee, 2011). On one hand, this restricts the possibilities for
the alternative interpretations of the site and may hinder creation
of tourist experiences. However, overall the World heritage status
secures a recognition of Falun's universal value for the humankind,
as a heritage site more important than the many other industrial
heritage attractions in Sweden — not to mention the tourism brand
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value that comes with the World heritage status (Poria, Reichel &
Cohen, 2011; Ryan & Silvanto, 2009). A site in Falun has had its
challenges in becoming an economically sustainable heritage at-
traction. However, as pointed out by Hansen (2016, pp. 133-138), it
can take up to a century to create the so-called ‘super attractions’
(attractions which among other things, has visitor numbers Jarg-
er than the local population), and thus Falun’s challenges nligge
not come from managerial implications alone. The advantages o
the collaboration started by the Foundation Great Coppe

tain with the local schools in Dalarna also becomes evi
stimulates the involvement of young generation i
about the history of the site. In the case @@ Fal
must however be aware of how such place bogd
inspiration of the entire community, and onNor the few en-
thusiasts with close bonds to the n@ne.

It deserved to be mentione re'uber ntial areas for the

stakeholder collaboration wich ) a5 a core. For exam-

ple, for the stakeholders — Fo Great Copper Mountain,
County Administration ofDa
Museum, Visit Dalarn na University an establishment of
a common understandiNgopdected to the strategy towards sus-
tainable tourism development not only based on the WHS, but

the surro an environment of Falun seem to be vital.

There are als Is hidden in interpreting the mining herit-

age thr ¢ of digitalization and augmented reality tech-
niquedb y¢ of the time the use of these techniques hindered

Crable cost and necessity for a continuous update.

p of the site with its historical buildings and an under-
ground mine requires considerable economic resources too.

The city of Norrképing and its Industrial Landscape
The city of Norrkdping is located in Eastern Sweden, in the prov-

ince of Ostergotland. Norrkoping today has about 140 000 inhab-
itants and it always had an industrial character of its economic



Re-purposing of Industrial Heritage 159

development. The main industry of Norrkdping was textile
manufacturing (cotton and wool); (Legner, 2009). The industri-
al decline of the area during the period 1950-1970s resulted in
the abundancy of empty properties in the central part of the
city that became known among the locals under the nickname
“the Industrial Landscape”. One of the oldest buildings (figure 2)
located in this area had being a subject for several discuSs

concerning its faith with several alternatives, in the end icen

Landscape” were developed through the means of pu
partnerships and attained new functions, suc
and a conference hall (Legnér, 2009). Ong of t

Industrial Landscape” Nowaday@“t
cludes a Science Park, a high
small shopping district with vents organised during
21 6).

the summertime (Small & S
According to Legner

ishment of the Linkdping University campus

was consi breaking point for the continuous rejuvena-
tion N was also important for creation of possibilities
to albr ccess and multiple uses of redeveloped properties

invi both visitors and local inhabitants (ibidem). The abil-
cal politicians from Norrkdping municipality to guide a
transtormation of Norrkdping from an industrial city to a knowl-
edge-intensive city also helped to understand a value of histori-
cal industrial environments and not only see them as problematic
(Legner, 2008). At the same time, Swedish legislative system con-
nected to the preservation of the cultural heritage has helped to
ensure that the architectonic qualities of the areas included into
the regeneration plans were secured for the future uses.
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Figure 2. Thuresson (2005), Stry-
kjcirnet Motala storém Norrkdping
April 2005.

Today, “the Industrial Landscape” ggps e
it comes to its new uses and functions. N
ovated furcher. The iconic indus@ial trykjirnet (the

Iron) (figure 2) is now has bec Norrképing, es-

0 ion, as shown in some
of the pictures of one of the yvenir shops (Museibutik,
Stadsmuseet Ostergétla
buildings connected to dustrial Landscape” hosted sever-
al large temporary exh¥gfffiogl. such as the Titanic Exhibition,

the Harry Potter Exhibition and lately The Avengers Exhibi-

2016; Wl rket & SCB, n.d.).

e { buildings of Iron and Virmekyrkan (Church of
R yure 3) have become symbols for Norrképing and “the

Industrial Landscape” The Church of Heat, once a power station,
during the Christmas time every year is turned into the world’s
biggest candlelight (Brusman, 2008; Bostrém, 2014, November 21),
it is also a place for a concert hall and venue for larger events,
which have brought many visitors to Norrkdping (Grentzelius,
2016). The iconic industrial buildings becoming renewed city’s
symbols recognised both by locals and visitors, but still closely
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connected to their industrial past serves an important example of
the possible re-use of industrial heritage.

This is not to argue that the redevelopment of the main in-
dustrial district in Norrkdping was able to influence the regional
development equally in all aspects and that it was problem-free.
Still, the case of “the Industrial Landscape” showed a positi*e ex-

ample of repurposing old industrial areas. The availability O
vices and various activities, such as pubs, shops and the univers
campus resulted in an inflow of various societal grou &, WIR
part of the city. Thus, this area has become gentrifie d mo®
suitable for actracting the high middle class, whi
ed in the retail and housing offers that hasgyeco
ble (Ericsson, 2015; Villkommen in till Kni

alization of “the
Industrial Landscape” has increa@d ion force of these

old industrial grounds, as it

hgor, pulp and paper mills

countries, such as inner Cope

in Turku (Finland), harbor a ychenburg, among others.

Figure 3. Virmekyrkan.
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5.5. Conclusion

The material objects left from the times of industrial operations
in Sweden have often a long history that became a part of the
local identity and culture of many places throughout the country.
In this chapter, we looked at the processes of the redevelopment
of industrial heritage for uses in tourism and for the purposcsgf
strengthening of local identities in the declining industrial areal

At the same time, these two cases showed that the revit
and repurposing of industrial heritage is not possibl
a creation of the strong links to the local societi
these major development projects.

One of the incentives behind the industrid@he reserva-
tracQns for the vis-

tion in both cases was the desire to creat
itors that in case of Falun has led @ th critage nomina-
tion and in case of “the Industr Norrképing in a
creation of a valuable addition gl andscape. Both areas
has through the series of local § y initiated by either public
or private partnerships W
ute to the creation of e ces based on the industrial heritage.
These cases also showe

Id buildings or mining practices, but at the same

em to the needs of the society surrounding

cult t0 compensate entirely by creation of tourism attractions.
The preservation interests can also prevail to the point that does
not allow the innovative approaches to be used in order to in-
clude the alternative interpretations of the heritage values, as in
case of the mine in Falun restricted by the UNESCO’s guidelines
for preservation of World heritage. In the case of Norrkoping
the developers were less restricted towards the new functions of
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the industrial buildings in the area of “the Industrial Landscape”
and it resulted in the creation of valuable addition to the urban
fabric of the city.

Another important issue connected to the potentials of a
successful destination development is the clear roles given to all
stakeholders eventually affected by this development. Incgeased
visitation by local or international visitors creates a posigive
development spiral, influencing the overall environment in ¢

areas that were previously deprived in their econo
ties. Still, the challenge remains is a negotiation be(N@en cth&
varying interests from one side wanting to pres otect
the historical sites from disappearance, @ut r
possible by creating the possibilities for #gre

two cases in Falun and Norkd
cessful development is to inc
as possible into decision-m:
of the sites. This will allgw
ment perspectives to anced by the opinions of the differ-
ent stakeholders and gPacc a welcoming environment for
the visitors.

“\

Self-review questions

— What aspects in the management of the industrial heritage
x sites needs to be considered while developing them for the

means of cultural tourism?

— How can industrial heritage become a tourist attraction?
What atcributes it should have?

— How previous identities and functions given to the places or
buildings become redefined? What influences this process?

— Could you think of the benefits of the stakeholder collabora-

tion in the connection of industrial heritage redevelopment?
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Further reading

Douet, |. (2016). Industrial heritage re-tooled: the TICCIH guide to industrial
heritage conservation. Routledge.

Otgaar, A.H., Van Den Berg, L. & Feng, R.X. (2016). Industrial courism: Op-
portunities for city and enterprise. Routledge.

Related web-material

Upplev Norrkdping promotional video, hetps://www.youtube.con
Y31N45W6yhl.
China: New Life for Historical Sites and Locgl Co @ , htep://

Www.worldbank.org/en/ncws/featurc/zms/n 220N e -histori-

cal-sites-and-local-communities.
Mining Arca of the Great Copper Mountaing
hteps://www.youtube.com/ watch?v-@hU
Balancing Tourism and Conservatio
LIFE, http://WWW.burrengcopnrk.i

alun ESCO/NHK),
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Chapter1

Co-creating Appealing, Distinctive
and Memorable Cultural Heritage
Experiences ()

by Elisabeth Kastenholz, Maria Joio Carneiro

& Mariana Carvalho

Learning outcomes

— Understand the concept of ‘co-creation’” and its link to the
‘experience economy’ and ‘service dominant logic’.

— Understand the nature and complexity of the tourist expe-
rience.

— Become aware of the role and potential of co-creation in
tourism.

— Become aware of the role and potential of co-creation in cul-
tural hcritage and creative tourist experiences.

— Understand the central elements of co-creative tourist expe-
riences.

1.1, @ty tion

ogyrist experience, in its diverse dimensions and prolonged
over time, is currently recognized as central to the appeal and
competitiveness of a tourism product or destination (Aho,
2001; Binkhorst & Dekker, 2009; Campos, Mendes, do Valle &
Scott, 2015) and likewise crucial to the attractiveness of culcural
heritage sites (Minkiewicz, Evans & Bridsonzo14). This chap-
ter suggests a framework of co-creation in cultural tourism,
based on the academic literature on a) the experience economy,
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b) the tourist experience and ¢) co-creation in cultural/ heritage
tourism.

First the centrality of the tourist experience for successful tour-
ism products and destinations is highlighted, relating to the new
‘experience paradigm’ (Pine & Gilmore, 1989; Schmitt, 1999) sug-
gested for any business activity, but particularly relevant for gour-
ism (Binkhorst & Dekker, 2009; Campos et al., 2015; Prebens
& Dahl, 2013), namely cultural tourism (Richards, 2011). Secon¥

ture of the tourist experience, its dimensions, conditiont

and outcomes will be systematized. Finally, the 8 (1

tural tourist experience will be discussed, rglecti @ nature,
dynamics and relevance for successful culturge roducts/
destinations.

Some examples will illustrace cl@a
within the domain of cultural h«Q
opment in the following three sQc present chapeer will
thus provide the conceptual
chapters, which will preseg
ative cultural tourist e 5, focusing on a) active participa-
tion and co-productio ural heritage tourism, b) sensory
and cognitive engagement lcading to immersion in the heritage
experienc conalization of the experience, respectively.

1.2. THe ience economy

oMusrgnd leisure are amongst the sectors most affected by the
emergence of what researchers design as the ‘experience society” or
‘experience economy’ (Pine & Gilmore, 1999; Schmitt, 1999; Schulze,
1996), referring to societal and economic changes associated with
an increasing value actributed to experiences rather than posses-
sions, to sensations, emotions and symbolic meanings rather than
functionality of things (Hirschman & Holbrook, 1982), implying
changes in lifestyles and general consumption.
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This idea of a paradigm shift in economy and market relations
from an initial focus on physical goods over one of services to-
wards the recognition of the role of experiences for value-creation
has been theoretically underpinned by Vargo and Lusch’s semi-
nal work on the Service-Dominant (S-D) Logic in the process of
value-creation (Vargo & Lusch, 2004). In these authors’ pe&spec—
tive, all exchanges can be viewed in terms of service-for-servicggex-
change, implying the reciprocal application of resources for e

and the benefits of exchange, i.e. on value in maintain 2
creasing the actors’ wellbeing, rather than on th
that are exchanged. In this logic consumqgy are
‘value co-creators’ and ‘value co-creation’ oQEur?
tipagactors (Vargo &

Lusch, 2008). In this process of «@iv coecreation’ between

i R

providers and consumers (P

cdge, which Vargo and

sumers employ their skills and

C

ical goods). Ramaswa 11. p. 195) defines co-creation as “the

Lusch (2004) named ‘operany ' that produce valuable ex-

perience outcomes by acgng perand resources’ (e.g. phys-
practice of developindQgftcgl, products, or services through col-
laboration with cuscomers, managers, employees, and other stake-

holders”
and the dc¥
(Prah

Plhe ilmore (1998) argue, in their seminal work on ‘the ex-

he interaction between different participants

hrefully shaped and personalized experiences
Prswanty, 2004).

Tien nomy’, that the economy has evolved from a provision
0 gicrentiaced commodities to a focus on offering differenti-
ated experiences. They suggest that nowadays, businesses should
enhance their business success through provision of personalised
experiences, with a multiplicity of sensations, which should lead
to involving, pleasant and memorable outcomes for the consumer.
These authors present a classification of four experience realms
with fluid boundaries, according to two dimensions: customer
participation and his/ her connection with the environment
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(Pine & Gilmore, 1998). Participation may be active when custom-
ers have a relevant intervention in the creation of the experiences,
or passive if this is not the case. Connection with the environ-
ment may be one of customers’ absorption of the environment
where the experience is staged, or their full immersion within it.
Accordingly, experiences may be classified into: (i) entertainigent
(absorption of the environment with passive participation? o

educational (absorption of the environment, but with active pa

active participation of the customer, who ng
the experience lived (Prahalad & Ramaswam
Gilmore’s (1998) perspective, this active
hance either the customers’ absorp@on
environment where the experi@gee

experience realm, or their im n in it, in the ‘escapist’
experience realm.

As an alternative cons nce framework helping sys-

tematize the experienc sions, Schmitt (1999) distinguishes

eriences, which should “arouse the senses”,
“touch their gage them personally”, and “stimulate their

minds” apgiing and satisfactory.

r Absorption

| Active
Participation

Passive
Participation

Figure 1. Pine and Gilmore’s
model, source: Pine and Gil-

more (1998).

Immersion
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1.3. The tourist experience

The tourist experience needs, indeed, to be understood as central
for appealing and distinctive tourism offerings (Ellis & Rossman,
2008; Mossberg, 2007; Stamboulis & Skayannis, 2003). Tourists seck
— more than hotels, restaurants, monuments or museums — z&peal—

ing, unique and memorable experiences of the places and culigres

lis

they visit (Kastenholz, Carneiro & Marques, 2012; Stambou

people and environment and by a broader desti
context. The tourist lives the experience in.high

memo1ab111ty (Campos et al zovgﬁas
oyable enéaémé :md 07

explore new stimuli : ironments and the individual’s pri-
or competences and s

oNQuulgyral proximity’, suggesting a need for the right balance be-

tween novelty and familiarity. Cultural heritage managers should
understand these dynamics and possibly help travellers to cope
with the challenge of novelty and transform it into engaging,
significant and memorable vacation experiences.

Diverse frameworks for assessing the dimensions of the tourist
experience have been proposed, many applying the models sug-
gested by Pine and Gilmore (1998) or Schmitt (1999). Pine and
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Gimore’s (1999) model of the experience economy was first ap-
plied to tourism by Oh, Fiore and Jeoung (2007), analyzing the
educational, aesthetic, escape and entertainment experience
realms for bed and breakfast accommodation. These authors re-
vealed the aesthetic dimension as highly significant in determin-
ing experiential outcomes such as arousal, overall quality percep-
tion, satisfaction and memory. Lee and Smith (2015) found esCage
and entertainment as the most relevant experience dimensions fo

overall evaluation of visits to museums and historic sites.
Chang’s (2012) study following Schmitt's (1999) strategic
tial model (SEM) within wine tourism in Taiwan
“act” dimension was most linked to loyalcygnte

being part of
learn, discov-

the destination during their holid@.
£ g ntact with the lo-

er and explore new places and |
cal community, also secking intg ve, Mhentic and memorable

@ . Richards, 2011). The cre-

fore most important (Binkhorst & Dekker, 2009; Campos et al.,

experiences (Binkhorst & Dek

I, 2013). Binkhorst and Dekker (2009, p. 315)

n in tourism refers to “the interaction of an

MONY goser interactions between two or more parts and in con-
tributing to a “unique, personalized, and value-added experience”.
These authors identify as requirements for co-creation of a tourist
experience “tourist participation” and “social interaction”. Several
other authors propose ‘active tourist participation’ and ‘tour-
ist-provider interaction’ as the central dimensions of co-creation
in tourism (Binkhorst & Den Dekker, 2009; Campos et al., 2015;
Prebensen & Dahl, 2013).
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Based on a literature review on co-creation in tourism, Campos
et al. (2015) suggest a model of co-creation focusing on the on-site
experience, conceptualized as ‘experiencescape’, where the tourist
plays a central part interacting with other subjects and the envi-
ronment, being both mentally and physically active, which should
lead to a variety of psychological states and processes and deter-
mine memorability of the travel experience (see figure 2).

However, co-creation may not only be analysed from a s

jective perspective of the single traveller. Within the
neglected context of the family tourism experience, F
(2018, p. 994) stress the significant role of: (i) i
interactional content of co-creation; (ii) gytivi
core component of the experience; (iii) fa ol cion, con-

local communities”) and physical@nvi

scapes”); and (iv) the family

co-creation of ‘hedonic value’ SShi icro-moments during a
trip”), ‘eudemonic value’ (*v ill acquisition”) and ‘trans-
formative value’ (regardj
Harvest Festival in D

cuses on local rural f

— « N

7 EXPERIENCESCAPE T
\

Tourist_psychological
states and processes
(sensations,

perceptions, thoughts,
images, attention,
feelings and emotions,
involvement)

a
/

Experiencescape Influencers

¥

Social

O\

ACTIVE
PARTICIPATION

(Physical, mental)

THE TOURIST

INTERACTION

Organisational

he on-site co-creation tourism experient

(w/ subjects and the
environment)

>

Figure 2. Campos ct al.5 (2015) model of co-creation in tourism; source: Campos
ct al. (zo15).
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activities as well as the interaction between local communities and
local culture. Local food experiences are promoted and engage all
family members (chapter 2, part 4 by De Bernardi & Pashkevich).

In a destination context, co-creation deepens the tourist’s sub-
jective engagement with the destination, which consequently con-
tributes to the differentiation of the tourist’s place experience. A
close contact between tourists and supply agents, service provy

(Binkhorst & Dekker, 2009). Value @-c
lighted as significantly contribud
ak, Hollywood, Bolan & McMa
in different contexts, confirm

2017). Several studies,
N2 lity of the co-creative na-
ture of their tourism experj

Minkiewicz &
Uysal, i &S, 2011).

ogereation in cultural heritage tourism

Cultural heritage tourism is currently considered one of the most
important tourismsegments (Richards, 2001; Timothy,2018; United
Nations, 2008), both with its primary motivation focused on tan-
gible and intangible cultural heritage and with culture presenting
one motive amongst others. Richards (2001, p. 37) defines heritage
tourism as “the movement of persons to cultural attractions away
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from their normal place of residence, with the intention to gather
new information and experiences to satisfy their cultural needs”.
Heritage tourism has a strong relation with other types of tour-
ism, as pilgrimage and religious tourism, food tourism, volunteer
tourism or agritourism, all of them comprising culcural heritage
components (Timothy, 2018). Although its recognition as 6type
of tourism has just emerged in the 8os and gos of the 20™ cenigry,
cultural heritage tourism was rapidly given attention in acade

studies as a tourism product in itself (Timothy, 2018).
Cultural heritage may be considered a unique elemé 2

tination, marking the tourist experience, as it repig \ ace’s
identity and accracts tourists through rggpreng b history,
cultural peculiarities and both local and gldQgl o irrored

distinctely in heritage chroughout histor sraphy. The pro-
'y g g phy P

appeal and com-
petitiveness of destinations im¢

of culture’ (Richards, 2011). Ong and, the culcural tourist

tive experience co-cres ortunities (Timothy, 2018).

The potential and of co-creation in cultural heritage

2014),

contributi

vativ

con deeper and more engaging experiences (see also
apte are 3 by Carneiro, Kastenholz, Mesquita & Caldeira

o rsive co-creation heritage experiences). As an example of

customer engagement in cultural heritage sites, the Tate Gallery
proposed the ‘Tate Sensorium’. This consists in an immersive dis-
play through which tourists can experience sounds, smells, tastes,
and physical forms inspired by the artworks exhibited, while
recording tourists’ physiological responses through “sophisti-
cated measurement devices” (heep://www.tate.org.uk/whats-on/
tate-britain/display/ik-prize-2015-tate-sensorium).
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This example illustrates the importance of active, sense-
engaging participation where tourists are invited to experience art-
works in a more immersive manner, activating all cheir five senses
permitting new perspectives in interpreting art. Another inno-
vative and remarkable project is RICHES (“Renewal, Innovation
and Change: Heritage and European Society”), a project co-fund-
ed by the European Union’s Seventh Framework Programge
for research, technological development and demonstratio

(htep://resources.riches-project.cu/). This project is aime
new ways of engaging people with cultural heritage, str
vital role of co-creative citizens and the benefits
world yielding the preservation and settinggnto
heritage. In the research line “Co-creation anfliv
social cohesion”, this project aims, among oals to imple-
ment co-creation in cultural heric@e ¢ intervention of’

different stakeholders, namely

g

vention strategies. The
project presents 10 best practj [resources.riches-project.
cu/wp-content/uploads/z F1ES-D4-2-Good-practices-
ic.pdf) all of them involving
s, stakeholders and heritage sites
, ibraries and a botanic garden).

7) refer that the main motivations to vis-

¢ desire for knowledge and learning about

ators, heritage guides who are responsible not only
g visitors’ interpretation and exploration of exhibitions,
but also for guaranteeing effective knowledge transfer and in-
volvement with themes (on the role of tour guides please also read
chapter 3 part 2 by De Bernardi, Pashkevich and Wagner). Regard-
ing this valuable interaction, that offers learning opportunities,
interpretation rooms, where tourists may be involved in interac-
tive learning processes with the cultural mediator, are emerging in
museums. Anton, Camarero and Garrido (2017) refer to the Reina
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Sofia Museum in Spain, where these specific rooms have already
been implemented. The author stresses all efforts should be made,
so that visitors “feel at ease, confident, and inspired to take part”,
requiring the mediators’ capacity to preview situations like “dif-
ferent audiences, changes in exhibits” and the need to adape to
them (Anton et al., 2017, p. 17), personalizing the experiens (see
also chapter 4, part 3 by Caldeira, Carneiro, Vasconcelos, MeSqgita
& Kastenholz on cultural heritage personalization).

According to Kempiak et al. (2017), the availability of, a-

” o« Y

tion”, “communication”, “engagement” and “atmosphe
important, conditioning the tourists’ experience 1 Vis-
its to heritage sites and determining the @alua e overall
experience afterwards. The study conductcdy uthors at
eve the significant

role of ‘on-site engagement’, thro@gh gl interest in par-
ticipating in workshops, “lookdgg] the
with the heritage setting” and Lag y involved in the expe-

rience (Kempiack et al., 2017, @ hich confirms the dimen-
e

sions of ‘active participag

and

ogyed a model for the co-creation of cultural heritage tourism

experiences, shown in figure 3.

These authors also address conditioning factors of co-creation in
cultural heritage tourism, suggesting previous exposure to the type
of experience, other individuals present at the site, and experience
space-design as facilitating factors, while experience space-design
could also represent an inhibitor of co-creation as well as perceived
crowding (other individuals) within that space. Their approach
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/ \ Co-production
= Active participation
Fo) Circumstance: * Physical interaction
§ * Previous Exposure .
2 to the experience
g . * Individual Engagement
re- —_—
H N con-ceprtlrons = Emotional immersion
- = Other individuals B fe AT
2 = Perceived Crowding \_ O !
§ = Experience Space =
Design Personalisation
\ = Tailoring of the experience
— = Interaction with employees }
« Technolo
- i /

ences; source: Minkiewicz et al. (2014).

Figure 3. Minkiewizc et al.’s model of rca\fh lc consumption experi-

differs from Campos et al’s by highlighting ‘personaliza-

tion’ as a dimension of ‘¢ 1on’, while Campos et al. (2015) might

integrate this element in

others g
vidua

as ability’ (Campos et al., 2015), satisfaction (Kempiak et al.,
2017) or place attachment’.

A fial aspect that deserves attention of cultural heritage man-
agers is the potential of developing ‘creativity’ in co-created cultural
heritage experience, thus connecting cultural tourism and creative
tourism (Richards & Wilson, 2006), providing visitors opportuni-
ties to express themselves creatively in co-creation experiences, in-
tegrating materials, processes and themes associated to the heritage
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presented (Tan, Kung & Luh, 2013). This should enhance personal
relevance of the experience and thus its meaningfulness and memo-

rability (see chapter 2, part 3 by Duxbury, Kastenholz and Cunha).

1.5. Conclusion

their heritage attractions and sights within the co-cred
experience framework. They should be aware of g
co-creative visitor experiences for cheir sygeess
visitors, and engaging them with the prescfgd
while simultancously transmitting relev Woces in a more ef-
nt. This approach

fective way, making them person‘y
should qddltlonally enhance

place attachment,
h'and the heritage site’s
d these relations in detail,

thus guaranteeing positive wogss
@ .

ering these dimensions when pro-

long-run appeal. This chaptgq

ly Pine & Gilmores a

experience dimension
clps in more comprehensive and sys-

tourist experience by Binkhorst & Dekker (2009),
by Campos et al (2015) and applied to cultural herit-

ism by Minkiewicz et al (2014), are interesting frameworks
of analysis for understanding how to best provide outstanding and
impacting heritage experiences to tourists.

In the scope of these frameworks some studies highlighted the
role of active participation, of opportunities for developing crea-
tivity, of well-designed physical experiencescapes, with sensorially
appealing atmospherics, of interaction with others, particularly
knowledgeable, empathetic and well communicating guides, and
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of personalized experience options, aspects that may be summa-
rized in three dimensions of co-creative heritage experiences.

In the following chaprters, the reader’s attention will be drawn to
a more detailed discussion on these dimensions of the co-creation
process, with a focus on

— Active co-production of cultural heritage experiences thrd
creative tourism (please read chapter 2, part 3 by Duxbury¥
Kastenholz & Cunha);

— Sensorial and cognitive immersion (please read chapt
by Carneiro, Kastenholz, Mesquita & Caldei

— Personalization in cultural heritage exgperie
chapter 4, part 3 by Caldeira, Carneiro, KQgge
& Vasconcelos).

pQyide Rgffics of examples il-

lustrating how cultural heritage gg ay use these concepts
and corresponding approach ynce visitors' engagement
with the heritage site, ma K experiences more interest-
ing, meaningful and me c and thereby improve the site’s ap-

peal, cultural and social s well as economic sustainability.

a A
Self-review questions

—  What is the significance of the so-called ‘experience economy’

paradigm for the cultural heritage sector?
, — What are key dimensions of ‘co-creation’ in the cultural

heritage experience?

— Considering the concept of ‘experiencescape’, which of its
clements may condition the ‘co-created experience’ and how?

—  What other factors, not included in the ‘experiencescape’ may
condition ‘co-creation’ and how (give some examples)?

—  What could managers do to address these conditioning fac-
tors (consider some types of factors and examples of possible
solutions to facilitate ‘co-creation’)?
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Related web material

Two interesting videos that exemp]ify the co-creation process
in cultural heritage are suggested. The first video shows the evi-
dence of co-creation at Chester Beatty Library, in Ireland, which
was developed under “The Creative Museum Project” (pro-
ject funded under the Erasmus + programme Creative Musgim
No. 2014-1-FR01-KA202-008678; Implemenumon 1 Septem

2014 — 31 August 2017) and the second one is related to
from the Sint Maarten Utrecht and Museum Catchar Rgconve®e

in the Netherlands.

https://Www.youtube.com/watch?v—Soklﬂxbg  x93RxZd-
QOCvpGehYHHQ&index=2

https://Www.youtube.com/watch?vf &lis U_A_x93Rx7Zd-
QOCVvpGehYHHQ&index=1 \
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Chapter 2

Co-producing Cultural Heritage
Experiences through Creative Tourism

by Nancy Duxbury Elisabeth Kastenholz \
& Conceigio Cunha

Learning outcomes

— Understand the potential of visitors’ co-production in cultural
heritage experiences for enhancing the experience appeal and
its memorability.

— Understand the potential of visitors’ and local actors’/artists’
co—production of cultural hcritagc experiences for (re)vitaliz-
ing local culture and strengthening local identities.

— Understand the concept and potential of creative tourism.

— Identify ways of developing appealing co-creative culture-
based tourism opportunities, associated with diverse
endogenous resources.

2.1. Introd @

This seuses on the cultural tourist’s role as co-producer of

K/ her ience, actively participating in the heritage experience
sically engaging in it. As detailed in part 3, chapter 1 by
Kastenholz, Carneiro & Carvalho, there is a trend of cultural
tourists seeking a more active role in co-creating his/her own heritage
experience in different moments of their journey, engaging physi-
cally, intellectually, emotionally, and creatively in it; developing
knowledge and skills; and enjoying opportunities for creative
self-expression (Richards, 2011; Minkiewitz et al., 2014; Duxbury &
Richards, 2019). Cultural tourist attractions respond to this in-
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creasing demand by offering opportunities for tourists to active-
ly ‘co-produce’ their heritage experiences, to learn ‘by doing’ and
creatively engage with cultural activities of a place, making use of
both heritage and contemporary cultural assets and themes (see
also chapter 3, part 3 by Carneiro, Kastenholz, Mesquita & Caldeira
on immersive heritage tourism experiences). Such ‘co—cre:sion’
opportunities make cultural tourist experiences more meaninglgl
and, indeed, ‘unique’ to the traveler in both process and outcomeN

travellers.

The focus of this chapter is thus on ag
agers may offer to travellers to engage@nor
culture of the visited place and it

s will show how these
ul through opportunities

cluding local resources, physical, and symbolic
site, but also social interaction with service

tic (yang, 1999). This chapter presents a series of examples

from a project that analyses and secks to stimulate through ac-
tion-research the development of creative tourism opportunities
in Portugal (CREATOUR), in diverse geographic, historical, and
cultural contexts. These examples illustrate the use of cultural her-
itage in small city/town and rural tourism experiences, focusing
on those involved in the creation of handicrafts and art, but also
on food-creation tourism experiences and other opportunities of
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getting actively involved in local traditions (see also further ex-
amples in chapter 3, part 3 by Carneiro, Kastenholz, Mesquita &
Caldeira on immersive heritage tourism experiences).

