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The study on the impact of European Cultural RotesSMES’ innovation and
competitiveness was jointly launched by the Eurap€ammission (EC) and the
Council of Europe (Council) in September 2010. dtgectives were to provide
insights into the effects produced by the transmaiti Cultural Routes — such as those
certified by the Council of Europe — on SMES’ peni@nce, innovation capacity, and
network and cluster development; to examine themgatl of Cultural Routes for
promoting sustainable and quality tourism in Euraged to analyse to what extent
Cultural Routes networks can benefit SMEs, espgdialrural areas and less-known
destinations.

The main expected outcomes from the study were to:

— identify key actors currently involved in Cultuidbutes;

— understand the benefits and disadvantages of éin@ironments (especially in
the context of the current economic conditions);

—  estimate the potential of Cultural Routes, thegdsand concerns on the way to
sustainable development; and

—  to establish links with different levels of authgri— local, national and
European — financial and governmental instituticosirist organisations, and
other bodies that would encourage future developwicthe Routes.

Methodology

The study included two main components:

—  case studies of five Cultural Routes — the HartsaLegacy of al-Andalus, the
Via Francigena, the Olive Tree and the Transronagnic

— an analysisof several transversal issues relevant to all 2@nCib-certified
Cultural Routes and to the environments in whiaytare operating.

The issues included: cultural tourism trends indper Cultural Routes’ management

and governance structures; SMES’ innovation and patitiveness; branding and

marketing of the Cultural Routes; characteristitthe Cultural Routes networks; the

degree to which quality sustainable tourism criteaire implemented within the

Cultural Routes; the role of ICT in the marketingdgoromotion of Cultural Routes;

and the Cultural Routes programme in the contextlgivant initiatives at European

and international levels.

Interviews with international organisations, susHNESCO and the Organization of
Ibero-American States were also conducted by then€ibof Europe. Enquiries were
made about the current state of development andefunplementation strategies of
the related cultural projects run by these orgaioisa in eastern Europe, Asia, North
Africa and the Caribbean.
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Main findings

The Cultural Routes of the Council of Europe ardlime with the key trends of
cultural tourism development in Europe today. Thawe achieved a noteworthy
impact and progress within the last two decaded,<lmown enormous potential for
SME generation, clustering, networking (intercudludialogue), and promoting the
image of the Council of Europe and Europe generally

The Cultural Routes encourage widespread commuypetiticipation in cultural
activities raising awareness of a common cultuesithige. Established on cultural and
social principles, the Cultural Routes represenésamurce for innovation, creativity,
small business creation, and cultural tourism petsland services development.

The promotion of cultural tourism is a logical nex¢p in developing Cultural Routes
since this type of tourism builds on the uniquenassl authenticity of remote
destinations, local knowledge, skills, heritage &raditions. Cultural Routes networks
benefit SMEs by providing markets for SMESs’ produeind contribute to tourism
revenue generation in remote destinations. A nunaibeénnovative practices were
recorded within the SMEs and various routes, with organisational, product and
service forms of innovation being the most notideab

At the same time, the economic and social impatthe Routes vary greatly since
the they differ not only in their thematic focustbalso in their network and
management structures, development approachesyapdéocpl dimensions, target
groups, capacities, and quality standards as regaodiucts and services.

According to the study, the most urgent issues @dtural Routes need to address
include the development of better:

—  transnational connectivity of the Cultural Routeswork;

- co-ordination at European level of the developnsmt promotional strategies
of the Cultural Routes;

—  brand image and marketing strategies;

— quality and sustainable tourism standards developm®lementation;

— human and financial resources of the Routes;

—  expertise in the management of the networks;

—  exchange of good practices; and

—  network management and performance evaluation.tools

Taking these issues into account, the study suggasating a cohesive SMEs
involvement strategy for the Cultural Routes, astalgishing strong partnerships
with different authorities and stakeholders — ficiah educational and governmental
institutions, tourism organisations, market ageets,, at the international, European,
national and local levels — in order to produce@erstable long-term impact and to
ensure increased economic and cultural benefita fdultural Route activities. The

Council of Europe’s capacity-building role is reged as crucial in the development
of this strategy.

