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1. INTRODUCTION 
 
Exchange of experiences and good practices related to ICT and the tourism economy are the 
central parts of the INTERREG IVC project I-SPEED. One of the outputs from the project is a 
Good Practice Guide showcasing how information and communication technologies (ICT) can 
improve the competitiveness and sustainability of European Tourism Economy. The aims with 
the guide are to:  

γγ5ŜƳƻƴǎǘǊŀǘŜ ŦƻǊ ǘƘŜ ǇŀǊǘƴŜǊ ǊŜƎƛƻƴǎκŎƛǘƛŜǎ ŀƴŘ ƻǘƘŜǊ ǊŜƎƛƻƴǎ Ƙƻǿ ICT- tools can be 
applied in an innovative manner to improve competitiveness and sustainability in the 
tourism industry.  
γγDƛǾŜ ǇŀǊǘƴŜǊ ǊŜƎƛƻƴǎ κ ŎƛǘƛŜǎ ŀƴŘ ƻǘƘŜǊ ǊŜƎƛƻƴǎ ƛŘŜŀǎ ŀōƻǳǘ how they can work 
(methods) in order to successfully improve competitiveness and sustainability in the 
tourism industry through the use of ICT. 
γγ.Ŝ ŀ ŦƻǳƴŘŀǘƛƻƴ ŦƻǊ ǘǊŀƴǎŦŜǊability scenarios.  

 
The final version of the guide is planned for September 2012. This document is the 2nd draft 
and will serve as a background for discussions and further analysis.  
 
Possible target groups for the final version of the guide are public authorities in charge of 
regional development / tourism development and organisations defining the strategic steps to 
improve tourism economy and tourism sustainability.  
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2. GOOD PRACTICES ON PROMOTION 

 
 Section Description 

1 Title of the Practice Château of the Dukes of Brittany 

2 Location Nantes, France 

3 Issue tackled by the practice Multimedia and interactive supplements 

to a visit (contents, tools, applications, 

use of the new information and 

communication technologies). An ICT 

tool for a tour of the Nantes museum of 

history.  

 

 

 

4 Objectives of the practice To enrich the museum graphic 

discourse through ICT and to promote 

the collection.  

•To reach a wider cross-section of the 

public via contemporary visit media. 

•To develop the attractiveness of the 

museum, making it an innovative 

cultural and tourist venue. 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

In Nantes, many thematic museums 

coexisted. The Chateau of the Dukes of 

Brittany was in very bad state and had 

been closed to the public.  

So a contract planned at the same time 

the restoration of the Chateau and the 

creation ex nihilo of a new museum 

dedicated to Nantes‟s history. 

Writing of the text for the tour through 

the museum was initiated in 2002. The 

museum opened to visitors in February 
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2007 after major restoration and 

development work. 

 

Bodies involved: the operator site 

manager (Nantes Culture et 

Patrimoine), City of Nantes, the Nantes 

Urban Community, institutional and 

economic partners (in particular 

innovative companies, the University 

and research laboratories). 

 

Nantes museum of history is situated 

within the 15th century buildings of the 

Château of the Dukes of Brittany. The 

tour, both chronological and thematic, 

aims to explore the history of the site 

and the city, making use of the 

architecture and the museum display. It 

is deployed in 32 rooms and presents 

over 800 objects from the collection. 

 

The text for the tour through the 

museum was written taking into 

consideration the use of ICT from the 

start. Multimedia devices have 

therefore been fully integrated into the 

tour and the collections. Multimedia 

represents 10% of the overall cost of 

the museum display. 

 

Programmes developed : 

a)1st museum in France using high-

definition 

b) 16 interactive terminals translated 

into 5 languages (French, English, 

German, Spanish, Italian) 

c) 5 films broadcast on a large screen 

and on horizontal tables 
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d) Videos projected onto the windows 

illustrating the use of the objects on 

display 

e) Interactive mapping of the estuary on 

a touch sensitive screen 

      

 

f) 3D real-time representation of 11 of 

Nantes districts in 1757 

g) Room projecting an artistic portrait 

of Nantes onto a semi-circular screen (3 

HD video projectors) 

h) Audio guides for two tours « works 

of art » and « château », with 

synchronised translation of the videos 

into 7 languages (including Breton and 

a translation for partially sighted 

people) 

i) Sign language Visio guide for people 

who are deaf or hard of hearing 

6 Evaluation 
- Demonstrated results 

Figures (2009) : 

›› 1,270,000 visitors to the Château 

courtyard and walls 

›› 192,000 visitors to the museum and 

exhibitions 

›› The most popular monument in the 

Pays de la Loire region in terms of 

paying visitors 

›› 12th position in the French museum 

rankings 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

A real plus factor for a visit. The 

technologies are effective means to 

strengthen the attractiveness of the 

Nantes museum of history.  It is 

however essential to ensure the 

effective maintenance of the equipment 

and to renew the programmes regularly 

by constantly carrying out 
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technological monitoring, in order to 

reach a balance between technological 

innovation and use by the general 

public. 

 

The following difficulties and successes 

have been encountered: 

›› Conservation team not familiar with 

the specific nature of multimedia 

writing 

›› Recruitment of assistance with 

multimedia project ownership right 

from the start of writing the tour 

through the museum 

›› Internal recruitment of a multimedia 

project manager to monitor production 

›› Numerous ergonomic tests 

›› Anticipation of breakdowns by 

acquiring replacement equipment, the 

employment of technical teams, 

entering into a maintenance contract  

›› Constant development of the museum 

by the creation of new innovative 

devices 

›› Costly maintenance 

›› The need to regularly renew the 

programmes and dissemination 

technologies 

 

8 Contact information Christophe Courtin 

manager of the new technologies sector  

+33(0)2 51 17 49 05  

christophe.courtin@chateau-nantes.fr   

9 Other information  www.chateau-nantes.fr   

 
 
 



 
 

 
 
 
 

           
 
 
 

 

8 

 

 
 
 
 
 Section Description 

1 Title of the Practice Leaping Stiles 

2 Location Powys, Wales, Great Britain 

3 Issue tackled by the practice Improve and enhance the quality of the 

tourism product available in Central 

Powys and the quality of life for 

residents.  

4 Objectives of the practice ››Create and promote a viable and 

sustainable circular trails tourism 

product. 

››Increase visitor awareness and visits 

to Powys. 

››Support the development of local 

walking trails maintained by local 

communities whilst marketing trails to 

both tourists and local people a like. 

The projects aim was to create 12 

localised community circular walks 

throughout Powys, based around small 

rural communities, providing locally 

the opportunity for quiet recreation for 

residents and visitors in areas otherwise 

not likely to be provided with such 

facilities.  Therefore the project 

promotes exercise, well-being and 

access to local countryside without the 

need to travel great distances.   

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

The pilot Leaping Stiles project was 

developed through the Tourism Growth 

Area initiative, which was jointly 



 
 

 
 
 
 

           
 
 
 

 

9 

 

- Legal framework 

- Time scale 

 

funded by Visit Wales and Powys 

County Council, incorporating the four 

towns of Builth Wells, Llandrindod 

Wells, Llanwrtyd Wells and Rhayader. 

The Tourism Growth Area project 

began in September 2003, finishing in 

March 2007, and utilised the principles 

of Integrated Quality Management to 

improve and enhance the quality of the 

tourism product available in Central 

Powys.  

During the Tourism Growth Area 

project, the Leaping Stiles walking 

website project was developed, 

focusing on the area‟s most natural and 

unique product – the beautiful, unspoilt 

landscape, and access to it. Working 

with Powys County Council‟s 

Countryside Services, the four central 

Powys towns selected a series of 35 

walking routes to provide visitors and 

local people with a high quality 

walking experience. All the routes have 

been graded to allow choice of 

difficulty, length and accessibility. All 

towns have at least one walk which is 

accessible to all. The project is web 

based and therefore, information is 

easily available, quick to maintain and 

regularly updated. Maps and route 

descriptions are available to download, 

reducing the need for walking leaflets. 

The maps were specially commissioned 

to ensure ease of use, clarity, accuracy 

and consistency. 

The Leaping Stiles Walking website 

can be considered as a resource for 

visitors, local communities and 
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individual residents. For keen local 

walkers it offers a chance to consider a 

range of routes outside of their 

immediate community in neighbouring 

areas, some of which are accessible 

using public transport. The range of 

walks listed on the website also 

suggests walks that are fully accessible 

for disabled users, the elderly or 

families with pushchairs, and walks that 

are dog friendly – all of which would 

be of interest to local residents as well 

as visitors.  

The project involves two aspects: the 

development of circular walking trails 

and the marketing the trails to potential 

visitors. The capital element of the 

project involves funding for the trail 

infrastructure development (stiles / 

gates etc.) with local community groups 

are used to develop the trails in their 

area. These often provide the labour 

free of charge. The marketing element 

of the project involves developing a 

new website for the new and old 

walking trails in Mid Wales. The new 

website provides details of the trails, 

maps and other useful information. The 

marketing element of the project also 

involves promoting the trails at shows, 

via social networks and through other 

channels. As well as promoting the 

trails, the marketing element has wider 

aims of raising awareness of Mid Wales 

/ Powys as a walking destination. 

 

6 Evaluation 
- Demonstrated results 

An evaluation of the project is currently 

underway and the results will be 
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published in December 2010. The 

evaluation will outline the projects 

achievement in both the development 

and marketing of trails. 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

The project is largely on plan and no 

major difficulties have been 

encountered. Some of the minor issues 

are: 

›› Internal Powys County Council 

Policies: Some obstacles had to be 

overcome, such as staff access to 

socials networks during work hours and 

procurement of web systems outside the 

Powys framework. These obstacles 

have been overcome. 

›› Website Development Timescales – 

Due to the ambitious nature of the 

project there has been some slippage of 

the roll out of the new website. 

Problems were twofold: 

›› Inadequate staff capacity to create the 

required content. 

›› The procurement of the new website 

(from private sector developers) took 

longer than scheduled and the 

implementation slipped from its agreed 

schedule. 

›› Successful development and 

marketing of new walking trails in 

Powys. 

›› Increasing the awareness of Mid-

Wales as a walking destination 

(difficult to measures) and increasing 

visits as a result. 

8 Contact information Samantha Bibb 

 

Powys County Council 

Unit 3 Autopalace 



 
 

 
 
 
 

           
 
 
 

 

12 

 

Five Ways 

Temple Street 

Llandrindod Wells 

LD1 5HU. 

 

Email: Samantha.bibb@powys.gov.uk  

Tel: +44 (0) 1597 82 6690 

9 Other information   

 
 
 Section Description 

1 Title of the Practice Estauaire Nantes<>Saint –Nazaire 

event 

 

2 Location Nantes and Saint-Nazaire, France 

3 Issue tackled by the practice Quality of the destination and quality of 

life for inhabitants 

 

 

 

 

 

4 Objectives of the practice The practice demonstrates how to use 

ICT tools in cultural events which aims 

to  a) promote and develop culture in 

the Nantes region, b) reinforce the 

identity and the cultural tourist 

attractiveness of the Nantes region and  

increase its international dimension, c) 

increase the access and to develop the 

river and river areas as attractive spaces 

for residents and tourists. 