2.2. Active engagement with heritage (and self)
through creative tourism

In 2000, Greg Richards and Chrispin Raymond prese at

is considered to be the first definition of creative tourisRg@descr™®-
ing it as: “Tourism that offers visitors the opporg
their creative potential through active pgyrici learning
courses and experiences that are characteris iday des-
1 en, an array of
other definitions have followed (@e,

of

0, 2006; Blapp,

2015), offering different poind

ts. In general, the no-
tion of creative tourism has ding from a distinct set of
artistic workshops to alsgd gc 2 wide range of creative and
immersive activities t

situ between visitors

To al
aries’ to tl
CRE

tou cen established as: sustainable small-scale tourism
at pr $ a genuine visitor experience by combining an immer-

siuirgyocal culture with a learning and creative process. To dis-
tinguish creative tourism from experience tourism, particular
emphasis is placed on the creation process and capacity for the
visitor to engage in the activity not only from the perspective of
learning and skill-development (or, alternatively, of entertain-
ment and relaxation) but also one of potential for self-expression.
Thus, the vision of creative tourism guiding CREATOUR's pi-
lot activities is centred on active creative activity encouraging
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personal self-expression and interaction between visitors and lo-
calresidents, inspired by endogenousresources (place and people),
and designed and implemented by local residents (Duxbury, Silva
& Castro, 2019).

Creative tourism was initially contextualized within the rapid
rise of attention to ‘creativity’ in societies worldwide, and assogiat-
ed with the emergence of the ‘creative economy’ and ‘creative Citigs

(see, e.g., Richards & Wilson, 2007). Today, the societal Zeitgeist als

sues personal self-expression an
tiveness through creative actions gg
es become part of this proces @ -
Kastenholz, Mesquita & Cggpei ‘

reconn
tive Ofu ¢” social group and magazine published in the UK
cativecountryside.com and “digital detox” retreats

ited States, replete with “analog art” workshops and
activities heep://digitaldetox.org/retreats/). Recent research pro-
moting the health and well-being values of reconnecting to nature,
in part, to recharge one’s creativity (Atchley, Strayer & Acchley,
2012), reinforces this need, with the message widely taken up and
popularized through social media. Altogether, this combination
of factors positions creative tourism in smaller cities/towns and
rural areas as timely experiences to offer to urban visitors to re-
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charge, develop creative and ‘maker’ skills, and pursue new ave-
nues for self-expression.

2.3. The CREATOUR project — developing co-creative
tourism opportunities °

The CREATOUR project — its full title is “Creative Tourism D
tination Development in Small Cities and Rural Area .

creatour.pt) — is a national, three-year, research-and”
project (2016-2019) to develop and pilot an inte
for creative tourism in small cities and gyral
CREATOUR’s coverage comprises the fo

Thoject combines

multidisciplinary research (invol@ng€®€a e research cen-

tres) with the development olgg n&gork

pilots. As described above, CR i guided by a perspec-

tive on creative tourism t @ cs four dimensions: active
participation, creative s

8238-00 olheto_pilotos.a.pdf.

CREA s the key dimensions of support to enhance
value B¢ scctor development as a framework: 1) build
knowle 1 capacity, 2) support content development and link

Cativ place, and 3) strengthen network and cluster forma-
1 ¢ project is informed by theoretical and methodological

approaches from cultural/creative sector development, tourism,
and regional development. The project aims to not only offer vis-
ibility through critical mass, but also capacity building through
research, co-learning, and knowledge sharing. Building a placform
for innovation through IdealLabs and conferences, CREATOUR
fosters regional and national networks and tests models for de-
veloping and refining new products, developing implementation



194 Nancy Duxbury, Elisabeth Kastenholz & Concei¢io Cunha

plans, and generating new knowledge. The project’s pilots provide
‘front line’ intelligence and operate as a field for practical exper-
imentation of concepts and actions. In the ongoing interactions
with participating organizations, CREATOUR advances collab-
orative research approaches and knowledge exchanges between
academic researchers and field actors.

Creative tourism initiatives can give added value to Cul?u |
and creative traditions, skills, and knowledge as well as to mor

ism experiences themselves can stimulate the developm
ideas, products, and services through the interacy
tions, and co-creation experiences that occgy. By
tourism involves small groups of visitors dircdy 1

all-Ngle and person-
alized approach appears to be pai@cul suited to smaller

places and rural areas (see alsoQhap®g2,
sustainability and culcural herit

2.4. Creative touris es

The following examples will illustrate some of the previously men-

tioned di ‘creative tourism’ enhancing active partici-

pation of tra¥ the heritage of the places and communities
visited, iR
such &p s based on the specific cultural and heritage/his-

cal r ces — and also geographic, economic, and social cap-
ylable at cach site and in each region. The cases presented
here, drawn from the CREATOUR project partners, are briefly
profiled and each initiative is contextualized. The way each project
provides specific opportunities for tourists to live more engaging,
meaningful, enjoyable, and memorable experiences is highlighted
as much as the chance for the communities to show and share
their heritage, traditions, and identities with visitors.
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2.5. Mosaicolab.pt

Spanning three municipalities — Condeixa-a-Nova, Penela, and
Ansido — the project “Mosaico — Conimbriga and Sico” (heep://
mosaicolab.pt/en/project-mosaic-conimbriga-and-sico/) involves
an array of creative tourism activities based on the Roman rgosaic
heritage present in the Sico territory, the geographical axis COggti-
tuted by the ruins of the Roman city of Conimbriga, the Rom

Guarda. The Roman mosaic heritage present in this te
important artistic and cultural testimony of diffcy

tive motifs, images and narratives.
MosaicoLab organizes cultural and ctivities within
the Monographic Museum of O@hi

interpretative centres, and ar

ational Museum,

bout the Roman mosaic
of creativity brought into

Figure 1. Com’mbriga Museum — Cre-
ative workshop. Figure 2. Conim-
briga Museum — School visit. Figure
3. Contmbriga Museum — Digital re-
search.
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the present and reinterpreting it now and for the future. Many
activities are held at the Monographic Museum of Conimbriga,
located at an archeological site comprising the ruins of a Roman
town, with many of the building’s floor mosaics still intact and
available to be visited. Inspired and informed by the mosaics at
this site, MosaicoLab organizes mosaic workshops that allow par-
ticipants to learn about materials and techniques and also t0 g
sign and make their own small mosaic to take home.

These workshops are complemented by an integrated
programme with local schools, teaching students an
teachers to deepen the connection between the cog
their culcural heritage. As well, several publgy proj
saic for contemporary artistic expression, in
cla de Arte y
Superior de Disenio de Merida), S@nint component in-
cludes digital creation in dialog@gwi

2.6. CECHAP | Marble e Estremoz Anticlinal

CECHAP (Centre for 4 of Culture, History, Art, and
Heritage) is a notfor-profit cultural association, founded in 2011,
/¢ studies in the areas of culture, history, arts,

mote awareness of these areas to protect and

g in safeguarding the culcural identities of local com-
fighting desertification of the territory, and awakening
younger generations to their culture through educational and train-
ing programmes and through collaboration with other institutions.
The “Rota do Marmore do Anticlinal de Estremoz” (“Marble
Route of the Estremoz Anticlinal”), (heep://www.rotadomarmore-
ac.com) is an industrial tourism product focused on the marble
stone. The route promotes this natural resource in the territory to-
gether with other natural and cultural heritages. This includes not
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Figure 4. Marble workshop. Figure
5. Grape harvest. Figure 6. Urban
sketches.

only the marble industry sc so the cultural expressions
that are intrinsic to m \ the CREATOUR project,

ities to enable visitor
and participative way.
The o

and decoraX

ble arg cuM@Ts where visitors make contact with the process-
ing @c of the raw material. There are also opportunities
creal istic objects from marble scraps and pieces of unused
|y combining the different shades, encouraging creativity,

and ¢stablishing a completely ecological cultural practice.

For example, CECHAP is organizing workshops to teach vis-
itors on how to work this reclaimed stone: with the support of
a master artisan who explains the different facets of the marble
(i.c., its textures, colours, densities, etc.) and shows different ways
of working the stone with diverse tools, with visitors learning
through experimentation and using traditional techniques. The
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‘waste’ marble used for the sculpeure is thus re-used to produce
marble panels with different textures and colors, challenging the
visitors to create panels that they can take home.

Other workshops have combined the local heritage and context
with other activities. For example, a workshop combined marble
with the wine-making process, providing visitors an opportwity
to also learn how to prepare wine, from the harvest of the grapgs

festival in Dalarna) can be found in chapter 2, part 4 by

& Pashkevich on local food networks as means for g R of
the rural areas in Italy and Sweden.

Wine workshop links: heep://www.rotado om/vin-
dima-terras-da-rota-do-marmore-ac; heegl/w acebook.com/

rotadomarmore1/posts/146826744 408
CECHAP also promotes ot
such as inviting an Elvas/Evora

hers group to conduct
a walking tour through the sty ) Vicosa, choosing differ-

ent shapes, monuments, a

book.com ts/1873843225991357.

All the C IR activities promoted by CECHAP can be
followe Cchap.com, www.facebook.com/cechap or www.
rotadding ac.com, www.facebook.com/rotadomarmore.

2.7. Municipio de Loulé: Loulé Criativo

Since 2015, the City Council of Loul¢ has been working on crea-
tive tourism, supporting the creation of a network of partners (see
heep://loulecriativo.pt/en/turismocriativo/parceiros). The ‘Loule
Criativo' initiative (heep://loulecriativo.pt/en/home), coordinated
by the local authority, is committed to enhancing the identity of
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the territory, with creativity and innovation as its driving force.
It supports the training and activity of artisans and profession-
als in the creative sector, contributing to the revitalization of the
traditional arts and to the dynamization of new approaches to
intangible hericage.

The Loule Criativo initiative has several aspects: Crsative
Tourism, which offers a program of experiences of immersiogin
the local culture (heep://loulecriativo.pt/en/turismocriativo
periencias); ECOA — Area of Creativity Crafts and Ar
loulecriativo.pt/en/ecoa), which offers a space and eq

training; and the Loul¢ Design Lab, now being4
supports the incubation of entreprencurgyrela oduction
and design and creative residences.
Within the Creative Tourism strea
itated the development of a vari@y
workshops and activities tha

age, traditional techniques, an m yourself to create an

object to take home or a skil ﬁ uce at home. For example:
Caldeiraria Louletan

shops:

, are presented the tools used in the profes-
to beat and shape copper, and create their

racelet to take home.

'kshop where the craft, its masters, and various objects

ade in copper, especially cataplanas, are presented. They
also visit the Municipal Market, learn how to choose and
buy the products needed to prepare a ‘Cataplana a Algarvia),
and participate in a gastronomy class on how to prepare the
Cataplana.

Of note, these tourist-oriented coppersmithing workshops
complement a longer (150 hours) intensive course, offered for free,
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Figure 7. Coppersmith course.

directed to adults with experience or interest in craftsmans
and willing to carry out professional activity in the metal ar
(Loule Criativo website). Altogether, these activities aim gfPre

a traditional activity that has not been commercially ®ggive fo
many years. As the Loule Criativo website notes,
Even a decade ago, the last coppersmith in tow¥Qas th the

characteristic sounds of hammering of cop s, in the pro-
duction of manual pans, chocolate @ks a

Nowadays, the old workshops smi te all closed and
this activity remains only the me who have learned the

craft for more than 50 years.
The course comes as a sol
this knowledgc and pr onditions for the installation of new
coppersmiths with mos

tional art.

Palm-we2
activiti ik
of wollle re dedicated to the weave palm, a native plant of

bert ninsula. The weaved palm is used to produce various
iy luding bags, alcoves, mats, or — in the context of creative
tourism workshops — smaller items like bookmarks and coasters.
For more than a century, Casas da Empreita (Palm-Weaving
Shops) were the houses of palm-weaving companies that existed
throughout the Algarve. The Casa da Empreita of Loule, recently
created by Loule Creativo, was acquired by the municipality and re-
habilitated to host the Workshop of Empreita. A series of different
workshops are offered in which visitors observe several pieces in palm
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Figure 8. Palm-weaving.

meshed or weaving technique with the palm, and perhap
a baracinha (palm wire braid) or braiding with thg S
create their own palm items to take homegyuch @ -meshed
coaster, a braided bookmark/hairband, or a sfQgll

lly designed for

Other creative tourism workshops

children, such as one on lime pa@ti y Susana Calado

shop, children are

Martins and Marco Antonio SQarosQw the
provided an opportunity to ¢ 1 ith fresco painting. The
children first make their ow gaincs with lime and nacural

pigments and then use

er, applying the drawing onto the
¢ paintings produced are inspired by

Logyresidents living full or part-time in the municipality) as
well™as firse-time visitors. Creative tourism provides a way for
visitors to discover first-hand the local culture and the special
features that contribute to the identity of the destination and
the wider territory in which it is located. The development of a
network of partners has encouraged collaboration and builc up a
distributed knowledge and skills on how to offer creative tour-
ism workshops and related activities. These activities provide
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lucrative business opportunities and economic benefits for the
partners and for the local community, which encourages crafts-
men and other facilitators to develop additional activities. Over-
all, Loul¢ Criativo is also serving to brand Loulé as a place that
cares about its living cultural heritage and traditions and its cre-
ative vitality.

2.8. Conclusion

ities are offered and its broader themes.
workshops and other activities provide
able tourists to directly particip@e 1
manner. Beyond showing, sam

i CO-creation, and self-
expression through produci Mg uidance, food products,
rable experiences and ( ngible outcomes and self-made

keepsakes to take hom prolonging, through integration

cle of the heritage site, and, on the other hand, social in-

teraction with service providers and creators, local communities,
and perhaps other tourists as well. It also implies personal engage-
ment with opportunities for self-expression. Through these en-
gaging and memorable interactions with local resources, people,
and culture, visitors may develop deeper links to the place and
its community or ‘place actachment’. The destination may thereby
develop in a more sustainable manner through increased repeat
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visitation triggered by setting into motion the value of its culture.
Simultancously, communities are strengthened in their identity,
become more involved in their heritage as a dynamic part of their
lives, develop creativity, feel pride in their cultures and traditions,
and are encouraged to keep them alive.

Self-review questions \
— What is the importance of opportunities for active
co-production in heritage tourism experiences, from the per- 4

spective of the visitor?

— How does the opportunity of the ‘co-producing’ tourist also
developing creative self-expression add to the meaningful-
ness of this experience?

—  Why may such opportunities also enhance more sustainable
heritage and cultural destination management?

— Explain the particular action-rescarch oriented methodolo-
gy underlying the CREATOUR project and address its ad-
vantages and challenges over traditional (e.g., survey-based)
research.
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Chapter 3

Immersive Heritage Tourism
Experiences through Sensorial
and Cognitive Visitor Engagement ¢

by Maria Joao Carneiro, Elisabeth Kastenholz,
Ana Caldeira & Susana Mesquita

Learning outcomes

— Explain the meaning of immersive experiences.

— Propose strategies that promote sensory engagement in cultural
heritage, leading to immersive experiences.

— Suggest strategies which raise cognitive engagement and create
immersive experiences in contexts of cultural heritage.

— Identify the main advantages of creating immersive heritage
experiences.

ing and managing immersive heritage tourism experiences as well

as to identify guidelines to provide this kind of experiences. The
Chapter begins by exp]oring the concepts of immersion and immer-
sive experiences. Then, it proceeds with a discussion on different
strategies that heritage managers may adopt to create immersive
heritage tourism experience opportunities, identifying several po-
tential approaches, illustrated with diverse practical cases. Finally,
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the chapter ends with a reflection on the potential consequences of
providing this type of experiences. The ideas discussed in this reflec-
tion highlight the relevance of offering opportunities for immersive
heritage tourism experiences as well as approaches to develop them.

3.2. What are immersive experiences?

Several attempts have been made to define immersive ex

mental involvement in something” (Oxfor
In this chapter, we will use the @fi
ences suggested by Pine and G4

ognised in the context of the e onomy. These authors

propose that immersion is the Lon or environmental rela-
tionship that unites custo
and Gilmore, 1998, p. 1 crefore, immersive experiences can

be considered as those ¢ it the customer’s connection with

Im
necticl, others:

Physical contact involving senses (Black, 2005; Minkiewicz,
vans & Bridson, 2014);

— Obtaining more information and learning about the experi-
ence environment (Black, 2005; Carti and Cova, 2006; Mink-
iewicz et al., 2014);

— Imagining an involving experience with the environment
(c.g. imagining how it would be to live in the experience
environment in a different time); (Minkiewicz et al., 2014).
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The kinds of connection that may be established with the envi-
ronment will be discussed in the next part, on provision of immer-
sive heritage tourism experiences. Pine and Gilmore (1998) suggest
that immersive experiences can be more active or more passive:

— Passive experiences correspond to those where the provider
is the only intervenient in designing the immersive cxpgri

a more passive attitude, i.c. one of a spectator.
— In active experiences the customer influcg
ipates in the experiences, helping g co-
mersing in it in a more profound and Qg2

It is advisable to think of a con@nu

that range from passive to ad

several kinds of experiences, wiglli tlevels of active partic-

ipation, can be located. Visi creasingly demanding im-

mersive experiences tha

ering the relevance of immersive experiences
an active participation, the next part will

encoll | give greater emphasis to the design of experiences,
ere mers engage more actively in co-creating,.

3.3. Providing immersive tourism experiences in
heritage contexts through sensorial and cognitive
engagement

After understanding what immersive experiences are and being
able to distinguish among different types of immersive experienc-
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es, it is important to know how to create this kind of experiences
in heritage accractions. Considering the relevance of immersive
experiences, that require the engagement of the customer in the
creation of the experience, it is of special importance to discuss
how can active immersive experiences be provided.
Minkiewicz et al. (2014), referring to engagement in the cogrext
of the experience co-creation in the heritage sector, althoug& ¢

providing a complete identification of strategies that may

mote engagement in experiences, mention, among several
features related to two dimensions of the experience — s¢
cognitive — suggesting that sensorial engagemen
engagement may be two important ways tggereat
sive experiences. Caru and Cova (2006, p. 8) s@Qge 1
of immersion involves the “perception o

hoNgarray of physi-

cal and mental sensations”, referri@y ¢ same experience

dimensions. When talking abou

ight sensory features
such as visual actractiveness a ¢ features — namely learn-
ing and thought-provoking

Considering what h breviously said, it is proposed in

this chapter that imm ¢ eriences can be more passive or

more active, and_that the more sensory and cognitively engaged

Creating sensorial engagement

Stimulating senses is a good way to promote immersive experi-
ences, since they may help to establish a stronger connection with
the environment, as expected in immersive experiences. Black
(2005) points to the benefit of promoting direct contact with the
environment visited. Schmitt (1999) also emphasises that sensory
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/ Immersion \

Sensorial engagement

Cognitive engagement

Passive immersion Active immersion

o

Figure 1. The continuum between passive immersi nd

Source: Adapted from Pine and Gilmore @98).

Loe immersion

(g pportunity to observe,
taste, smell, hear and touch N valued by the customers.

Offering visitors the

t portunities due to the existence of visual barriers. How-

ever, 1n these cases, intrusive visual barriers such as grids, ropes
or, even, parts of walls or parts of the ground may be removed
or replaced by non-intrusive visual barriers like glass divisions.
This strategy is especially important to eliminate the distance be-
tween the visitor and the environment, thereby permitting more
immersive experiences (Caru & Cova, 2006). In the Maritime
Museum of Ilhavo (in Aveiro, Portugal), a museum dedicated to
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the population’s traditional engagement in codfish fishing (apart
from themes related to the regional lagoon and maritime econo-
my and biology) — this approach is followed. The museum has a,
interestingly shaped aquarium of codfish, where visitors are able
to appreciate these fish from different angles, looking through the
glass from diverse sides, but also from above without havingany
visible barrier, and when walking over part of the ground whj

is in glass and through which they can watch the codfish floatin

below them.

Technologies can also be of great value to implement ¢
experiences. In some tourism attractions 360° scree
used to provide a better and more involving ggerspg
lar environments. This is the case of the MuseuQao
' m with a 360°

screen, where people watch a vided@f ich waves, so that

they may better imagine the ¢

boat, surrounded by water and w, he sides. Virtual reality

may also be used to create im cing especially important

to present parts of the her]

senting heritage as it w
still interesting (Ross, S

very realistic manner some places and environments, or some more
attractive parts of those places, can also contribute to create im-
mersive experiences, since this approach may help make people feel
they are in that place (He et al,, 2018), thus reinforcing visitors’ con-
nection with the place being visited. Projection mapping, similar to
video mapping or spatial augmented reality, is another technology
that may be adopted to achieve this aim. It consists of a projection
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Case 1.
Universalis — Immersive 360° video mapping in the
Monestary of Alcobaca, Portugal

Within the themes of creation of the world and evolution of man-
kind, this immersive 360° video mapping was exhibited inside the
Monastery of Alcobaca, the largest Portuguese Monastery, with
a live choir, using more than 425000 lumen projection power on

the chantry, walls, pillars, domes and the rose window. It was a ‘
unique project in the sense that the audience was in the centre of
the 360° projection and, while turning around, had its own person-
alised experience. To produce the video mapping, a 3D matrix of
the inside of the Monastery was created and then the building was
«unfolded» (like an architectural blueprint) in order to work on it
and do the layouts and composition. Then, the movie composition
had to be taken back to the 3D cameras to export the outputs. The
exhibition, which had 32 Projectors to compose an immersive and
seamless «picture», was watched by thousands of people.
(hteps://www.youtube.com/watch?v=c5rFviNRS1I — Concept, Cre-
ation and Production by OCUBO) Click to watch a short video.

technology used_to turn-objects, often irregularly shaped, into a

ideo projection. In the heritage context, these

display ¢
objects may ents or historical buildings. Usually this kind

of prog

part 3 by Caldeira, Carneiro, Vasconcelos, Mesquita & Kastenholz).

However, sensory experiences are not restricted to visual ex-
periences, being also important to stimulate other senses. Fur-
thermore, it is important to promote opportunities of sensory
engagement, where visitors may control and influence the cre-
ation of the experience. In fact, several authors state that im-
mersion may involve more active participation of the consumer.
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Cart and Cova (2006) suggest that experience providers should
support the consumer throughout the immersion process (p. 12).
This may be achieved, for example, through staff that helps to
explore the heritage environment or by providing incentives or
stimuli to encourage the visitors to discover the environment for
themselves. In some medieval events people are offered tagring
stimuli, having the opportunity to taste a type of food peopé c

not used to — typical of Medieval times — in order to have new ¢

periences and to know what the food of other times was

some replicas or, some-
nowledge but also per-

exist in the attractions. However,
even art museums such as the Victoria and Albert museum and the

some heritage attractions. In fact, since individuals use
three Tearning styles — visual, auditory and kinesthetic (more en-
gaged by physical activities) — the opportunity to learn in tourism
contexts (as in others), should also address more than visual stimuli
(Luecke, 2003, cited by Pan & Ryan, 2009) to be appealing and effec-
tive. In some mines in Wales, for example, visitors are invited to go
inside tunnels similar to those of mines and, at a certain moment, all
lights are turned off, a sound similar to that of an explosion is heard
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Case 2.
Multisensory experience at the London Museum

The Museum of London also offers a very interesting multisensory
immersive experience. In this museum there is a gallery where peo-
ple can feel like entering Medieval London. This gallery has a dark
environment and some boxes that smell like sewage and smoke can
be found in the walls chat hclp to recreate the smells characteristic

of that time. In the same room, there are other boxes with objccts ‘
of those times, which visitors can touch to get a better perspective
of these objects. A cell is available so that the visitors can experi-
ence the sensation of being imprisoned. After the Great Fire, Lon-
don was rebuilt and Londoners began to need open space to relax.
The Muscum of London includes a recreation of an English gar-
den with people dressed in costumes of the time. People can sit on
benches, feel the atmosphere of those times and attend live events
like historical recreations. Visitors are also able to smell different
spices (cinnamon, clove, saffron) brought from other continents
during the discovery period. Moving into another room, visitors
are invited to immerse in the Victorian age, ﬁnding a recreation
of the XIXth century streets of London, with their noises, barbers,
bakeries, tailors, toyshops, pawnbrokers and other shops. This kind
of experiences, where a wide set of senses are affected, sometimes
in a surprising manner, tend to increase memorability of the visit.
(Source: Own elaboration).

and #c shakes, so that people can have a more real sensation
wha ne would feel like when an explosion occurred.

Credtling cognitive engagement

When visiting heritage, visitors may learn a lot through conver-
sations with other people — staff and ocher visitors. Staff, espe-
cially guides, plays often a crucial role in this scope, enhancing
understanding, revealing meaning and provoking thought, there-
by assuming the function of ‘cultural brokers’ (Cohen, 1988) be-
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tween heritage and the visitors (Black, 2005; Cart & Cova, 2006).
In chis line, it is possible to state that interpretation “improves
the access” of visitors to heritage (Black, 2005). The impact of the
staff when providing information highly depends on the person-
al relevance of that information (Black, 2005), on how challeng-
ing the content (Minkiewicz et al., 2014) and how imagingtive
and enjoyable the conversation is (Black, 2005). It is necessary

to promote a “minds-on” approach by the visitors (Bld
In some guided tours to mines the presentatio
guides are extremely involving. The guide.not

their work schedule and the extr@nel
conditions. Visitors are likely

rience during the tour, expandj owledge about mines

and miners, but also reflecti miners’ life (see part 2,
chapters 5 and 3, on mineg
itage of mines). Some s
storytellers (see chapte
¢ presentation of personal stories

ratives), with particularly

being hig

inkiewicz et al., 2014).

in another context or time related to the space visited (Minkiewicz
et al., 2014). Minkiewicz et al. (2014) argue that the immersion pro-
voked by immersive experiences can be so deep that they may even
make visitors forget the reality of their lives for a short time.

In order to establish a connection with the environment and
engage with it, people also need to understand the context of the
objects (Black, 2005; Minkiewicz et al., 2014). Therefore, many
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Case 3.
Presentation of personal stories in some mines in the
Welsh Mining Experience, Rhondda Heritage Park

In the Welsh Mining Experience, Rhondda Heritage Park, in
Wales, guided tours are carried out by ancient miners, which
makes the tours very interesting since the guides transmit part of
their knowledge and work experience during several decades in the
mines. Some miners’ tasks — e.g. tasks related to extracting ore and ‘
security proccdurcs — are also described. chuircmcnts and difhi-
culties of the hard work in mines reported but guides also remark
the benefits and pleasurable memories of being a miner. It is very
interesting to hear guides telling parts of the story of their lives as
miners, and highlighting special experiences they lived, particular-
ly the more emotional ones.
(https://www.rctcbc.gov.uk/EN/Tourism/RhonddaHeritagePark/
Aboutus/MeetOurMiners.aspx).

V' & N4

Case 4.
Presentation of personal stories in the Maritime Museum
of llhavo

In the Maritime Museum of [lhavo there is a film of the life of some

fishermen, showing them pursuing some of their daily activities.

Fishermen are seen ﬁshing, preparing the instruments for ﬁshing,

but also doing their daily prays and singing religious songs to ask

for God’s protection and help for having good fishing opportuni-
, ties that day. (Source: Own elaboration).

A4

heritage attractions invest in recreating some environments. The
Maritime Museum of Ilhavo exhibits, in its main room, one boat
previously used in cod fishing (htep://www.museumaritimo.cm-il-
havo.pt/pages/151). In the recreations of environments, sometimes
people just pass by the objects, but other times they are stimulated
tointeract with the environment created. In the Maritime Museum,
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visitors are encouraged to enter the boat and touch several objects
related to fishing.

Several researchers argue that visitors should be encouraged
to think through surprise and provocation (Schmite, 1999). Black
(2005) posits that asking visitors questions may permit to achieve
this aim. Actually, heritage managers may ask visitors questiong be-
fore providing an explanation to instigate thinking. In the Marlél

C

Museum of lhavo, for example, visitors are confronted with som
questions about cod fish, placed on a wall, before arrivi

aquarium of cod fish, where information on the fish r
these questions is provided Here there is‘ physic

responses, exact]y to stlmulqte thmkm" 2 nad |0 cval-
uate the knowledge obtained in the visi
greater memorisation of informati@n.

Inviting people to partially
cters is also an impor-
in living history events

in some Renaissance fe isitors are invited to come dressed
with Renaissance costu

where they a8
of “Obi en

fortifu ese small town to children), children are invited to

icip a puppet theatre play concerning the conquest of the
whyere they have to perform several roles (e.g. king, moor).

The relationship between sensorial and cognitive
engagement

[t is impossible to completely separate sensorial engagement from
cognitive engagement since many times they are associated. Many
sensory experienceslead tocognitive engagement, since thesensorial
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contact with objects is likely to generate a more in-depth engage-
ment with the heritage, strengthening the overall, including cog-
nitive involvement with it. For example, through one of the mul-
tisensory approaches described in this chapter, offered by some
mines in Wales, through visual and sound experiences, as well as
shaking sensations, visitors expand their knowledge on mingg and,
specifically, on explosions. Touching replicas may also enablg to
get more insights on some characteristics of heritage.

Sensory experiences also promote more reflection, ly
provoking, many times, deeper thoughts and more p K&
gagement with the theme, as one gets more vivi : sical-

ly, engaged through a multisensorial, persgpal ¢ ith stim-
uli linked to the heritage theme. In this coge

London presenting Medieval Loi@on;

the characteristic odours of
entering cells, not only facili ing but also stimulates
reflection and also emotion nent with the daily life in
medieval times. Further
viously described co > augmented reality, also encourage
people’s imagination ¢ eselfinto a distinct space and time.

Therefore, the overlap between sensory, cognitive and emotional

engagenfQRr 4 @ evident.

3.4.

| benefits derived from co-creating
rsive tourism experiences

As several authors argue visitors appreciate sensory and cognitive
engagement experiences (e.g. Black, 2005; Minkiewicz et al, 2014;
Schmitt, 1999). The first main advantage of offering experiences
with this kind of components in cultural heritage is, therefore, to
get more satisfied visitors since expectations are being met. Hence,
research done in the scope of cultural heritage suggests that more
immersive experiences contribute to raise levels of satisfaction
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(Mehmetoglu & Engen, 2011). Furthermore, experiences which re-
quire a high level of immersion seem to be more difficult to for-
get (Chen & Rahman, 2018; Zatori et al., 2018) and may lead, in a
post-visit stage, to more positive intentions of future behaviour —
cither of recommending or of revisiting cultural heritage. Literature
also evidences that these experiences may additionally generate ‘305—
itive emotions (Song, Lee, Park, Hwang & Reisinger, 2015).
The literature reviewed in this chapter and the empirical fin

ings presented before suggest that engagement of visitors j

itive and more intensively markd@ by€Ke igns and in-depth
cognition, are more likely to 0 e le. Furthermore,
attributing higher value to thesggglieri®ues and becoming more

satisfied with them, visitors @ ly develop more positive

future behavioural intentj

iences in cultural heritage tourism. Heritage managers
may promote this kind of experience by offering opportunities of
both sensorial and cognitive engagement. There is a plethora of
strategies that may be adopted to induce this kind of engagement,
ranging from the use of non-intrusive visual barriers like glass di-
visions, over 360° screens, virtual reality, creation of multisensory
experiences, recreation of physical environments, to instigating
reflection about specific topics by asking questions. Many of these
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strategies may originate both sensorial and cognitive engagement.
Immersive experiences can trigger more positive emotions, as
well as create higher levels of satisfaction amongst visitors and
more memorable experiences. Visitors who enjoyed such experi-
ences are also more likely to recommend and revisit the heritage
site where they had lived them. Managers are thus well adviged in

making the best use of the potential of such immersive co-cre:
heritage experiences in substantially enriching visitor expezien
and thereby increasing the competitiveness of their cul@raNggr-

7\

itage site.