A number of the Cultural Routes have already sfatte co-operate with various
public and private sector actors locally, regiopahd/or transnationally with a view
to providing better services and supporting touridevelopment actions. These
attempts can be further reinforced by the inputadéquate human and financial
resources, by the development of the common CulRwate brand, while pursuing
uniqueness in the design of Cultural Routes’ tansoducts and services.
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Transnational networks and accessibility to différkevels of funding — European,
national, regional and local — are viewed by thadgtas the foundation for the
Cultural Routes’ success at their early stage sEldpment. While some networking
is taking place between Cultural Route partnersreths a clear lack of support
mechanisms — capacity-building and funding, inipalar — to encourage more face-
to-face partner interactions and meetings. Witlloistvital “connection” each partner
concentrates his/her activities on their own pé# Qultural Route, thereby hindering
network expansion. The evolving trends and markates in cultural tourism offer

different opportunities to the Cultural Routes fatoser interactions. These
opportunities should be used to establish morelestabnnections and stronger
regional and transnational networks.

Summary of recommendations

The study concluded that in order to ensure treptitential of the Council’s Cultural
Routes programme for sustainable and inclusive troand the promotion of
economic, social and territorial cohesion in Eurapédully realised, and in view of
exploiting this potential for cultural tourism, ig important to develop a strategy at
European level.

In order to help Cultural Routes to address thesteyg challenges, to collaborate
more effectively transnationally, and to realiseitlpotential as a basis for cultural
tourism development, focused action is recommeimndéde main areas:

Capacity-building.

Network governance.

Performance evaluation.

Brand image and marketing.
Co-operation with the main stakeholders.

agkrwnhE

Furthermore, the following priority actions are gagted within these five activity
areas: a more comprehensive understanding of thee wd tourism for culture, for
Cultural Route projects and destinations needsetaléveloped; the role of local
communities in promoting sustainable cultural temri development should be
addressed; and various aspects of sustainablesitouri demographic, cultural and
economic trends, entrepreneurial approaches, msimedels, marketing strategies,
public-private partnerships, etc. — have to bertakéo consideration while building
capacity. It is highly recommended that clear aethdcratic network governance
models are applied, and professionally trained stafultural Routes governance and
management are engaged to ensure effective nefwackoning.

Within the framework of capacity-building, perfornee evaluation, branding and
marketing the following actions are proposed:

- develop mechanisms for setting up Cultural Routdtwiies and performance
evaluation in the short/long term;

—  carry out concurrent evaluation of the Europeatitliie of Cultural Routes and
all Council-certified Cultural Routes;

— design quality and sustainable tourism developnwiteria throughout the
Cultural Routes in close consultation with theicdb stakeholders and taking
into account specific geographical, environmemalitical, social, cultural and
economic characteristics of Cultural Route desitmast

—  rebrand the Cultural Routes programme by develogisiggle consumer brand;



— develop a long-term marketing strategy identifyowgrall marketing goals and
objectives, the target market, consumer prefereram@amunications channels,
as well as key performance indicators; and

— undertake co-ordinated action for further developim@ educational, cultural
and tourism management models, expertise, R&Dnitrgi and capacity-
building programmes associated with the Culturalit®s in order to co-operate
closely on local capacity-building and to promoke tCultural Routes as a
guintessence of European values, traditions, fyerisand cultures.

The Cultural Routes of the Council of Europe offgignificant potential for
collaboration at all levels — European, nationagjional and local. The current study
suggests that the programme should build on thisnpial as well as on the expertise,
know-how and reputation gained to develop commaostesgies and establish strong
partnerships with different stakeholders and autilesr

It is strongly recommended to develop a new colieread map for co-operation
between the Council of Europe Cultural Routes, ogropean routes created with
European Union funds, with related UNESCO initiaiyespecially those associated
with the Council’'s Cultural Routes, and other sigaint European and international
projects in order to establish a competitive antkative joint strategy for the
promotion of “European Cultural Routésjlobally.

Through a number of individual scientific inquirjemteractions, interviews and
observations, this study describes the Council'sutal Routes, identifying the main
actors involved, recognising their interests, conse and evaluating the existing
benefits and disadvantages of the Routes in relaotheir sustainability. More
comprehensive conclusions and recommendationseoftidy are provided in the
main body of this report.

1. In this way, the existing practice of unco-oedad promotion of similar initiatives (for example,
UNESCO routes and the Cultural Routes of the Cdwidturope by VisitEurope.com (ETC)) could
be avoided.
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The study on the impact of European Cultural RowiesSMES’ innovation and
competitiveness pursued three main goals:

—  to provide insights on the effects produced by @wincil’'s Cultural Routes
programme on SMESs’ performance, network and cludggelopment;

—  to examine the potential of the Cultural Routesdosmoting sustainable and
quality tourism in Europe, strengthening Europedentity, disseminating the
richness of European cultures and favouring inteurcal dialogue and mutual
understanding;

—  to analyse to what extent Cultural Routes netwogksbenefit SMEs, especially
in less-known destinations, where the local cultane heritage are the main
resource for development, and how SMES’ involvenoamt create a solid basis
for promoting Europe as “the world's No. 1 toudsstination”.