The practice demonstrates innovation in 

the way ICT tools were fully integrated 

into the original idea of the event; a) as 
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an artistic expression (art form) b) to 

enhance the experience of art and 

culture and services to visitors, c) to 

promote the event. 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The project was originally initiated by 

the Centre of Research and Cultural 

Development (CRDC) in 2004.   

CRCD coordinates and is the 

responsible body for the event, in 

cooperation with a partnership 

consisting of both public and private 

bodies; local and regional authorities, 

intercommunity associations together 

with private partners from the financial, 

cultural and media sector.   

The first art production began in 2005 

but the full scale event was not 

launched until 2007.  The realisation of 

the project included the following 

phases and activities; a) pre studies 

(work of art & its implementation), b) 

production of art by artists and 

companies, 

c) preparation of the event 

(communication and dissemination, 

marketing and creation of packages)  

d) launch of the event, e) Maintenances 

6 Evaluation 

- Demonstrated results 

Figures for 2009 event, 723 000 visitors 

(+37% compared with 2007. 32% of 

the visitors came outside the Pays de la  

Loire region, 70% of the facilities 

offered where used by the visitors, 4 

692 + 1 471 i-phone downloads (May 

2009 and February 2010) 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 



 
 

 
 
 
 

           
 
 
 

 

14 

 

8 Contact information Astrid Gingembre 

Estuaire project Manager 

+33(0)251 82 15 14 

astrid.gingembre@lelieuunique.com 

9 Other information  Pending 

 
 
 
 
 
 Section Description 

1 Title of the Practice Chopin 2010 

2 Location Metropolitan Area - City of Warsaw, Mazovia 

Region, Poland 

3 Issue tackled by the 

practice 

Add value to the brand of Warsaw and bring 

economic benefits by attracting tourists to the City. 

4 Objectives of the practice The vision of the Mayor of Warsaw was to make 

Chopin a part of the citizens of Warsaw's identity 

and heritage. The initial objective of the City of 

Warsaw was to identify the best and most efficient 

way of coordinating elaboration of local, regional, 

national and international projects targeted at 

restoring the truth about Chopin's connection with 

the City of Warsaw. The key aim was also to find 

the best ways of implementing the projects, among 

others by using the potential of ICT solutions. 

An important goal was to raise the quality of the 

citizens of Warsaw's life by organizing a number of 

free events, as well as making permanent change in 

terms of investments and regeneration of certain 

areas. 

Another important objective was to find a way of 

getting through with Chopin's music to the most 

difficult target group - young people. 

Another key goal was to reach an international 
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audience, add value to the brand of Warsaw and 

bring economic benefits by attracting tourists to the 

city. 

A significant goal was to establish lasting working 

relationships among the members of the Committee 

Chopin 2010. 

5 Detailed description of the 

practice 

- Bodies involved in 

implementation 

- Process and content of the 

practice 

- Legal framework 

- Time scale 

 

In order to coordinate the development of local, 

regional, national and international projects targeted 

at restoring the truth about Chopin's connection with 

the city of Warsaw and implement specific 

objectives, the Mayor of Warsaw in 2008 set up the 

Committee Chopin 2010. Members of the 

Committee were chosen from the City of Warsaw 

departments such as Culture Department, City 

Development Department, Architecture Department 

as well as Public Spaces Management Department, 

Warsaw Tourism Office, Public Transport Authority 

of Warsaw, Warsaw Estrada Theatre. Many national 

organizations (National Institute of Frederic Chopin, 

Ministry of Culture and National Heritage, Mazovia 

Region) have been cooperating closely with the 

Committee throughout the life of the project. 

Regeneration of the Royal Route, where the 

Chopin's multimedia benches have been located was 

realized. Benches are positioned in the key points of 

the city related to Chopin's life in Warsaw. Tourists 

and citizens can listen to Chopin's music and 

download pictures and other marketing materials 

connected with Chopin via mobile phone. 

The Chopin 2010 Committee coordinated creation of 

the interactive Museum of Chopin, considered one 

of the most innovative museums in Europe. The 

emphasis is put on presenting Chopin‟s music in an 

innovative way as well as engaging with the visitor. 

It is possible to listen to the Chopin‟s letters, play 

interactive games, or listen to the music coming 

from the wardrobe.  
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To raise the quality of life for the inhabitants of 

Warsaw long-lasting infrastructural improvements 

of certain areas related to Chopin were implemented 

and a huge number of events and numerous free 

concerts were organised. 

Another important aim of the city of Warsaw was to 

find a way of arriving with Chopin's music to the 

most difficult target group - young people. In order 

to realise this objective ground-breaking forms of 

communication and innovative projects were 

implemented. Successful use of social media took 

place - Museum's Night Facebook page, where 

content related to Chopin was published achieved 

15.000 fans, an interactive, mp3 Warsaw guide was 

created.  Young artists were engaged in the 

preparation of murals. Also, various Chopin related 

educational initiatives took place in kindergartens 

and schools, such as competitions, games or trips. A 

number of accessible books and films were produced 

and distributed.  

Hip-hop singers and dancers - at Viva Comet awards 

concert - performed Chopin's music in an innovative 

way, Fashion Street project, where clothes featuring 

Chopin's images were exhibited took place. An 

interactive game Chopin's Warsaw targeted at young 

audience was created - (available on Chopin‟s 

website). Players takes part in a number of activities 

and learn about Chopin‟s life. An application for  

mobile phones and IPhone was produced. Those 

systems allow the users to find out about initiatives 

related to Chopin‟s year as well as about the 

composer himself. Photo codes were used in a 

number of projects. Those applications were 

available to download from the website, benches on 

the streets as well as from the Tourist Information 

Offices through Bluetooth. 

Another key objective was to reach an international 

audience in order to add value to the brand of 
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Warsaw and attract tourists to the city. This 

objective was realised by cooperating with a number 

of international partners such as embassies, 

consulates, foreign tourist organisations and many 

more. Also, many international events were 

organised and a number of gadgets related to Chopin 

were distributed. 

Letter inviting to engage with the Warsaw 2010 

Chopin's Year and download interactive Warsaw 

audio guide (translated into 8 languages) was sent to 

the organisations related to Chopin in a number of 

countries (e.g. France, Russia, China, UK and USA). 

 

 

2010 was the Year of Chopin, but the projects have 

been implemented throughout 2008, 2009 and 2010. 

The Committee Chopin 2010 formally operated 

from 22.10.2008 until 27.11.2009. Yet it continued 

its activities into 2010. It was set up by the President 

of Warsaw by a formal resolution.  

The budget amounted to about 8,000,000 Euro, 

although it is very difficult to estimate the total cost 

of the project as many institutions, NGO's and 

individuals from outside the City of Warsaw 

structure have joined the project and took part in it 

in the course of activities. 

6 Evaluation 
- Demonstrated results 

A strong working relationship was established 

among City of Warsaw departments and other 

institutions and organizations, such as National 

Institute of Fryderyk Chopin, Ministry of Culture 

and National Heritage, Mazovia Region, Sinfonia 

Varsovia and many more. The decisions related to 

Chopin 2010 was treated as a priority in all involved 

bodies, so that the decision process was faster. 

Establishment of this platform of cooperation not 

only made possible the successful implementation of 

the Chopin 2010 projects, but will also result in a 

better and more efficient teamwork in the future 
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following the exchange of information and 

establishment of strong network. The working 

relations and scheme of cooperation will last and be 

helpful in organizing other initiatives i.e. connected 

with EURO 2012 and pretending to the title of 

European Capital of Culture 2016. 

 

Following the competitions coordinated by the 

Committee Chopin 2010, NGO's and grassroots 

organisations managed to establish long-term, strong 

working relationships with the City of Warsaw 

Departments and vice-versa. Warsaw citizens were 

strongly engaged in the project. This will result in a 

stronger sense of belonging to the social community 

and better exchange of information between the 

citizens and the City of Warsaw laying thus grounds 

for a further close cooperation in the future. 

It has to be noted, however, that the Chopin 2010 

project has brought about important changes in other 

areas of people's life as well. In terms of long - 

lasting improvements to the life of the citizens - 

infrastructural improvements, refurbishments and 

renovations were introduced. 

The aim of the Mayor of Warsaw to bring back the 

truth about Chopin's connection with Warsaw and 

make it part of the Warsaw's identity and heritage, 

has been reached. Analysis conducted by the Centre 

for Social Communication of City of Warsaw shows 

that Varsovians started identifying their city with the 

great composer. From the research that had been 

conducted in November 2009 it came out that only 

8% of them considered that Chopin was most 

connected with Warsaw (70% pointed out that with 

Zelazowa Wola, where the composer was born) and 

20% knew that he spent his childhood and grew up 

in Warsaw. In December 2010, when the campaign 

was finishing, 13% (+5%) of Varsovians considered 

that Chopin was the most connected with Warsaw 
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and 33% (+13%) knew that he spent his childhood 

and grew up in Warsaw. Concerning the use of 

different tools and practices described above the 

results are as follows: 71% of Warsaw inhabitants 

have seen the multimedia benches; there were 

175.000 visitors in Museum of Chopin from April 

2010 to February 2011; 39% of Varsovians know 

the audio guide, over 158.000 was distributed in 6 

languages, it was downloaded from the city‟s 

website over 5.000 times; Chopin application for 

mobile phones was installed over 160.000 times; 

Film Chopin‟s Warsaw was delivered to over 30.000 

schools in Poland, and over 156.000 people have 

seen it on the Internet, additionally over 20.000 

copies were distributed on CDs; 

Visit Chopin in Warsaw had 4.500 openings on the 

website; in 2010 website dedicated to Chopin 

recorded over220.000 openings (in January 2011 

there were around12.000 openings per day!) 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

Following creation of the Committee Chopin 2010, 

difficulties, such as the time consuming bureaucratic 

procedures, were minimised. Thanks to the use of 

interactive ways of communication such as social 

media, games, innovative ways of presenting music 

and history, applications for mobile phones and 

many other it was possible to realize a number of 

specific goals at among the others arriving with the 

promotional message to the most difficult target 

groups such as the international audience and young 

people. 

One of the main difficulties was the time consuming 

bureaucratic procedures, but those were minimized 

thanks to the cooperation of different government 

bodies and partners. 

8 Contact information Barbara Sulkowska 

bsulkowska@um.warszawa.pl 

+ 48 22 656 61 05 

9 Other information  Website: www.chopin2010.um.warszawa.pl 
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Summary of Chopin‟s year in Warsaw (available 

only in 

Polish): 

http://chopin2010.um.warszawa.pl/sites/default/files/ 

Podsumowanie%20Chopin%20Warszawa.pdf 

 
 
 
 
 
 
 
 
 
 Section Description 

1 Title of the Practice Virtual walk around Warsaw Zoo 

2 Location City of Warsaw, Mazovia Region, Poland 

3 Issue tackled by the practice Increase attractiveness of the Zoo and attract 

more visitors by development of an ICT tool 

enabling virtual walk around Warsaw ZOO 

at any time, presenting in innovative way the 

offer and the beauty of zoological garden to 

different kinds of visitors 

 

4 Objectives of the practice The main objective of this practice is to 

present the zoological garden as a worth 

seeing tourist attraction not only for 

children, not only in summer season, to 

encourage people to visit it. 