Self-review questions

— How would you define immersive experiences?

— Identify strategies that may be adopted to create different
types of immersive heritage experiences.

— Which of those strategies lead to more co-creative heritage
experiences?

— What are the main advantagcs of‘providing immersive expe-

riences?

Li, X.R. (2018) \X/hm art meets tech: ThL rolc of 1ugmmt—
in enhancing museum experiences and purchase intentions.
m Wanagcmcnt 68, 127-139.

Park & Bae, (2017). Creating immersive experiences in the Sokcho museum.
Advanced Science Letters, 23(10), 9886-9890.

Skydsgaard, M.A., Andersen, HM. & King, H. (2016). Designing museum
exhibits that facilitate visitor reflection and discussion. Museum Manage-
ment and Curatorship, 31(1), 48-68.

Stogner, M.B. (2011). The Immersive Cultural Museum Experience — Cre-

ating Context and Story with New Media Technology. The International
Journa ofthc Inclusive Museum, 3(3) 117-130.
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Chapter 4

Personalising Cultural Heritage
Co-creative Experiences

by Ana Caldeira, Maria Joao Carneiro, Sandra Vasconc%l S,
Susana Mesquita & Elisabeth Kastenholz

Learning outcomes

— Understand the concept ofpcrsonalisation spcciﬁcally in the
heritage attractions context.

— Explain and give examples of personalisation dimensions.

— Recognize the role played by digital technologies in facilitat-
ing the co-creation of cultural heritage experiences.

— Identify main trends regarding technology and its affordances
in promoting the personalisation of tourism experiences.

.
4]. Introduction
Personalisa a crucial role in the co-creation of cultur-
al herg nces (see also chapter 1, part 3 by Kastenholz,
Carillfi rvalho on the essence of co-creation in tourism), by

d adapting these experiences to different visitor types.
g a visitor-focused service approach requires taking into ac-
count specific visitor groups, such as children, foreign tourists and
people with special needs. This chapter focus on the relevance, strat-
cgies and examples of good practices of experience personalisation
in the context of cultural heritage tourism. To begin with, we ex-
plore the concept of personalisation in this tourism domain and its
expressions, which can be grouped as following: (1) tailoring of the
experience; (2) personal interaction; and (3) technology-mediated
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personalisation. Additionally, the potential benefits and risks of
personalisation are discussed, as well as the needs of specific visitor
segments. Finally, we analyse examples of personalised co-creative
cultural heritage experiences, stressing attractions’ good practices
along with the co-creative role of visitors.

4.2. The personalisation concept in cultural heritage
contexts

What is personalisation?

In general terms personalisation is defined, ocess of

icular person”
(Cambridge University Press, 2018)@r *

thing) for a particular person” (

ness context, personalisation — th defined as “to offer the

ime and in the right place

the cultural attraction and its visitors (Bowen & Filippini-Fantoni,
2004), based on information exchange and co-creation. Atcractions
collect more and more information about the visitors, being thus
able to design and provide contents and services that fic their needs
and expectations. In this context, personalisation is grounded on a
process of collaborative and continuous learning and adapration.
In the personalisation process, two constituent parts should be
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considered: operations (what is done at the different stages of the
process) and objects (the elements that are needed to perform the
operations or the end results of an operation). Thus, personalisation
takes different forms according to each business.

4.3. Personalisation dimensions

their experiences to meet their needs through sel
sation of the experience, interaction with sqgyice

technology”. Correspondingly, personalisation
2) PRonal interaction,
re 1). The authors

and (3) technology mediated pers@nalid
(Minkiewicz et al., 2014) propeQy i

personalisation with the concep ce personalisation.

®

Personalisation and cust are often used as inter-

changeable concepts, bugg

sonalisation from ser
that personalisation “i

.

CO-CREATION

I ¢ Co-production

* Engagement

* Personalisation

» Tailoring of the experience
» Personal interaction

» Technology-mediated personalisation

T

-
.

S

Figure 1. Personalisation — dimensions and relationship with co-creation; source:
adapted from Minkiewicz et al. (2014).
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a match of categorized content to profiled users”, whereas customi-
sation “is performed by the user” (Céner, 2003, as cited by Vesanen,
2007, P. 412).

Customisation is defined as the degree of tailoring services and
products to respond to different customer needs (Anderson, Fornell
& Rust, 1997). Corresponding to “made to order” products andser-
vices, customisation has thus been theorised as close or coincg ¢
with the concept of wiloring. In the heritage context, Minkiewicz
al. (2014) use the two concepts interchangeably.

Tailoring of the experience is a form of product individual i ¥ggon. O

the part of the heritage attraction, it may take the N ent

adapration. When cultural actractions tailor gye exy
ed, the information conveyed is made dynami@lly
20 2bout what is
adggctivities. On the

ferent visitors, providing guidance and in

available, and designing and offering@us
s chypat
rience, as well as access and persgagiiie

®

facet of personalisation. Basically, in

part of consumers, they may chod
[ experience electing the

most convenient and preferre he various modes, content,

activities and SUPPOTE seTvigesa
Personal interaction is

the scope of cultural accNggiopgfinteraction comprises interperson-

al, tangible and technology-mediated aspects. While interaction with

action i
conta

hat in line with Minkiewicz et al. (2014), Shen and Ball
(2009) sustain that service personalisation consists of two dimen-
sions: (1) service giving adaptive behaviour and (2) interpersonal
adaptive behaviour.

— Service-offering adaptive behaviour is evident when employees
adapt an offering to an individual customer by presenting
options to respond to customers’ needs;
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— Interpersonal adaptive behaviour manifests with employees
adjusting their verbal and nonverbal behaviour to the per-
sonal interaction context, such as addressing customers by
first name, engaging in small talk, displaying personal at-
tention and warmth, and demonstrating a genuine desire to

o
As Minkiewicz et al. (2014), Shen and Ball (2009) add a th

assist the customer.

it acts as mediator, by facilicacii@ an
activities and enabling a wi

logical: many times, ¢
(2018) point out that

a hybrid nature_chrough™social, tangible, embedded and embod-

ied int t itors are increasingly experiencing heritage
via person hnological interaction: combining material
and ts, under a variety of experience patterns (e.g.,

y and interactive vs. contemplative and emotional),
om a synergy between sensorial and digital aspects,
vited to shared interactions (such as group conversations

a technological game or sharing tablets among family
members). Shared listening may be a way to encourage interaction
among muscum visitors like the Sotto Voce project (Szymanski e
al., 2008), using group games that combine handheld devices and a
large display for enhancing social interaction during the museum
visit (Dini et al., 2007), or blended onsite and online experience
(Our Green Trail) in the Boston Children’s Museum (Simon, 2010).
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4.4, Potential benefits and risks

Personalisation can create benefits for the customer, enhancing
preference match and communication, contributing to better
products and services, and promotinglong-term relationships and
even customer delight. Additionally, it may serve as a protec‘ion
against the commodification of the offering.

In the heritage domain, personalisation greatly contributes to en
hance the visitors’ experience at a cultural site. In the heritag

tions context, meaning and relevance are centre-stage ¢
increased engagement, satisfaction, and memorable

with the artworks and, consequentl@dis
experience’s meaning and relevalgye (

Personalisation may also bri investments to the cus-

tomer: privacy risks, spam risl xcs, and additional expens-

es and waiting time. In heg

superior influence on the visitor’s experience
psychological status (Not & Petrelli, 2018).

visitor-centred approach

Based on the user’s involvement in the personalisation process,
Sunikka and Bragge (2012) propose a research framework that resules
in a clarification of concepts linked to personalisation (figure 2):

— One-to-one personalisation (also referred as implicit, trans-
action-driven or adaptability);
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~
PERSONALISATION |
Intangibles
(service, experience)
Individual Group
One-to-one personalisation Mass personalisation
System (directed to an individual and initiated by a (personalisation directed to several people)
system; also referred as implicit, transaction-
initiated driven or adaptability) e.g. heritage education designed for groups
e.g. personalised exhibit recommendations of children \
Customisation . A
Collaborative customisation
(customer-initiated personalisation; also q collectivel . .
User termed as explicit personalisation or u " 5 vp a service
d . to fit their common preferences)
initiated adaptability)
e.g. consumer chooses his own pathway or | e.g. collaborative personalised search applied
activates one-to-ane interactive technology to heritage attractions
\ /
o /

Figure 2. Personalisation and linked (.lcep to user involvement.

Source: adapted from Sunikka and Brege (2

- Mass—persona]isation;

— (Web) customisatigg ( icit personalisation or adapt-
abi]ity);

— Collaborative ¢ mjdltion, with consumers turning into
prosumers.

The sch in figure 2 (Sunikka & Bragge, 2012, p. 10054)

Was T ¢ intangibles domain and examples in the context
of hdlfic actions were added. However, according to the au-
0TS, entiating customisation from personalisation based

oMhgytakes the initiative blurs in reality. Nevertheless, person-
alisation is often considered as a broader conceprt since it covers
several different combinations of individual preferences and of-
ferings.

Adopting a visitor-focused approach implies that creators
must consider its purpose and target audience. A key challenge
for museums is to create more inclusive and equally accessible ex-
periences to different kind of visitors (Mesquita & Carneiro, 2016).
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For instance, the role of museums and cultural attractions as
educational venues for children has long been recognized, though
research and practice are frequently centred on either adules or
children, even if many people visit as part of familygroups.

As for people with disabilities, accessibility is a crucial mat-
ter. With regards to heritage attractions, for example, people with
visual impairments usually face many constraints, which resué '
there being fewer activities available and poor access to interpre

tation and wayfinding information. To enhance their ex
personalisation according to these special needs is requir
ly impaired visitors should be able to search for i

explore the cultural site by themselves. F.ilita @
involvement of these special needs visitors r

A

Case .
Heritage interpretation directed to children

“Obidos seen by children”, a city council initiative tailored to
kids, consists of special guided tours across specific locations in
this Portuguese medieval fortified village. Initially, children put on
some props, such as crowns, to disguise themselves as princes and
princesses. Then, the tour begins with the guide holding an oral
presentation about the Villagc’s history and hcritagc. Throughout
the tour, several young women appear dressed as queens who have
lived in Obidos. The “queens” tell children about important epi-
sodes that took place in the village and initiatives they have car-
ried out, highlighting local heritage aspects, such as the aqueduct,
which capture the attention of children. Children are Cncouragcd
to interact with the ‘queens”, namcly to curtsy when thcy appear
and to accept some gifts. The language used privileges simple vo-
cabulary whilst recreating the medieval terms and expressions. The
content is adapted to the children’s age, with the intent of engaging
with the young visitors. The tour ends with a puppet show about
the conquering of Obidos’ castle. The play is performed by children
chosen from the group, under some counsellor’s guidance. Source:
own claboration.



Personalising Cultural Heritage Co-creative Experiences 233

having magquettes or relief maps of the attraction, ensuring appro-
priate architectural indoor design, by eliminating steps or steep
slopes and places with excessive or very low lighting, as well as
providing guidance (e.g. handrails, tactile ground indicators);
(Mesquita & Carneiro, 2016). The authors mention other pertinent
interpretation strategies, such as: texts in Braille, figures wi(t?ood

contrast and definition, relief or bigger size figures, extended Tajgles
inaccessible language, magnifying devices, opportunities for tou
ing original objects or — if these are vulnerable — replica '
descriptions, audio guides with infrared light (activaté

visitor goes through specific places) and directiog

olfactory and tasting experiences, and mgtises @ proaches.

4.6. Personalisation of expe@end€s B cyltural heritage

contexts \

Tailoring of the experience

“Not only is the visit s enhanced, interactive, and ‘dialog-
ic’ engagement, but alggficidlls an insticutional recognition of the
visitor as an independent maker of meaning who uses the museum

are increas

adapy mation provided and their activities to differ-
ent e cll as encouraging visitors to customise their expe-
nce selves. Visitors are invited to select, for example, the

PRV, content, modes and activities, based on personal inter-
action or with the help of technological tools, as discussed below.

The provision of audience-centric access to experiences is the
first step to personalise the heritage attraction. In 2007, several
museums in North East England decided to take a visitor-centric
approach. Eighty-two museums in North East England developed
an online marketing campaign called “I Like Museums” encouraging
visitors to explore museum thematic trails based on visitors interests,
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such as “To be inspired”, “Acting like a kid”, or “A nice cuppa”. The
site (heeps://ilikemuseums.com/) invites visitors to submit new
trails on a continuous basis. Convened to decide, visitors in the Tate
Modern, in the United Kingdom, are invited to pull specific con-
tent of interest, instead of indiscriminately consuming complete
exhibitions or, in another case, pamphlets allow visitors to sslect
their own starting point according to personal interests.
Cultural aceractions increasingly recognise that they must cu

tivate new and repeat visitors and, as such, are implementi

strategies to accomplish this: (1) empowering visitors
meaning for themselves; (2) discovering what visi
want from the museum; and (3) activating e m

A

Case 2.
Tailoring the cultural experience through the creation of
visitor profiles

Visitor profiles constitute an interesting example of tailoring the
experience. In the temporary exhibition “Heroes: Mortals and
Myths in Ancient Greece” at the Walters Art Museum in Baltimore,
visitors assumed an aspirational profile by picking a character
from Greck mythology and then participated on a quick personal-
ity quiz at kiosks, getting an ID card for “their” hero. The cards pro-
vided more information about the heroes and served as a personal
filter that gave rise to recommendations for navigation across the
exhibition. At the New York Hall of Science, visitors received dif-
ferent coloured entrance stickers based on their membership level
(non-members, members, donors, etc.), al]owing staff to idcntify
and respond to guests, depending on whether they were new or re-
turning visitors and consequently personalise visitors” experiences
according to their history with the insticution. Apart from these,
there are also random profiles: in the United States Holocaust
Memorial Museum, visitors haphazardly select profiles interrelat-
ing them to a historic person who was affected by the holocaust.
Source: Simon (2010).
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to meet these needs (Rodney, 2016). To do so, museums may part-
ner with visitors using new curatorial strategies when developing
activities and events such as co-curation projects and crowdsourc-
ing exhibition content.

Co-curation, crowdsourcing and similar techniques, gathered
together under the umbrella of ‘participation’, refer to invglving
wider publics into different activities related to cultural% ic-
age, consisting on collecting, locating, transcribing and curatt
(Ridge, 2013). In 2014, aiming to exchange ideas with the en
curators”, the Seattle’s Frye Art Museum in Seattle hS

hibition, #SocialMedium, which was entirely cr
itors voted on their favourite works from gye m @ sllection,

on various social media channels (Facebook €@in ™ nstagram,

Tumblr), selecting those to be featuredg ibit, along with

usernames and comments from ci@ in hat voted on the

artworks. The Museum of F ed its first crowd-

sourcing exhibition, Boston L ystonism, by using popu-

lar vote to elect the painting

layed.

4.7. Personal inter (6)

Visitor csults from the interaction among personal,

social and ental contexts (Dierking & Falk, 1992). Per-
sonal 4 . ith staff, other visitors and even residents is a
core of heritage tourism experiences. The social context

es visitors’ experience, whose attention is divided be-

useum artefacts and interpretation, as well as the social
dynamic of their visit (Fosh, Lorenz, Benford & Koleva, 2015). Ac-
cording to the authors, visitors who stay together during the visit
and engage with cach other socially to navigate between objects,
exhibit high levels of social contact, sharing reactions and reflect-
ing on the interpretation.

Interactions with staff are key social elements of the culcural
experience (see chapter 3, part 1 about improving performance of
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cultural courism attractions and learnings from the tour guides and
their visitors). The Museum of Life and Science in North Carolina
is an example of an institution using the admissions desk as a point
of engagement. Frontline staff members engage first-time visitors
in conversation about what they might enjoy at the museum, and
they go out of their way both to greet and say goodbye to members.

Interactive exhibits, when successfully executed, promege
learning experiences that are unique and specific to the two-wa

nature of their design. Regarding the usage of theatre in
Liu (2008) analyzed the interaction between visitors 2
ums, as well as the effect on visitors’ learning sugg,

Visitors may be indeed open for active pa
scraper Challenge exhibit at the Chicag

o
S a l
Case 3.

Heritage Experiences through socio-personal interactions
and storytelling

From 2004 to 2013, the Portuguese theatre company Fatias de Ca
staged the play “The Name of the Rose” at the Convent of Christ
in Tomar, Portugal, based on Umberto Eco’s novel. In another of
his books, “The Pendulum of Foucault”, Eco stated he imagined
a Templar castle just like that of Tomar. According to the com-
pany’s director, this gave him the fascinating idea of transform-
ing the Convent of Christ, once a Templar castle, into the abbey
of Umberto Eco’s novel (“O Nome da Rosa’ regressa”, 2008). The
convent was an ideal setting, making visitors feel as if thcy were
placed in the medieval times and taking part in the plot. The show
took place in the different spaces and rooms of the monument,
classified as World Heritage Site since 1983. The “monks” (actors)
shared the several dinner moments with the audience, and visitors
accompanied and interacted with them throughout the play, across
the indoor and outdoor spaces of the convent. Source: Author’s
own elaboration.
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the United States, for example, invited visitors to work in groups
to construct a mini-skyscraper and then create a photo narra-
tive based on their experience. The kiosk prompted them to select
pictures from the bank of photos taken, allowing social interac-
tion and memorabilia potentially increasing repeat visiting.

4.8. Technology-mediated personalisation

Tourism experiences are increasingly being perceivq@in ass®-
ciation with the use of technology. With tech
being integrated into our daily routines, tigy divi
mediation and integration is becoming blur
use personal portable mobile devices, an range of equip-
ment and platforms available alsc@ncrés ced for more per-

alisation. Not-withsts recent technological developments
and new aspects of p
and needs, with gamification, augmented reality (AR), and wear-

cas.

N tough gameplay and, hence, contributing to better visitor
experiences (Weber, 2014). In the context of tourism, gamified
applications are mostly based on “treasure hunt” type games ap-
plications such as Sighter, a urban game (htep://sightergame.com)
for different destinations and cities that allows users to capture
and share images of city locations and provides rewards and so-
cial media contents. Another example is “I Spy Denton (htep://
www.ttia.org/?page=teclSpy), a digital scavenger hunt application
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that promotes the city of Denton, Texas. Some institutions use
gamification strategies and serious games to promote “digital cura-
tion”. Combined with augmented and virtual reality, applications
such as “History Hero” or “Race Against Time” (heep://www.tate.
org.uk/context-comment/apps/race-against-time) allow users to
explore specific historical periods, with an implicit educatigna]
nature. Other organizations also promote gamification as a wgv
of providing immersive experiences: games such as “Ghost Gam

adding new layers of interactivity.

Increasingly popular in museums over the lag
mented reality (AR) is currently being appli.{ to
interaction with a multitude of attractions arQypb
ing “the user to see the real world, with ualQRjects superim-
posed or composited with the real v@rIdARimgy 1997, p.356), AR
M coQud h g feedback o help

jccts in a real context,

interfaces use graphics, sounds,

visitors visualize and manipulag ua

thus amplifying cheir percepti obiject or destination. In
plhryimng p p ]

the context of tourism, ayg ality applications can serve
different purposes and in different settings:

— Indoors — in.museums and art galleries, additional informa-

rough touch-screen displays, smartphones,

and/o1 devices. Some applications, e.g. the ARcours

¢ Stedelijk Museum in Amsterdam, make it

0% or visitors to virtually access works that are not fea-

tu public exhibitions and take interactive walks through

chy muscum and other virtual spaces. Another example com-

ining AR and mobile apps is “Deoksugung, in my hands”,

a multilingual application related to Deoksugung Palace in

Korea. In addition to information on different artefacts, this

application offers sign language video guides for people with
hearing difficulties (Chung, Lee, Kim & Koo, 2018).

— Outdoors — applications are designed and used to enhance ex-

periences in heritage sites, such as the immersive augmented
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experience for the Roman Theatre at Byblos; as well as in
urban areas, like Streetmuseum and UAR (Urban Augment-
ed Reality) applications. Besides providing augmented walk-
ing experiences for tourists (Lima, 2014; Weber, 2014), these
apps facilitate the discovering of geolocated works of art
and cultural events (e.g. CultureClic),as well as archiggctur-
al work, combining multimedia content with 3D mo'ﬁe (N
and geolocation. Other less layered applications (Street

seum app) use a more static approach, simply oy
historical images over a real, modern day setting?

In addition to these informational gfford @ ther ap-

plications follow a more integrated approfg, P on social

networking, virtual reality and games re conservation

(ARLOOPA). o
With personal devices b

ortable, hardware
and software developers becdlinvee

@

in conceiving wear-

able technology, such as s shes and smart glasses. As

they become available g ale, wearable devices can also

play an important ro rsonalising and co-creating tourism
experiences within ¢ cogf of cultural heritage. Epitomising

the concept of technology embodiment, wearable devices often

combin < and virtual reality, taking the place or en-

s, going insofar as extending their sensory,

“intelligent agents”, wearable devices also have the potential to
model behaviour and predict actions, which can help furcher
customise experiences.

Moreover, some cultural actractions now offer 3-D scanning
and printing technology that make it possible to not only pre-
serve but also replicate works of art, in a way that visitors can now
directly interact with the pieces without damaging the originals.
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Case 4.
Diversified technology-mediated experiences in the
Cleveland Museum of Art

Free of charge to all, the Cleveland Museum of Art is, since 2016,
the year of its centennial anniversary, an outstanding example of
integration of art and cutting — edge technology. The interactive
experiences in the updated Studio Play were developed with the
entire family in mind and designed to build a foundation of visual
literacy. Barrier free, its touch-screens are exquisitely responsive

4

touser movement and thus accessible for all. For instance, 2 human
magnifying glass and a Create Studio, where visitors can make
their own art, were conceived to promote amusement, as well as
a greater appreciation and understanding of the museum’s col-
lection. Visitors may save and share original works they devel-
op in Create Studio on social media. The museum’s ArtLens 2.0
app provides interpretive content for every artwork on display
at the museum. Its AR features provide artwork-specific content
and allows visitors to curate their own tours. The maps, which
include special exhibitions and outdoor spaces and a “find me”
function, make navigating the different galleries much easier for
ViSitors. Using innovative image-recognition software, favorite
artworks can be saved and used to create personalised tours or
to share on social media. Visitors may also select from both mu-
seum-curated and visitor-created tours, as well as explore the
museum’s dynamic list of visitor favorites or curators’ top picks of
must-see artworks. ArtLens 2.0 uses Bluetooth and may be used
onsite or anywhere in the world. Source: adapted from Schreiber
(2016). Visit YouTube (https://www.youtube.com/watch?v=XYR-
jaZlo8lQ) to watch a short video.

Mostly found in museums and archacological sites, such as the
Metropolitan Museum of Art, this technology enhances overall
experiences, making them more interactive and sensorial (please
also read chapter 3, part 3 by Carneiro, Kastenholz, Caldeira &
Mesquita on sensorially engaging visitor experiences). Within this
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field, artificial intelligence — “roboguides” — account for the de-
velopment of unique experiences. In Lecuwarden-Friesland, one of
2018 European capitals of culture, a language lab was set up allow-
ing to replicate, collect and share examples of multiple languages.
Using smart technologies, visitors were invited to add words to a
crowd-sourced language survey, creating a live, multilingusl and
interactive display of languages and culture.

4.9. Conclusion

ces. This

Weeractions

Visitors expect more and more person:‘sed
constitutes an unescapable challenge for

tive and continuous learning an@ad

groups of visitors (e.g. childr ¢ isabilities, foreign
visitors) demand cultural ater ns Washow additional effores
on this matter.

Personalization may hrough tailoring of the ex-
perience, personal in on, and technology mediation. This

chapter presented se

PN at a cultural site and constitutes a differentiation factor

and as such a source of competitive advantage for the actraction.
Nevertheless, it also implies costs and requests investment, along
with critics on potentially unnatural and hyper-individualized ex-
periences. One of the main goals of cultural heritage attractions is
thus to promote the participation and involvement of wider pub-
lics through this kind of more personalised, co-creative approach-
es and activities, in both material and symbolic dimensions.
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Self-review questions

— How would you define personalisation within the scope of
cultural hcritagc co-creation? Why is there a growing cmphasis
on this matter?

—  Give examples of personalisation strategies and best practic-
es in the context of cultural heritage.

— Explain possible strategies that heritage managers may use to
better adapt their attraction to persons with disabilities, also
addrcssing different types of disabilities.

— In your opinion, will technology replace personal interaction
with regards to cultural heritage co-creation?

4
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Chapter1

Networking as a Strategy to Improve
the Value of Food and Wine Heritage

The case study of East Lombardy [

by Roberta Garibaldi, Andrea Pozzi & Elena VianO\

Learning outcomes

— Understanding advantages and disadvantages of networking
in food tourism.

- Understanding the organizational modes and the activities
performed by a tourism network, also thanks the presenta-
tion of a case study.

— Being able to identify critical issue in developing and manag-
ing tourism networks.

N, 4

1.1. Introduction

One of the
to deg i

when Tood is a primary motivation and it is only considered as an
‘accessory’ element (TAMS, 2001; Spark et al., 2005; TIAA, 2007;
Mandala Research LLC, 2013; Stone & Migacz, 2016; Everett 2016,
Garibaldi, 2018). Food experiences are also important to destina-
tions as they generate economic and social benefits. They activate
regional economy by creating jobs, increasing tax revenue and
foreign currency reserves (Correia et al., 2008; Hall, 2012). Addi-



248 Roberta Garibaldi, Andrea Pozzi & Elena Viani

tionally, selling food experiences can help to disseminate and re-
inforce information about the identity of the tourism destination,
improving its image. Being food expression of the place, it can
be used to market the destination and to promote local culture
to tourists (Du Rand & Heat, 2006; Harrington & Ottenbacher,
2013). Chapter 3, part 4 by Gronau & Harms provide furtherevi-
dence that wine products — and in general food and wine produ

by providing the cultural capital necessarygyo cry
cu]tural production and consumption (Richa

on food poses some threats It dep‘ds
among private and public actc
also across the tourism and agig stry. And this has to
be tuned into market deman
& Halkier, 2015; Everett
Networking and cross- in 1&es are thus very important

and should be aimed ¢

chapter 2.4
the role of

se of this chapter is to present the approach adopt-
ed Ignning and development of the stakeholders’ network in
East Lombardy, an Italian region awarded by the title of European
Region of Gastronomy in 2017. Local stakeholders from different
sectors have been engaged and actively involved in the definition
of common goals and strategies aimed at turning food products
into valuable tourist experiences. A particular attention is devot-
ed to each step of this process.
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1.2. Networking in tourism: a theoretical framework

Scholarly researches have devoted much attention to networks
and networking amongst small businesses (Atkinson & Coleman,
1992; Howlett & Ramesh, 1995; Porter, 1998; Rullani, 2003). How-
ever, the same topics have received a comparatively less attgltion

in tourism studies, although their importance for destinatid

A network is generally defined as a set of units or
are tied together by different relationships (Fombrun,
an economic perspective, it can be seen as a strate
tual collaboration that combines unique rgourc
competences for an efficient co-developmen@gf

| tourism firms
and limited mar-

_
s

keting and management skil
thermore, the development of,
non sufficient understandin
can be adopted to worlegyi

owever, how to develop a network in tourism is a critical
issue. In reviewing academic literature, De Carlo & D'Angella
(2016) identified different organizational modes, from informal/
basic networks to more structured ones. And each mode reflects
a diverse capability to handle network’s activities. Table 1 pro-
vides an overview of the way the activities are performed in each
of the organizational modes identified, highlighting similarities
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and differences. Authors argued that structured networks are
more ]il(Cl)7 to gCnCrate ]f{rgcr }QCHC{:IES f‘Or thC actors inVO]VCd.,
but they require considerable efforts in terms of trust creation
and conflict management.

Table 1. Activities and organizational modes in tourism networks.