In order to examine the existing and potential ienef the European Cultural
Routes for SMEs — especially in less-known desbinat — for their innovation,
competitiveness, and clusteringnd to analyse if and how these SMESs’ clusters can
create a solid basis for promoting Europe as “tloeldis No. 1 tourist destination”
this study required a rigorous scientifically baseethodological approach.

The co-ordinating team of the study (Council of &) worked closely with the
main study stakeholders, a group of independeneréxpand Cultural Routes co-
ordinators to design an appropriate analytical éark. At the outset, the study
management team (Council of Europe) set up an agvigroup with key partners,
including representatives from the European ComomnsgDG Enterprise and
Industry, DG Education and Culture), the Europeaavél Commission, and the
European Institute of Cultural Routes (EICR). Cdesng the complexity and
novelty of the field, a consultative group of expewas invited from academia and
practice to ensure the input of a range of disegsj professional backgrounds, and
partner organisations, and to guarantee a sountbah@bgy.

Key methodological steps of the study:

- identification of experts (five selected from & bi§ 25) (November 2010);
- Cultural Routes survey (December 2010);

—  creation of a Cultural Routes analytical grid (Jamy2011);

—  case studies of five selected Cultural Routes (flyrMarch 2011);

- intermediary study results (March 2011);

2. The Council [of the European Union] Conclusiond0 May 2010 on the contribution of culture to
local and regional development (Official Journal@@ 135/05).

3. Clusters are defined as “geographical conceobtstof interconnected companies, specialized
suppliers, service providers, firms in related isttiés and associated institutions (e.g., univiessit
standards, agencies, trade associations) in aplartifield that compete but also co-operate” (Erort
2000).
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—  transversal themes and issues analysis (April-MHLP
—  final study results (June 2011).

The study included two main phases that followesuevey of 29 Cultural Routes
certified by the Council of Europe (see Chapteofihformation on certification).
This exercise was important not only in terms afreat qualitative and quantitative
data and information gathering for the selectiorcage studies but also as a way to
assess the overall development potential of thetu@il Routes programme.
Established in 1987, the Cultural Routes progranohehe Council of Europe
comprises 29 certified Routegth many more in the making. It covers 70 coustrie
on four continents.

The methodology of Phasewas based on the case studies of five represeatativ
Cultural Routes — the Hansa, the Legacy of al-Amslahe Via Francigena, the Olive
Tree and the Transromanica.

A Cultural Routes’ classification grid was createsed on the information obtained
from the Council of Europe survey and targetedaese and included the following
categories:

—  Cultural Route focus and geographical area;
—  type of managing organisation (legal entity);
- number of SMEs and NPOs involved;

—  new products/posts created;

—  sources of financing;

—  Cultural Route network connectivity;

—  spatial accumulation;

—  existing marketing tools;

—  target audience.

The Cultural Route case studies were selectedoseatonsultation with the study’s
group of experts.

Each of these studies followed the individual mdtiogical approach most
appropriate to its particular circumstances, dexighy the expert working on the
study. The goal was to capture in depth as much astpossible from the locations
within the Cultural Route networks. Generally, thethodology of the case studies
included the following elements:

- a literature review of documents concerning thetou

- desk research: review of the related material afakmation available online
including Cultural Routes’ web pages and open sourformation;

—  meetings and interviews with the key stakeholdéts® Route, which provided
a useful overview of the management, key activiied future plans;

- a survey of Cultural Route locations/members ofrtéevork;

—  data analysis and presentation.

Phase | was completed in March 2011. Its main cm@hs and recommendations
were presented at the “Innovation and competitigeneithin the European Cultural
Routes projects: analysis, opinions and perspetwerkshop in Luxembourg on 28
and 29 March 2011.
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Phase llof the study focused on the transversal issuevaeteto all 29 Council-
certified Cultural Routes and to the environmemtsahich they are operating. In
particular, these issues included:

- cultural tourism trends in Europe;

—  Cultural Routes’ management and governance stestur

—  SMESs’ innovation and competitiveness;

—  branding and marketing of the Cultural Routes;

—  characteristics of the Cultural Routes networks;

—  therole of ICT in Cultural Routes marketing andrpotion;

—  the Council’s Cultural Routes programme in the eahof relevant initiatives at
European and international levels.