 

5 Detailed description of the 

practice 

During reconstruction of Warsaw ZOO 

website an idea has raised to enlarge the 
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- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

offer. ZOO Directory cooperating with 

Elbit Co. implemented this enrichment. The 

Vice Director of ZOO came to idea to 

enhance visitors to come and see 

Warsaw Zoological Garden by presenting 

virtual trip, bearing in mind that in the near 

future lot of tourist will visit Warsaw 

because of EURO 2012 (ZOO is very close 

to the stadium, where matches will take 

place). Warsaw ZOO is a public entity 

subordinated to Sport and Recreation 

Department of City of Warsaw. It has own 

financial resources in the budget of City of 

Warsaw, but at the same time it cooperates 

with private sponsors and NGOs, which 

support development and functioning of 

zoological garden. 

The entities involved in a practice are: 

Warsaw ZOO (precisely Education 

Department), that provided the photos and as 

a base for creating a tool and thematic 

content, it is also responsible for updating 

information, Sport and Recreation 

Department of City of Warsaw that 

supervises the process, 

External experts - Elbit Co. and lajfo.tv that 

implemented technological framework for 

tool and take care of its well-functioning. 

Process and detailed content of the practice 

An access to Virtual walk around Warsaw 

ZOO is available on ZOO website. Virtual 

walk constructed on the basis of panoramic 

photos made by ZOO employees offers an 

interactive trip around ZOO interior and 

exterior areas and enables to see the animals 

while their daily activities (i.e. a giraffe 

looks straight into the user‟s eyes chewing 

its meal). User can watch the area 360° 
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around and bring the scene closer or further. 

The navigation is very clear, during the 

whole trip user looks at the map and is 

leaded by animal paws that indicate where to 

go next, there is also a possibility of 

choosing the scene with the animals he/she 

likes and visit ZOO according to self-set 

order. Some scenes additionally have access 

to photos that show details that are not 

clearly seen (i.e. user can see a concrete 

species of birds or insects while visiting 

scenes connected). In each scene user can 

get some information about animals. During 

the whole trip he/she is accompanied by the 

natural sounds of nature. 

Moreover the ZOO website gives also an 

opportunity to observe live and online 

gorillas' and chimpanzees' rooms, as well as 

giraffes, pictures are transmitted directly 

from cameras placed in their premises. In 

future Warsaw ZOO is going to install 

cameras in other animals‟ pavilions and 

maintenance the practice. Warsaw ZOO is 

also planning to show the underwater life of 

sharks‟ aquarium. It is about to implement a 

very modern information technique. In a few 

weeks a visitors will be able to scan a special 

code via his or her mobile phone and then 

learn more about specific animals (reptiles 

for the beginning). This framework will be 

worked out by United R&D Polska. 

The development of ICT solution in ZOO 

will be financed by the Foundation Panda 

that supports ZOO in many ways. The 

bodies responsible for it are: Elbid Co., 

Panda Foundation and Warsaw ZOO. ZOO 

promotes its offer and creates a group of its 

sympathizers also by using social media – on 
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the Facebook user can find a profile of the 

most interesting animals like gorillas, 

chimpanzees, giraffes and fallow their 

growth. 

The development of ZOO offer and services 

has its basis in the “Warsaw Development 

Strategy until 2020”. One of the stated 

objectives is to make right-bank Warsaw and 

its natural value the tourism attraction of a 

city (Warsaw is a phenomenon on a global 

scale if it comes to preservation of natural 

heritage and wildlife in a city centre). As a 

ZOO is situated just nearby the Vistula river, 

it is one of the main attractions on a tourism 

map of right-bank Warsaw. 

6 Evaluation 

- Demonstrated results 

Evaluation is indeed very positive. A lot of 

people enjoy the ZOO website and virtual 

walk as well as Facebook profiles (general 

ZOO‟s profile gathered more than 3000 

sympathizers during the first 6 months of its 

functioning). 

Warsaw ZOO is the only Polish ZOO that 

has not experienced decline of the number of 

visitors during last two years, and the 

website as well as other virtual practices 

have a lot to do with it. In 2010 Warsaw 

ZOO was visited by bumper number of 

people – 700.000! Since the virtual walk was 

Implemented Warsaw ZOO‟s website was 

visited more frequently, especially by the 

foreigners.. There were 86 

043 visitors on ZOO website and 358 460 

hits including virtual trip only in November 

2010 (visitors from: Poland 82356, Germany 

518, US 422, UK 406, Lithuania 208, Czech 

Republic 148, Netherlands 145, France 145, 

Sweden104, Not set 333). 

It has been proved (more English 
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guidebooks were sold) that Warsaw ZOO 

was visited more frequently, especially by 

people coming from abroad. We estimate 

1% increase of ZOO visitors. The very clear 

maps and description of ZOO attractions, 

like a lot of endangered species, reach 

education offer make this place very 

interesting. Warsaw ZOO wants to be 

interesting place not only in summer time 

but also in autumn and winter. 

Important success factors are: short distance 

and good public transport connections with 

the city centre (only 5 minutes by tram from 

Old Town), high attractiveness and quality 

of ZOO offer comparable to the leading 

European zoological gardens 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

At the moment ZOO has insufficient 

financial resources to 

enrich a website and its content with full 

English version. 

There are also some technical difficulties 

with installing WiFi 

net on the ZOO area.  

 

8 Contact information Ewa Ziółkowska – ZOO Education Unit 

e-mail: dydaktyk@zoo.waw.pl 

phone: +48 22 619 40 41 

fax: +48 22 619 58 98 

9 Other information  Website: www.zoo.waw.pl 

Facebook: 

http://www.facebook.com/WarszawskieZOO 

Facebook - profiles of animals: 

2 Gorillas: M‟tonge and Azizi, 

7 Chimps: Szymek, Hana, Manydy, Lucy, 

Lisa, Zarno, Judy 

Giraffe named Lokatka 
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 Section Description 

1 Title of the Practice onlyWarsaw 

2 Location City of Warsaw 

3 Issue tackled by the practice An Internet video guide to Warsaw 

4 Objectives of the practice ››To promote Warsaw internationally 

››To build the positive international 

image of Warsaw 

››To cover the lack of information 

about Warsaw in English 

››To use the most persuasive and 

effective means of promotion such as 

short videos 

››To show attractiveness of Warsaw in 

an extraordinary way 

››To use the potential of successful 

websites such as YouTube.com and 

Facebook.com 

››To create an innovative website that 

no other cities have 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Experiences and information gathered 

by young Polish travellers from tourists 

visiting Warsaw 

 

Premiere: February 28th, 2010; 

duration unlimited 

Informal group of travellers;  

Entering into cooperation in a field of 

promotion and dissemination with 

Warsaw Tourist Office and Warsaw 

Convention Bureau (City of Warsaw) 

Filming Warsaw‟s attractions both 

mainstream and off-the beaten-track; 

Films produced in 5 different 
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categories: highlights, fun, food, people 

and events in order to present the 

diversity of Warsaw. 

 

Presenting Warsaw through interesting 

visual tools (self-made videos) rather 

than boring, long articles; 

Videos distributed not only on the 

website but also on YouTube - 

availability without any costs for 

everybody in the Internet; 

Provision of free, attractive Internet 

content concerning Warsaw. 

6 Evaluation 

- Demonstrated results 

The premiere and development of the 

project attracted great interest of mass 

media. The authors received a very 

positive feedback, which only further 

confirms how much such promotion of 

Warsaw is needed: 

(http://onlywarsaw.com/press/).  

Despite almost a complete lack of funds 

for promotion an average movie is 

watched almost 1000 times.  

The authors collected a small budget 

from their funds and from Facebook 

commercials. Spending just 1 Euro 

daily they managed to make the fan-

page grow 100% in two months. 

 

 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

International popularity of Warsaw is 

rapidly growing. However, Warsaw 

needs more effective means of 

promotion and information in order to 

face international standards and 

improve its image abroad. It is desirable 

to present Warsaw in many different 

ways, from various points of view, 
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using numerous tools and means to 

come up to the expectations and needs 

of different groups of visitors and 

tourists . Next to an official, traditional 

image of Warsaw that is mostly created 

by city administration, there is also a 

need to present Warsaw‟s everyday life, 

atmosphere, people and less popular but 

also interesting places and attractions.  

 

There is a demand for information 

about Warsaw in English in the Internet 

but there is a lack of video guides in the 

Internet. Growing popularity of 

Warsaw among foreigners in 

connection to Euro 2012 and other 

international events taking place in our 

city. 

 

Problems due to lack of funds for new 

productions and several local 

institutions refused to finance 

OnlyWarsaw.com despite of very 

positive public and mass-media 

reception. At the moment the video 

guide is entirely based on the work of 

volunteers, which severely limits 

production capacity. 

8 Contact information Krzysztof Pacuła  

contact@onlywarsaw.com 

+48 882 99 99 66 

 

9 Other information  Website: www.onlywarsaw.com 

 
 
 
 



 
 

 
 
 
 

           
 
 
 

 

28 

 

 Section Description 

1 Title of the Practice Powys Connected 

2 Location Powys, Wales, Great Britain 

3 Issue tackled by the practice Increase tourism SMEs competitiveness 

and profitability which in turn will create 

and safeguard jobs in the region. 

4 Objectives of the practice ››Provide High Quality ICT / E-

marketing Advice to SMEs 

››Support / Incentivising Investment in 

ICT by SMEs 

››Raise Awareness of the Advantages of 

ICT Development 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The project was born out of other ICT 

advice projects that Economic 

Development department successful 

delivered on a contracted basis from the 

regional government (The Welsh 

Assembly Government). The project also 

recognised that not only do SMEs need 

advice to implement ICT projects, they 

also needed help with the initial 

investment in new technology. The 

Powys County Council Tourism Section 

had plans to introduce a grant scheme for 

tourism SMEs, therefore the projects 

merged and a holistic ICT Advice and 

Grant Scheme was developed. 

Powys Connections will be operational 

from September 2008 – February 2011. 

The activity of the project may continue 

beyond these dates subject to successful 

funding applications. 

The project is delivered by Powys 

County Council Economic Regeneration 

Services. It is strategically managed by 

Powys Regeneration Partnership and a 
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steering group with membership from 

Powys County Council Members and 

private / voluntary sector representatives.  

is possible due to Rural Development 

Plan for Wales funds, with contributions 

from Powys County Council, Welsh 

Assembly Government and the European 

Fund for Rural Development. 

 

Best practice 1 – Providing High Quality 

ICT / E-marketing Advice to SMEs 

›› Research demonstrated that SME‟s in 

Wales have difficulty in identifying and 

procuring effective ICT that will 

contribute to their growth. The Powys 

Connections was developed to include 

ICT advice to overcome this. 

›› The project offers SME‟s two days 

support (free of charge to businesses) 

from a qualified advisor. The advice 

takes the format of an ICT Review 

meeting where the advisor will work 

with the SME to identify their aims, use 

of ICT and their ideas for development. 

The advisor then undertakes research 

and prepares a detailed, custom ICT 

report highlighting how the business can 

adopt more advanced ICT in their 

business. Follow-up support / advice is 

also provided to support the SME to 

implement their project. 