1. Selection, Control  Basic networks:

and Support of - Comprise actors from the same sector
Members —  Establish gcnerﬁl cligibility requirementy

Semi-structured networks:
—  Establish rigid eligibility requiry
—  Require the fulfilment @rhe el

requirements only during DT
admission

Struc EUI’Cd Nnggewor

]
—  Periodica eck ful@ment of the Cligibility
require
—  Provide, nembers (C.g. training
eligt )ility requirements :1cc0rding to
gy of actors to be involved

2. Management Basic networks:
Are informally organized
Use one-way communication (from coordinator
to members)

Semi-structured networks:

—  Are formally organized

- Schedule regular meeting

—  Establish a steering committee

Structured networks:

—  Are formally organized

- Schedule regular meeting

—  Establish a full-time steering committee

—  Have a specific communication strategy to reach

external audience
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3. Product/Service Basic networks:
Dcvclopmcnt —  Offer basic tourism products and/or services

Semi-structured nerworks:

— Offera range of tourism products and/or services
accordingly with the target markets

- Provide customers the opportunity to cust@nize
the products and/or services purchased

Structured networks:

—  Offer tourism experiences

- Intcgrnte different sectors in ord
more :{ppcnling experiences (
tourism)

4. Promotion and Basic networks:
Communication -
Semi-s
S etworks:
- ¢ the entire offering through specific
tools (e.g. website, brochures)
—  Develop a recognized brand
Define a marketing strategy
)
5. Bo 5 O Basic networks:
Scllfing - Only create cross-communication among

an‘]bCT‘S

Semi-structured networks:
- Only providc opportunity to reserve

Structured networks:
—  Develop a selling platform
—  Establish connections with intermediaries for

selling opportunities

Source: De Carlo ¢ D'Angella (2016).
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1.3. Case study: “East Lombardy — European Region of
Gastronomy”

“East Lombardy — European Region of Gastronomy” is a project
to enhance local food via tourism. Its goals are to stimulate and
support the development of engaging food experiences and in-
tegrate them into the destination offering as well as to protgge
local producers and ensure economic and social benefits.
Project activities started in 2015, when partners in

Lombardy region, local municipalities and ChamberSg Com
merce, the University of Bergamo — decided to wogsge (g to-

wards a shared objective. Preliminary actigties
in order to identify specific objectives, defr
nally, an anal-

ysis was carried out to assess the v@ue t attractiveness
of tourism within the area as characteristics of
food related offering. Greater ¢ made to develop the
stakeholders’ network. Actua ive participation of local

ered an essential elem
different sectors — acc

o @ tourism offering: an overview

East Lombardy region comprises the provinces of Bergamo,
Brescia, Cremona and Mantua in Northern Italy. Tourism offer-
ing includes a wide range of attractions, such as culcural, lake
and mountain destinations as well as religious sites. Statistical
data about tourism shows that the area accounted for 3,410 ac-
commodation establishments that provided more than 143,000
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bed places in 2014. Looking at the distribution by type of accom-
modation, non-hotel accommodations represented 67% of total
establishments while hotels 33%. The latter were more popular in
lake and mountain destinations, but were small-sized and with
seasonal occupancy. There were approximately 12 million nights
spent in the tourist accommodation, and international tqurists

which is equivalent to 7.7% of all people employed (
Smail, 2015). The management and promotion
not unique, as each province has its specgyc or

Agriculture plays an important role i

¢ provided raw
ce: ISTAT, 2011).

more than 32 million of active farms i

A number of local food an
ed Protected Geographical Sl (fving their quality and
reputation. East Lombardy
126 PAT, while 2 DOCg and 10 IGT wines in 2015

As concern food related Offering, East Lombardy comprised 22

8 food and wine routes and 115 education-
al farms, a a number of agritourism accommodations

and t { CUmS.
st L rdy network

East Lombardy network involved more than 1,100 actors from
different sectors at the end of 2017. Members were and are
currently engaged in project activities, ensuring the achieve-
ment of the project goals. Following the model proposed by De
Carlo & D’Angella (2016), this paragraph presents the structure
of the network and activities performed (selection and control
of the members, management, product development, promotion
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and communication). Due its intrinsic characteristics and che
way cach activity is managed, it can be considered a structured
network.

Management of the newtwork

partners decided to adoprt rigid criteria for members
Actors were required to fulfil specific criteria, n
the process of admission but also afterwagls. T
achieved engaging highly interested actors a

a positive image that could atcrace oth aklders. Criteria
adopted slightly varies according @ ez cggry (accommoda-

tion managers, restaurant owndas, |8l pr ers, retailers and

intermediaries) but comprise LonWitures. Members were

invited, for instance, to provi (ing committee all the in-

formation required for prgi

must be L food offering within the area. As the ful-
filment of ¢ is periodically evaluated, project partners
decide B¢ training activities on regular basis to support
mem s ining activities designed accordingly with local

rformed in 2017, and more than 50 meetings were

to stimulate mutual collaboration and exchange since
the beginning of the project. Furthermore, toolkits and manuals
on topics of common interest (e.g. how to prepare a pleasurable
breakfast with local products, things to do to promote sustainabil-
ity, why and how to use storytelling) were prepared and distribuc-
ed among members.

Due to the variety of the stakeholders involved and the com-
plexity of the project, partners established a number of entities
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A

to co-ordinate and manage both the overall project and specific
activities. The Steering Committee and the Technical Committee
involve one person for each partner and supervise all the project
activities, the former from a strategic point of view and the lat-
ter in terms of technical aspects. There is also a Food Commit-
tee, in charge of the protection and promotion of local proéucts.

Four working groups were also created to better address Togics

of common interest, specifically communication, promotion, s

terest groups were established to handle issues relate
categories of members involved in the network (a

agers, travel agents, restaurant and micro-gyewe s, pastry-
makers).
Product development ()

As the project aims at enhanggllocRYood via tourism, a par-

ticular emphasis was posed yvelopment and promotion
of engaging food experie
ceived as the result
ly agriculture, cultur

agriculture provides the product; culture the
city; tourism the infrastructure and services

Project partners decided to develop specific actions to support
network members in the development of food experiences. First,
they provided them information, useful tools and direct support
about how to create an experience appealing to tourists. Second,
they stimulated cross-collaboration among different actors in or-
der to create more integrated experiences.
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Communication and promotion

a part of the communication and promotion strategy, the web-
site www.castlombardy.it was dedicated to food experiences. East
Lombardy claims to be recognized as a food destination, a place
where tourists can enjoy local food and a wide range of thegmed
experiences while travelling. Therefore, the information aén

food offering were displayed on the Internet, allowing tourists ¢

communication channel, tourists can find a host of in
including, for example, recipes from typical dis
commodations, restaurants, food and othegyexpa
routes. Along with the website, a number of @gls
to improve the image of East Lombardy g foo¥lestination, in-
cluding social media (Facebook p@e, [€€tafamgprofile and You-
Tube channel).

The food offering was also g

Lo international mar-
kets. Project partners partici more than 20 travel fairs,

exhibitions and workshopsb aly and abroad, as well as

established a privilege act with about 60 tour operators
and incoming agencies ote local offerings in different
markets.

tivities mainly focus on raising awareness

abourt the i  of food uniqueness in local communities.

Journalg BTs and media relations experts were and are
curre ved to communicate project initiatives, as to

re \d media coverage. A number of conferences and
cvels gpat direcely involved local producers — e.g. presenting

their activity or offering tastings of local products — were also
organized to disseminate food uniqueness to locals. To empower
young generations, educational projects were carried out in pri-
mary and secondary school. Through lessons, practical activities
and contests (e.g. the best food route in East Lombardy), stu-
dents became more aware of the local food offering and the im-
portance of protecting and promoting local produce via tourism.
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A key role in communicating is played by food ambassadors
and experts. They are talented industry professionals that were
enrolled by project partners to recognize culinary craftmanship at
local level and promote local food offering.

1.4. Conclusion

As food has become important to destinations, cooperati

different stakeholders (public bodies, tourism operato
food industry) is gaining dramatically importanggs e the
development of tourism experiences apmling

working is thus increasingly perceived as a Qat®y overcome
weaknesses of single actors and generat tuMRenefits that can
be economic, social and cultural @

East Lombardy project i n e parcicipation of

local stakeholders in designi s and activities. Project

partners made considerable establish and manage the

network and ensure its

sidered a good example ©
in food i

s _gycordingly to the various functions (strategical, technical

and specialist) may facilitate mutual collaboration towards shared
goals. Furthermore, constantly providing support - e.g. through
training courses and common promotional and communication
activities — helps member to better perceive the advantages of be-
ing part of the network. Finally, ensuring a continuous commu-
nication may facilitate the development of a positive image that
could attract other stakeholders.
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Self-review questions

—  Why networking in food tourism is important? Please describe
its importance also by detai]ing advantages and disadv:mtages.

—  What are the main modes that can be followed in the develop-
ment of a tourism network?

—  What are the critical issues in developing and managing food
tourism network? Please explain them detailing how these

have been faced in East Lombardy project.

Further reading

¢ United

rism Management

Garibaldi R., Stone M., Wolf E., Pozzi A. (2017).3(/'
States: a profilc of wine travellers and wine
Perspectives, 23, 53-57.

Garibaldi R., Pozzi A., Viani E. (2016)%
for innovation: successful expd
Conference.

Book of extended abstract, pp. 61-65
Everett, S. (2016). Food and I
London: Sage.

ourism as a boost
y. In ATLAS Annual

rism: Principlcs and Practice

References

Andgrsson T. g, L. & Therkelsen, A. (2017). Food and tourism

1ves on consumption, production and destination de-

ndinavian Journal of Hospitality and Tourism, 17(1), 1-8.

b02). Scale of hospitality firms and local economic develop-

ence from Crete, Tourism Management, 23(4), 333-341.

M & Coleman, W.D. (1992) PO]]C\ Networks, P011C\ Commu-
nities and the Problems of Governance, Governance, 5(2), 154-180.

Correia, A., R. Peres, C.F. da Costa & Moital, M. (2008). The Determinants
of Gastronomic Tourists’ Satisfaction: A Second-Order Factor Analysis.
Journal of Foodservice, 19(3), 164-76.

Cusack, 1. (2000). African cuisines: Recipes for nation building?, Journal of
African Cultural Studies, 13, 207-25.

De Carlo M. & D'Angella F. (2016). Reti di impresa nel turismo: verso un
modello di maturica. In Valeri, M., Gon, M., Pechlaner H. (a cura di),



Networking as a Strategy to Improve the Value of Food and Wine Heritage 259

Innovazione, sostenibilita e competitivita. Teoria ed evidenze empiriche (pp.
41-53). Torino: Giappichelli.

Du Rand, G.E. & Heath, E. (2006). Towards a framework for food tourism
as an clement of destination marketing. Current Issues in Tourism, 9(3),
Pp- 206-234.

Everett, S. (2016). Food and drink tourism: Principles and practice. London: Sage.

Everett, S. & Slocum, S.L. (2013). Food and tourism: An effective pgrener-
ship? A UK-based review. Journal of Sustainable Tourism, 21, 789-

Fait, S. (2012). Tipici e turismo: un network per creare valore. Il caso
Franciacorta, Sinergie, 89, 255-274.

Fombrun, C. (1982). Strntegics for network research in orga
Academy of Management Review, 7(2), 280-291.

Garibaldi, R. (2018). Primo rapporto sul turismo enogg

Guladi, R. (1998). Alliances and thwsks, y
293-317.

Hall, C.M. & Sharples, L. (2003).
experience ofconsumption? Ap
C.M. Hall, L. Sharples, R. Mig
Food tourism around the world:
1-24). Oxford: Butterv

Hall, C.M. (2012). Boosti ol courism-related regional economic de-

n to the tourism of taste. In
Lcionis & B. Cambourne (Eds.),

velopment. In OECD ood and the tourism experience (pp. 49-62).

Paris: OECD

Harringt @ enbacher, M.C. (2013). Managing the Culinary In-
novation ¢ Case of New Product Dcvclopment.” Journal of
] Sci & Technology, 11(1), 4-18.

Heny alkier, H. (2015). Feeding countryside tourists: Explor-
ing ative actor strategies in rural Denmark. In K. Dashper (Ed.),
Rura B ism — An international perspective (pp. 250-266). Newcastle upon

Cambridge Scholars.

Hjalager, A. & Corigliano, M.A. (2000). Food for tourists — determinants of
an image. International Journal of Tourism Research, 2, 281-93.

Howlett, M. & Ramesh, M, (1995). Studying public policies: Policy cycles
and policy subsystems. Toronto: Oxford University Press.

Lee, S., Park, G., Yoon, B. & Park, J. (2010). Open innovation in SMEs — An
intermediated network model. Research Policy, 39, 290-300.

Mandala Research LLC (2013). The American culinary traveller report. Alexan-
dria, US: Mandala Research.



260 Roberta Garibaldi, Andrea Pozzi & Elena Viani

Morrison, A. & Thomas, R. (1999). The future of small firms in che hospital—
ity industry. International Journal of Contemporary Hospitality Management,
11(4), 148-152.

Page, S., Forer, P. & Lawton, G.R. (1999). Small business development and
tourism: terra incognita?. Tourism Management, 20(4), PP- 435-439.

Porter, M. (1998). Clusters and the new economies of competition. Harvard
Business Review, November-December issue, 77-90.

Richards, G. (2012). Food and the tourism experiences: major finding,a d
policy orientations. In Dodd, D. (Ed.) Food and the Tourism Experience (p
13-46). Paris: OECD.

Rullani, E. (2003). La conoscenza e le reti: gli orizzonti competiig

gic, 21(61/62), pp. 147-187.
Selwood, J. (2003). The lure of food: Food as an @t
marketing in Manitoba, Canada. In C.M. Hall, Lggha
N. Macionis and B. Cambourne, Food Tourj
178-91). Oxford: Butterworth Heineman
Spark, B., Roberts, L., Deery, M., D:wicq )

1 a 1

(2005). Good living
Coast: Cooperative

Stone, M.J. and Migacz, S. (2016). yan culinary traveler: Profiles, be-
haviors & attitudes. Portland, O
TAMS (Travel Activities a
profile report. Toronto:

arch.
d f America and Edge Research) (2007).
Profile of culinary travelers (20006th ed.). Washington, DC: TIAA.

. (2007). Small business networking and tourism
ent. A comparative perspective, The International

Wer, H. (2014). Requirements for destination manage-
tion in destination governance: Understanding DMO



Chapter 2

Revitalising Swedish Countryside
through Food

Local Food Events in Dalarna o

by Albina Pashkevich & Cecilia De Bernardi 0\

Learning outcomes

— Consider contemporary issues connected to the role of food
for the means of local and regional tourism development.

— Understand the ways that certain regions respond to growing
consumer awareness about locally-grown food.

— Understand the role played by food in the creation of the co-
operation between the providers of food experiences for the
visitors to the rural areas.

— Identify issues surrounding the local ways to mobilise efforts
in order to create events contributing to the branding of
Swedish countryside.

2.1 1 u

cal lays a big role in the touristic experiences of people
viQEingydifferent countries (Richards, 2002). Globalisation has af-
fected the local food cultures of different countries, influencing in
them becoming more and more homogenous. At the same time,
it has also resulted in the increase of customers” awareness in the
benefits of locally produced food for the local rural economies,
but also its positive environmental and societal effects (Scote &
Duncan, 2015). The role of food is repositioned in modern society
and it is no longer connected to the question of providing pure
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sustenance, but actually taken in wider sense and included into
the consumers own lifestyles and leisure choice (Hall, 2004). Fur-
thermore, food has been recognized as one of the pillars carrying
the essence of rural identity and to be part of the tourism devel-
opment at the local level (Bessiere, 1998).

Food also plays a big role in the construction of our identities,
it is connected to our bodies and their different shapes amﬁ '
also one of the important constituents of the environmenta
ble of tourists (Richards, 2002). Ttaly’s local food has being
ered is a culcural crademark for both visitors from other’
and locals ctravelling around the country. Moreov R ion
to the globalising forces has as paved the wagfor @t& such

1

as Slow Food movement, which was initiated

2003). It meant to combat the disappear ofcal food tradi-
tions and culture connected to the@. A hcllamg time, it also was
influenced by the ever-growingyenv®gnme and echical con-

cerns for the food growers in leg

esetal,

d countries influenced
foodstuffs. It was also a

by the global demand towar

movement against the reglii hdern life for urban dwell-

nect to the food producedTocally. The movement grown stronger
and spready local initiatives in as many as 160 countries

around the Europe, 2018).

uugcrgyaccelerated by the diminishing role of the agriculture as
a primary sector of economy, especially since Sweden has entered
common European Union market since year 1995. These changes —
outmigration, technological change, diminishing role of primary
industries resulted in a lower demand for labour used in the coun-
tryside. Due to the globalised economies, political changes (such as
the formation of EU’s common market for the agriculcural goods)
the fundamental changes accrued influencing a human interaction
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with the natural landscapes for the matters of their subsistence.
The case used here illustrates the creation of an event “Harvest
Festival” based on locally grown food taking place in southern part
of Dalarna province, in some 300 km north-west of Swedish capi-
tal city of Stockholm. Formerly known as a joint initiative of just
a few local food entrepreneurs and farmers to increase awageness
in the possibilities for food making outside several larger mtigci-
palities in Dalarna it has grown into something bigger.

The informants for this case study were local food rs
and farmers themselves, representatives from the regio
tural union, employees at the Dalarnas destinat; ent
organisation Visit Dalarna. They were inggyvie
of semi-structured interviews lasting from fg4
ere asked were
connected to the role given to |@al ow the initiative

of “Harvest Festival” became 2 possibility to buy

food producers and
how the presence of local fa
and resulted in the growig

ople. It is, for instance, conceptualised as acquir-
symbolism, and it is also a way to share with oth-
c N eogle, for instance during celebrations. Food marks also class
and 1t can become an emblem, such as the culinary heritage of
a certain area (Bessicre, 1998). Consumption of environmentally
friendly foodstuffs have become increasingly popular, as well as
“regional cuisine and country home-style Sunday lunches are often
served at higher priced restaurants” (Bessiere, 1998, p. 24). Further-
more, tourists can be said to be willing to pay a higher sum for
something that is produced locally (Everett & Aitchison, 2008).
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However, the term ‘local food’ does not remain undisputed. Local
can be understood in terms of the region of production and dis-
tribution, but also in the sense that a product is local to a region,
which makes it special, but is also available outside of the area that
it is from (Sims, 2009). In the case of this chapter, the term local
means that the products are from the area and mostly conswed
locally through events such as the “Harvest Festival.”

Food is considered a symbol, representing local hericage.

can unite people by sharing a meal, or even become a b
a specific region. In the context of heritage, food beco
for the local population to achieve recognition
also see Gronau & Harms, chapter 3, pargy4 off
an important aspect of tourism developme C

ertain region

and “gastronomy meets the specii@ n consumers, lo-
g ) p

”

cal producers and other actors (Bessiere, 1998,

p. 21). Heritage is then concept aNgging composed by both

material and immaterial ele ) 2 very important factor
concerning a group’s idend
2013). Heritage provid tsion and connects to tourism so
that tourists travel an

more large-scale modes of production to more specialised offers.
There is then a willingness by particular categories of tourists to
spend more on certain products, rather than cheaper ones that are
produced in a standardised matter (Everett & Aitchison, 2008).
This kind of consumption related to tourism has a positive ef-
fect on the seasonality of places (Everett & Aitchison, 2008). The
sustainability of local food is also related to a close collaboration
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between the entreprencurs and tourism planners in order to make
sure that the customers are pleased. Furthermore, local food can
support the local economy and contribute to a more “environmen-
tally-friendly infrastructure” (Du Rand, Heath & Alberts, 2003,
p- 99). Furthermore, tourism connected to local products has
benefits for both the hosts and the guests such as more sustajnable
agriculture, traditional landscape conservation and the cus?o er
demands for safe produce (Sims, 2009).

As previously mentioned, globalisation has played 1 I-
tant role in the politics of food during the past deca but ¥
relationship between localisation and globalisati

and genuine values, roots” (Be
comes then a way to compens
how lost (Bessiere, 1998). Be
a certain ideological co
and gastronomy conng
nect with one’s identi¥

enticity of the destination; broadening and enhancing

the [ocal and regional tourism base; and stimulating agricultural
production” (Du Rand & Heath, 2006, p. 211). Local food can
then be a way to satisfy the wish that tourists have for authen-
ticity while making a connection to certain landscapes that the
tourists discover during their vacation (Sims, 2009). From a mar-
keting perspective, food has been described as a very important
factor when the tourists consider a destination for its attractive-
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ness and when making decisions on travel purchase (Okumus,
Okumus & McKercher, 2007).

Tourism in relation to food has the potential to be a positive
force in the context of regional development. It can give local
food characteristics of distinctiveness, and economic activities
connected to food can become attractions. Tourism can stimylate
expenditure by visitors, the creation of work opportunities, n
infrastructure, and possibilities to counter seasonality, as well 2%

to help to create a deeper sense of belonging (Bertella, 2
role of tourism in food production can, however, alsd
aging. The fact that tourists request certain food
imported due to the increased demand, canglam
tion. There are also areas that have shortages o

s (

an

tourism can exacerbarte this kind of situag ards, 2002).

In the case of rural areas, food@esc#als ¢ considered as

celebration of local entreprenceygal SRt a

own food on a table. These aspeggy
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relationship with the custome
interest in food (Sidali, Kag
Sweden, the ideas behi

growing interest from

ronment by gunnccessary transports and revitalising the

rural a

est festival in Dalarna

Dalarna’s “Harvest festival” has been established since 2006 and
it is a community-developed regional food festival with the focus
on connecting local rural food producers with visitors, which
are both local and from outside the region. The initiative was
taken by a smaller group of four to five active farmers and food
producers that started their businesses in the Southern part of
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Dalarna province around municipalities of Avesta, Hedemora
and Borlinge. The focus of the network was inclusive to all local
food producers of meat, dairy, rye bread, mustard and even a
brewery. Since the start, the network has attracted more produc-
ers and with the help of the money from the Dalarna’s County
Board Administration could become an annual event. However,
it is not only meant to establish the possibilities of gaining agdi

these days some of the mun#y
ducers to put up their marke
ants who is not able to visit
val began to attract morgyi
but it is only an acti
the early afternoon.

\ 5u1ded tours exist up to thls day.
The reaN

scrib -

e oré)amsqtlon of these events have been de-

Resdrc e organisation of events in rural communities has
own the organisation of these events can result in “build-
i ogymunity pride” and as a source of a better image (Baptista
Alveset al., 2010, 29-30). Even in the case studied by Baprtista Alves
et al. (2010) the residents had received more social benefits racher
than economic ones. Among this kind of advantages, there is the
preservation of local culture and the promotion of local busines‘ses‘
and activities for the families (Baptista Alves et al., 2010). All
these dimensions have been presented in one way or the other in
the Harvest festival, but also in the Italian case discussed above.
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There is an overall movement or interest in the present Swedish
society, especially in larger urban settlements that are concerned
with the quality of the food that is served on the table, as well as the
environmental sustainability aspect connected to the long trans-
ports of the imported foodstuffs. Food must be of a certain quality,
has to be produced locally and consumed seasonally. The attelgion
to food in modern Swedish society has become very prominege
since 2000s, especially since the debates around animal cruelty an

the widespread use of the antibiotics at pig farms in Den
Poland has resulted Swedish consumers turning their d
wards more controlled and regulated meat in the ¢
den, this also resulted in a “green wave” orgutm
the rural areas lying in the proximity of larger €a

helped to highlight the importance of cou d people living
in them and to embrace the necess@y tc foggl Where you live,
as the skills and tradition connet 1 tially been lost.
There were different initiatj ced by EU funding to
counter this evolution. Sever keholders over the years
have become identified as dyi is process of self-organisa-
tion of food producers j rna. Some of them should be men-

tioned here, including
Lissela mustard and Skedvi'Brod, Oppigird. The most important
' hem was that the food produced in Dalarna

side of this region somewhere else (to the re-

ing small-scale industries. These findings corresponds to the car-
lier research efforts by McGehee, Knollenberg and Komorowski
(2015) highlighting the role of local leadership in order to sustain
growth in rural communities.

The food that is locally produced helps people to realise their
roots and gives them a sense of belonging. Stakeholders represent-
ing the core of the Harvest festival also pointed out the importance
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of providing the food experience to the whole family, as all members
are equally involved in experiencing what, for example, apples could
become when they are processed into the juice or made into the
jam. Most of the producers are also life-style entreprencurs, some
of them retired from their professional occupations and having a
small-scale food production firm as a hobby. The farmers and food
producers are aware of the fact that they are contributing to Sqgae-
thing positive. They are able to sustain themselves with food ¢

baked goods of high quality that they also claim can ma
sumers feeling content and proud for contributi
and further development of Swedish countgyside
preneurs we have spoken to highlights the folgyi

>
The farmers and local entreprencur R TiCNting in Harvest

themselves where

festival also founded an economic @t 0

they meet and discuss issues thegpec be essed collectively. It
helps to create a sense of a com id Ny among these members

and spread this positive enga ro new potential members.

2.4. Conclusion

This cha o illustrate the role of local initiatives con-
nected to how it contribute to the process of revital-
isatio countryside, in the southernmost part of

¥

My goal with all this (locally produced food) is not to become
rich. I want people to come to me in order to see how all this
process is done and who is behind the food these people oth-
erwise buy from the shop. We do not advertise much, we have
some posters telling people that we exist. We rely mostly on the
word-ofmouth way of spreading the information about us (Per-
sonal communication with a local entrepreneur, 2015).
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province of Dalarna. The sense of social solidarity and the com-
mon identity unite the stakeholders involved in the creation of
or connected to the celebration of local harvest. It has been ar-
gued that that local food has an important role in the context
of creation of meaningful touristic experiences. It has created
awareness of the food that has been produced locally and ghus
can become a trademark for the destination. The sustainalge
food consumption is the focus, but also the attraction of mor

customers. However, no touristic experiences were cr
until chis day.

The provision of hospitality services through ¢
cal collaboration creates more experiencegythat
for the tourists during the high season. He
is proving to
be a creative force for collabora@ns®¥as ood produced
locally, against the homogenisa
tinctiveness that can occur. Th : estival” in Dalarna is
a celebration of the local foo s, as well as an attempt
to reinforce the sense of
local inhabitants are r through food that has being
produced with help o itions and techniques. Further-

more, the festivalis a way to promote so-called slow food notion
where the

chain takes place in the same region and
consumers 2 o witness this transformation into the fi-
nal prg
visito & > create an awareness in the ability of the rural
muigg co sustain themselves with much of the foodstufts.

ol lgboration among the local entrepreneurs that started as

the resule of the “Harvest festival” is also helping to sustain lo-
cal rural communities and prevent them for disappearing. Lo-
cally produced food connects the locals with their roots and it
is a positive contribution to the locals selling goods and to the
visitors buying them. The case chosen for this chapter has also
showed that the potential of developing rural tourism based on
the local initiatives were not fully recognised yet. The event or-
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ganisers are not capitalising on their own brand for the creation
of touristic experiences, but it is something that the stakehold-
ers interviewed for this study are hoping to get a chance to work
with more in the nearest future.

Self-review questions

—  What makes food an important component of tourism? And \
of rural tourism?

—  How can food be used as a matter of distinction in the tourism
market?

—  How does the production of local foodstufts help to reinforce
a sense of local rural identity in the case presented in this
chapter? What are the key messages in the success of this pro-
cess?

— How can food become a base for the creation of touristic ex-
periences? Use your own examples to exemplify your answers.

b 4

Further reading

Boniface, P. (2003; 2017). ng grism: Travelling for food and drink. Alder-
shot: Ashgate. heeps:// 10.4324/9781315241777.

Hall, C. S., (2016). Food tourism and regional development: Net-

ajectories. New York: Routledge.

(2014; 2015). Food tourism: A practical marketing guide.
D1 hetps://doi.org/10.1079/9781780645018.0000.

web material

Food Identity | Michael Zhang | TEDxYouth@SRDS: hetps://www.youtube.
com/watch?v=8bXfO8VOGgg.

Global Food Tourism Conference 2016 — Highlights: hetps://www.youtube.
com/watch?v=tYvQTLoRUzQ.
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Chapter 3

Understanding Wine
as a Multifaceted Heritage Theme

A Case Study of the German [

“Wine Experience Guide” \

by Werner Gronau & Tim Harms

Learning outcomes

— Identify the key characteristics of wine and its potential for
various tourism products.

— Apply the experience concept on tourism product develop-
ment in the field of wine.

— Evaluate the wine experience guidc concept rcgarding its op-
portunities to create a wine experience.

\ "4

3.1. Introduction

“Wine c a simple business, only the first 200 years are

ghumorous statements like this, the Baroness

cultural setting such as the historic chateaux itself.

Therefore a narrow definition of wine tourism, such as the
one, from Hall characterizing it as “visitation to vineyards, win-
cries, wine festivals and wine shows for which grape wine tasting
and/or experiencing the attributes of a grape wine region are the
prime motivating factors for visitors” (Hall, C.M. et al. (2002)
S.3), might not be sufficient to understand the potential of wine
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as key asset in a broader context of wine as a cultural heritage
product. Wine does not only seem to be a simple beverage to
be consumed, but rather an iconic aspect in many regions of
the world, functioning as factor of regional identity, as driver
of natural as well as the build environment and of course a his-
torical asset, as its cultivation in many cases dates back algost
two millennia’s. Therefore one has to realize that wine has Qv
far more potential in the field of tourism development, tha
just visiting wine yards and wine tasting in all its facet

of course represents the core of the wine tourism pro¥get, bu

negleces its symbolic role and its overall attractivig not

wine focused tourists. Wine as culcural asg@t in ext of a
destination.

Bell & Valentine (1997) have already ¢ caaddressed the
relevance of local food and bever@es @ (R gggeration of local

identity, their work outlines ¢ in Mgfcn cerritory food

and beverages are often percei core of identification,
as in the case of the before r
(1996, p. 131) even describ

traditions” or “placed
nitions, it becomes ob

dimensio ultural heritage. Others scholars such as

Handszuh Bernard & Zaragoza (1999) stress this di-

f destination management and destination marketing
in order to foster tourism has also be understood and outlined
quite early. Crouch & Ritchie (1999) put it that way: “local food
and drinks may contribute to the sustainable competitiveness
of a destination” while Handszuh even sees “much potential to
contribute to the authenticity of the destination” (2000).
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3.2. Wine as multidimensional cultural heritage product

Understanding wine as multidimensional cultural heritage expe-
rience is based upon the diverse impacts wine can have on specif-
ic region. Keeping in mind that in many cases wine production
dates back two millennials, there is not only a undeniable igpact
on regional identity as mentioned in the part before, butalg a
clear change to the cultural landscape. Wine yards covering

understood as iconic results of the wine cultivating ¢ re sin®e

the roman days. Therefore the aesthetically uni and-
scape formed by wine cultivation can be & 29 product
as well. Offering guided walks or more activlygl Ves such as

ndscape can be

seen as a valorization strategy b@o ctly wine related

thH

tourism offers. Also addressi imension of wine

rcN@ting excavations of his-
Ning a traditional wine ship

clier skills or wine production workshops.
nd the before mentioned aspects one has to

3.3. Wine tourism as a collaborative product

When accepting the potential of wine as a tourism product be-
yond the direct wine related activities while also agreeing to its
potential as iconic aspect in destination marketing one has to
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make sure that its full potential lays in a collaborative approach
of a vast number of stakeholders from wine as well as tourism
industry. Achieving existing synergies in between wine industry
and tourism industry is very much depended on a cooperative
approach amongst all stakeholders. Several scholars (Kagermeier
2011, Schamel 2013 and Gronau 2011) outlined that truly succegsful
wine tourism products can therefore only evolve in an atmosg

C

of cooperation of viniculture and tourism. Especially the wine

ies and wine-maker play a vital role, due to the fact, ¢
do not only function solely as producers of the wine th
come for but form the framework conditions for
wine and tourism (Cambourne & Macionigpooo
be understood amongst winemakers as a rath

Primary fields of involvement, as @ea

to take on the role as gastrono
tant branch would of course licg e d"of the official policy
gking best, if taking place

makers. Wine tourism seems
in a wine tourism cluster ¢

3.4. Towars @ ine tourism experience

Accerllli as an overarching concept, as described in the
bef cre is still a need for a conceptual base to structure
cxiNanggrourism products while also identifying new tourism

products to be developed. Following today’s debate on the crea-
tion of tourism experiences mainly driven by the publications of
Pine & Gilmore (1998), one might consider to utilize the experi-
ence model as a foundation. There is a good reason for that, since
especially Pine & Gilmore argue that the key to long term eco-
nomic success lies in the provision of a memorable experience as
a new step of product enhancement (Pine & Gilmore 2011, p. 1).
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Tourism Viniculture

Attractive Landscape = Additional tourism segments

* Wine as a central motive for travelling = More chances of direct marketing

Wine touristical offers = Additional business income
Additional infrastructure = More publicity

= Ensuring livelihood }

.