 

›› The methodology of advice / support 

has been developed over several years 

throughout previous projects. The 

methodology ensures that the advice 

meets SMEs‟ needs and provides a high 

quality service with the resource that is 
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available. Advisors are fully trained have 

achieved the Technology Means 

Business Accreditation. 

 

Best Practice 2 – Supporting / 

Incentivising Investment in ICT by 

SME‟s 

›› Research undertaken by a previous 

project (Opportunity Wales) indicated 

that there was a need to support and 

incentivise investment in ICT. The 

substantial cost and the lack of 

experience meant that Powys SMEs 

were reluctant to invest in technology 

without other support. 

›› Grant funding was made available for 

SMEs to invest in appropriate advanced 

ICT / e-marketing. Basic websites and 

computer equipment is not eligible for 

funding. 

›› Projects are assessed by an 

independent grant panel. Grants are 

awarded competitively according to the 

viability of the project and the SME. 

 

Best Practice 3 – Raising Awareness of 

the Advantages of ICT Development  

›› Breaking down the barriers of 

adoption to all SMEs with all skill levels 

was important for the project to succeed. 

It was therefore important that the 

project communicates to SME‟s via 

several mediums. 

›› The project communicates with SMEs 

in several ways including: through 

partner organisations, promotional 

materials (such as leaflets), the project 

website and email marketing. 
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›› In addition to this, the project operates 

a number of „awareness raising‟ events 

throughout the county, where an 

experienced trainer is brought in to 

discuss one area of ICT. This provides 

SMEs ideas about what they could 

implement in their business and inspires 

SMEs to undertake ICT developments / 

to enrol on the project.  

The project is delivered in accordance 

with Powys County Council policies and 

procedures.  

 

Other frameworks relevant to the project 

include: 

›› The partnership agreement between 

the Powys Regeneration Partnership and 

Powys County Council (Lead Body 

Agreement). 

›› The Welsh Assembly Government 

Rural Development Plan and European 

Fund for Rural Development‟s Funding 

Frameworks. 

 

 

6 Evaluation 

- Demonstrated results 

›› 250 SMEs have received and ICT 

Review (37 tourism SMEs) 

›› Over 200 SMEs have attended an ICT 

awareness raising event 

›› 80+ SMEs have received grant 

funding towards an ICT investment (29 

tourism SMEs)  

 

Further evaluation is under way to 

measure the job creation and other wider 

benefits of the project. 

 

7 Lessons learnt ›› Insufficient resource / scale – The 
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- Success factors 

- Difficulties encountered 

- Recommendations 

project has a budget of over €500,000 

however due to the multiple deliverables 

there was limited human resource to 

further innovate from past projects. 

Working in cooperation / collaboration 

with other regions may have alleviated 

some of the issues through economies of 

scales.  

›› Eligibility – Some sectors, such as 

accommodation providers could not be 

supported by the project due to Rural 

Development Plan / European Fund for 

Rural Development rules. 

›› Appropriate Skills Advisors – It was 

difficult to recruit or contract advisors 

for the advice aspect of the project with 

the current budget. 

Adoption of ICT by SME‟s 

›› Strengthened local businesses / 

economy as the result of effective 

investment. 

›› Increased skills and confidence to 

undertake ICT developments / 

investments in the SME community 

8 Contact information Cathy Boore 

Economic Regeneration Officer 

Automobile Palace, 

Temple Street, 

Llandrindod Wells, 

Powys 

LD1 5HU 

 

Email: Cathy.Boore@powys.gov.uk  

Tel: +44 (0) 1597 82 6693 

9 Other information  http://www.powysprp.org.uk/en/funding-

programmes/rural-development-

plan/powys-connections.php 
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3. GOOD PRACTICES ON TRAVEL PREPARATION 

 
 Section Description 

1 Title of the Practice Guide of Crete 

2 Location Crete, Greece 

3 Issue tackled by the practice Economic development and quality of 

life 

4 Objectives of the practice The main objective of the initiative is to 

contribute toward the promotion of the 

historical and cultural physiognomy of 

the Region of Crete as well as in tourist 

growth. 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The involved bodies were:  The region 

of Crete, the Heraklion Chamber of 

Commerce and the municipalities of the 

Region provided the data.  

The project was implemented by the 

Department of Information and 

Documentation, the Heraklion Chamber 

of Commerce and the municipalities of 

Iraklio and Lassithi.  

 

The guide covers a wide range of 

information useful for visitors and 

residents, such as political map, types 

of tourism, administration, transport 

facilities, accommodations, history, 

religion and economy (agriculture, 

industry, financial services and support, 

commerce, climate, waters, flora and 
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fauna.  

 

The project was financed by ERDF 

fund and national funds.  

 

6 Evaluation 

- Demonstrated results 

Pending 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

The main difficulty is the lack of up to 

date information about the 

municipalities and other information 

providers and the lack of cooperation 

between public bodies.  

8 Contact information www.crete-region.gr 

9 Other information   

 
 
 Section Description 

1 Title of the Practice My airport – Official application of the 

Airport of Paris 

2 Location Paris, France 

3 Issue tackled by the practice Flight information and airport services 

guide 

4 Objectives of the practice Provide an excellent guide with 

complete info, and real time schedules 

on flight or general services in the 

airports of Paris (C. Degaulle and Orly) 

 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Arrival and Departures times updated in 

real-time, general services information 

(Parkins, ER, air companies, Wi-Fi 

areas etc. GPS positioning and guiding 

through the airports 

 

6 Evaluation 
- Demonstrated results 

Pending 

http://www.crete-region.gr/
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7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 

8 Contact information http://www.aeroportsdeparis.fr/ADP/fr-

FR/Passagers/Actualites/Groupe-

Aeroports-de-paris/my-airport-classee-

au-top.htm?wysistatpr=ads_moteur-

synomia_fr 

 

 
 
 Section Description 

1 Title of the Practice Agritourism in the Province of Rome 

2 Location Province of Rome, Italy 

3 Issue tackled by the practice Increased competiveness among rural 

tourism SMEs 

4 Objectives of the practice The main objective is to offer visitors and 

tourists a complete and useful web-site 

platform for information and destination 

selection. 

As a sub objective the portal fosters 

agritourism operators to participate to e-

tourism and e-commerce 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

A web portal realised by Province of Rome 

dedicated to promote agritourism.  

The web platform gives tourists the 

possibility to choose the destination 

according to several factors and 

characteristics (localisation, facilities, prices 

etc.).  

The platform is a complete guide to 

farmhouses accommodation, villas 

apartments in farmhouse and country inns in 

Province of Rome. The tourist can look for 
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accommodation by searching in all the 

towns of Province of Rome. A rich database 

shows each farm with photo, detailed 

information, map and up-to-date prices. 

Besides visitors can find events and much 

information tackled with local food and 

wine. 

6 Evaluation 

- Demonstrated results 

Pending 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

The experience is evaluated as very 

interesting and positive, since it spread the 

number of possible users to a much higher 

figure compared to what was reached 

through paper brochure and information 

products.  Furthermore, since the system 

allows operators to introduce and to modify 

each field in the list and to submit info on 

events and cultural initiatives, Province of 

Rome can keep up to date information at a 

lower cost than before. The platform was 

also a chance to raise awareness about ICT 

opportunities: an implementation of this info 

system on GPS navigator systems is in 

progress. The online guides are more easily 

updated and cost less, furthermore they 

creates new online target of users 

 

8 Contact information http://www.provincia.rm.it/agriturismoroma/ 

9 Other information   
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 Section Description 

1 Title of the Practice Camino dos Satelites - Satellites Road 

2 Location Galicia, Spain 

3 Issue tackled by the practice Increase quality of life for disabled 

people.  

 

 “Camiño dos Satélites”, is an action to 

facilitate access to the Road to Saint 

James for  disabled  people  by  means  

of  social  and  technological  support:  

monitoring pilgrims  using  GPS  and  

GPRS,  drafting  reports  on  

accessibility  and  publishing audio 

guides. 

4 Objectives of the practice ›› Actions to make accessible the Way 

of St. James to all persons having any 

type of disability or functional 

diversity. 

›› Encourage and promote participation 

in this route for reasons of personal 

growth, spiritual, cultural and/or sports.  

››  Declaration:“The technology make 

us equal” 

›› Turning technology into a tool  to 

give us equal opportunities 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Implementing bodies; Xacobeo, 

Secretariat General for Technological 

Modernisation and Innovation, 

Secretariat General of Family and 

Welfare. 

This project follows four main lines  

› Path outlined in GPS (Satellite Road): 

Support for people with vision 

problems or    anyone who wants to 

leverage this technology. 
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›› Monitoring of the participants for 

GPS-GPRS. 

››  Audio-visual Communication of the 

road: Documentary: The road with 

Serafín Zubiry. 

››  Web 2.0 blog7guides: Walker‟s Blog 

on the Internet. Help guides the pilgrim.  

 

The Way of St. James is a path of 

integration and inclusion through ICT.  

The way of St. James is accessible 

through ICT. The Way of St. James 

spread values of solidarity and human 

value. This project is useful for finding 

missing persons. People, who follow 

the path in virtual mode, can know 

where their “favourite pilgrims” and the 

whole pilgrimage group is at any time. 

 

Some technologies used are: 

›› Provide public information in areas 

relevant to the citizens of Bucharest, 

people in transit, and tourists; 

›› GPS: relationed technologies, 

pedestrian navigation equipment, etc. 

›› Electronic Equipment for Guideline: 

compasses, etc.  

 ›› Alternative Energy: solar panels, 

ecological green chargers, etc.  

›› Mobile Communications: PTT to 

contact pilgrims, last generation 

walkies for organizating, mobile web 

for information, etc.  

 ›› Technology support in mobility: 

walkers, chairs, canes, etc. 

›› Technology and sport: Pedometers, 

odometer, measuring instruments, 

footwear with technology, microfiber 
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clothes, etc. 

›› Signs and information: TAGS RFID 

and others, QR and other visual codes, 

etc. 

6 Evaluation 
- Demonstrated results 

Pending 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 

8 Contact information  www.caminodossatelites.org 

 

9 Other information   

 
 Section Description 

1 Title of the Practice RURALGEST 

2 Location Galicia, Spain 

3 Issue tackled by the practice Increased competiveness and 

profitability among rural SMEs 

4 Objectives of the practice Improve national and international 

marketing of rural tourism 

accommodations through implementing 

a booking system on internet. 

 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The secretariat of tourism in Galicia 

(Turgalicia) is the responsible body for 

promoting tourism in Galicia and is the 

responsible partner for the 

implementation of RURALGEST.  

There are about 600 rural tourism 

establishments in Galicia. The majority 

are members in one of the 25 regional 

tourism partnerships in Galicia. But the 

importance of the Galician federation of 

rural tourism- Fegatur is stressed.  



 
 

 
 
 
 

           
 
 
 

 

40 

 

 

Until 2009 reservations where made by 

six operators in a call centre, but 

Turgalicia decided to professionalise 

the sector and implemented an on-line 

marketing and booking system in 2010. 

The platform and its software tools can 

operate in seven languages.  

 

The platform is a multiplatform and can 

offer stakeholders and partners 

independent substations.  

 

Networks where established involving 

rural tourism SMEs and other 

stakeholders in the tourism sector, 

providing training and support. 

 

 

 

6 Evaluation 
- Demonstrated results 

Increased number of establishment on 

the website from 100 to 300 during the 

first month 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

Use a platform that already exists and 

operates in the market. 

Chose a multi-platform (you can use 

different inputs) 

Good communication with the owners 

of rural tourism establishments is 

needed.  

 

8 Contact information cir.turgalicia@xunta.es 

9 Other information  www.turgalicia.es 

 
 
 

mailto:cir.turgalicia@xunta.es
http://www.turgalicia.es/
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 Section Description 

1 Title of the Practice Booking system for rural tourism SMEs 

2 Location Region West Sweden 

RegionVästra Götaland 

3 Issue tackled by the practice Enhance competitiveness and economic 

development in rural tourism by 

training SMEs in ICT and make them 

visible on a regional booking system.  

 

4 Objectives of the practice Visit, educate and support 200 rural 

tourism SME to join the regional 

booking system.  

 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Two year project. Co- financed by 

Rural development fund and West 

Sweden Region.  

  

West Sweden Tourism Board initiated 

and implemented the project. The 

project had a close dialogue with SME 

during the project period.  

 

The project aims make rural tourism 

SME visible and increase their sales 

through the virtual Tourism Office and 

that they will be available for new 

customers.  

 

This means product development based 

on increased knowledge about the 

demand, accessibility and direct market 
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communication. Feedback direct 

connected to the sale moment is today 

vital for the destinations possibility to 

access the global tourism.  

 

The target group has been hotel, 

hostels, bed and breakfast, in areas with 

less than 20 000 inhabitants.  

 

All identified SME were contacted in 

order to analyse their status regarding 

business system and computer skills. 

Findings where that many had 

surprisingly traditional business system, 

many still used telephone booking. So 

the project had to work very hands on- 

training the SME to implement the 

booking system and become more 

professional. 

( open hours, how many rooms, prices, 

services offered, etc)  

 

A positive side effect from the project 

is that the tourist boards have now 

access to more and precise statistic.  

 

6 Evaluation 
- Demonstrated results 

242 SMS have joined the booking 

system in 40 municipalities. 

Number of bookings and Guest nights 

2008 2 088    8 575 

2009 3 638   15 020 

Value 10, 7 Million SEK 

 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

The ICT literacy is still low among 

rural tourism entrepreneurs. Support is 

needed in order to get them on the 

Internet.  
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8 Contact information www.vastsverige.com 

9 Other information   

 
 

4. GOOD PRACTICES ON DESTINATION MONITORING 
AND MANAGEMENT 

 Section Description 

1 Title of the Practice SITur - Tourism information system 

2 Location Milan metropolitan area and its surroundings, 

such as the lakes, mountains, historical town. 

3 Issue tackled by the practice  

The project is transversal and includes all 

three categories. In fact SITur is the tool that 

allows Milan City Council to develop a 

policy in support of the seasonal adjustment 

of events in the city and in its surroundings, 

contributing to provide support services to 

operators, together with coordination and 

guidance tools. The information system also 

consents programming and coordination of 

events organised both by the administration's 

own structures and by external bodies and/or 

partners, also promoting, by means of the 

portal, all the services and activities that 

attract tourist flows, events included. 

 

In 2007 Milan City Council started working 

on the development of a tourism information 

system. 

The SITur project is one of the 

administration's strategic goals also in 

preparation for the Expo, which pursues two 

aims: 

• The management of events and the 

http://www.vastsverige.com/
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coordination of the public and private sector 

bodies involved in said events. 

• the promotion and communication of 

events organised and held in Milan 

From an operational point of view, the 

development of SITur has required the 

implementation of two distinct but integrated 

application tools: 

1. The Georeferenced Event Calendar 

(GEC) is aimed at supporting the 

administration during the entire programming 

cycle for events held within its territory (back 

office application). The GEC is configured as 

a DSS (Decisional Support System) as it 

allows rapid decision making (efficiency) 

based on reliable data (reliability and 

effectiveness). 

2. The Tourism Portal (New Portal of 

Tourism) is aimed at the international 

promotion and communication of Milan‟s 

points of excellence. It contains both tourist 

information and georeferenced content on the 

different resources for tourist (museums, 

operas, events, information provided by the 

GEC). 

 

 

4 Objectives of the practice The project‟s goal was to create an integrated 

territorial tool to provide support to all the 

bodies and processes operating in the event 

programming sector aimed at making it 

possible for decision makers to arrive at 

complex choices (by means of the GEC), 

promoting the territory (by means of the 

NPT) as a system both for their own city 

users and for potential incomers. 

The overall management of the project refers 

to the “Deliver©” (Capgemini) methodology 



 
 

 
 
 
 

           
 
 
 

 

45 

 

employed world wide, within which the 

Project Management methodology is defined 

(UPM:Unified Project Management). 

5 Detailed description of the 

practice 
- Bodies involved in 

implementation 

- Process and content  

  of the practice 

- Legal framework 

- Time scale 

 

The project was originated by the need to 

develop and integrate pre-existing systems 

that did not communicate among each other 

and with other systems, at the same time 

widening their operational range. 

B-timescale 

•Autumn-winter 2007 – tender, assignment 

and start-up of the SITur project 

•February 2008 – Prototype NPT presented at 

the BIT International Tourism Exchange 

•November 2008 – Prototype GEC temporary 

tool for content editing 

•April 2009 – The Tourism Information 

System (CGE and NPT) is tested  

•December 2009 – NPT is put online 

•February 2010 – official launch of the Portal 

at the BIT and first release of widgets and of 

the "Milan events" application (pc, linux, 

Mac, iOS) 

 

SITur has acted pervasively on the 

organisational and promotional processes of 

Milan and of its partners, succeeding in 

amalgamating them and improving the 

management of tourism, both internal and 

external, from a systematic point of view. 

 

 

The System is formed by several bodies: the 

municipal administration, other Public 

Bodies and Institutions (e.g. The Milan Trade 

Fair, the Assolombarda entrepreneurial 

association, the Unione Commercio 

Commerce Confederation, the Chamber of 

Commerce). Also included are categories 
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such professional organisers, operating in 

particular in the events and entertainment 

sector, but also a considerable number of 

minor event organisers spread out over the 

territory and in the hinterland (e.g. 

associations, foundations, cultural and 

recreational circles, etc.). The logic-

conceptual model at the base of the system is 

of the “federated” type, that assigns the 

responsibility of the data and of the 

information to those responsible for 

managing it and establishes a central unit for 

the sole purpose of supporting and 

coordinating the System. 

 

 

The Tourism Information System project 

respects the sector‟s regulations and 

guidelines concerning tourism issued by the 

Lombardy Region 

 

 

6 Evaluation 
- Demonstrated results 

From the experience gained it emerges that 

the correct application of new technologies in 

the fields of management and tourism, can 

become “success stories” if all the bodies that 

take part in the process itself are involved. 

 

Two different types of difficulties were 

mainly encountered: 

•at organisational level due to the complexity 

of the “event organisation" process within the 

area of Milan City Council, and due to 

overlapping responsibilities (internal 

customers). 

•of IT character, mainly due to the 

complexity in managing the integrations 

coming by/for third party systems 
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7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

From the experience gained it emerges that 

the correct application of new technologies in 

the fields of management and tourism, can 

become “success stories” if all the bodies that 

take part in the process itself are involved. 

8 Contact information  Matteo Conti 

Manager of the Transversal Project 

Coordination Service 

of the Central Department for Tourism, 

Territorial Marketing and Identity of the 

Milan City Council 

Via Dogana, 2 – stair D – 3rd floor 

20121 MILANO (I) 

Tel. +39-02.884.68396 

Fax + 39-02.884.67818 

matteo.conti@comune.milano.it 

9 Other information  GEC - https://cge.comune.milano.it 

NPT – http://turismo.milano.it 

Other information 

The Tourism Information System was a 

finalist of the "ICT Innovation Award 2010" 

promoted by the SMAU trade fair. SITur and 

the GEC application have also been 

presented during a dedicated training 

workshop organised within the event. 

http://www.smau.it/milano10/schedules/situr-

quando-linnovazione-diventa-sistema-

territoriale/ 
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 Section Description 

1 Title of the Practice Centre of Expertise 

2 Location Finland 

3 Issue tackled by the practice Competitiveness through innovation in 

Tourism and Experience management. 

4 Objectives of the practice The aim of the programme is to establish 

cutting edge innovations, products, services, 

businesses and jobs. Additional the 

programme aims at boosting the 

attractiveness of regional innovation 

environments in order to convince 

internationally active companies, investors 

and experts of their potential 

5 Detailed description of the 

practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The Centre of Expertise Programme OSKE 

is a fixed-term governmental programme 

which targets measures at national level at 

important areas of priority. The programme 

relies on the use of high level - in global 

terms - regional expertise and supports 

interregional specialisation and the division 

of responsibilities in order to create 

competitive centres of excellence. The 

Centre of Expertise Programme began in 

1994, and its aim from the start has been to 

build networks of cooperation between 

companies, research and public actors. It 

would not have been possible to launch the 

new cluster programme based on cooperation 

between regional centres of excellence 

without viable regional networks. The 

clusters of excellence make it possible to 

utilise scattered national resources 

effectively. At the same time they 

successfully pave the way for regional 

research and business. Resources for the 

innovation programme are provided by the 
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Ministry of Employment and Economy 

together with regional partners 

compromising municipalities and regional 

councils 

 

For the period 2007-2013, thirteen nationally 

important clusters of expertise with good 

growth potential were accepted into the 

programme by means of a two-stage 

competition. At the same time, 21 centres of 

excellence from different areas were 

approved for these clusters of excellence 

 

Tourism and Experience Management is one 

of 13 Cluster of Expertise chosen for 

national Centre of Expertise Programme 

(OSKE). The programme concentrates on 

exploiting international and national to fully 

utilise the tourism potential and strength  in 

different regions. 

 

Tourism and Experience Management 

Cluster Programme is operated by five 

Centres of Expertise, focusing on 

complementary fields of expertise, One of 

the principal objectives is to nationally 

intensify the transfer of knowledge between 

regions and research centres in Finland 

Tourism and Experience Management 

Cluster Programme is operated by five 

Centres of Expertise, focusing on 

complementary fields of expertise, One of 

the principal objectives is to nationally 

intensify the transfer of knowledge between 

regions and research centres in Finland 

Tourism industry is today globally defined in 

the wider context of the experience 

economy. Tourism and Experience 
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Management Competence Cluster is 

especially interested in innovations which 

interlink experience management, electronic 

business and service design. These are the 

key areas of  research and development 

activities, which provide new methodologies 

for the renewal of business models and the 

generation of new branch-breaking service 

innovations 

 

 

A holistic multi-sector approach is a key for 

successful experience product development. 

The best innovations are created by 

exploiting creative potential and breaking the 

boundaries between industries.  