*  Wine as a generator of positive image

Figure 1: Positive effects of synergy ngan‘ &

thors’ translation and design on the bgsis of-
Dreyer 2010, p. 12.

The modern tourist stri

or the one from Schmitt (1999) and Pearce
pful in supporting experience orientated

conflict between passive and active participation on one axis
and between immersion and absorption on the other axis. The
outcome are four realms of experiences: Entertainment as a rath-
er passive act of absorbing stimuli vs. Education as an active act
of absorbing information. The Escapist results from an active
immersion, while the Esthetic realm lies in the field of passive
immersion (Pine & Gilmore 2011, pp. 47 ct seq.).
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While utilizing the concept of Schober, one might think about
the following activities related to wine when developing tourism
products. The sensory dimension can of course be addressed by
taste and smell while consuming wine. Learning about wine, wine
production and wine culture might refer to the exploratory di-
mension and last but not least the interactive dimension might be
satisfied through socializing and interaction of participants iiga
guided tour for example.

Similar as in case of Schober of course also the
Pine&Gilmore can be applied to various activities in ¢
work of wine, as of course there are several similaig
in comparison to Schobers-model. Againgparni
wine production & wine culture can be interpgge

clQgand the pres-

entation of local anecdotes related@ro ight satisty the en-

tercainment dimension. The icdai

the wine yard terrace for examp any doubt refers to the

®

esthetic dimension and finally, h as wine maker for a day

consisting of a one day wagks!

capist dimension.

aspects, knowledge on wine related natural as well as
build environment, basics of wine making, sommelier-skills, ba-
sics of tourism and presentation techniques following the experi-
ence concept. The training aims on creating awareness on the col-
laboration of various stakeholders and the importance of a holistic
understanding of wine as multidimensional product to create a
real wine experience for the guests.

In order to enable the guides to create such an experience,
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one cannot expect the training to truly use the aforementioned
concepts in depth. This is partly to the nature of those who un-
dergo such a training. Rarely the trainees come with an academ-
ic background. Nevertheless, especially the concept of Schober
(1993) does provide an intuitive approach to what can cause a
memorable experience. The dimension of the sensory experi-
ence, meaning to stimulate the five senses of the guest direCrlg is

something that does come naturally when tasting a wine. Th

tleneck. The very distinct nose which comes with an
can be described vocally very well. One can scg

@ re, there
. .

the tip of the

astly there is the

it, when twirling it about within the glgs. F

There might for example be a bit of
tongue when the wine is stil ve. Yo
sensation of the taste that,

chis might sound trivial
at first, there are obviously cs and skills one can learn
to facilitate these sensag
sensation of every si st. It is one of the tasks of the wine

experience guide to

do with?
tify the scr8

ion. A good wine experience guide can iden-
the region she or he operates in and is able
to co 2 N@Md of authentic local historic/societal themes
wit ndmark tourist attractions and different pares of

c wi oduction process. She or he is not only proficient
teld of wine tasting but has at least the basic skills of
a winemaker, understanding not only the processes within the
cellar but also within the vineyard icself. Being a good wine ex-
perience guide means to truly understand the concepr of terroir
and to manage to bring it to life for complete strangers who
often come without any prior knowledge. In order to achieve
this, many wine experience guides do not even offer too many
standardized tours any more. They tailor the tour for each group
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individually, theming them in accordance with the interests of
the guests. While doing so, they shed light on the history, cultur-
al landscapes and particularities of the region and connect the
local entreprencurs and residents to the guests, creating aware-
ness and fondness. They truly become an ambassador of their
region (Harms & Gronau, 2015).

Knowing that, it does not surprise that the term “ambass:ﬁ 4
has not been chosen randomly. It does also express a further nee

of the touristified German wine regions. It is the need fo
cial representative which leads to the wine experience &
filling several tasks within the region. Often, the vwg
guides do not only serve as an advanced fogm ofj
take conducted tours to a whole new level widgee®

rience oriented concept but, when imple te roit, truly live

up to the term ambassador, as desd@bedab well conducted,

the concept of the wine experid

of a broader tourism concepe, i ulfill the function of

representing the region at offif jons of very divers nature
(Harms, 2017).

A perfect example fo s the installment of wine experience
guides in the German w¥fregn of Franconia, the German start-

ing point of the wine experience guide program. After the glycol

cogyn of wine and tourism. A new touristic concept for the

region was developed, involving all major stakeholders from the
tourism and wine-making sectors. This concept put wine tourism
in the center of all tourist activities. The key position within the
concept was taken by a newly trained group of tour guides. The
wine experience guide was created. Their tasks were to use their
skills to provide a memorable experience to visitors, connect lo-
cals with guests and especially winemakers, and to represent the
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region at major functions, therefore providing marketing to re-
gion. Another task lay in the field of internal marketing, bringing
winemakers and tourism stakeholders together (cf. Harms 2017
Harms & Gronau, 2015). Roughly 20 years later, Franconia has be-
come the German benchmark of both, the wine regions in gener-

al and wine tourism, functioning as an incubator for new sends

and innovative thinking in both tourism and winemaking.
the wine experience guides are the sole official tour guides of

cess also does manifest in the key economic statistics a
and tourism in Franconia. In 2012 this rural wine
more than 6 Million overnight stays and tqgyrism e region
generated more than 3,2 Billion Euros in r
than 64.000 jobs (cf. DWIF 2013).

In order to enable the guides@ f:

they have to undergo a one-y
programme that includes the { inX

ment (geographj
— Basics of wine and sommelier-skills (vinocultural

- Y wledge on regional history and traditions

ach);

ramme does also incorporate extensive training in
Is (quality of service provided and organizational skills)
such as:

— Presentation techniques and storytelling;
— Networking skills.

It does not only close with a written exam, but there is a prac-
tical examination in which the candidate has to comprise a full
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tour and take a group of experts in the various fields of the train-
ing successfully on it. The cost to participate in the programme
differes from wine region to wine region. In the Moselle valley
it was 1.150,00 Euros per participant in 2018 (cf. IHK Trier 2018).
Since the programme does provide a lot of additional value to the
region, many of these offer financial aid to the participants which
is usually fostered through some form economic developmege
scheme.
For this investment, the German wine regions are v

with wine experience guides who:

— Actas representatives for their regio'

— Increase visitor experience;
— Creating a product that is holistic ¢

— Create awareness for eco
— Connect guests and regio
— Connect Tourists and

In many regions the
al associations which d

the members butalso coordinate joint marketing schemes and or-
icld trips to further educate their members

y Co ion

Food and especially wine are important cultural traics chat can
be utilized as a competitive advantage in tourism. Wine tourism
is a collaborated product that thrives best, if chances that the ex-
isting synergies between the wine producing sector and the tour-
ism sector provide, are used efficiently and to the full extent. In
modern times tourism has advanced much from being an ordi-
nary service of selling a standardized product. Visitors do demand
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tailored products and personalized experiences. If one is able to
deliver these to the customer not only revenue can be multiplied
but image enhancement is most likely to occur as well. Quite a few
scholars have been active in the field of experience research trying
to engineer concepts to be able to trigger experiences. In order to
do so, one must understand the nature of experiences at firsg One
of the more basic approaches is provided by Schober (1993)] gho
separates the nature of experiences into three channels. There 3

Experiences”.

In the field of wine tourism, the German concg \Wine
Experience Guide” provides a very good gram attempt
to create a group of stakeholders that funcei v with re-

urg industry. These

guides do connect the wine ind@try tourism industry.

They strengthen the oftentimd bond between the

two sectors and help to both gl tOQgotit from possible syn-

ergies. Their vast cultural, yd wine-related knowledge

provides them with the
tion with an experien
memorable tourism e

x Self-review questions

— Please discuss the applicability of the experience concept by
Schober on wine tourism (Hint: Which dimensions can be
addressed in which way?).

— Briefly describe the concept of the so called wine experience
guide and discuss from your individual point of view to what
extend this concept might or might not facilitated a tourism
experience.
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Appendix 1
EU Policies on Cultural Heritage

by Frederic Fabre & Dino Babic

N\

— Understand European strategies in the sphere of cultural

Learning outcomes

heritage.
— Understand European law in the sphch of cultural hcrimgc.
— Understand a multisectoral approach of cultural heritage at
an international level.

1.1. Introduction 0

According to a EurobaNygfccgurvey carried out in 2007, a majority
of Europeans affirmed cheit deep actachment to the value of culture

h®Qggagy are major assets in this period of political and iden-

tity crisis in Europe with the rise of populist political parties
threatening the fundamental values of the European Union. In
contrast to populist thinking, 76% of survey respondents believe
that Europe’s cultural diversity and its essential characteris-
tics contribute to increasing the influence of European culture
around the world (European Commission [EC], 2007). 10 years
after the completion of this survey, can we still consider Euro-
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pean Union to have a privileged place to influence the culeural
policy of each Member State?

Cultural heritage is not only seen as an asset for facilitating
intercultural dialogue and promoting diplomatic exchanges com-
pared to other continents, tangible and intangible cultural herit-
age could be now considered one of the pillars of Europe, also as
a source of economic growth jobs in Europe. By the way, accOg-
ing to a United Nations World Tourism Organization (UNWTC

tourist destination, with five of its members among ¢
top 10 destinations (United Nations World Tourisg
[UNWTOI, 2015). In fact, tourism has the ggyrent
to employment and economic growth, and toQgr®
peripheral or less-developed areas.

For a long time, the role of th@Eu®pclh Ingritutions was to

support the Member States in dgvel8upg a ural policy based
on the conservation and protgegie oMgh¢ European heritage.

Since the begjmmnzj of the 19 sc of the prominent place

$

a logic of conservation, but Tocusing its actions on the European

pillar in terms of susta'
European Institutions
p

innovation tool in its own right and as a
Jpment. The EU protects legally enshrines its

work = European Agenda for Culture (European Commission
[EC], 2018) are now fostering a holistic and integrated approach of
the European cultural heritage. Promotion of cultural hericage is
thus a key element of the Europe 2020 strategy to increase employ-
ment and growth in Europe. Accordingly, the enhancement of cul-
tural heritage greatly favours innovation and tourism in Europe.
It is noted that the Open Method of Coordination prevails as a
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management mode that allows to manage the cooperation between the
European Institutions and the Member States. Although the role of
the European Union in cultural policy tends to increase, it nev-
crtheless remains a competence of each Member State (European
Commission [EC], 2018).

1.2. Is cultural heritage a pillar of the European Union?

European culture is considered one of the key elements
of the European Union. Article 3 of the Treaty on Q
(EU, 2012) recognizes that the EU shall o

European guidelines on ¢

167, paragraphs 1 and 2 gb¢

European Union:

The Union shall contribute to the flowering of the cultures of the

ile respecting their national and rcgional diver-

time bringing the common cultural heritage to

ofylcdge and dissemination of the culture and history of the Euro-
pean peoplcs; conservation and safeguarding of cultural hcritagc of
European significnnce; non-commercial cultural Cxchnngcs; artistic
and iitcmry creation, including the audiovisual sector (Trc:lty on Eu-

ropean Union [TEU], 20()7).

The treaty encourages international cooperation and promo-
tion of its culcural diversities in paragraph 3 and 4:
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The Union and the Member States shall foster cooperation with third
countries and the competent international organisations in the sphere
of culture, in particular with the Council of Europe. The Union shall
take cultural aspects into account in its action under other provisions
of the Treaties, in particular in order to respect and to promote the

divcrsity of its culcures (Trcaty on European Union [TEU], 2007).

The Treaty also lays down the role of cach European institutio
in fulfilling some of the objectives set out above in para

ordinary legislative procedure and after Cons‘ing q
of the Regions, adopt incentive measures, to t
cr States; the

Council adopts recommendations o@a p R the Commis-

Due to the richness and the Lversity as the very essence
of the European Union, ingd  very active in order to har-
monize cultural policies
protection and promoti
competence of each Member
in membefQo re slowed down and weakened.

1.3. T holistic approach to cultural heritage

end of the 1990s, we have witnessed a change in thinking
throughout Europe concerning cultural policy in the management
of cultural heritage. Cultural heritage is no longer considered just
as a material vestige of the past that must be preserved. On 17th
October 2003 in Paris, UNESCO adopted the Convention for the
Safeguarding of Intangible Heritage. This was a turning point for
recognition of the intangible value of cultural heritage, and it now
makes it possible to widen the scope of new cultural practices
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(United Nations Educational, Scientific and Cultural Organization
[UNESCO], 2003).

EU leaders and other world leaders have adopted the Sustain-
able Development Goals (SDGs) under the auspices of the United
Nations on 25th September 2015 as the new global framework and
set 17 goals (United Nations, 2015). They aim to eradicate swer—
ty, protect planet’s resources, promote economic prosperity, gnd
achieve sustainable development in the world by 2030, ensurt

that no one is left behind. In addition to being indirec
to each objective, culture is directly considered as a k
bility factor in Goal 11: “Making cities and settleme
resilient and sustainable’.

The EU has a solid policy foundation for on of sus-

tainable development and is also com tqlaying a leading

a, in collabora-
s, 2015). The SDGs

opean Commission. The

role in the implementation of th@U
tion with its member countrid

are included in all 10 prioritieg
EU goes even further legally N d co the role of culture in
sustainable developmenggol
Moreover, several gfcogfmendations of the European Union

go in this direction.

laid

Cgyincil of the European Union under the leadership of the

Hellenic Presidency of the European Union invited Member
States to mobilize their available resources to support, strength-
en and promote cultural heritage, by following an integrated and
comprehensive approach that considers its cultural, economic, so-
cial, environmental, and scientific components. Cultural heritage
is for the first time recognized by European texts as a component
of sustainable development, and as an economic and social asset
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in the global competition of which the EU itself; and each state,
should evaluate the importance in its public policies. Without be-
ing fully recognized as a pillar of sustainable development, cultur-
al heritage is becoming a priority with positive effects on the three
pillars: economy, society, and environment.

The Council of the European Union also adopted Conclugions
on participatory governance of cultural heritage called “Conclg-
sions on Participatory Governance of Cultural Heritage” (Council o
the European Union, 2014b) and the European Commis

the guidelines in the communication “Towards an inte

proach to the European cultural heritage “(Europea O,
2014), which was adopted on 22nd July 2014@)

The European Institutions develop a parti€Qgat ernance
strategy for cultural heritage as a shared different lev-
els, by promoting citizen participa@on 4ous stakeholders
in terms of heritage managem ' ghporcant to stress
that the European Union whil s the principle of sub-
sidiarity, encourages the Mem to collaborate to respond

pean Union.
The cultural herita

al projects related to culeural heritage, for example: Creative
Europe, Structural Funds, Erasmus+, H2020, COSME, ectc. The
project coordinators shall opt for a multilateral approach to her-
itage management at European level.

European Union acts in close collaboration with UNESCO and
the Council of Europe, an active institution in the promotion of

cultural heritage as demonstrated by its involvement through the
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implementation of the Namur Declaration (Council of Europe,
2015). European Ministers responsible for cultural heritage met
from 22nd to 24th April 2015 in Namur, under Belgian Presidency
of the Council of Europe to adopt the Namur Declaration calling
for a “Common and European Strategy for Cultural Heritage” which
defines the objectives and priorities for a future common Eyrope-
an Heritage Strategy. The main aim of the Namur Declaration jgro
offer a vision and 10-year framework for actions and to promot

want four priorities to be given due attention: the con
heritage to the quality of life and living environm
rion to Europe’s attractiveness and prospagty; ¢

long learning, and participatory governancegt age field.
o
1.4. Strategic framework Q€ uUQgea enda for

Culture

As we have previously

responsibility of Me
ties, yet the Europea

mber States and various stakeholders.
In 2014, Ministers of Culture of the member states held a meet-
ing within the Council of Europe and have adopted a Work Plan
for Culeure for the period 2015-2018 establishing four priorities to
foster European cooperation and develop a common culeural pol-
icy (European Commission, 2014). The priorities are the follow-
ing: accessible and inclusive nature of culture; cultural heritage;
Cultural and creative sectors (creative economy and innovation),
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promoting cultural diversity, culture in EU’s external relations
and mobility.

The work program for culture follows the objectives stressed
up with the Resolution of the Council of European Union of 16
November 2007 on a European Agenda for Culture (Council of
the European Union, 2007).

This work plan aims at establishing common strategies betg

European Institutions and its Member States. While respecting th

Method of Coordination (OMC). Working
this principle, including intersectoral me
The framework then acknowled@es ¢
tural sector to meeting the objdgives
for economic growth and jobs ( carommission [ECJ, 2010).

matters

Member
own cultura

European Union are responsible for their
| The European Commission has a role to
help ¢ aC ommon challenges and forward proposals to
the EMo ouncil, which can then adopt recommendations.

Opea peration in the field of culture is mainly effective
thrQuehgghe open method of coordination (OMC). This form of
cooperation is also used in other European policies. This is for
Member States to discuss good practices in public policy-making
in the cultural field and funding mechanisms.

In general, within the framework of the OMC, experts from
ministries of culture and cultural institutions meet 5 to 6 times
over a period of 18 months to exchange good practices to create
manuals that will be distributed throughout Europe. Every four
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years, the Member States define topics that need to be covered by
an OMC in the Council’s work program for culture.

The open method of coordination is a flexible management
mode, i.e. non-binding. For example, the Union cannot afford to
enact regulations or directives, but it allows the approximation
of the national legislation of each State in the cultural figdd. In
2017-2018, four OMC groups have been formed on the fol[Svgng
themes: sustainable cultural tourism; contribution of culture

tional and emerging professions in the field of herita

improve the discribution of European films.
Achieving the objectives of the 202qgptrat

ture Cultural and creative sectors have 14gel¥

inCQRo8. According

to the European Commission @y enjg3.5% of all goods
and services produced annuadg inQge E
8.4 million representing 3.7% pean workforce in 2017

(Eurostat, 2017).

Culture and particulgdy eritage is a European sector
that is a major sourc loyment contributing to fuel eco-
nomic growth in the E caff Union. Promoting cultural heritage

is an undeniable asset to promote social inclusion of individuals

diversity. The European Agenda for Culture
to actively contribute towards the European

|TRgs gpat it is necessary to increase investment and support cul-
tural and creative sectors for several reasons: cultural and creative
industries have been examples in terms of economic resistance to
the crisis; they generate direct and indirect jobs throughout Eu-
rope cultural policies can be a source of local development and in-
crease the actractiveness of territories; they help foster innovation
in other economic sectors of society, particularly through the use
of digital technologies.
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According to the needs of the cultural sectors, the European
Commission has established a work program on the following
themes in order to contribute to Europe 2020. A European Strat-
egy for Smart, Sustainable and Inclusive Growth (European Com-
mission [EC], 2010). One of the most important concern is to
facilitate access to funding for cultural and creative indusggies,
in particular by promoting the circulation of information gt
European, national, regional and local level on the financin

institutions such as loans and equity investments, a
financing, such as public-private funds, angel invg
capital, crowdfunding, philanthropy andgdon
ropean Commission promote and establis

policies in fostering entreprencurship i
sectors — to foster innovation. Th@, (MFEfRopgan strategy shall
enhance cross-sectorial policy

evaluating policies,
and measures in other policy h particular attention to
ensuring that it is taken g
effectively within the

able tourism helps ide

networks and extend further development of
cluding small emerging destinations, also take

unt activities, festivals and cultural events in the field
of contemporary arts.

The European Commission, in order to achieve its objectives,
has the role of carrying out the following actions: develop concrete
and reliable statistical data that can be used by cultural heritage
actors to establish effective cultural policies; manage European
funding programs and initiatives to support project leaders in
several; economic sectors to foster an integrated and multisectoral
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approach towards the cultural sector; establish close cooperation
and be attentive to the actors of the cultural sector; Consult in-
dustry experts and representatives of member states to develop
recommendations for changing cultural policies.

1.6. The specific role of the European Commission?
develop sustainable tourism

The European Commission has defined work priorities
2018 period with a view to encouraging cultural
tor actors to take into account the notion gysust
their culeural policies. The key is to identify r

a European tourism offer, building on ¢ intangible cul-

tural heritage to attract new form@of's tourism.

The aim of the European G

to digitize cultural content ¢ che expansion of trans-

European tourism networks er development of itiner-
aries, including small r
account activities, fes d cultural events in the field of con-
temporary arts.

For this purpose, throtugh the OMC, experts from different

local'and regional levels.

1.7. Conclusion

To conclude the cultural policy led by the European Union demon-
strates that it is crucial to develop a transnational and integrated
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approach, involving the maximum number of stakeholders with
a direct and indirect influence on the implementation of public
policies in cultural and tourist matters. The role of the European
Union is paramount to bring out an innovative approach and sup-
port Member States to collaborate at the international level.

The European Commission provides European actors withgsta-
tistical data and a legal framework that are used by the Mem
States to develop more effective public policies in line wi

policies pursued by the European partners. It also allows

ject leader to consider the economic, cultural, social an

P
.

an innovative approach and help member spafQged fhorate at

mental impact of his own project at European, re

=

level. The role of the European Union is p@amo

the international level.
[
a &
Self-review questions

—  Whact is the main role of the European Commission in cultural
policy?

— What are the pi]]ars of a sustainable strategy in tourism and
cultural policies?

— In 2018, the Buropean Commission implcmented 10 main
European initiatives as main policy inputs for the European
Year of Cultural Heritage. Could you quote at least 4 initia-
tives?

L
% b material

European Commission/Culture. heeps://ec.curopa.cu/culture/

Eurostat. http://ec.curopa.cu/eurostat

Council of Europe. Compendium — Cultural Policies and Trends in Europe.
heep://www.culeuralpolicies.net/web/index.php

TourismManifesto for Growth and Jobs. https://www.tourismmanifesto.cu/

EuropaNostra. http://www.curopanostra.org/

European Network on Cultural Management and Policy. hteps://www.en-
catc.org/en/
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Istituco Italiano di Cultura di Bruxelles — Cartaditalia (2017). European Year
of Cultural Heritage
CHCIE Consorium (2015) Report: Cultural Heritage Count for Europe
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Appendix 2
European Initiatives in Cultural Heritage

by Roswitha Kersten—Pejanié

Learning outcomes

— Develop an understanding of the general incentives behind
European initiatives in the field of culcural hcritagc.

— Get to know the background, incentives, application proce-
dures and outcomes of the most prominent European initia-
tives in cultural heritage.

— Explore the possibilities of European initiatives in cultural
heritage for your (future) work in European tourism, culture

and hcritagc making.

2.1. Introduction: EU |§iatives

p S

ciples entrenched in this shared cultural heritage display
a common European setting of “remembrance, understanding,
identity, dialogue, cohesion and creativity for Europe”, as the Eu-
ropean Commission (EC, 2016: p. 2) frames it. Within its own and
its member states’ institutional framework as well as in close co-
operation with the Council of Europe (CoE), who has been a lead-
ing organisation in cultural heritage policies in Europe for a long
period of time, a whole structure of tightly related initiatives has
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been established. These initiatives are coherent with the general
policies of the institutions involved in the field of cultural heritage
politics and can easily been identified as intentional products of
the EU’s and the CoE’s broader political goals (Lihdesmiki 2016;
Littoz-Monnet, 2012).

The following chapter will allow the reader to get a beceer
understanding of the diverse activities framed here as Euroé’ )
initiatives and will show some of these initiatives in more detal

following accounts, but also the ideals and, in EU pro
agement terms, the EU added value, that is diligent
these initiatives, will be in the centre of thgyfollc sidera-
s of the

individual initiatives with the broader E cantlitics of mem-

tions. This will allow the reader to trace the Qger

ories and remembrance. o

Subsequently to some introfgetdRgworliglfegarding the idea

he reader will be able

pean Union, the chapter will close with a number of questions for
r study activities. This will allow the learn-
heir own interest in the topic further and

ly as in 1954, the Council of Europe initiated the

European Cultural Convention, a political commitment at the in-
tergovernmental level chat already clearly showed how politics
of cultures by no means end in themselves but that they are neat-
ly applicable when striving for higher goals such as “to achieve
a greater unity” and to develop “a greater understanding of one
another among the peoples of Europe” (Council of Europe, 1954:

preamble).



European Initiatives in Cultural Heritage 307

Fifty years later, the EU’s European Agenda for Culture makes it
clear that within a supranational entity such as the EU, also eco-
nomic reasoning can be utilized in order to gain support for cul-
tural matters, as a central strategic objective of the document is
the “promotion of culture as a catalyst for creativity in the frame-
work of the Lisbon Strategy for growth, employment, innoyation
and competitiveness” (European Council, 2007: par. 2).

As Lihdesmiiki (2016) convincingly shows, the many inidiati

launched in the past years by the European Union share ¢
aim of further developing “the idea of a common Europ
heritage that fosters a shared European identity, ¢ ory,
and interpretations of the past” (Lihdesmiggy, 201

European Heritage Days

One of the most prominent <QEms of pean initiatives in

e pean Heritage Days that
b in September. As the Eu-

Europe, they, again, s
also the CoE is a majo

realized under the umbrella of this initiative live up to its idealist
intention of “raising awareness of European citizens to the rich-
ness and the cultural diversity of Europe”, as stated in the self-rep-
resentation of the joint initiative (hteps://www.coe.int/en/web/
culture-and-heritage/curopean-heritage-days).

The European Heitage Days were for the first time celebrated
in 1985 as a shared European successor of the French “Portes ou-
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vertes des monuments” (Monuments’ Open Doors), established
only a year before. Six years later, in 1991, the Council of Eu-
rope took over the leadership in the Europe-wide coordination
and organisation of the events, before becoming in 1999 a joint
initiative of the Council of Europe and of the European Union
(which is still up until today). With an annual participatigp of
more then 30.000 participating sites and monuments, the g
ropean Heritage Days today truly have acquired a widesprea

European scope of its own.
The institutional framework of the organisational ¢

shows the joint engagement of the two major Eug
involved: In Strallburg, where the headquagers @ ncil of
[

Europe are situated: the “Directorate Generfgl ocracy”,

in close cooperation with the European ion’s “Directo-
rate General for Education and @ult

hed

ssles, organises
and executes the framework f¢

rking together on the
of the European Herit-

is also situated in Strallburg in the Coun-
torate of Democratic Governance”. Here,

ed under the “mission” section on the initiatives home-
page, the communicated shared aims of the European Heritage
Days are:

— To raise the awareness of European citizens to the richness
and cultural diversity of Europe;

— To create a climate in which the appreciation of the rich
mosaic of European cultures is stimulaced;
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— To counter racism and xenophobia and encourage greater
tolerance in Europe and beyond the national borders;

— To inform the public and the political authorities about the
need to protect cultural heritage against new threats;

— To invite Europe to respond to the social, political and eco-
nomic challenges it faces.

a means of’ strengthening European citizens’ sense o
ness” as enshrined in both the historical aims of
EU. This can, again, be seen very clearly wigen
at the online self-representation of the Eurge?
European Her-
itage Days can be considered an @en ent for fostering

a tangible experience of Europ istory in addition

to raising the awareness of the t the many values of our

common heritage and the co ced for its protection. The

number of annual visitorsg

ticipatic 1c involvement of youth, migrants, voluntary
work and fler cooperation, thereby promoting the core

pring of 1Nt cultural dialogue, partnership and civic respon-
sibillly.

The articipatory states in the European Heritage Days,
ruingy from Albania to Vatican City, are the signatory states to

the Etropean Cultural Convention. The realization of the initia-
tive at the national level is ensured via active involvement of gov-
ernments, regional and local authorities, the civil society and the
private sector, as well as by the many volunteers on the ground
facilitating the actual implementation of this common European

initiatives.
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European Heritage Label

A comparably new EU initiative in cultural heritage is the European
Heritage Label that is awarding sites and places in the EU based on
their unique contribution to European history. The official labels
are awarded by the European Commission based on applicagons
that have been prescreened and decided upon on the national iev

The evaluation criteria for the applications are “European signifi

European dimension”, and the “Organisational capacity” 8
These sites, nominated by their national panel

application stage when scrutinized by anggnter expert
who is “appointed at the EU level and makes lection”
(Lihdesmiiki, 2017, p. 712). The differe s of the sites
awarded the European Heritage @bc¥® iggone way or an-

other a very clear focus on gy

they all share not only a signifi jc meaning but also an

ropean project altogeth-

ucational goal in teaching future generations of European citizens
about the values and ideas behind the European integration, a ris-
ing number of sites and, accordingly, a growing quantity, is clearly
an asset for the aims and principles of this initiative. As can be
seen in its founding document, this initiative, just like the above
described European Heritage Days, aims at fostering the mutual
understanding and acceptance of the European people by stress-
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ing “common values, history and culture as key elements of their
membership of a soiciety founded on the principles of freedom,
democracy, respect for human rights, culeural and linguistic diver-
sity, tolerance and solidarity” (EP, 2011: preamble).

European Prize for Cultural Heritage

Another example of the celebration and recognition of best-pr?

for Cultural Heritage that is awarded to a diverse ra
throughout Europe by the EU and Europa Nostr,
of prizes awarded shows, how this prize isgpean
another award for great examples of culturalggr?
pe@history, but that
ral framework of

nichievements receive

. ” W

jon projects’, Research”,

age-prize_en). This diversity of perspectives enshrined in the very
£C-p y OI persp y
N ural approach of the prize awarding itself has

ction programme Creative Europe (see part 4, appendix 3,
about European funding). Next to the symbolic value of the prize,
a number of up to seven out of the maximum of 31 award winners
are additionally awarded the Grand Prix which is endowed with a
prize money of 10.000 €.