 

The centre of expertise offers following 4 

themes and activities:  

a) Future foresight-with the aim to  

Evaluate the present state of the sector 

- Chart the needs and expectations fo 

the key stakeholders 

- Define both national and regional 

visions as guidelines for national and 

regional development projects 

- Network the various stakeholders 

needed for developing and delivering the 

new, innovative products and services in a 

customer-oriented way 

- Define the method for 

implementation and follow-up the chosen 

vision 

 

b)  Experience Management theme wich 

offers new knowledge on how to exploit the 

experience economy in the tourism business. 

That is Innovation services for experience 
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design, Experience expert training, New 

tools to collect and analyse customer 

information to support product development.  

 

b) eTourism theme offers advice on and 

access to Finnish business networks, 

International benchmarkeing an netforking 

opportunities, Internet visibility campaign 

tools and manual, Internet social media do-it-

yourselfguide, Networking opportunities for 

tourism and ICT companies alike. 

c) Service Design is an approach to 

create services based on the customer point 

of view and will offer tools for identifying 

new business possibilities and customer 

needs, concept planning, development of 

services and services strategies, Cost-

effective concept testing. 

6 Evaluation 
- Demonstrated results 

19 000 SMEs, 3 600 large enterprises, 4 500 

research and education institutes and 7 900 

other organisations. 360 new companies and 

3 000 new jobs. 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

The Centre of Expertise Programme has 

significantly improved innovation activity in 

the regions and has resulted in deeper level 

of cooperation between companies and 

research institutes. Utilisation of research 

and innovation resources more efficient by 

eliminating overlaps. 

8 Contact information www.oske.net 

 

http://www.oske.net/en/competence_clusters/ 

 

9 Other information   
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 Section Description 

1 Title of the Practice //venice>connected 

2 Location City of Venice, Italy 

3 Issue tackled by the 

practice 

//venice>connected is an integrated platform for tourism 

flows management and it offers the tourists the chance 

to book and buy on line the different services available 

in Venice with discounts and benefits. 

4 Objectives of the 

practice 

//venice>connected is an initiative by the City of Venice 

for helping visitors to reserve the services they are 

interested in, and to help the City to organize services 

according to the actual number of visitors expected. 

5 Detailed description of 

the practice 

- Bodies involved in 

implementation 

- Process and content of 

the practice 

- Legal framework 

- Time scale 

 

The City of Venice welcomes millions of tourists every 

year (20 millions according to a recent esteem); as a 

consequence, in some periods and in some parts of the 

old city, the number of visitors reaches a level next to 

the unsustainable one; the //venice>connected project 

aims at offering a better approach to the city and higher 

quality services. 

The implementation of //venice>connected involves the 

Local Administration of Venice, ACTV Spa - the local 

public transport company, ASM Spa - the limited 

company of the City Administration which is involved 

in mobility services, the Foundation of the Venetian 

Civic Museums, the Municipal Casinò of Venice, Venis 

Spa - the limited company of the City Administration 

which is involved in the deployment, the development 

and the technical management of the ICT network 

system and COSES - Consortium for Research and 

Educational Training - the research study center for the 

City and Province of Venice which conducts research 

studies and manages projects on the issues of sustainable 

development and on tourism system as urban 

development support. 

Through //venice>connected, the City of Venice offers 

the chance to book and buy the different services 

provided by the subjects involved in the project - such as 
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public transport tickets, access to the municipal car park, 

entrance to the Civic Museums, etc. - at a discounted 

price according to the period of the trip: prices are based 

on a calendar related to the sustainability index, which is 

obtained through an esteem of the seasonality of the 

tourist flow. 

The terms and conditions under which 

//venice>connected offers users access to its services are 

in compliance with legislative decree 70/2003 and 

legislative decree 206/2005 termed “Consumer Law”;  

the agreement between //venice>connected and the users 

of the platform is subject to Italian law. 

//venice>connected was available from February 1st 

2009 

6 Evaluation 
- Demonstrated results 

In the first year of activity, //venice>connected reached 

an income of 2.4 millions €, 470.000 visits, 300.000 

absolute unique visitors with an average of 1.800/2.000 

daily visits, a high number of viewed pages (an average 

of 10 pages per user) and a low bounce rate (20%). 

7 Lessons learnt 

- Success factors 

- Difficulties 

encountered 

- Recommendations 

The first possible success factor is - obviously - the 

brand of Venice; at the same time another possible 

success factor is the possibility to book and buy - in an 

unique on line operation and at a discounted prices - a 

lot of services useful for the visit of Venice. 

 

The main difficulty encountered during the 

implementation of the platform has been the 

coordination of all the subjects involved in 

//venice>connected, particularly in the framework 

related to the evaluation of the prices and - consequently 

- of the discounts. 

 

In the first year of activity, the main difficulties 

encountered have regarded the simplification of the 

calendar and the implementation of partnerships with 

trade operators: accommodations, travel guides, etc. 

 

The tourism sector is really fragmented and it is not easy 
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to work in a net; the strong leadership of the Local 

Administration of Venice helped the cooperation 

between the public subjects involved in 

//venice>connected. 

8 Contact information info@veniceconnected.com 

9 Other information  Website: www.veniceconnected.com 

Various documents (reports, presentations etc): 

http://www.ispeed.eu/public/docs/Marco_Bettini_-

_VENIS_S.p.A._-_Venice_connected.pdf  

http://www.ispeed.eu/public/docs/Isabella_Scaramuzzi_-

_Coses_-_A_model_for_urban_sustainability.pdf 

 
 Section Description 

1 Title of the Practice The Blue Model 

 

2 Location Hedmark, Norwy 

3 Issue tackled by the practice The practice tackles the issue how to 

promote Hedmark as a destination by 

cooperation among different 

stakeholders in the tourist sector. The 

practice also tackles how to increase the 

quality of the destination. The practice 

covers all of the categories, since the 

cooperation through the destination 

company offers different kind of 

services to the tourists and SMEs in the 

tourist sector. 

4 Objectives of the practice Coordinate activities among different 

stakeholders within the tourism sector 

in order to enhance competitiveness. 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The blue model is a model of a public 

and private partnership that has 

enhanced the cooperation between 

SME and regional- and local 

authorities. Next step will be to include 

the research institutions into the 
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cooperation in order to enhance 

innovation within the tourism sector.  It 

has resulted in a common strategy for 

the tourism in Hedmark and an action 

plan. Financial recourses from the 

different stakeholders have been 

coordinated within the strategy and 

allowed the regional destination 

company – Hedmark Reiseliv to carry 

out activities for the benefit for the 

whole tourism sector, such as training 

programmes, on line booking system, 

international marketing etc. 

The implementation of the strategy is 

mainly done by the regional destination 

company – Hedmark Reiseliv owned by 

tourism SME, municipalities and the 

county council.  

 

To gather 300 SMES together with 

regional and local authorities in a 

partnership and to get them to sign an 

agreement of cooperation has been hard 

work. Still there are some 

municipalities missing. But there is no 

alternative for not cooperating – the 

stakeholders are too small to market 

themselves on the international and the 

national markets. 

6 Evaluation 

- Demonstrated results 

Pending 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

It is essential to have clear agreements 

between the partners and to find a 

system for following up activities and 

obligations.  Be specific describing 

partners‟ obligations and input to the 

strategy. Be clear and explicit about the 

roles and responsibility of each partner. 
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8 Contact information Anne Hegglund 

www.villmarksriket.com 

9 Other information   

 

5. GOOD PRACITES ON ENHANCING THE QUALITY OF 
THE DESTINATION 

 
 Section Description 

1 Title of the Practice Provinica WI-FI Network 

2 Location Province of Rome, Italy   

3 Issue tackled by the practice The hot spot network in public area, 

squares, parks, public centres, offers 

free internet access. The project is 

based on open sw and HW 

technologies. 

 

4 Objectives of the practice The Provincia WI-FI project is a part of 

a larger plan to bridge digital divide in 

the area by making internet freely 

available to everyone. In the same time 

its effort is also aimed at attracting 

today‟s modern travellers.  

 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Provincia WI-FI is the biggest project 

for a number of towns and surrounding 

areas.  

The tourist will be able to use internet 

with the opportunity to download and 

send e-mails, to access the intranet of 

his/her company. A broad band speed 

supports tourist surfing on the web 

looking for interesting places to see. 
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New devices based on internet 

communication (smart phones, PDA, I-

pad and others) are changing the way 

tourists experience their travel. 

Maps guides, info and localisation 

Apps are now available for more and 

more sites. Broad band wi-fi 

connectivity is becoming a prerequisite 

for many tourist sites. 

 

 

6 Evaluation 

- Demonstrated results 

Pending 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 

8 Contact information www.provincia.roma.it/wifi 

 
 
 Section Description 

1 Title of the Practice eTrails  

2 Location Powys, Wales UK 

3 Issue tackled by the practice Quality of life 

4 Objectives of the practice To attract more people into walking and 

expressing more interest in their 

surroundings 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The development of new technology 

allows mobile phones to be used as 

digital walking guides utilising GPS 

(eTrails) and Ramblers Cymru ran an 

eTrail pilot project in Llantwit Major in 

the Vale of Glamorgan as a way of 

bringing new audiences to walking. 

This project built upon earlier 
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technological tests that were managed 

by Ramblers Cymru in conjunction 

with Pembrokeshire Coast National 

Park and Montgomeryshire Wildlife 

Trust, that were completed in April 

2010. 

 

Various information “pops up” utilising 

a GPS triggers to provide the walker 

with relevant information at heritage 

sites, local story telling, famous artists 

impressions of particular views seen on 

the walk and links with famous poets 

and their works.‟ 

 

The initiative started January 2010 and 

meetings - Workshops were held 

throughout March 2010 

Sense of Place workshop was held in 

May 2010 Project completion date end 

of January 2011 

 

 

The first step was to identify significant 

partners from the community who 

could have an input to the project. The 

aim was to build on existing 

community networks through the Town 

Council and the various active societies 

based in Llantwit Major. 

 

At a Town Council meeting, Ramblers 

Cymru staff and the consultant 

introduced the concept of eTrails and 

identified interested individuals. The 

possibility of engaging local schools 

was discussed, although this proved to 

be difficult due the timescale of the 
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project. 

 

The Footpath Forum group supported 

and contributed to the promotion of the 

eTrail project through their local 

knowledge and suggestions for suitable 

walks. The Heritage Coast officers had 

an important role as their work involves 

maintenance of the access paths 

included in the eTrails as well as 

championing of one of the trails. 

 

Training needs were identified and 

dates were agreed for the community 

workshops. An area of the Ramblers 

website was used as a way of 

information sharing during the walk 

audit. Evaluation forms, for the 

comparison of route were devised 

although, the consultation group had 

clear ideas of the local walks that they 

wished to promote and further 

evaluation was not required. 

 

The consultation group decided on six 

routes to be promoted as eTrails and 

designated a „champion‟ for the 

completion of each of those routes. 

 

Towards the end of the process, the 

need for additional workshops was 

recognised. An „Interpretation 

Planning‟ workshop was held in order 

to demonstrate best practise in devising 

routes and using interpretative material. 

 

A „Sense of Place‟ workshop was held 

in conjunction with Visit Wales and the 
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Llantwit Major Chamber of Trade. This 

workshop was very successful in 

initiating local residents to think about 

their area in a new way. 

 

A wide range of bodies where involved 

in the implemention.  

Llantwit Major Town Council 

Llantwit Major Local History Society 

Llantwit Major Chamber of Trade 

Vale of Glamorgan Ramblers 

Valeways 

Vale of Glamorgan Council, Rights of 

Way Team 

View Ranger 

Gareth Kiddie Associates 

Angharad Wynne 

Black Box Media 

Engine Creative 

ITV Wales 

BBC Wales 

Welsh Assembly Government 

People‟s Collection with Amgueddfa 

Cymru – National Museum Wales 

CultureNet Cymru 

Royal Commission on the Ancient and 

Historic Monuments of Wales 

CyMAL 

Sequence 

 

6 Evaluation 
- Demonstrated results 

•Existing walks audit undertaken and 

new walks devised 

•15 people trained in background to and 

use of the mobile phone applications 

for the Peoples Collection and View 

Ranger systems (15th March 2010). 

The Peoples Collection / View Ranger 

training day was well attended and 
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positive feedback was received. 

•14 people trained in  CultureNet 

Cymru methodology for storing 

archives content in a digital form (19th 

March 2010) 

•123 historical photographs held by 

Llantwit Major Local History Society 

were made web ready for Peoples 

Collection (19th March 2010) 

•Individual members of the Local 

History society took a personal interest 

in contributing audio recordings, videos 

and additional photographs to the 

Peoples Collection site  

•10 people trained in Interpretation 

Planning (April 28th 2010) 

•Chamber of Trade requested 

involvement in the process and Sense 

of Place workshop arranged in 

conjunction with Visit Wales  

•13 people contributed to Sense of 

Place workshop (4th May 2010) 

•Collaboration with the Creative Rural 

Communities Heritage Tourism project 

to share video content (ongoing) 

•Town seeks Walkers are Welcome 

status 

•Town promotes Walking Festival 14 - 

16th May 2010 

•6 eTrails compiled and promoted 

•Link with Galilee Chapel project who 

were seeking to promote a walk starting 

from St Illtyd‟s Church. 

•Town seeks links with the „Beyond the 

Border‟ storytelling festival that runs 

bi-annually at the nearby Atlantic 

College in St Donats Castle 

7 Lessons learnt Ramblers Cymru are a charity and 
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- Success factors 

- Difficulties encountered 

- Recommendations 

company limited by guarantee we work 

within this framework. 

Timings that meet with the community 

members availability. 

 

Possible Future Developments 

•Valeways promoted routes could be 

developed into eTrails. 

•Further eTrails along the Heritage 

Coast and the Wales Coastal Path that 

is expected to be in place by 2012. 

•Ramblers create more eTrails, for 

example, the Carbon Capture walk at 

the Hay Festival 2010 was developed 

into an eTrail. 

8 Contact information Ramblers Cymru 

3 Coopers Yard 

Curran Road 

Cardiff 

CF10 5NB 

 

cerddwyr@ramblers.org.uk 

Tel: +44 2920 644308 

9 Other information  Ramblers Cymru Website 

www.ramblers.org.uk/wales 

 

People‟s Collection Website 

www.peoplescollectionwales.com 
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 Section Description 

1 Title of the Practice Hedmark Cold card and SMS service 

 

2 Location Hedmark, Norway 

3 Issue tackled by the practice Increased competiveness 

4 Objectives of the practice Aims with the practice:  

a)Easy access to up-to-date information 

about offers and discounts in the region 

for the tourist 

b)Dynamic mobile info/marketing 

channel for tourist businesses in the 

region, easy to maintain, low cost 

c)Reduce the need for printed brochures 

in regional marketing 

d)Gathering of data through the SMS 

service that through analysis may give 

us a better understanding of how 

tourists move around in the region 

e)Make Hedmark more attractive as a 

destination 

 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

 

Hedmark Reiseliv focuses on new ways 

to distribute information to tourists en 

route in Hedmark. In January 2010, 

Hedmark Reiseliv (the regional 

destination company) launched a new 

mobile service combined with a 

discount card. The Villmarksriket 

Hedmark ”Gold card” is distributed at 

tourism offices around Hedmark and at 

other tourism related locations, such as 

shops and tourism attractions. Also 

distributed at travel fairs. The Gold card 

is free of charge 
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The Gold card gives you discounts on 

selected private and public tourism 

services in Villmarksriket Hedmark, 

such as accommodation, restaurants, 

activities, museums and shops 

Step1 For information, access to 

discount coupons and an opportunity to 

win nice prizes, please send SMS 

Hedmark to 2345.  

 

Step 2. You receive a reply SMS from 

the service. The SMS contains short 

info and an url link to a mobile 

webpage. 

 

Step 3. The url opens a webpage on the 

mobile with following info: 

 

• Welcome and short info text 

• Links to sort offers in the categories 

accommodation, museums, dining and 

activities. 

• Below the welcome text, the list of 

offers and discounts starts 

Maplinks: 

 

• All offers have a maplink url which 

opens up a map showing the location of 

the selected tourist company. 

 

•This maplink works on most of today 

modern mobile phones. On the iPhone 

it works very well with the integrated 

Google map application. 

• The Google map on the iPhone makes 

it easy to get the driving directions from 

where you are to the tourist attraction. 
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• The SMS service can show us where 

the tourist is located when sending the 

SMS. This can be analysed, and we will 

hopefully learn more about how tourists 

move around in the region. 

• Dynamic, always up-to-date 

distribution of discounts and offers to 

tourists that are in the region 

• Fully electronic distribution, no 

printed brochures – no environmental 

impact 

• Sales generating service 

6 Evaluation 
- Demonstrated results 

Pending 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 

There is a need for free Wi-Fi. It could 

be too expensive to use for foreigners. 

8 Contact information Anne Hegglund  

9 Other information   

 
 
 Section Description 

1 Title of the Practice Saint Mark Basilika 

2 Location City of Venice, Italy 

3 Issue tackled by the practice On the web site of the Saint Mark‟s 

Basilica it‟s possible to see a panoramic 

view and have a virtual tour of the 

Basilica; furthermore, through the 

utilization of a booking system it‟s 

possible to book the access to the 

Basilica (for a maximum of 5 people 

and up to 48 hours before the selected 

date). 
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4 Objectives of the practice “Virtual Basilica” offers an interactive 

3D reproduction of the entire Basilica, 

thematic tours, panoramic views and 

photo galleries, to give a 

comprehensive view of the positioning 

and subdivision of the mosaics, 

including those in areas presently 

closed to visitors; it‟s an initiative by 

the Procuratoria of St. Mark and the 

technical support of Infracom Italia Spa 

- a private ICT systems management 

company. 

 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The Saint Mark‟s Basilica welcomes 

millions of tourists every year (2 

million according to a recent esteem); 

as a consequence of this enormous 

quantity of visitors, only a part of the 

Basilica can be visited and the web site 

enables a thorough knowledge of the 

artistic, iconographic and religious 

contents. 

A pilot phase started in 2009 from April 

to October and in 2010, the possibility 

to book the access to the Basilica is 

available from March 22nd for tour 

operators and form April 1st for the 

unique visitors. 

 

In the implementation of “Virtual 

Basilica” are involved the Procuratoria 

of St. Mark, Infracom Italia Spa 

(Insidecom Spa) - as site hosting, 

support and maintenance, Veniceplaza 

Spa - as Internet Service Provider; 

Consorzio Venezia Nuova and Venice 

Water Authority have edited the section 

dedicated to Saint Mark‟s Square and 
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its preservation. 

“Virtual Basilica” offers an interactive 

3D reproduction of the entire Basilica, 

thematic tours, panoramic views and 

photo galleries, to give a 

comprehensive view of the positioning 

and subdivision of the mosaics, 

including those in areas presently 

closed to visitors; furthermore through 

the linked website 

www.venetoinside.com it‟s possible to 

plan the visit and reserve the access to 

the Saint Mark‟s Basilica, without 

having to queue, choosing the date and 

the time of the tour (the entrance to the 

Basilica is for free and the booking 

service costs € 1,00). 

The service is only available for visitors 

over the age of 18, each transaction 

allows to book access for up to 8 

people, the entry voucher is only valid 

for the day specified, once payment has 

been confirmed cancellation or 

reimbursement cannot be carried out 

and the bookings cannot be modified. 

6 Evaluation 

- Demonstrated results 

In 2009, during the pilot phase from 

April to October, 161.000 visitors 

booked the access to the Basilica; in 

2010 from the first day of activity to 

July 100.000 visitors have booked on 

line their access. 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

The first possible success factor is - 

obviously - the fame of Saint Mark‟s 

Basilica; at the same time another 

possible success factor is the possibility 

to enter into the Basilica without having 

to queue, just booking the access. The 

main difficulty encountered during the 
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implementation of the website has been 

the 3D rendering of the Basilica 

 

The use of ICT could represent an 

important driver for the development of 

the main cultural attractions of Venice, 

as well as of other Italian art cities; a 

good destination management system 

have to consider also this feature to 

improve sustainability with the aim to 

offer a better approach to the city and 

higher quality services. In the first 

months of activity some local tourist 

guides complained the obligation, both 

for them, to book the visit to enter into 

the Basilica without having to queue. 

8 Contact information biblioteca.proc@patriarcatovenezia.it 

9 Other information  Website: www.basilicasanmarco.it 

 

 
 
 
 
 Section Description 

1 Title of the Practice Interactive Territorial System for 

Citizens Information 

2 Location Bucharest, Romania 

3 Issue tackled by the practice Enhancing the quality of the destination 

and quality of life for citizens of 

Bucharest. 

4 Objectives of the practice Provide public information for citizens 

and tourist in Bucharest by 100 

computer terminals throughout  

the City. The practice also ensures a 
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free access of information to the 

citizens and let them become  

more familiarized with ICT. The 

practice also aims to actively involve 

citizens in different community 

activities and promote an increased 

communication between citizens and 

the City Government.  

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

In order to provide all types of public 

information to the platform, the 

planning and implementation of the 

practice required involvement of 

several departments of City of 

Bucharest; Department of Information, 

Department of Culture, Education, 

tourism and the Tourism service office 

at Bucharest City Hall.  

The system will be operational 24 hours 

a day and facilitate access to a wide 

range of information about Bucharest 

and Bucharest City Hall, such as; 

a)organisation structure 

(responsibilities and tasks, b) decisions 

of the General Council and the General 

Council and General Mayor 

department, c) Plans and Development 

programmes, d) Public services 

provided by the  City, d) public 

transport, e) Culture and events, f) jobs 

and auctions, g) information about local 

taxes The practice was implemented 

2010 

 

6 Evaluation 

- Demonstrated results 

Pending 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

Pending 
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- Recommendations 

8 Contact information Pending 

9 Other information  Pending 

 
 
 
 
 Section Description 

1 Title of the Practice I MIBAC Cinema 

2 Location Venice, Italy 

3 Issue tackled by the practice Complete IPhone catalogue of 67 

Mostra Internazionale d'arte 

cinematografica of Venezia 

4 Objectives of the practice Provide an excellent guide with 

complete info, audio and video clips on 

movies and cast, history of the 

exhibition, awards, organisational hints 

and venues. 