In 2018, special attention will be given to the European Year of
Cultural Heritage (see below) in the awarding of the European Prize
for Cultural Heritage, as it is considered a major tool (see the refer-



312 Roswitha Kersten-Pejanic

ence to the prize as the “Oscar” in European cultural heritage in
the short promotion video (Link: heep://www.curopanostra.org/
apply-eu-prize-cultural-heritage-curopa-nostra-awards-2018/) for
awareness raising in the field. This can also be seen in the fact that
the award ceremonies for the winners of the prize are organised in

large celebration events in different European cities.
European Year of Cultural Heritage

With the slogan “Our heritage: where the past mec®ghe ful

ture”, the European Commission has labelled the 21 O the
European Year of Cultural Heritage. The Egppea @ hs been
putting relevant and current topics in the R institu-

tions’ and member states attention ever e 1099 with only the

years 2016 and 2017 being left out. @l he recreation of

the European Year with the toy

of Valcur

only a renewal of an enjoyable e influential, tradition

crisis” (Schweiger, 2016).

>t raising awareness of a

for shaping the public disco

certain matter, but also s

parently perceived by
will be able to contribu
Union’s current “le

The tof

priority an

itimacy

for a certain European Year are to be given
tention in EU grants awarding, in official

progra policy making altogether. For the year 2018,
the cillp cultural heritage allows to raise awareness for
ural and places, but also for the broader framework of

cu | geritage politics throughout the EU. While the European
Commiission is organising the European Year of Cultural Heritage on
the EU level by setting the structural and symbolic framework,
cach member state has its own organisational structures and is
actively contributing to the realization of the success of this EU
initiative.

The activities of the European Year of Cultural Heritage are as
various and diverse as the European cultural heritage itself, yet,
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Ten European initiatives -

#EuropeForCulture

Shared heritage: cultural heritage belongs to us all

+ Heritage at school: children discovering Europe's most precious treasures and
Engagement traditions
Youth for heritage: young people bringing new life to heritage

Heritage in transition: re-imagining industrial, religious, military sites and
landscapes

Tourism and heritage: responsible and sustainable tourism around cultural
heritage

Cherishing heritage: developing quality standards for interventions on ‘
cultural heritage

Protection + Heritage at risk: fighting against illicit trade in cultural goods and managing

risks for cultural heritage

Heritage-related skills: better education and training for traditional and new
professions

All for heritage: fostering social innovation and people's and communities
participation

Science for heritage: research, innovation, science and technology for the
benefit of heritage

Figure 1. Ten European Initiative.

sites/eych/files/eych-initiatives_en.p

uropa.eu/cultural-heritage/

in order to, as stated initiatives homepage (Link: heeps://
curopa.cu/cultural-he e /gPout_en), “leave an imprint beyond

2018”, ten main projects, clustered in four broader themes, have

been ide ‘
tions of th

form the very core of the events and celebra-
Year, as can be scen in the following initia-
tive’s

nclusion

The above outlined European initiatives in the field of cultural her-
itage are complemented by other initiatives that add to the efforts
taken in Europe to support development and awareness raising
among people on the different aproaches and sites to be observed,
safeguarded and further explored. Issues of European heritage
are also central for, e.g., the European Capitals of Culture (heeps://
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ec.curopa.cu/programmes/creative-curope/actions/capitals-cul-
ture_en) with two European cities being awarded such cultural
capitals every year. Other initiatives are more narrow in scope but
nonetheless add to the broad effect of awareness raising and gen-
eral information politics in the field of cultural heritage. Exam-
ples are the subprogrammes of Creative Europe such as the Licgrary
Translation Grants (see hteps://eacea.ec.curopa.cu/creative-euro

actions/culture/creative-curope-culture-literary-translation_en
or the European Prize for Literature (http://www.cuprizel
cu/what-eupl). Equally, the EU Prize for Contemporary

i
[ CeCtUTt
(heep://www.miesarch.com/) is an interesting exa
European initiatives.

Altogether, the above outlines of these irgat ow that,
although many of them are being funde
ed by the institutional setting alsq@ma

and support-
U action pro-
gramm Creative Europe, they a
arate initiatives that are, despijsgilier
cases — institutional connectic @

as well as in their current grea

scope and, last but not y their actual outcomes and effects.

Self-review questions

—  Which European institutions are in charge for the general or-
ganisation of the European Heritage Days?

—  What institutions are organising the applications of the Eu-
ropean Heritage Label and the European Prize for Cultural

, Heritage?

— Who is the European Commission’s co-organsier of the Euro-
pean Prize for Cultural Heritage?

— In what way is it a good sign for the future EU support for
cultural heritage politics that the European Year 2018 was
dedicated to the topic of culcural hericage?

— In your opinion, are the cultural policies and initiatives or-
ganized by the European Union moving towards an integrat-
ed approach to cultural hcritagc in Burope?
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Further reading, watching and exploring
Please watch the following video (hteps://www.youtube.com/
watch?v=NobteMmDINY) on the structure and the incentives of

the European Heritage Days.

— For what reason is the online portal itself portrayed l% ;

“democratic™ Do you share this opinion?

— Do a small research on local initiatives in your ho
and compare it to a region in a country you wou
to be different from yours (for economic, g h
tural or other reasons). o

Take a look at the European Heri La Panel Reports
rope/sites/crea-
“en.pdf,  heeps://

c/sites/creative-curope/
db) as they allow for a

(hteps://ec.curopa.cu/programi@s/@a
tive-europe/files/library/chl-2

|-re
cc.curopa.cu/programmes/creg

comprehensive insight iggo uation criteria and decision
making of the interna anel.

— Take a close look at some of the examples, where the panel

re o award the site with the European Heritage
Labe

- 2 QO ook at some of the examples where the panel
d recommend to award the site with the European

hge Label.
pompare these cases: Would you have decided differently/
cqually? Why so?

Please take some time to go through the award winners of the
European Prize for Cultural Heritage (heep://www.curopeanherit-
ageawards.cu/winners/). In what way is this list of award winners
different from the winners of the European Heritage Label?

Watch the videos of the past ceremonies of the European Prize
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for Cultural Heritage (htep://www.curopeanheritageawards.cu/
videos/) in order to get an understanding of the spirit and the
setting of these celebrations.

Please find the national homepage of the European Year of
Cultural Heritage in your country (or any country you are in-
terested in) under this link (heeps://europa.cu/cultural herlsée/
country-links) and have a close look at the activities and the g
ganisational structure of this initiative.
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Appendix 3

European Funding
for Cultural Heritage and Tourism

by Luca Driussi & Dino Babic¢ ®

N\

— Learn the importance the EU strategies and goals behind pro-

]CCt.

Learning outcomes

— Become aware of the different management levels at EU level.

— Learn speciﬁcities offunding programmes.

— Become aware of the several European funding possibilities
in the field of tourism and cultural heritage.

v

3.1. Introduction

Independently the field"You are working it, tourism, museums,
cultural Qurigt will have to do with European funding and

deed, European funding and European is a
R urce for tourism associations, museums, univer-
(should) bring positive effects to the organisations
s active in the tourism and cultural heritage field. EU
is present at different local, regional, national and Euro-
pean levels and in many different working fields.

The present chapter focuses on the different management mo-
dalities and structures present in the European Union. It also of-
fers a selection of EU funding programmes that are relevant for
tourism and cultural heritage.

While applying or while working on EU funding programmes

it is important to know where to find the management body and
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to which agency or administration to apply. It is also of primary
importance to be able to identify relevant strategies and priorities
at European level that justify your project and give it a so called
“EU relevance”.

As we will see, there are EU funding programmes dealing with
different topics and themes. These programmes are managed from
different bodies of the EU Commission, according to their agga
of relevance. Moreover, there are programmes that are manage
(in)directly in the member states! Hence it is of primar
to know where to get funding and to whom address whi¥gritin

EU proposals!
In this chapter, we will learn the mansgeme re and
funding modalities of the EU funding prog the end

of the chapter, you should be able to ide t& to apply and

hliggtion documents

where to receive relevant informa@n s

for the funding programme yodayill ou will also learn

the different particularities of ¢ ing programmes.

3.2. Useful lexicon fi chapter

European Commission: The uropean Commission is the EU’s polit—

ically inde Fcutive arm. [t is alone responsible for draw-
ing up propc ew European legislation, and it implements
the degg S uropean Parliament and the Council of the

- proposals: It is a publication issued by the EU Commis-
sion where aims, goals, priorities and conditions for funding re-
quired for the project are described. The EU Commission uses call
for proposals to advertise funding opportunities and explain how
to apply for then. They are accessible online in the websites of the
funding programmes or in the participant portal of the Europe-
an Commission. Grants: They are awarded to implement specific
projects, usually following a public announcement known as “call
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for proposals”. They may be awarded in different sector like edu-
cation, research, tourism and cultural heritage. Grants are usually
a form of complementary funding,

Proposals and Projects: A project proposal designs the full appli-
cation package submitted to the European Commission or other
entitled bodies. A proposal is usually composed of adminisgative

other bodies it will be named project.

Directorates-General: The EU-Commission is organ
number of specific departments, known as “Direcg
(DGs), each of which is responsible for .)ecif
arcas (execution of the budget, growth and i3

ronment...).
Executive Agency: Executive a@@nct

Managing Authority: A m
the efficient manageme

thority, a local council, or another
public or private body that has been nominated and approved by

Benefici
of Gr reyetc.

strategies and priorities

Why does the EU finance projects? The EU funds you (in differ-
ent forms) because you support the European Union reaching its
goals and objectives in different sectors as for example in the field
of tourism and culcural heritage. In each field or sector, the EU
sets out yearly and longstanding objectives that should be reached
within a given time. Through call for proposals, the EU looks for
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service providers that will help it through their projects to reach
these goals.

The award of funding is thus based on Europe-wide call for pro-
posals. These are periodically published (yearly for example) and
are based within a given EU funding programme. They contain
specific deadlines that have to be respected, otherwise the propos-
al will not be evaluated! Usually, call for proposals are accessibi: '

(I

the main EU websites and some specific dedicated websites

U 2020 strategy. This is a very important

> EU proposals!

prements of the EU funding programme. If these 2 aspects
have not been reconciled, it is unlike that the project (even if it’s a
good project idea) gets funded. Thus, a requested skill for applicants
is to be able in the proposal to align the original idea with the word-
ing requested in the funding programme and proposal.
Additionally to the EU 2020 strategy there are sector specific
strategies you should be aware of while applying for projects in
Tourism and Cultural Heritage field. For example, the “Council
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Work Plan for Culture 2015-2018” with its 4 priorities: accessible
and inclusive culture, cultural heritage, cultural and creative sec-
tors: creative economy and Innovation and Promotion of Cultural
Diversity, culture in the EU external relations and mobility. A new
“European Agenda for Culture” will be implemented and start in
2019 and will provide the framework for the next phase of cgoper-
ation that will start in 2019 Strategic Framework-European n-
da for Culture: (2018, May), Retrieved from hteps://ec.curopa.

culture/policy/strategic-framework_en.

Also, relevant for projects in the field of tourism 3
al heritage is the communication of the Europ
ation — a
5 different

goals and objective at European level f ¢ CQing year. While

adopted in 2010, ‘Europe, the world’s No. gyouri
p P

9

new political framework for tourism in Eur

writing projects, you should hav@ela®¥d @ thgabove-mentioned

strategies and explain how y iI'Qgncrilge co one or some of
the objectives they encompass

The communication sets ¢ p goals to be reached in tour-
ism and cultural heritage ¢ joint promotion of Europe
as a tourist destinatio rd countries markets, 2) internation-
alization, Supporting isms SMEs to enhance their pres-

ence in key international' markets, 3) promoting the digitalization

of the T s and 4) updating the skills and competences
in the sect

R CTY are a service provider in the realisation of the
inte®s politics of the EU, but at the same time you also

ple ours! You must find where and how your interests
pnd to those of the EU and clearly explain it in the pro-
posal/application form. Projects can be successful only when they
correspond to EU goals and values and when there is a clear added
value to the EU. Many good European proposals fail because they
are not able to explain how they will contribute to European pri-
orities and European goals in the particular fields.

An additional important future while working on EU projects
or writing proposals for EU projects you should also know where
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the fund or the money more in general is adminiscrated and how
the money is distributed. European funding is managed from dif-
ferent authorities at European but also a national level. Actually,
most of the EU funding is managed directly within the member
states of the European Union.

For more clarity, we will describe them as direct and shared
management in order to make the difference clear. Direct manag

ment implies a direct management from the European Commis
sion whereas shared management means that the manag '
responsibility of the member state. In this case, the E
sion has no direct influence in the implementatio

it is involved in the whole process). o

About the EU Budget: the EU Budget is eriod of
7 years, also known as funding period. funding peri-
od is running from 2014 until 206@. ircgavailable budget
for funding until 2020 is 960 Bl ) budget for the en-
tire funding period is discussed gl ¢ EU institutions and

member states while approac) @
114

period will run from 2021 to 2027

and remains valid, once

coming 7 years. The nex
t now discussing the new budgets

direct funding

EU des direct funding through grants or indirect fund-
' ancial intermediaries. As mentioned, grants are adver-
tised through the specific call for proposals. In most cases, these
grants co-finance projects in relation with EU policy objectives
like improving European cooperation in research or education, in
tourism or cultural heritage preservation.

There is a set of basics rules that apply to European funding
and European projects more in general that you should be aware

of while applying for European funding. For instance, in no cir-
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cumstances shall the same costs be financed twice by the EU
(non-cumulative award rule). Grants cannot be awarded for ac-
tions already completed (non-retroactivity rule) and cannot resule
in a profit for their beneficiaries (European Union, 2017, p. 276).
The beneficiaries usually own the results of their activity in the
project but should also provide access to interested stakeholders.
Indirect funding (sometimes called “access to finance”) usyglly
consists of loans, equity financing and guarantees provided by
nancial intermediaries. They help SMEs through fundi

up, expand and transfer their business. The beneficiarf
the results of their activities.

Different Management modes
EU funding can be managed join@y by urgpean Commission
and national authorities, dircc@g byQe E can Commission or

indirectly by other authoriticsgglide Rggutside the EU, depend-

@

time, as you will be a ccognize where and how to get fund-

ing on the nature of the fun rned. A good knowledge of

the structure of the EU

>rammes allows you to gain
g y g

ing and whom to ask nigfmacion while secking for grants (or
other finances).

mmission manages the budget of projects car-
ried out by tments, at its headquarters, in the EU dele-
gatio hr N LU executive agencies. This includes awarding
granllf, rring funds, monitoring activities, selecting con-

cror
Shared Management

The European Commission has ultimate political responsibility
for ensuring that all money from the EU budget is spent correctly
(European Commission, 2016, p8). However, a consistent amount
of EU funding is directly managed from the member states. Some
funding programmes are implemented by national authorities ei-
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ther inside or outside the EU, international organisations, or de-
velopment agencies of EU countries. This is the so called shared
management.

Up to 80% of the EU budget expenditure is managed by mem-
ber states under the shared management in areas such as agricul-
ture, growth and employment aid to EU regions. These fundg are
mostly the so called European Structural and Investment Fungg.

These institutions are responsible for organising calls {8
als or tender procedures (European Commission, -

For funds in ‘shared management’, the @om
entrusts the Member States with implemen

ber State has primary responsils
and control system which comg

European Commission Programmes (direct management): the pro-

jects within these funding programmes are in nearly all the cases
transnational projects with European partners coming from the
28-member states. Usually, the basic rule is 3 partners coming
from 3-member states at least. Nevertheless, in most of the cas-
es, you should have more partner then 3 and try to have a good
European coverage. That means, you should try to have a balanced
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mix between partners coming from north, central, south, East and
West Europe. When possible, try to have a mix between new and
old member states!

A good geographical coverage and a balanced mix of partners
brings you additional points in the award criteria. The call for
proposals are Europe wide and should tackle European issug that
are present in the member states and at European level mOigin
general. So, you have to collect information from the projec

ner about their needs at their national level and give th
European dimension! Such projects mostly focus on (/Mggxchan®

of know-how, the transfer of know-how, learning sther
and developing new products and innovggjions that are
not yet present at European level. So, they sl Mygggdn innova-

taitEility means that
the project must be able to run @d e effeces also after che

end of the EU funding.

In the framework of the prggg is always an exchange of
information, experiences an WNs beoween the participant
organisations. It is usual wi ect that an organisation pos-
sessing a given knowl anster this knowledge or know-how
to other organisations\gg# not have it. This represents an add-

is very ced by the European Commission.
Structur® d rural areas: These are national projects with
or wi loca@arcners. The call for proposals is in each Member

Scaclo (not at Eruopean level) and the management and
on are responsibility of each member state. We have

centralized award procedure of funds from Land or Mu-
nicipalities that manage these funds.

External Aid: There is a set of European funds that are foreseen
for countries outside the European Union, mostly in Africa, Asia
and South America. The EU has set the fight against poverty in
the heart of its cooperation and development policy, in particular
with regard to the Millenium Development Goals (MDGs). This
is what we intend under external aid of the European Union. Eu-
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ropean entities can apply for these funds but the activities (with
some few exceptions) have to be implemented outside the Euro-
pean Union. Most of these funding is for cooperation and devel-
opment projects foreseen, but activities like policy dialogue, good
governance, human rights can also be implemented.

3.5. Examples of funding programs within the direct
funding (EU action programs)

In the coming pages we will provide you with exag N nd-
ing programmes in different fields that arqgyelevs Hu, stu-
dent, stakeholder, lecturer, professional whefgw:M o apply

ita Thee funding

for a project in tourism and or cultural
programmes are both European a@l n ] are related to

different themes, like the educaign,

Erasmus+
Erasmus+ is the EU Prc ¢ in the fields of education, train-
ing, youth and sport criod 2014-2020. Training, youth

and sport can make a major contribution to help tackle so-

cio-econo@uc % s, the key challenges that Europe will be

the decade and to support the implemen-

period. It has different management levels, in Brussels by the Ex-
ecutive Agency for Audio-visual and Culture (EACEA) and in the
members states with the National Agencies (NA). It covers differ-
ent educational fields like school education, higher school, voca-
tional education and training, adult education and youth. Accord-
ing to the area you are applying to, it will be either the EACEA or
the National Agencies responsible for the project. Erasmus+ has
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thus a double management structure according to the measure
and educational field one is applying to.

Erasmus+ is divided into 3 main key actions or sub programmes
(we keep the term key action as it is the one used by the pro-
gramme): Key action 1, mobility of individuals, Key Action 2, Co-
operation for Innovation and Exchange of Good Practices aad the
Key Action 3, Support for Policy Reform. In this chapter, we gill
focus in the first 2 Key Actions as they are more relevant in re

tion to the tourism and cultural heritage sector.
For the Key Action 1, the mobility project it is poS 2
ganize traineeships (or working placements) for g tion

@ orkplace

[ Mgossible to organ-

students abroad in an enterprise or any qgper r
for 2 to 12 months and receive a given amourdgf

lump sums for the entire duration of the g

ize traineeships in any relevant v@rk to tourism and

cultural heritage for apprenticd
schools from 2 weeks to 12 mog g AINGN this case the EU gives
support for the travel cost, f jistence and if necessary for
language classes, accordige
funding measure is m r universities and other higher edu-
cation institutions, PrgSigghl or vocational schools and all legal

persons active in the labotr market or in the fields of education and

training

active in th¥
Yo,

plac oad while you are at university or while doing a vo-
ion ning in Tourism management and culcural heritage.

Wi then gain experience abroad, learn new languages, working
methods and increasing your personal skills and networks!

The Key Action 2, Cooperation for Innovation and Exchange of
Good Practices supports the creation of innovation in several edu-
cational fields related to tourism and cultural heritage. In particu-
lar, relevant for the field are the Strategic Partnerships that aim to
support the development, transfer and/or implementation of inno-
vative practices as well as the implementation of joint initiatives
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promoting cooperation, peer learning and exchanges of experience
at European level. The Strategic Partnerships for Innovation are ex-
pected to develop innovative outputs and products in the tourism
and cultural heritage sector or they can intensively exploit existing
and newly produced products or innovative ideas.

So, for example, if you plan to develop new teaching mategials,
new tools, new approaches in the field of tourism and Cuéu |
heritage that will have a positive impact at European level, yo

should take into account this funding measure. You can
also new form of trainings or new educational approacht
to tourism and cultural heritage in order to impro
student’s proficiency by using ICTs tools fogyexa
The Strategic Partnerships are open to all

of commerce,

GO, founda-

example SME, higher education providerggMham

trade unions, education providers i@diff€fenflficlds,

tion, cultural organisations, mus
is available in the Programme Gyg s published each year.
Hint: while writing propos rasmus+ programme you
should have a good knowlede

formation contained i requests a given time to learn the

P

X

3 main types of Key Action

Learning mobility
of individuals (KA1)
Staff mobility, in
particular for teachers,
lecturers, school leaders
and youth workers
Mobility for higher
education students,
vocational education and
training students

Student loan guarantee
Joint Master degrees

Mobility for higher
education for EU and non-
EU beneficiaries

Volunteering and youth
exchanges

Cooperation for innovation
and exchange of good
practices (KA2)

Strategic partnerships between
education/training or youth
organisations and other relevant
actors

Large scale partnerships
between education and training
establishments and business:
Knowledge Alliances & Sector Skills
alliances

IT-Platforms including
e-Twinning
Cooperation with third countries

and focus on neighbourhood
countries

Support for
policy reform
(KA3)

2 Open method of
Coordination

2 Prospective
initiatives

2 EU recognition tools

= Dissemination &
exploitation

2 Policy dialogue with
stakeholders, third
countries and
international
organisations

Figure 1. Structure of Erasmus+. Source: hetp://erasmusplus-lebanon.org/sites/de-

fault/files/documents/ erasmus-plus-in-detail_en_o.pdf.
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structure of it as it is made of 350 pages, but it is a very helpful tool
that you must use while writing proposals in Erasmus+.

The graphic in figure 1 shows us where and how the money is al-
located in Erasmus+. One can clearly see that most of the amount
is given to the Key Action 1, the mobility projects and then to
the KAz, the cooperation for innovation and exchange of.good
practices.

The graphic in figure 2 shows us to which sector of Erasm
the money is allocated. Most of the money goes for the Lon
and training.

Breakdown of Education, Training and
Youth budget by Key Action 2014-2020

mKA1 (at least 63%)

28%
mKA2 (at least 28%) N

HKA3 (4.2%) 3%

¥ Funds to be redistributed
between KA1 and KA2 (4,80%)

4,20%
4,80%

Figure 2. Budget breakdown. Q : heep://erasmusplus-lebanon.org/sites/default/

files/documgnts/ -plus-in-detail_en_o.pdf.

Budget allocation 2014 - 2020

4% 1IRLINLEX
35%

M Education and training (77.5%)
W Youth (10%)

M Student loan facility (3.5%)

W National agencies (3.4%)

m Administrative costs (1.9%)

M Jean Monnet (1.9%)

M Sport (1.8%)

75%

Figure 3. Budget allocation. Source: hetp://erasmusplus-lebanon.org/sites/default/
files/documents/ erasmus-plus-in-detail_en_o.pdf.
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Creative Europe

The Creative Europe programme helps cultural and creative or-
ganisations to operate transnationally, the circulation of works of
culture as well as the mobility of cultural players. “Creative Europe”

The “Culture sub-programme” for cultural & creative sector

is made of 2 sub-programmes:

The “Media sub-programme” for the audio-visual in

3.6. Type of tourism related actions lebl ding
within the programme

Transnational cooperation projdts w
. h-

ThC Lulture sub pro&mmme F 'l ra thl’l'l activities wit

in and outside of the EU, aime m&, creating, p1oducmzy
disseminating and presery
cultural, artistic or oth Pcive expressions. ﬂns encompasses

activities to develop sk

Research and innovation: Horizon 2020

Horizon 2020 is the EU Framework Programme for Research and
Innovation (2014-2020). Focus is in this funding programme on
research field and high technological innovation, as for example
the development of new interactive tools and software for making
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museum visits more attractive and interactive. Very important is
also the digitalization of content for example related to cultural
heritage. The programme Horizon 2020 is very extensive and has
over then 77 Billion Euros for the funding period.

Being a very extensive funding programmes, there are many
funding measures and call for proposals relevant in the figld of
tourism and cultural heritage. Furthermore, application prgee-

dure in this funding programme is very time consuming as proj

must have high quality and contain research elements. U
average amount for projects is at least of 1 million Eur
[t is made of “programme sections” (also calle S some
being divided in sub-sections. o
The most interesting sections for touris ral herit-
cctin MSCA (“Marie

ent and training

age probably are: “Excellent Science”, o s
Sklodowska-Curie Actions”) for @re
of researchers — with a focus o@Qnn®ugrio

s — in all scientific
sector mobility. MSCA

g rescarchers to work on

disciplines through worldwid.
focus on individual fellows
research projects within geo {4hc EU.

iK PROGRAMME FOR RESEARCH AND |!

Excellent | [ Industrial Societal
Science Leadership Challenges

Participation ||
=)
orsaciety |
Figure 4. Horizon zo2zo. : . of
Source: heeps://wwwgfz-po
tsdam.de/zentrum/gfz-pro- ‘

jektbuero/eu-ausschreibun- e of ropa s i
L 13 Initiatives P28 |

gcn/.

Joi
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“Industrial Leadership”, o sub-section programme LEIT (“Leader-
ship in Enabling and Industrial Technologies”), among other things,
for greater competitiveness of the European cultural and creative
sectors by stimulating ICT innovation in SMEs Technologies.

“Societal Challenges”™ This is probably the most relevant fund-
ing measure of of Horizon 2020 while wanting to write propos-
als related to tourism and cultural heritage. Wichin chis funéi ;
measure there are some sub-section that you should be aware o

digitalisations, tourism a

2018, 2019 and 2020.
This sub-section pro@mpl funds in particular “Research &
Innovation Actions”, “Innovation Actions” and “Coordination and

natural or legal persons, and public body, company, research or-

ganization, universities, NGOs that also possess the operational
and financial capacity to carry out the proposed research project.
In particular, as mentioned, projects under the H2020 have big
budgets and complicated to carry out. Organizations should be
able to find the co-financing and should also possess the organiza-
tional capacities to carry out the project.
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Some examples of call for proposals within the 3™ pillar “So-
cietal challenges “Europe in a changing world” that are linked to
8 F gmg
tourism and cultural heritage:

— TRANSFORMATIONS-04-2019-2020: Innovative approach-
es to urban and regional development through c%tural

tourism;

— TRANSFORMATIONS-08-2019: The societal value of cul\
and the impact of cultural policies in Europe;

— SU-TRANSFORMATIONS-09-2018: Social platfor enda®-

gered cultural heritage and on illicic trafhy ) tural
goods; o
— DT-TRANSFORMATIONS-11-2019: Collgory proaches

to cultural heritage for social coh
— DT-TRANSFORMATIONS-@201
assets and advanced digly

— TRANSFORMATIONS-0148

urban and regional dev

ration of digital

Other example of broposals within the Horizon 2020
Program that deal wicKgurgh and cultural heritage:

E n Year of Cultural Heritage 2018.

ogpcting and leveraging the value of our natural and cultural
assets: Heritage alive.

COSME
COSME is the EU programme for the Competitiveness of Enter-

prises and Small and Medium-sized Enterprises (SMEs). It runs
from 2014 to 2020 with a planned budget of €2.3 Billion. COSME
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in particular support a better access to finance for SMEs, access to
markets for SMEs, entrepreneurship and more favourable condi-
tions for business creation and growth.

Access to finances: COSME aims to make it casier for small
and medium-sized enterprises (SMEs) to access finance in all
phases of their lifecycle — creation, expansion, or business trans-
fer. Thanks to EU support, businesses have casier access to glgg-
antees, loans and equity capital. EU ‘financial instruments’ ar
channelled through local financial institutions in EU ¢

To find a financial institution in your country, visit ¢
to Finance portal.

Access to markets: COSME helps businegges ta
in the EU and beyond. It funds the Enterprt
that helps SMEs find business and tech
derstand EU legislation; the Your l@ro

vides practical information on

also finances a number of IPR
Helpdesks.

Improving business condjg
ministrative and regul rden on SMEs by creating a busi-
ness-friendly environm QFCPIME also supports businesses to be
competitive by encouraging them to adopt new business models

\ es. 'This complements actions in areas with
p

such as the tourism sector (COSME, 2014).

One example of a past call is the following that was open until
the 29th June 2017.

COS-TOURCCI-2017-3-03: Supporting the promotion and de-
velopment of transnational thematic tourism products linked to
cultural and creative industries.

This call for proposals aimed at co-funding projects developing
and promoting transnational tourism products related specifically
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to the Cultural and Creative Industries (CCI) subsector ‘cultur-
al heritage’. A particular focus was placed on using CCls-related
technologies in promoting these tourism products and enhancing

visitor’s experience.
Another interesting call for proposals within the COSME pro-
gramme is the one coming for 2018: GRO/SME/18/C/o6: E?anc—
agghe

general objective to strengthen the competitiveness of the tourt

ing the competitiveness of the European Tourism Sector. It

in the EU. This action particularly aim at improving ¢
environment for tourism enterprises, through en
nomic and market intelligence and exchagge o

in third markets. o

Programmes in the Indir

from the member states or fro er ointed entities.
ERDF and INTERREG

The European Fund fORgcgighal Development (ERDF) is the Eu-
ropean Union’s key instrument for regional development. It sup-

strengthen economic and social cohesion in
by correcting the most significant imbalanc-

g aimed at strengthening competitiveness and innovation,
increasing employment through the creation of permanent jobs,
and promoting sustainable development.

The ERDF regulation mentions specifically the protection,
promotion and development of cultural heritage among its invest-
ment priorities under the objective “Preserving and protecting
the environment and promoting resource efficiency” In addition,
there are funding opportunities under other thematic objectives
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such as: research and innovation, information and communication
technologies (ICT), SME competitiveness, employment-friendly
growth through the development of endogenous potential, social
inclusion and education and training.

Being shared management, it is managed from national author-
ities in the member states.

There are also other funding programmes that are funded \% ~
in the ERDF and that are transnational. This is the case for th
multi-country cooperation progmmmes‘ under the Euro _
ritorial Cooperation (ETC) goal, also known as INTERNGG Pro
grammes.

INTERREG is one of the two goals ofc@slo @ nd pro-
(0

vides a framework for the implementation ons and

cq] accors from
ive of the ETC is
territorial devel-

policy exchanges between national, regio
different member states. The overf@chi
to promote a harmonious eco

opment of the Union as a wholg > 1s built around three

®

n in IQT&CT Europe"m areas :md m-

strands of cooperation: crosg nterreg A) representing

cooperation along comm transnational (Interreg B)
covering territorial cog
terregional (Interreg C represents thematic co-operation

between regional and localDodies of the EU without necessarily

common
may for instance support:

These proX

- ®&o & clated research, technological development and in-
ne , including service innovation and clusters (tourism
scayice incubators, living labs, demonstration projects...);

— The development of tourism-related ICT products (apps,
data mining...);

— The development of innovative tourism services, in par-
ticular in less favoured and peripheral regions with un-
derdeveloped industrial structures and strongly depend-
ent on tourism (new business models, exploitation of

new ideas...);
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— 'The development of high value added products and services
in niche markets (health tourism, tourism for seniors, cul-
tural and ecotourism, gastronomy tourism, sports tourism,
cte.) by mobilising specific local resources and therefore
contributing to smart regional specialisation;

— Clustering activities among different tourism industgies as
well as with creative industries, to diversify regiona?