 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Exploiting the audio/video features of 

IPhones it provides a “touchable portal” 

of Mostra del Cinema. It is updated by 

external url browsable and contents (e.g 

you tube) experienced by the user as if 

totally integrated in the application. It 

was implemented by the Italian 

ministry of Culture. 

 

6 Evaluation 
- Demonstrated results 

It can provide a more useful and 

paperless alternative to brochures and 

info map generally distributed in these 

events.  

 

Similar approach could be used to 
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promote similar cultural and popular 

events. 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 

8 Contact information  

9 Other information   

 
 Section Description 

1 Title of the Practice Sui senitieri del Parco (On Park Paths)  

2 Location Abruzzo. Lazio, Molise, Italy 

3 Issue tackled by the practice Increase the attractiveness of the area to 

both visitors and inhabitants.  

4 Objectives of the practice Provide a useful and complete guide to 

be used during walking tours in the 

Park. It gives information (duration, 

difficulty,  wearing suggestions, 

directions and map) on several signed 

paths also showing pictures and 

scientific details on flora & fauna to be 

easily found during the tour 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

By choosing in the application one of 

the paths indicated in the park a tourist 

can retrieve all information on 

orienteering and environment to be 

“used” during the walking tour. 

Naturalistic details together with 

lodging and restaurants are easily found 

on the path map or on browsable menu. 

Main events in the parks or in the close 

by towns are also shown. 

Product developed by a private 

company in cooperation with the 

National Administration of the Park.  
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6 Evaluation 

- Demonstrated results 

Pending 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 

8 Contact information http://www.agenore.eu/index.php 

9 Other information   

 
 Section Description 

1 Title of the Practice Musée de Paris-Paris à pied-Paris Geo 

Historic 

2 Location Paris, France 

3 Issue tackled by the practice IPhone guide on Paris Museums, 

walking itineraries, and City History 

4 Objectives of the practice Although realised by a private company 

and thus being mainly a commercial 

product,  it succeeds in being a very 

good support to tourists and city users 

 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Exploiting the audio/video features of 

IPhones it provides navigable menus of 

museums, galleries and updated news 

on exhibition. GPS capabilities help in 

showing map and itineraries to reach 

the desired venues. Paris a Pied 

(Walking Paris) localise in your 

walking itineraries several kind of 

monuments or point of interest: parks, 

holy architectures, Civil architectures, 

Bridges, fountains etc. 

 

6 Evaluation 
- Demonstrated results 

It exploits at a high level the 

capabilities of smart phones. It is a 



 
 

 
 
 
 

           
 
 
 

 

73 

 

preliminary reference application for 

the new generation tourist application. 

The version is still in needs of complete 

debugging. 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

Pending 

8 Contact information http://henriaguesse.net/ 

 
 
 Section Description 

1 Title of the Practice E-Archanes 

2 Location Crete, Greece 

3 Issue tackled by the practice Quality of life for citizens and visitors 

4 Objectives of the practice The practice aims to improving 

substantially the quality of life for 

citizens and visitors, at familiarizing 

them with the new technologies, 

improving the existing services and 

offering new services with added value. 

 

5 Detailed description of the practice 
- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

The concept was to use the ICTs for 

new ways of informing the citizens and 

visitors and to improve existing 

services 

The project was implemented by the 

Department of Information and 

Documentation of the Region of Crete 

and the City of Archanes 

By using GIS, advanced information 

services are providing through an 

electronic map of the City of Archanes, 

for the points of interest of the 

municipality, for the current user's 
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location and the route to be followed. 

As part of this service, the mapping of 

the settlement of Archanes has been 

computerized and specific points of 

interest have been recorded, like public 

buildings, businesses, monuments, etc. 

with related information for each one of 

them. This service is provided through 

three ways: Internet, information kiosks 

and handheld computer. The options 

are: Show the digital map of the village 

of Archanes where users select the 

items of their interest. Search within a 

category from a list (ex. hotels, 

restaurants, pharmacies, etc.) or a 

particular point of interest or road 

 

6 Evaluation 

- Demonstrated results 

1.Creating an interactive map of the 

municipality in which each operator can 

upload information about his business 

2.Live webcasting about cultural and 

other events 

3.Over of 500 registered users whitout 

charge 

7 Lessons learnt 
- Success factors 

- Difficulties encountered 

- Recommendations 

 Difficulties encountered have been to 

inform the citizens in time and raise 

awareness about the site. 

8 Contact information  

9 Other information   
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 Section Description  

1 Title of the Practice Domus Romanae: a 3D journey  

2 Location Province of Rome, Italy 

3 Issue tackled by the 

practice 

A multimedia museum as a tool to enhance a small guide 

tour through ancient Roman heritage. A new style of 

cultural experience which takes advantage of technology to 

enrich archaeological areas. 

 

4 Objectives of the 

practice 

Multimedia tours and 3D technologies to create better 

understanding and “perception” of archaeological sites 

5 Detailed description 

of the practice 
- Bodies involved in 

implementation 

- Process and content 

of the practice 

- Legal framework 

- Time scale 

 

Palazzo Valentini has an exceptional location in the heart of 

Renaissance Rome behind the Trajan Forum. The 

multimedia museum is closed now because a tunnel to 

reach Trajan forum is under construction  

 An underground archaeological site (in the foundations of 

renaissance palace Palazzo Valentini, hosting the offices of 

Provincia di Roma) from the ancient roman period has been 

transformed in an advanced technology museum. This 

multimedia museum looks like a 3D experience in two 

luxurious underground Roman houses and baths. The 

multimedia system creates lighting, film and image-

projection that brings the site to life. A continuous voice 

over points out different aspects of each room and the 

museum's visitors are guided around the archaeological 

complex by the voice and by lights indicating where to look 

or where to go. The site was originally opened in late 2007 

after the initial phase of excavations. The second phase of 

excavations began in March 2009 and has uncovered new 

areas of the thermal baths, named 'Trajan's Small Baths' 

including a “frigidarium” with a large cold-water bath. The 

archaeological area and the multimedia museum was re-

opened between 4 December and 6 January 2010. 

 The area is limited to groups of 15 person per tour and 

each day not more than 400 tourists can visit the place. 

 

6 Evaluation New technologies can renew the experience of visiting 



 
 

 
 
 
 

           
 
 
 

 

76 

 

- Demonstrated 

results 

ancient areas. The success of this museum is relevant, 

considered the fact that is very closed to some of the most 

famous (and visited) sites in the world such as Colosseum, 

Roman Forum, Capitolium. 

 

 

 

7 Lessons learnt 

- Success factors 

- Difficulties 

encountered 

- Recommendations 

Pending 

8 Contact information http://www.provincia.roma.it/percorsitematici/abc/i-luoghi-

di-abc/14125 

9 Other information  Media have shown great interest in the project.  

http://www.nytimes.com/2007/12/22/arts/design/22vill.html 

http://www.msnbc.msn.com/id/22346710/ 

http://heritage-key.com/blogs/bija-knowles/roman-baths-

and-luxury-roman-houses-open-public-beneath-palazzo-

valentini  

During the pre season it became fully booked in only 

couple of days. 

 

 
 Section Description 

1 Title of the Practice WHAIWHAI  IPhone application 

2 Location Venice and Verona, Italy 

3 Issue tackled by the practice WHAIWHAI app is a game-based 

interactive city guide project for 

iPhone. It is a city guide that reveals 

stories through urban adventures. 

Playing the game is a way to learn 

about the original aspects of each place 

you visit and about all the stories 

surrounding it. 

This practice covers multiple of 
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categories, not only enhancing the 

quality of the experience but also 

promotion and travel preparation. 

4 Objectives of the practice -  WHAIWHAI transforms city tours 

into fun adventures. 

- It increases visitor awareness and 

visits to any city. 

- By providing visitors with a set of 

itineraries they can explore 

independently, the WHAIWHAI 

experience fits in perfectly with the 

goal of promoting and emphasizing the 

cultural value of any city. 

5 Detailed description of the practice 

- Bodies involved in implementation 

- Process and content of the practice 

- Legal framework 

- Time scale 

 

Implementing body was the company 

LOG607, a group of young developers 

from Italy. 

 

Since its foundation, in 2007, the 

company LOG607 has been exploring 

the integration of storytelling and 

playing with new technologies. Tomas 

Barazza and Fabio Salvadori, founders 

of LOG607, developed the WhaiWhai 

alternative guidebooks which emerged 

from the idea of rethinking the way 

people visit a place using a game as 

media. What emerged was a treasure 

hunt with a special cyphered book and 

any cellular phone that can text a 

network running 24 hours a day, and 

sending a text message gives you a 

code to decipher a message and to 

receive the next clue on your journey. 

While the books started with Venice 

and has spread to other cities in Italy, 

the New York edition is complete, with 

other European cities on deck. Now it is 

possible to play the WhaiWhai 
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experience also with the application for 

IPhone. 

 

This app engages travellers in an 

exciting adventure. Places are explored 

and discovered through a search for 

clues and secrets. Travellers follow an 

original storyline and play a fun, simple 

game that helps them become absorbed 

in their visit. Any city, province, or 

even museum can be transformed into a 

playing field where the object of the 

game is to find the hidden spirit of the 

place, to gain new knowledge and have 

fun at the same time. There are 

currently WHAIWHAI stories for 

IPhone about 2 Italian cities, Venice 

and Verona, which are available in both 

Italian and English. Coming soon 

stories for IPhone: Roma, Firenze, 

Milano. A new edition for New York 

City will also be released soon. All the 

whaiwhai stories, which map out 

various cities, have become also a book 

collection. 

 

You can launch the WHAIWHAI 

application at any time after you have 

purchased the edition of your choice 

from the Apple Store. Once you‟ve 

made this purchase, you can play an 

unlimited number of times. 

 

6 Evaluation 

- Demonstrated results 

Since its first launch, WHAIWHAI has 

been played more than 10000 times. 

7 Lessons learnt 

- Success factors 

- Difficulties encountered 

WHAIWHAI app can provide a more 

interesting and paperless alternative to 

guidebooks. 
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- Recommendations Tourism has changed a lot in the last 

few years. Instead of just geographic 

locations to visit, travellers want 

meaningful experiences. WHAIWHAI 

app is an advanced tool that helps 

people identify locations and get more 

contextual information. Technology can 

help make travelling a better, more 

engaging experience. The latest 

generation of travellers uses 

entertaining tools such as WHAIWHAI 

app to explore places. 

 

The key to a successful project is 

developing an appropriate 

communication strategy. With the 

increasingly global and highly 

competitive travel and tourism market, 

comes a need for a close cooperation 

with relevant regional and local tourism 

authorities, in order to give visibility to 

the project. 

 

The practice demonstrates that new 

technologies can renew the experience 

of visiting places. Young people and 

foreign visitors prefer net contact than 

traditional travel guides. 

 

8 Contact information For more information on the project, 

contact: 

LOG607 s.r.l. 

Tomas Barazza 

Managing Director 

email: info@log607.com 

phone: (39) 0422 789 607  

web log607.com 

9 Other information  http://www.whaiwhai.com/en/ 
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On June 8th, 2009, Italy‟s President 

Giorgio Napolitano officially awarded 

the WHAIWHAI format the National 

Prize for Innovation in the tourism 

category. 

 