~t

.
ism products and extend the tourism season (e.g. in the n:
tical and boating tourism industry, as well as for
industry);

— Activities connecting the coastal regions ¢
for more integrated regional develogmen

— Measures to improve energy efficienc
gy use among tourism SMEs;

cultural tourism assets
— Small-scale cultural and g tourism infrastructure;

— Measures in favour of yncurship, self-employment

tourism SMEs a

— Vocational trai ills upgrading (European Union,

programmes according to the

the o and development of cultural heritage and tourism
ated . Several INTERREG projects are about cultural her-
it tourism.

cre a list of these projects funded under the INTERREG
Programme: hteps://www.interregeurope.cu/policylearning/news
/657/interregional-cooperation-in-support-of-cultural-heritage-
routes/.
The different INTERREG transnational programmes are listed
below:
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[T ———— — eep

%8

European Fisheries Fund

The European Fisheries Fund (
local development in fisheries a
ing cultural heritage in coasta
supported by the EFF. Budg
for the funding period.
gramme.

Community-led local deévelopment (CLLD) is a term used by

ssion to describe an approach that turns cra-

levelopment policy to bottom-up projects.

cluding maritime cultural heritage. This has a direct effect in term
of tourism visitors and brings also very positive effects at the local
level, attracting visitors from abroad through the valorisation of
heritage of maritime areas (European Union, 2015, p. 24). Several
projects have been funded in this area. With this fund, the Com-
mission support different maritime regional strategies like the EU
Strategy for the Baltic Sea Region, the Atlantic Strategy and the
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EU Strategy for the Adriatic and lonian Region, where cultural
heritage and tourism together are specifically addressed.

A very interesting call for proposal under the EFF was the call
“Thematic Routes on Underwater Cultural Heritage”, which gen-
cral objective was to promote the creation of touristic thematic
routes on underwater cultural heritage and its prcscrvationas way
to promote the competitiveness of the coastal and maritimc tgur-
ism sector and to promote diversification in tourism offer.

You find more information related to the call for
under the link below: hetps://ec.curopa.cu/casme/en/ RggpropR-
al-thematic-routes-underwater-cultural-heritage,

3.77. Conclusion
o
To conclude, we have seen inQlis cifigflection of possible

C
funding programmes that deal sglawitMgpurism and culcural her-

from sector to sector and

itage. These funding prograr

tourism and cultural are

 different websites of the management bodies
ndl‘ng progrﬂn‘lmc }7011 want to ﬂppl}7 to.

Self-review questions

— If you want a project with Italy, Finland and Portugal, to
which fund should you apply?

— What is the name of the overarching strategy of the EU for
growth?

—  What is the name of the EU strategy for tourism?

— How many Key Actions has the programme Erasmus+?

—  Which is the EU funding programme with the biggest budget?

— What makes a project an “EU project?”
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Further reading

Guide: EU Fundmg for the Tourism Sector: https //ec. europa. eu/maritime-
affairs/sites/maritimeaffairs/files/guide-cu-funding-for-coastal-tour-
ism_en.pdf.

Guide to EU Funding 2014-2020: htep://www.curoparl.curopa.cu/EPRS/
Funding_Guide_EN.pdf. Py

Beginners guide to EU funding: http://ec.curopa.cu/budget/news/arti
en.cfm?id=201503051134.

References

plo]uts en. gfm
Guide to EU Funding 2014-2020; Ruroparl.curopa.cu/EPRS/
Funding_Guide_EN.pdf.
Beginners guide to EU fungg Feuropa.cu/budget/news/article_
en.cfm?id=201503051134
Guide on EU funding fo

urope: European funding 2015: a comprehensive guide.

¢ Europe: Eurofunding 2013: the 2013 guidelines for European
project leaders.

Erasmus+ programme guidci hetp://ec.curopa.cu/programmes/crasmus-plus/
sites/erasmusplus/files/files/resources/erasmus-plus-programme-guide_
en.pdf.

European Union, July 2017: Financial Regulation applicable in the genera

3

i

budget of the Union and its rules of application.
Project Cycle Handbook — Terre des Hommes: hteps://www.tdh.ch/sites/de-
faule/files/cdh_ mcp_en_interactif_docprinc_23-10-12_-_mono_ok_o.pdf.



Appendix 4

Best Practices in Tourism and Cultural
Heritage at European Level

by Luca Driussi, Fredéric Fabre & Dino Babic¢ o

N\

—  Get familiar with EU funded initiatives at European level.

Learning outcomes

— Become aware of these initiatives or best practices and be-
come more curious about them.

— Become keen on researching and have more interest for such
initiatives.

— Understand the variety and importance of such best prac-

tices.

4]. Introduction

ill go through some best practice initiatives
at are of particular interest for any interest-

and cultural heritage in the framework of the present pro-
ject. The selected examples are quite different in terms of scale
and objectives: our choice was inspired by the diversity and the
added value for tourism, but also for cultural heritage cach ini-
tiative brings. The common point each initiative has is that they
arc all EU funded and represent the political will of the European
Commission to push tourism and cultural heritage (sometimes to-
gether, sometimes separated) forward.
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There are of course several other initiatives, being the list of
those presented within this chapter a non-exhaustive one. You can
research on your own for other initiatives as they can be casily
found in Internet.

4.2. Case l: Europeana

Europeana is conceived and implemented for the use of

an digital cultural heritage. How? Thanks to the digita
more than 546.000.00 artworks, artefacts, books, vi
coming from more than 3,500 museums, galggries,
chives across Europe.

| heritage. The
ts the European

Europeana is the EU digital platform

platform promotes several initiativ@ a
level in the field of cultural hers
chnology professionals
from across Europe. It works ers and allies to develop
frameworks, standards, stz licy relevant to digital cul-
tural heritage and o r uropeana also provides digital
expertise and platforms #foing culcural heritage to wider au-

diences in order to bring digital cultural heritage to everyone. Eu-

europeana

think culture

Figure 1. Europeana
Website (source: Eu-
ropeana Website).
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ropeana is made of thousands of cultural heritage and technology
professionals from all over Europe. These belong to the so called
Europeana Ecosystem and work to provide the organizational struc-
ture, expertise and content institutions needed to create and main-
tain a placform for Europe’s cultural heritage. Europeana looks also
constantly for new collaborations and collaborators!

Moreover, it is built on a foundation (Europeana Foumﬁt' n)

which has been tasked by the European Commission and a g

tural and scientific heritage. There is also a European
Association consisting of more than 1700 mem
or indirectly work for the organization 3gd als
interest for digital cultural heritage and to

rk implement in
their organization. The platform @so o¢ brand of inter-

esting initiatives linked to digQyaliz®ggn o

a non-exhaustive list of these.

and archives. All of ¢
through a number of national, domain and thematic ag-
gregators, communicating through an aggregator forum (Europe-

ana WelQie @ peana Collections host a diverse and growing
\

llections, for example, on the topics of art,

v, 1914-1918 and music (as of July 2018). Be-

igy in the digitalization and creation of these online archives
that are open to everyone wanting to visit and use the content
without any cost.

EuropeanaTech is a community of experts and researchers
from the Research and Development sector. As per its name, the
role within Europeana is to make sure that Europeana remains up
to date in the technological field and implement the latest techno-
logical software and techniques.
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Digital Culeural Heritage and Europeana (DCHE) is an EU
member countries expert group. It provides a forum for coopera-
tion between member countries and the European Commission in
the areas of digitization, online accessibility of cultural material,
and digital preservation. It also gives guidance on Europeana’s an-
nual work programmes.

The Europeana Communicators Group brings together cu’t _
al heritage professionals with an interest in communication, ma

keting, PR and social medias.

Europeana Music: it explores the world of music on h
cordings, instruments, photographs of musicians a o
related to field (Europeana, 2018).

The platform has furthermore several prior pursued

during the year and that are related to sevggfldi nt themes that

contribute to the valorization of di@kal @lcfal hgritage.
Europeana priorities
The priorities of Europeagaa ed in the following screen-
shot.
N A
OUR PRIORITIES
%o (= om
. =
’ ACADEMIC RESEARCH CREATIVE INDUSTRIES CULTURAL HERITAGE EDUCATION
INSTITUTIONS
- A o
b B icTory
o = : {
i RS - -
ADVOCACY CAMPAIGNS STANDARDISATION TOOLS PROJECTS

Figure 2. Europeana Website.
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Academic Research

In order to bring digitalization of cultural heritage goods from and
to galleries, museums, libraries, archives cultural heritage sites etc.,
collaboration with researchers and scientific institutions is needed,
as these provide the necessary knowledge and know-how to aghieve
these goals. Europeana receives guidance from the “Researcé d-
visory Board”, that consists of a wide-ranging spectrum of expe

the work of Europeana Research, with a particular foSgg >

ital humanities and social sciences. The academi §1°C

strictly in contact with research infrastrucrgyes a @ s secking
h

¢ research

community, apply for a Grant progra se the datas to

create their own research tool (Eu@pe , 2018).
Europeana labs
The Labs community copgisty atives (developers, designers,

makers and entrepreng o are interested in using digital cul-

tural heritage materia (sustainable) projects. It offers four

frees APIs (Application Programming Interface), datasets includ-

ing ove f the best directly accessible objects of over
50 million ke newspapers, books, photos, art, artefacts,
audio re, most of them open license and free to use.
The @ srganize online competitions to select and fund the

st id!

or creative reuse of digital cultural heritage. Finally,

crowd and match funding, where people can show and
propel their idea forward getting benefits from crowd and other

kind of funding.
Cultural heritage institutions

Europeana brings together digitized cultural heritage material
from over 3,500 cultural heritage institutions. By sharing their col-
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RESOURCES

'\_’Ii@ 4 ".h

APIS CURATED DATASETS CHALLENGES CROWD AND MATCH
FUNDING

ING
LEARN MORE LEARN MORE LEARN MORE
LEARN MORE

Figure 3. Europeana Website.

lections, these institutions are able to reach a wider aud e, tha
is able to see their material alongside related items

is very engaged in different ad

important topics like the public gglain copyright, having an

@

advocacy framework that pro sar structure for advocacy

C

activities (Europeana Cul

This represents a wi

their digitalized conten

collections in both formal and informal education. It is
an informal digital necwork open to the whole education commu-
nity, including educational publishers and providers, NGOs and
other professional and membership associations and representa-
tives from Ministries of Education.

Europeana collections provide multiple perspectives on histor-
ical, political, economic, cultural and human developments across
Europe and also outside Europe. There are several partnerships,
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services and resources that can be used for educational goals and
that are related to cultural heritage and digitalization. Everyone
can join the Europeana Education Community, in particular in
linkedIn group where useful information is constantly provided.
If anyone is interested should definitively have a look as there is a
lot of material available.

Representing the European Union continent and its cougt LCS,
Europeana also implements different activities related to digit

it publishes country reports and other interesting sed on W

state of the art in the (still) 28 EU Member States g

strategies related to cultural heritage and @ygita
Furthermore, several campaigns, such a

y centenary tour

for Europeana 1914-1918, are org@hiz

the role of Europeana and diggl h

im is to promote

paigns are organized cach year, sl is th have a look as collab-
orations are possible!
The network also setg ds for the European level in
order to allow every i on to work with them, using models
P
© 0 &
§ ,
st ikiaie G S
1
e

X @

P
™)

APIS CROWD AND MATCH EUROPEANA EDUCATION ADVOCACY
FUNDING COMMUNITY

LEASM MORE

Figure 4. Europeana Website (https://www.europeana.eu/portal/de).
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and systems that can work for everyone. The developed frame-
works for interoperability and standardization of data, rights, and
measurements of impact have been on top of those widely imple-
mented from institutions in the EU member countries as well as
in other continents (Asia, North and South America). Europeana
also helps in project managements and regularly publishes differ-
ent tools and resources related to project management, commug-
cation and sustainability.

Europeana and its link to tourism

Europana published a position paper for @uris @ cember

2014, proposing a set of policy recommendatt Entifying

key actions for the use of European digits critage in the
framework of Europeana, in tourid@.
The goal of this policy recodgme s to “increase the
use of Europeana-enabled cult criqyge content through its
systematic implementation in @ participative tourism.”
B!

Key actions to be dongaccW o the recommendation are
the following:

— To create demand within the tourism sector for the Europe-
tent of the cultural heritage organisations;

— To pr igh quality supply of Europeana-enabled
C the cultural heritage organisations for re-use;

- &o articulate the value of linking supply with demand
th case studies and best practice examples;

Tagyestablish and build on the relationship between cultur-
al institutions and tourism bodies Europeana for Tourism
(2014).

A diagram of key parties and dynamics between tourism and
digitalized cultural heritage was also developed.

Europeana's team set out also a list of additional recommenta-
tions for tourism policy-makers and cultural policy makers in par-
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ticular regarding the integration of digitalized cultural heritage
content in cultural tourism marketing strategies. It was observed
that digitalized cultural heritage content is a valuable asset in the
advocacy and promotion of cultural tourism marketing strategies.
Tourism and cultural policy-makers should thus encourage the de-
velopment of mobile applications at local, regional, national and
European levels.
Next to these recommendations there was a set of spect

recommendations for cultural institutions. For exam

responsibility to better understand user needs, moti
behaviors, and carry out online basic user needs ag
access to authentic, authoritative digital qgjruraf
that is fit for re-use by the tourism sector; ¢

L content
Europe-
crial fit for pur-

pose in tourism. With this recom@en opeana is secking

to create synergies between it

atives and the use of this cont

Offers content Demands "fit for purpose”
for tourism high qualiby cultural
sector s heritage content.
TDemands high Offers services based on
Quality reysable needs of tourists,
cultwral heritage and destination
‘ content marketing
Offer reusable Demand tovrism
cultural contant ~ products and
for tourism B []] BApariEnces
destination LIBRARIES
marketing / <
experiences wpeines £
Demand &——- % th
wisitor/end hi‘:'fm o !‘éﬂ;ﬂlﬁ:‘:“'“ =
engagement: - .
halr el sk (online/affline)
(online/offline)

Figure 5. Europeana for Tourism (2014).
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Interesting to know

In 2017 the European Commission published a call for proposals
under the funding programme Connecting Europe Facility with
the goal of ameliorating European ways of working and tools.

— To provide tools for users to highlight, share or enrich ma

The priority outcomes of the call were 2:

terials accessible through Europeana: tools to list

favourites, to share discoveries on social media,
personal memorabilia or enrich descriptiong

ing); o
— To produce concrete examples of re-usc@l ¢ rials ac-
cessible through Europeana in oth ctOW such as in re-

search, education, creative il@uses Br tqyrism.

The wished results related to al proposal were the fol-
lowing:

— Improve the end ﬁ erience, through tools or services
complementing ¢ cana Core Service functionality

and support end-usets to further use the material accessible

Dayclop tools, products or services offering an engaging

cxperience capable of attracting and retaining new users.
showcase the value of re-using cultural material, accessible
through Europeana, in innovative products or services for
unleashing its full economic and/or societal potential;

— Increase cross-border re-use of cultural material in a range
of sectors.
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Call for proposals concerning project of common interest un-
der the Connecting Europe Facility in the field of trans-Europe-
an Telecomunication Networks (February 7, 2017). Available at:
hteps://ec.curopa.cu/inea/sites/inea/files/20173_curopeana_call-
text_final_280617_.pdf.

You can use the call for proposal as additional learning gnate-
rial relevant in particular for the field digitalization of cu‘] al
heritage.

4.3. Case 2: Mons: 2015 European Capital
[

Mons is a Walloon city and municipality €ga ,000, and

the capital of the province of Hainaut i . Mons is at the

clgt

castern end of an area of Wallo@n k€0

he Borinage. The

Borinage comprises around thfgy iciplgffes chat were heavily
reliant on coal mining from th ccyry until the 1960s. Since

the closure of the last mine, gage has suffered industrial

decline and associated | igh unemployment.
Development of Mo 1
The ide to host the European Capital of Culture

der strategy of the municipality to regenerate
urrounding area, which had suffered from the
declllfe | mining in the post-war period. In line with the

TONC Al order of entitlement set out in Decision 1622/2006/
CRYEgopean Parliament, 2006), Belgium was entitled to host a
European Capital of Culture for 2015. Mons was the only city to
submit an application. Once the title had been awarded in 2010,
an early priority was to establish the governance and management
arrangements. The “Foundation Mons 2015” was entrusted with the
task of developing and implementing the cultural programme and
the associated communications activities.
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Cultural impacts

Mons2015 presented a cultural programme during the title-year that
was more extensive, more innovative and more European in nature
compared to the city’s cultural “baseline” offering in previous years.
It included 219 projects (of which 117 were interdisciplinary ig na-
ture) featuring 2,390 events of different sizes, cultural discip%

tivities established before 2015. Most of the activities ord
Mons2015 in 2015 were news activities (Monszoz;, 2

Where technology meets culture

Where Technology meets Culture is@ne @ thfllsloggn stressed out by
Mons2015. It is maybe the most @ublc®gic ¢ t the 2015 Europe-

-t about European Cit-

ylustries (Mons202s, 2018).

where more than 100 co s working in digital innovation, sev-
eral of which are Europ

tion thanks t% ing centre, TechnoclT¢, which organises 300

teachin, ul trains 5,000 people a year; thus reinforcing the
condi enable local entrepreneurs and young people from

regio nvisage a future career in digital sectors in Mons.

ims are to use technology to reduce the social and digital
divide, to initiate empowerment and invent new artistic and eco-
nomic models: create bonds, warmth, inter-generational activities.
CAFE EUROPA is one of the projects which aim to change how peo-
ple see and how people use new technologies. It was implemented by
the Foundation in collaboration with local education providers, cul-
tural operators, enterprises and 15 European partners in different cit-
ies (including Dublin, Kaliningrad, Pilsen, Riga, Rome, San Sebastian
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and Sarajevo). About fifteen Café Europas all over Europe were con-
nected via screen walls in public spaces (Creative Valley, 2018).

The concept is to stimulate people and engage the visitor to live
dynamic experiences through artistic concepts using technology
and connect with people from other countries via audiovisual
cquipment (Mons2025, 2018).

Access and participation

The greater number, diversity and accessibility of ev
that cultural events in 2015 attracted higher audicg
vious years. Events within the programmggpf
nearly 2.2m people, most of which must b

VENLS WETe New

in 2015 and there is no evidencd@ha S venues outside
the Mons2015 cultural progrs finy significant loss

of audiences. However, the t is'W@ numbers suggests that
Monszo15 attracted a more
programme than in the previ s (Mons2025, 2018).

International profile

sthened the international dimension of cul-

D

Mons2o

tural activie Mons and the Borinage. The international

collak ¢ increased the number of connections with
new®a performing in other countries: approximately 40%

the ndents report having collaborated with some of the
p s for the first time, while more than 20% collaborated for

the first time with all partners. Mons2015 has been effective in at-
tracting international tourists and other visitors. As noted above,
the tourist office in Mons experienced a five-fold increase in tour-
ist visits during 2015, reaching a total of 250,000. Data from the
local evaluation demonstrated an increase in visits to the tourist
office to 157,000 in 2015 compared to the baseline in 2014 of 50,000
(Mons2015, 2016 & European Commission [EC], 2016).
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Mons2015 as an example of best practice

Mons2015 has been a good example for the governance of the
European Capital of Culture and the representation of the cul-
ture as a strong asset of the local development (European Com-

Embedding the European Capital of Culture in a wider
strategy for development

mission [EC], 2018).

ture. In the case of Mons, the idea was explici

city’s development strategy from a very ¢
10-12 years before the title-year (E@o migission, 2016).

An authentic representation c re and heritage
of the territory

Although Mons and ¢ inage have not traditionally been
seen as cultural destina \ggdfs ch of the cultural programme of
Mons2015 directly drew on or was influenced by the culture and

woNaIggother cases, the European Capital of Culture brought to

light a“cultural heritage that was not particularly wellknown and
made it more visible to local and international audiences, as in the
case of Lassus. At the more local level, the European Capital of
Culture allowed expression and celebration of the “arts modestes”
of the different communes and towns of the Borinage (Monsz02s,

2016 & European Commission, 2016).
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A

Cross-party political support and stable governance

The history of the European Capital of Culture shows that put-
ting in place effective governance and management arrange-
ments for a large but one-off event can be challenginv There
can be different interests and personalities to reconcilegboth
artistic and political. By definition, there is not usua’ ny
precedent within the city that can be drawn on. Comparec

ance and management arranéemems ofMonszmS hqs >
tively smooth and stable, despite the complexi
igh-level
the deci-

sion to apply, Elio di Rupo (who later e Prime Minister

governance context. One key factor wa.the
political support offered by the mayor at

of Belgium from 6 December @1 1fDcggber 2014), which

does not seem to have come Qa th®uost 08$-party support.

Indeed, such support seems ¢ reasonably consistent

the management of the European

across the application, dev and conception of the Eu-

ropean Capital of Culg he different levels (region-
al, provincial, local).
Capital of Culture, is also unusual in having continu-

ity within the ke

the pro er, that team was very much rooted locally,
although ccessary international experience and con-
necti qua@Q to deliver an effective European Capital of
Cul dllr

4.4, Case 3. ENCATC — The European network on
cultural management and policy

What is ENCATC?

ENCATC is an independent organisation established in 1992 in
Warsaw (Poland). It is the only European network in the field
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of cultural management and policy. Currently, it is made up of
more than 100 member institutions in 40 countries. ENCATC is
an NGO in official parenership with UNESCO and an observer of
the Council of Europe Steering Committee for Culture (European
network on cultural management and policy, [ENCATC], 2018).
ENCATC receives structural support (Creative Europe) whiah is
its main financial resource.

Who are ENCATC members?

ENCATC’s members are higher education instityg [Ty ing
centres, cultural organisations, consultancigy, pu @ orities,
and artists. ENCATC cooperates with the QQu
UNESCO, European institutions, and

Europe,

bean Cultural
olicy, ENCATC

Foundation, and

Foundation. Asresultsofitsintern@io

is also a strategic partner of
the Association of Arts Adminijg
States. In 2017 ENCATC has
pean network on culturalgpa
2018).

i0 ucators in the United
e1s in 49 countries (Euro-

nt and policy, [ENCATC],

What are ENCATC missiOns?

ENCATC s

and cu

the development of cultural management
cducation in Europe and beyond, engaging
> to new developments in politics, economics,

and r@p,

technology. ENCATC plays a crucial role in en-
sustainability and in strengthening the competitive-
ness of the cultural and creative sectors since its members are
directly responsible for the education of tomorrow’s managers
and operators and of the future European citizens who will
profit from cultural offers at the European, national and local
levels (European network on cultural management and policy,

[ENCATC], 2018).
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What are ENCATC Objectives?

ENCATC aims to influence policies at European and interna-
tional level by providing high-level expertise. As an internation-
al network, ENCATC encourages cross-border cooperation and
knowledge sharing by bringing together people and their 518'115 in
stimulating learning environments.

The European network on cultural management and polic

plements activities promoting the following objectives; -
izing and strengthening the sector by p10v1dm5 hl&h—
ucation and training programmes, emoumém& i
among members, testing innovative solutiggys, es
partnerships with members and major scakeigld
velop theory and cultural management ninWghat is rooted in
practice; anticipating the future a@d b€fterflindgystanding the past

through scientific research andggn ual cring of young and

he Qgbe; rewarding excellence
through the Cultural Policy H \ward; promoting the inter-
nationalization of progra
tering the mobility of ics, researchers, students and culcural
institutions; building Rg@widlloe socicties through the transfer of

information and knowledg¢ inside and outside the network.

What are tivities?
In li s mission and objectives, ENCATC operates around
T CC mentary strands of work.

—Influence Policies:
ENCATC develops and influences policies by engaging
in advocacy actions through partnerships, expertise, poli-
cy recommendations, consultations, meetings and public
speeches. Since 1992, the network has been a key partner for
constructive dialogue with UNESCO, the Council of Eu-
rope, the European Commission, the European Parliament
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and Member States. Additionally since 2011, to press Europe
to invest more in cultural heritage, ENCATC is an active
member of the European Heritage Alliance 3.3.
Networking:

Through a major annual conference, a wide range of pro-

jects, activities and events, ENCATC enable acadeaics,

researchers, cultural operators, students, artists, and pdl]
makers to operate in a transnational context, find new audt
ences, and share ideas, projects, methodologies, expgfPicRgs
and research.

Stimulating education:
ENCATC offers its members and gpn

ENCATC
ficl g,

R of its commitment to strengthening the European
carch Area, ENCATC has an Award to recognize excel-
cnce, and organises an annual Forum for young and early
career researchers. It also publishes the ENCATC Journal
on Cultur-al Management and Policy, organises an annual
Research Session for established and emerging researchers,
and has its own Book Series on Cultural Management and
Cultural Policy Education to foster critical debate and pub-
lish academic research.
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4.5. Case 4: The European Heritage Label

The European Heritage Label originated out ofan intergovern-
mental initiative created in 2006,under which 68 sites in 19
countries received the label. Then the European Heritage La-
bel was established at the level of the European Union by the
Decision 1194/2011/EU of the European Parliament and Ot ghe

Council of 16 November 2011 published in the official Journa

ment, 2011).

The European Heritage Label has two main
label shall promote sites that made a strqgg co
ropean History and culture, and/or impac

o | ote and high-
light sites” European dimensions@o E itizens (European
Commission[EC],, 2018). The

tangible (monuments, landscygg

&

European district of Strdsbourg

S, archives, objects) and

intangible heritage linked to bry and the place. Until De-

cember 2017, 38 sites weg
(European Commissic

Strasbourg¥ n district was awarded the European Heritage
Labelg ce r 2015 (European Commission [ECJ, 2015). The
Eurdie rict was labelled thanks to a procedure undercak-

by y of Strasbourg in conjunction with the institutions

10Qygegpin the district (European Parliament, Council of Europe,
European Court of Human Rights, European Culture Channel...).

The beginning of the European district of Strasbourg is marked
by the signature of the treaty of the Council of Europe in 1949
(Council of Europe, 1949). United Europe concerns became very
high after the Second World War and more and more buildings
were built for European Institutions in this district (the Palace
of Europe, the Agora building housing the Council of Europe’s
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administration, the European Court of Human Rights, the Eu-
ropean Parliament of the European Union...). European district
of Strasbourg was awarded because of its European significance,
European dimension and its strong governance role (Strasbourg
Eurometrople, 2018).

European significance

After the Second World War, European inggitut
maintaining peace were housed in an area

tuc s are the driv-

ers of European consolidation; ti@y a trapto the through-

out Europe for its untiring queyg fofggecd @efPand overstepping

ome of Rhineland
humanism, Strasbourg, a ci

{

Germany for centuries g
fering, then became a of European reconciliation. The

choice of Strasbourg can capital is the fruit of this

strength rights, the defence of democratic values
and the ruld The district is also hosting many events
relatin B which reinforce its European dimension As
candi the dictrict meets the criteria for European sig-

oNmnigyion [EC], 2018).
Foster the communication of the European dimension
The city of Strasbourg wants to convey to visitors the European

aspects of the area and launched two projects in 2014 in order to
obtain the European Heritage Label.
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a) The Lieu d’'Europe

The Licu d’Europe was created in the 1980s with the support of
the civil society. It is a place open in order to increase awareness
about European citizenship, improve knowledge about Europe and
strengthen their feeling of belonging to a community of valugs

The liecu d’Europe is a space where the visitors may find ex
tions, resource centers, and meeting rooms with the followi

Europe and its close links with the history of Strasbou
construction of European citizenship and stimu
ideas and debate; bring citizens closer tqgfuro
explain and share values of democracy, peaga
make the wealth and culcural diversicy gfhe ®ferent European
countries known to all (Strasbo@g Mfroflctrgpole — Maison de

I'Europe, 2018). \

b) The European Journey

The European journg ancing the European district that

comprises one of the

yeration. The guided tour offers a 2.5 km walk
buildings and headquarters located in the

c i@ follow a particular trail: the Lieu d’Europe, the Agora,
the Etropean Court of Human Rights, the Council of Europe, the
European Ombudsman, ARTE, the European Parliament, the Eu-
ropean Youth Centre and the European Pharmacopoeia. Some in-
stitutions, such as the Parliament, the Council and the Court, are
well-known to Strasbourgeois and tourists, while others are not.
The tour will provide a spotlight on the other locations to make
them equally well-known.
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This “Europe in Strasbourg” can be visited by means of a tourist
circuit that gives visitors the possibility of strolling through the
European neighbourhood, discovering all the emblematic build-
ings in which our European history is being written (Strasbourg
Eurometropole — Maison de I'Europe, 2018).

c) A strong work plan and organisational activities

The city of Strasbourg has set up a special team to manage
ject and to coordinate the initiatives of the different sta

The candidate site is regulated by several protecti )
the Orangerie Park, while three buildings ® the @ re list-
ed as historic monuments. The candidate sitc Qs = ¢ opera-
and meets the

criteria required for the European @eri

Conclusion To conclude, t best practices de-

tailed above demonstrate the n to promote and in-

crease visibility to the best ¢ jects and networks that

have a positive touristic i \ E terricories, as was the case
in 2018 with the Europ 2t of Cultural Heritage. Indeed, the

is a major asset in order t0 harmonize cultural policies that con-
o and respect the principles of sustainable

ral diversity in Europe.

Self-review questions

— Could you define the characteristics of the European heritage?

— Could you propose two best practices in the field of cultural
heritage and tourism. Please explain your choice.

— Could you quote another European Heritage Label site?
Please, Cxplain its European dimension.

— Could you quote two types of stakeholders members of EN-
CATC? Why do you think they shall increase their collabora-

tion at an internacional level?
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Appendix 5

Basics of Project Management
in European Projects
in the Field of Tourism o

and Cultural Heritage \

by Luca Driussi & Dino Babic¢

Y a Y

Learning outcomes

— Understanding the importance of project management for
projects in tourism and cultural heritage.
— Understanding also the institutional requirements for projects

in the field.

— Students understand the structure of EU projects.

— Understanding of important wording for project manage-
ment.

— Students are aware of the soft and hard skills a project man-
ager need.

— Students can imp]cmcnt small projects.

51. &ht tion

n gnplementing European projects, different professional fig-
ures are needed to successfully complete them. Usually, the overall
responsibility of European lie in the hands of a project manager.
This person or professional figure is responsible for the coordi-
nation and the implementation of the tasks within a project. The
project partners rely on him and are coordinated by him. Usu-
ally, a good and professional project management is a condition
sine qua non to successfully implement European funded. In this
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chapter, we will focus on the most important characteristics and
attributes of project management in EU funded projects.
5.2. Definition of Project Management

What is Project Management? Project Management can be dg-
scribed as the activities of planning, organizing, securing, moni

toring and managing the necessary resources and work t
specific project goals and objectives in an effective an
way (Kourounakis & Marsaslis 2016, p. 7). Project g
usually taken over from the entity leadinggpe E project,
the lead applicant. For this task, a project known
as project coordinator) is appointed. The

the person responsible for manag@hyg orgynating the pro-

ject. For doing that, he needs

support of its institution and gl sortium (also known

.

as project pqrtners‘) In chis g yhile talking or referring

the technf
tant are the
life cyc LC117NQ2012, P. 12).) These kind of skills are usually ac-
quircdllt the experience in the management of European

rom the one side, the management of projects needs dif-
ferent technical skills as for example the capacity to plan, organ-
ize, administer, monitor, report and doing contractual manage-
ment. These tasks have to be implemented throughout the whole
project life cycle until the conclusion of the project. That means
that good management competences and good knowledge of EU
funding programme’s rules are indispensable. Also, tools like
plans, tables and chart are very important in project management
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(Bienzle 2012, p. 12). All the above-mentioned skills are described
in the literature as “hard skills”.

Other skills the project manager should have are described as
“soft skills”. These are as important as the above mentioned hard
skills while managing EU projects. The soft skills encompass good
communication, motivation and conflict solving skills, as %ell as
understanding how team working functions. A good commtingea-
tion with the project partners is also very important for the succ
of projects.

Definition of project

A project is a temporary organisational
tween different project partners, why
unique product or service (outf@t)

time, cost, and quality. In orddgro rstand what a pro-
ject is, it is important to undcg g d Qg e important features of

the projects.

— Temporary mea the project has a well-defined start
and end.
— Unique selling pomnt means that the project’s product or

NS, t been created before. It may be similar to
anot!

ct but there will always be a certain level of
- ject’s output may be a product (e.g. new application)

ithout such unique selling point, you won't

a service (e.g. a consulting service, a conference or a train-

ing programme in the field of tourism and cultural heritage.

— 'The (EU) project is defined, planned and executed under
certain external (or self-imposed) constraints of time, cost,
quality, as well as other constraints related to the project’s
organizational environment, capabilities, available capaci-

ty (Kourounakis & Marsaslis 2016, p. 5). These 3 constraints
are interdependent, and a project manager should always be
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aware that changing one constraint will have an effect on
the other.

Standards EU projects usually consist of five major phases that
are partly dependent and connected. This is the so-called project

— Initiation is the phase in which the project is started and it

life cycle. The consistent phases are the following:

frameworks are defined. These will include aims, o

main activities and resources. This phase normall
a stakeholder and feasibility analysis, a target

witnesses, opportunities and threats) a
tal steps to be done while starting

dgailed than initi-
asC. YJgPn plan che entire

— Planning comes next and is @uc

ating. It involves all proje

life cycle of the project, Wi resources, time, costs,

— Controlling is th\qgfarghf project management in which

persons involved, activij
— Executing is the p the project activities are

implemented.

the implementation s observed and assessed. It involves

mo rogress towards established aims and eval-
uation ality of all aspects of the project. in this
d analyze, assess and mitigate risks that may

project realization. You should also as a project

m r have the control of the quality within the project

ogghould appoint someone being responsible for it.

— Closing a project should be a formal act in project manage-
ment. It involves a review of achievements, reporting and
formal acceptance (or rejection) of results.

— (Bienzle 2012, p. 15).

A good and solid project management starts with the project
claboration while you are initiating the project.
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Initiation > Planning
7 ¢
/
¥ \\
Implementing - = Controlling R Closing
Figure 1. Typical project management phases (Bienzle 2012, p. 15). ®

The project manager should appoint the project team that

be working on the project. The team can consist of 2
manager, a project assistant and also experts of touriS
tural heritage. The experts or professional will
tent related tasks under the supervision @ the
The project manager should possess the necggar
and hard skills to manage the project aggfrea 500d work en-
vironment. ()
In most of EU proposals p4 na nt as a work pack-
nt structure is required

7 describe the activity and

It uonal requirements for EU projects in the tourism
and cultural heritage sector

Fundamental while carrying out European funded projects is the
support within the organization for the planned or ongoing Eu-
ropean project. It is also of primary importance to have clearly in
mind the workload to be accomplished and the challenges that
European funded projects bring, in particular for project manag-
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ers but also from the financial and accounting aspects. For this,
it is of relevance to receive fully support from the director of the
company or institution one is working for.

Please take note of an additional very important aspect while
carrying out European funded projects: while they represent great
opportunities for organizations, push them forward and let them
grow, European funded projects can unfortunately bring negg-
tive and unexpected consequences. They can show organization

tional decisions or by under assessing the work load ¢8 \
7 qd}?_’
European funded projects can point out 'd sh nternal

should

own as insti-

If organizations are not well prepared and instit

organizational limits. This is the reason wh

tutional capacity) and willingness @ ay implement Eu-
ropean projects.

Furthermore, European fu represent a financial
source for organisations, but ions cannot (should not!)
rely only and exclusively o
be understood that EU oes not restructure the financial
capacity of organizatio

les o programmes/projects. Only in a few

of the basics pringip
given exce@e ill receive a 100% financing. EU project are
usually an a®
tions a (10N
apprc Is etc. If you are a beginner and never applied nor

European projects, it is very important to start with
ojects as your organization may not be ready to manage
big projects. Beginners can also start as partner to gain experi-
ence and not having excessive responsibilities. You will be able af-
terwards to apply directly as lead applicant organization, leading
thus the projects.

There are also specific ways of proceeding to bring your or-
ganization applying for organization in European funded projects:
firscly, you should identify aspects of your own work or the work
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of the organisation that may coincide with the interests and goals
of the EU. For that, you must invest time researching for the rele-
vance at European level of your project idea.

Look for strategies, priorities or goals of the EU that may com-
bine with your project idea, as for example in the EU communi-
cation: “Europe, the world’s No 1 tourist destination — a new po-
litical framework for tourism in Europe”. You will find impOrggnt
goals and objectives for the coming year related to tourism a

your project idea in the field could correspond to one
them! Your task will be to explain in the applig
both your interests and those of the Eurojggan

European dimension

i YoN ur work and learn

Try to determine a European
how to transfer contents to ¢ arcgys through European co-
operation. European dimens s not only relevance to EU
goals and objectives bug
European level in the
are much more com

is important to explain it in the project proposal. For example,

> from different countries may face the same
o a diminution of visitors in cultural heritage

pc implementing European projects in your company (or
insticution) you should stay regularly in touch with EU themes,
policies and funding programmes. Identify the funding pro-
grammes that may be relevant for you and your institution and
become familiar with them. Stay informed about the news at
European level, try to attend conferences and workshops and be
aware of the content! Funding programmes have yearly priorities
you should be aware of. The European Union set a lot of value
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on communication with stakeholders. Enroll for example news-
letters and visit European Union websites and use also social me-
dias. There are often live conference and a lot of interesting news
about funded projects, funding programmes and other interesting
European initiatives in the field of tourism and cultural heritage.
Doing so, you will be informed about all new happenings of Euro-
pean programmes and can ask questions directly to experts wog-
ing for the European Union.

Partner consortium or partnership

As project manager you must emphasize thgEurc

private public partnership by
private and public sector or als
structures. As a general rule,
ing you will need 3 parm

¢ and sustainable network of partners, for
that you ca erences related to funding programmes or
look fo Bracabases or groups on linkedin and facebook.
Try vollh: ol of partners you rely on and you can share the

f course, you have to check very well their willing-

apacity to participate in the project and take over some
activities in it! Pay attention also to new partners, try to involve
also new partners in your projects, trying not to have always the
same constellation of partners in the consortium.

Many programmes websites offer a “partner research” service.

Alternatively, the page advertising a specific call often con-
tains a section where potential partners can post their offer or
request. Additionally, you can also look for partners in the “En-
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EU Programmes 2014-2020
TOPIC: Collaborative approaches to cultural heritage for social cohesion

earchTo
Topic identifier: DT-TRANSFORMATIONS-11-2019
Updates |me Publication date: 27 October 2017
Focus area: Digitiging and tr ing European industry and services (DT
calls = ]5]
Types of action: RIA Rescarch and Innovation action
Ha020 DeadlineModel: single-stage
Planned opening 06 November 2018 Deadline: 14 March 2019 17:00:00
date:
Time Zone : (Brussels time)
Horizon 2020 2020 website
S Pillar: Societal Challenges
Work Programme Year: H2020-2018-2020
Work Programme Part: ve, innovabive and 5
Call : H2020-5C6

\

Partner Search »
13  o©rsanisations are looking for collaborating partners for this topic VIEW/EDIT PARTNER SEARCH

gistrants can publish partner requests for open and forthcoming topics after

Figure 2. Examples from the Horizon 2020 particiant a!, ca!l for proposals:

“Collaborative approaches to cultural herig ﬁg@ fog cohes@”. Screenshot made
in May 2018.

—

terprise Europe Network” ang ism and Culcural Herit-
age Sector Group”. The Eur Il Business Portal also has
a “business partners” segd C organisations active in the
tourism and culcural ield are listed (European Com-

mission, 2016, p. 2).

dently in the project but the project manager should have
a global overview and management of the project.

In the proposal it is important to point out some important
features and skills of the partner in order to get the points for
funding: for example, you should explain their expertise in the
specific area (tourism and cultural heritage), their motivation in
participating in the project, their geographical coverage (North,
West, East South Europe), the skills and expertise of the key



374 Luca Driussi & Dino Babic¢

persons involved, their role and responsibilities in the project
(which activities will they do in the project and why?). For that,
read carefully the proposal form, you will find there all requested
information!

In agreement with the partners, the project manager has to
plan the tasks and make all the needed arrangements in the ferm
of work packages (also known as project activities).

Innovation

Point out the innovation of your project! If you

innovative, you won't get funded by the igJ! I
only a technological point of view, it is also Other as-

i\ methodes) or
in social sectors (new approaches@c.)4 hag, you need to do
preliminary researches lookingyor ®gea

methodes, tools etc.

D.5.2. Background and Experience

Please briefly present the partner organisation/group (e.g. its type, scope of work, areas of activity and if applicable, approximate
number of paid/unpaid staff , learners and members of the group).

;A VT

What are the activities and experience of the partner organisation in the areas relevant for this project? What are the skills and/or
expertise of key persens involved in this project?

Has the partner organisation participated in a European Union granted project in the 3 years preceding this application?

fres L

Please indicate:

Project Identification or Contract

‘ EU Programme ‘ Year ‘ Number

‘ Applicant/Beneficiary Name ‘

Figure 3. Example from a proposal form (2017) of an Erasmus+ KAz Strategic Part-
nerships project related to the part “partner description”.
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Capacities (personal and of the organisation)

As mentioned, you should evaluate your capacities and resources,
those of your organisation and check the competences and quali-
fications of the employees. Did you evaluate the financial resourc-
es correctly? Have personal capacities and resources (man power)
been correctly assessed and estimated? Are there enough langgee
competences? Is there a management system? And a qualicy ma

agement system?

Good proposals need their time, do not be on a
applying. Identify a call for proposals early and ¢
time for writing the proposal. It is a verygomp
you should have a solid working base. Usuall Qe
of the submitted proposals get funded (JfendRg on the funding
programme and on the budget @nil#lc Br e specific call for

proposal).

qS¢ ou may know approxi-
o

published! For that, as al-

iliar with the different sites

A tip: calls are sometimes
mately when they will be o
ready mentioned, you n
of the EU and the fun dies! (See part 4, appendix 3, Europe-
an Funding for Cultura g and Tourism).

5.3. Execl & bfinition of the executing phase
Figulle ject Manager

["ggogy of the cases the lead applicant of the project is also the
entity responsible for project management therefore it is impor-
tant to well chose the project coordinator as he will be the direct
responsible for the project. The project coordinator should have
enough experience in project management, it should be compe-
tent and be open to discussions within the consortium.

The project manager should be involved in the project con-
ception and project elaboration, even though it unfortunately
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happens that project managers enter later projects or change in-
stitution. The project manager should be accepted by the project
consortium and be competent in project management. If possible,
he should have a certification as project manager, but it is not an
obligatory condition.

Contracting

The project manager has to prepare the contract and

uments linked to the project. The needed document¥
be always verified for each specific funding p
specific funding measure, but usually thglea

pares the so called partnership agreements gPccments
apply between the lead applicant organj cach project

partner. [ )
The lead applicant organiz4y
with the funding body. This speg

ment. The grant agreement is

t1s called grant agree-
andard contract defining
the basic conditions for ¢
conditions, which are s cd in the main part of the contract,
the grant agreement co
ic according to each fundimg programme.

Monitoring

Anotlfr r which the project manager is most of the cases
ed is the monitoring of project activities, as one of

| project management activities: the objective of moni-
toring project performances is to know if the project is progress-
ing as it should. The project manager tracks the project dimen-
sions (scope, schedule, costs and quality), monitors risks, project
change and overall project performances, and should be able to
report on and forecast the project’s evolution to project stakehold-
ers Kourounakis & Marsaslis 2016, p. 55).
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Risks

The achievement of project objectives is always subject to influ-
ences beyond project manager’s direct control (assumptions and
risks). It is therefore important to monitor this ‘external’ environ-
ment to identify whether or not the assumptions that have already

been made are likely to hold true and in time, which new 1gsks

may be emerging, and take action to manage or mitigate th

Risk management is a continuous and systematic
identifying, assessing, and managing risks to beg
accepted risk appetite. Risk management gppro
ability and confidence to handle uncercain@g It

oject objectives
(Kourounakis & Marsaslis 2016,@p.
risks: the project manager, su

sis of the project

by

rON@t- He is also responsible

ROTC

has to analyze the risks during
Je entire project period.

about pd and b) to identify as many relevant risks as

ith reference to different countries, legisla-

possible (e}

¢ project manager has to implement a solid risk analysis and

should be able to counter these risks once they threat the project.
He should also be able to foresee the risk or at least it nature and
where he is coming from. Once potential risks have been identi-
fied, they need to be qualified according to their impact on the
project and their probability of occurring. As with most other as-
pects of planning, the assessment of probability can often only be
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Table: Risk assessment matrix

Medium impact

High probability High risk

Medium probability High risk

Low probability

Figure 4. Risk assessment matrix. Interact Project Management Handbogleto15):
Chapter V, p. 6.

based on assumptions and educated guessesghe i @ owever,
2 ¢

can often be estimated in relation to the bu lost or
indicators not achieved. This assessment WS jects to prior-
itise risks — the ‘high risk’ decisioi@ an@ac@nsghave to be taken
first.

Financial Management

Several relevant legisla ave to be considered for finances

in European projects. the EU financial regulation, the
funding programme’s legal Dasis, the call for proposals, the guide

ncial guidelines and the application form.

& ame obligacions toward the legislation.
¢ budget necessary for carrying out the pro-
ject isMhag he European Commission (or any other entitled
un fferent management methods) to the lead applicant
orgNaizgion. A pre-financing comes at project’s start and further
payments (one or more) in the middle of the project, depending
on the duration of the project. After having assessed the final re-
port and having approved it, the European Commission also pays
the balance, which is the last amount of the budget for the project.
[t is important to reach the qualitative and quantitative goals as
the European Commission has the right not to pay the balance if
these goals are not reached. The lead applicant organisacion has
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the overall responsibility for the EU project budget. He is also re-
sponsible for the coordination of the cash-flow with the partners.
There are some important rules to be observed while managing
the project from a financial point of view: a very transparent com-
munication and information related to the whole budget; clear com-
munication and rules concerning the cash-flow within the groject
life cycle; clear information during the kick-off meeting abSugall
financial issues and principles (it allows a good start in the proje

The lead applicant organisation must.lso N

report to the funding body. It has to be sent Qgh

project completion (as a general rule, bygfbu to check it out
for each specific funding progran@ne #d @indige measure. A spe-

cific person is usually chargedqgf fRgpcia nagement but she/
he must sericely work with th ' anager. So, it is a shared
competence and it is very in hat the project manager is
also well informed abou
tant that she/he coor, X the finances in the project (useful

material: Financial KI\G@AGIIA, 2013).

Skills

Skills the project manager should possess in or-
to correctly implement European funded projects.

— How to effectively manage the initiation, planning, execu-
tion, control and closing of a project.

— How to communicate, lead, motivate, negotiate, solve prob-
lems and deal with issues, conduct meetings and workshops,

report project status, etc... This encompass both soft and

hard skills.
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— 'The business context of the project and the general project
environment (i.e. sociocultural, political, physical, etc.).

— Subject-specific knowledge (e.g. tourism, cultural heritage,
IT, policy, etc.).

— How the end-product or service will be maintained after
it is delivered, thus ensuring sustainability of the prg'ect
(Kourounakis & Marsaslis 2016, p. 10).

Commonly referred to as “soft skills”, interpersonal skill

leadership, communication, negotiation, expectations ma
influencing, problem-solving, trust building, orgagg

listening to the partner burt also decision majgng. kills
are intangible, not associated with a specific C crable or
a concrete output (even though they are csyfflria evelop them!)

and are generally used without the @e ¢
position to the hard skills that rd

Also check these “Top 5 Mug
Project Managers™ hteps://w

s oggemplates, in op-

rd Skills for Excellent
Lin.com/pulse/top-5-must-
have-hard-skills-excellent_gro¥ agers-ondick/.

maNgeegpf such projects, you should be aware of such culeural dif-

ferences and cultural practices (See examples Bienzle 2012, p. 75).
You have also to be able to make compromises with the team. To
make a practical example, you can think about lunch break: for
[taly and Spain, it will be normal to do it at 14hoo, for northern
countries at 12zhoo. While making a project meeting, you should be
aware of such differences!

The ideal situation is when both project manager and team
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members have a high level of intercultural competences. This means
abilities and attitudes that are necessary to obtain positive outcome
from working and encountering from people with different back-
ground and nationalities. Usually (but not in all the cases!) inter-
cultural competences are higher in persons having implemented
several European funded projects and have different intercyleural
relations, but only in the case they had a positive actitude learging
from these experiences, may it be consciously or not.

“Hard skills”, that is, the more technical aspects of ¢

Basic planning tools: herd
tools can help planning a proj
project manager should be al

icular unit chosen.It can be represented as a tree diagram or
¢ project manager has to decide on the detailed breakdown
for each task. There is no general rule for determining this lowest
clement. It should be concrete enough so that it can be clearly de-
termined whether it has been completed, neither should it be too
complex and it should not run over a very long period of time.

For example, in relation to a (fictive) project in the revalori-
zation of given area in term of increasing the number of tourist,
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the WBS should foresee all activities that will be needed to suc-
cessfully reach the goal and developing the project. This may be
related to awareness campaigns, more advertising, development

of applications for smartphone that may offer and added value to

the area for the visitors ete. All the work packages (or activities)
that are necessary to reach the project goal, inclusive of the an-
agement activities necessary within the project. It is an outline gf
what work is to be performed within your project. \

Video example of how to create a WBS: heeps://www. it

com/watch?v=Mf2ThUC7Cgg.

5.5. Gantt chart

A Gante chart is a bar diagram whigh il
where each bar indicates the st

roject schedule

1on of an activity.

The work packages and tasks id ¢ WBS can be timed

PROJECT
[ TAsk1 | (Task2 | TASK 3 |
’ SUBTASK suaTask | |svaTask| | suatpsk
] e L TASK TASK TAsk TASK
[ TASK
TasK TASK
/,
™

Figure 5. Work Breakdown Structure. Source: heeps://wwuw.flickr.com/photos/ros-
enfeldmedia/35861382605 /in/photostream/.
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with the help of this project management tool. The Gante chart is
complementary to the WBS as it gives the timeframe of the activ-
ities planned in the WBS. Usually, the Gante chart is completed
after the WBS. Gantt charts have become a very widespread pro-
ject management tool and are nowadays included in most project
management software (e.g. MS project) and web-based collgbora-
tion applications. Gantt chart in an essential tool for project plgn-
ning that may be discussed along with your project partners a
can be used for assigning tasks, giving responsibilities, scffc gne
and calculate resources. There are also several softwar®ghat m
help you in producing a Gantt chare for your prog
Gantt chare should be constantly revigyed g

life cycle as delays etc. in project may appeafgnd

integrated in the Gantt chart itself. In iorN the fictive pro-

ject on revalorisatio of an area 1r‘er ncggasing the number

of tourists, you should plan

activity you start when and w

File Edit View Insert Tools Project Help
Gaopladlinela |
- @ Name Duratien |} T
. 1 Bagin project oaas/| e8|
[ 2 BDesign Phase 55 days|
3 Prototype design 25 days| arksgeon Adams(503]
= Test prototype 20 s I B e A
3 Protorype completed 0 days| o
|| BFinance Pnase 45 days|
7 Creme pusiness pian |15 days | | S Jobn Metville
8 Present 1o Current inve 0 days| 16
a Meet with bankers 0 days| +500
@ 10 Circulate plan w/ venti & days| e Melville
=\ Negotiate with venture 10 days| Jota petvinie H
12 Reath agresment © days| 27
1| 13 Creaus iegal document 15 davs| L@mm Mavile
14 Financing dosed 0 days|
15 BFroduction Phase 73 days|
BB Setup assembly ine 15 dars|
|1z Hire assemblers 50 days|
18 Assemble first batch 3 dans|
15 Quality tasting 10 days|
20 Assemole proguct 10 das|
21 Inventory available 0 days|
22 BMarketing and Sales P 30 days| ———
23 Develop marksting pli 5 days| i Thowpsen
24 Create sales matarials 25 das| Howard Thempses)
i 25 Creme aavenusing pla_ 15 davs| Howard Thormpson.
26 Develop PR plan 15 davs| Howard Thempson
7] 27 Sales raining 15 Howard Thompsos
28 Stan sales program 0 davs| # 1029
29 B@Distribution Phase 16 days| L
@ 30 Stock warehouse 7 days :
31 Process orders 5 davs| | : I 4 R JH
C 3.1 7] — | ¥ AT V

Figure 6. Gantt Chart. Source: hetps://dewikipedia.org/wiki/Datei:OpenProj-screen-
shotjpg.
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For example, you would finish the app for visitors and then start
with the awareness and advertisement campaign as it is a logical
succession. Having your tourists after an advertisement campaign
but not been able to give them anything attracting to make their
stay more interesting (like the developed app) doesn’t make sense.
This is how you have to think while doing a Gante chart.

o
5.6. Milestones
In project management milestones are markers o el 2
work package or phase. They mark signiﬁ'm p time in
the project, usually the completion of inter broducts

(c.g. a draft of a publication, completio duct etc.), the

submission of an official report, o@un 1 cvent (e.g. a re-

cho

view meeting). A milestone pla
posal while applying for Europe t should also be inte-
grated in the gantt chart. Not 4 None or more milestones in
the project may affect yougmro badly, so a good milestone
management is essentia ur project!

Still having in mind {gfive project, a milestone would be
time ofwmplemon of our app or the begin/end of the advertise-

launch online of the caimpaign for example.

dministrative aspects, like the organization

of the Peting of the project (1 meeting between the
partn project. While writing proposals, you should have
nera of all milestones to be reached during the project as

thoNuregyery important points of time.

To summarize, these are the tasks and skills a project manager
of EU funded projects will have in any case to implement while
managing the project:

1. Preparation of the contracts, as for example the partnership
agreements between the project partners and lead applicant
organisation.
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2. Organisation of internal and external conmunication channels and
tools (exchange of information within the partner consorti-
um). Important here is to remind linguistic differences and
know-how in the use of tools and Internet.

3. Project meetings: the project management should acquire skills
in the preparation and implementation of the projectgnect-
ings and should support the other project partners whileghe
meetings are organized from them: this encompass followt

actions: preparation of the agenda, preparation of
for the meeting, preparation of the documentat
the implementation of the meeting: involvey
ners through feedbacks, presentatiogy to |
meeting, content related work during Qe X support-
ed through visualization and man enQols: Gantt chart
and Work Breakdown Strud@ure €Kd iogglly, team-building

i1 s du the meeting, setting

skills are required, takin
of deadlines and follow- chcRueeting.
4. Organizing Project Meeti an be face to face (real meet-

ings) or virtual mg

w)

sh@y and updated during the entire project life
cye to operationalize and time of all activities in

r0) ¢/she should identify any unanticipated risks,
a s the centre of communication between all internal

: ternal stakeholders, assist all Work Package and Task

aders, monitor the project advancement and delivery of
products verifying that deliverables comply with content and
quality requirements and that milestones are met and costs
as budgeted are used. He/she should create internal project
templates and send them to the partners, manage conflicts if
they appear and make an internal evaluation (self-evaluation)
to check out how Project Management is perceived by the
partners.
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. Monitoring activities and results: an essential

Luca Driussi & Dino Babi¢

Create a good team spirit, be open, have compromises, trans-
parency, listen to the partner, know that not everyone can do
everything, try to understand partners, involve them in the
decision-making process, have intercultural communication
skills.

Crisis management: a partner may leave the project, a pasner
may do not work nor deliver, delays appear, budget changgs,
no quality is provided in the developed products, staff chang
in own organisation and in partner organization res

uncertainty about responsibilities and task to be ac

funding from the EC is to define a c@eren

sults during the entire contr@ua
obligation impose by the 4udi

to improve the professiong ces of partners in car-

rying out the project. yced that you must decide
from the beginning
Reporting: interm Pnd final reports. These reports have
to be submitted 1 Qffe figfding body are a vital condition for
paying 2"

hﬂV

litative and quantitative standards and need
of each partner. Nevertheless, they are usu-

angl application procedures. The lead partner has to have the
overall responsibility for financial management, but ecach
partner organisation must monitor its spending and keep its
own records on expenditures for the project in question. The
task for the lead partner is to make sure that project partners
only report expenditure in line with their original budget,
do not exceed the budget for different categories of costs, or
claim costs under headings where they have no budget.
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How to write proposals and criteria to assess proposals

There are additional aspects that have to be taken into account while
applying for European funding and that bring applicants point in the

award criteria.

The title is very important, find an acronym, give the project a “sexy”
name, that distinguish it from the others, that keep attention of the
person reading. The title should give your project its unique selling
point. Spend time while thinking about the title of your project and ‘

what it should convey.

Relevance: Point out the way you contribute and respond to the logics of
the funding programme and how you help the EU reaching it strategic
goals (long term and in the funding programme). This is the relevance
for the award criteria. You have to show, like already mentioned, in
which way you contribute with your project in reaching long time and
programme related goals.

Quality of Work Programme: how is the project conceived, in which way
it is realizable and feasible, how are tasks distributed between partners?
How are the activities in the projects built? Is it realizable?

Innovative character: how innovative is the project? This is not always
about developing innovation, but also about transferring, adapting,
modifying or further developing something that already exist in new
contexts, places, countries.

Quality of the consortium: the expertise of the partners should be comple-
mentary. Try to have a good balance in the competences of the partner.
Each partner should be capable to take over a major activity or work
package in the project. You should clearly describe this aspect in the
application form.

’ European added value: you should demonstrate why the project has to be
carried out at European level and what added value you, your partner
and the EU will get.

Cost-benefit ratio: budget of the project should be in line with its objec-
tives. Excessive budgeting, e.g. with regards to staff payment or equip-
ment, will reduce your funding chances. You have to show that you
don’t just want money from the EU!
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Impact: a project has the ultimate aim to ch:mge the situation of a spe-
cific context and a spcciﬁc target group. This is described as impact of
the project.

Dissemination and exploitation plan: it is important to dcvclop innovative
products but also to sprcad them and make sure thcy will be used by
the rarget group and others that will benefit from them after the end of

the EU Funding, \

Profile of the Project Manager for projects linked to tour-
ism and cultural heritage:

- (Vcry) good know]cdgc of the EU institutions and their mode of
their operations;

— knowledge and experience with funding programmes;

— understanding of the working system linking the EU to the organi-
zations implied in tourism and cultural heritage;

- pcrsonal interest for the European Union capacity of dcvcloping
sustainable tourism and innovative hcritagc programmes;

= good know]cdgc over at least 2 EU ]anguagcs (English as a must), and
very good intercultural skills;

— able to work with the differences in European culture and with the
ways of interpreting and delivering results;

—  where possib]c, having attended a training on Buropean project
management and European fundraising.

agonclusion of the present chapter, we would like to pro-
vide you with a toolbox and list of important steps for writing
proposals, followed by a suggestion on the profile a project man-
ager of EU funded project should have. This come from the expe-
rience and know-how of the persons involved in this chapter and
may be used while writing proposals and for making a self-assess-
ment of the project manager in EU funded projects.
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5.7. Conclusion

From the begin of the project idea, through the proposal writing and
the implementation of the project up to the reporting, a central fig-
ure has to take over and is responsible for the correct completion of
the project: the project manager. This have to possess both soft and
hard skills and has to invest daily working time and coordinategghe
project. otherwise there is a very concrete risk that the project d¢

very requested in the field of tourism and culcural herit
to bring additional to the skills above mentioned ;
ic related to the field of the funded projeeg Of ¢

manager is not alone during the project im

e project
and he or

rin knowledge and
expertise in the field the project i¥@n e ditionally to the

administrative competences njed the ject.

Self-review questions

— Please differentiate the 2 types of skills European Project
Managers should have.
— Usually, how many project partners from how many coun-
tries do you need for European funded projects?
— How can you define innovation in European funded projects?
— What is the main difference between the WBS and the Gantt
Chart?
| &
r reading and additional material

European Commission 2016: PM Open Guide Methodology.

Holger Bienzle 2012: Survival KIT: http://www.curopean-project-manage-
mcnt.eu/ﬁlc:Ldmin/imngcs/Survival_Kit_EN.pdE

Interact, Project Management Handbook 2015.

European Parliament, The European Structural and Investment Funds, 2015.

European Commission, European Structural and Investment funds 2014-
2020: Official Texts and Commentaries (page 1 to 46), 2015.
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heeps://www.linkedin.com/pulse/top-5-must-have-hard-skills-excellent-
project-managers-ondick/.

WBS video: heeps://blog.ganttpro.com/en/how-to-create-a-work-breakdown-
structure-wbs-with-project-planning-templates/.
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