A few interviews were conducted by the Council afir@pe with international
organisations, such as UNESCO and the Organizaifotbero-American States
inquiring about the current state of development fature implementation strategies
of the related cultural initiatives co-ordinated Hyese organisations in eastern
Europe, North Africa, Asia and the CaribbeRhase Il was completed by the end of
May 2011, resulting in seven expert reports.

The current report represents the final produdhefstudy and combines the inputs
from 12 separate independent experts’ analysestlamdhistorical outline of the
Cultural Routes programme by the European Instabiteultural Routes (EICR).

The report is organised as follows:

Chapter 2 offers an historical outline of the depehent of the Council of Europe
Cultural Routes programme.

Chapter 3 of the report explains the current valtidourism for the economy in
general and provides an overview of current cultimarism trends in Europe.

Chapter 4 analyses the Cultural Routes networks fiioe point of view of their
governance models, legal bases, structures andectwity. Existing sources of
funding for the Cultural Routes at the local, nasib and European levels are
reviewed. This chapter also suggests some creap@oaches to generating
additional income for the Routes.

Chapter 5 is dedicated to an analysis of the ifledtinnovative and cluster formation
behaviour/practices within the Cultural Routes &MIEs involved in Cultural
Routes’ activities. It also examines the ways iniclwhthe Cultural Routes could
stimulate innovative behaviour, tourism SMESs’ cofitpeeness and cluster
development within their networks. Particular atitem in this chapter is devoted to
the Cultural Routes and SMESs’ performance evalnade a condition for further
successful development. Relevant performance assessneasures and instruments
are suggested for implementation and use.

Chapter 6 looks at the opportunity for promoting thkalue of cultural tourism within
the Cultural Routes context. It offers some prattiadvice on Cultural Routes’
branding and marketing. Suggestions regarding téeeldpment of quality and
sustainability criteria for the Cultural Routes afso provided.

General conclusions and recommendations of they $tlidw Chapter 6.
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The case studies of five Cultural Routes — the Hatie Legacy of al-Andalus, the
Olive Tree, Via Francigena and the Transromaniaa well as a review of the related
European and international initiatives are preskmtdart Il of the report.

The Cultural Routes programme of the Council ofdperwas set up between 1984
and 1987 following a resolution of the Parliamentassembly of the Council of
Europe. The programme was adopted in 1987 anditafgemented by the Council
for Cultural Co-operation; its political visibilitwas ensured by a declaration made at
Santiago de Compostela in October 1987 at a meatiegded by the ministers for
culture of the member states of the Council of Baro

The programme has gone through different phasetenms of its governance,
methodology as regards setting up Routes, methiofiisancing, and the involvement
in joint programmes of other international orgati@as, as well as its rules governing
certification.

It should be noted that the development of the ranogne can be divided into three
main periods:

- an experimental phase during 10 years without evritules, during which the
methodology was based on practical experimentation;

- a developmental phase of 14 years founded on adepted by the Committee
of Ministers, the practical, scientific and tectalicamifications of which were
entrusted to the EICR, which was welcomed by then@r Duchy of
Luxembourg. All the documentation relating to theoggamme since its
inception has been compiled at the premises OEtG®R.

Since the resolution of the Committee of Ministens8 December 2010, a third phase
has been inaugurated with the creation of an EethRartial Agreement, the seat of
which is based at the European Institute of CultRrautes.

As previously indicated, the Cultural Routes progmee of the Council of Europe
comprises 29 certified Routdbat cover 70 countries. Statistical analysis & th
Cultural Routes traversing these countries dematestrvisually the density of the
Cultural Routes networks. Graph 1 below illustrates percentage share of the
Routes network by country. France (10.4%) headdishéollowed by Italy (9.7%),
Spain (8.4%), Portugal (5.8%), Germany (5.2%) anebGBritain (5.2%). The rest of
the countries each comprise 2.6% or smaller pesigest These nations form three
large groups, which represent the unexploited agreént potential of the Council’s
Cultural Routes programme.
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Figure res1jl. Cultural Routes — Share per country, 2011

Group 1: Belgium, Czech Republic, Greece, Norwawlafd, Sweden and
Switzerland.

Group 2: Algeria, Austria, Croatia, Cyprus, Lebanelorocco, Netherlands, Slovenia
and Tunisia.

Group 3: Albania, Argentina, Armenia, Azerbaijan, Belarusyldaria, Denmark,

Estonia, Jordan, Lithuania, Malta, Romania, Rus$taderation, Serbia, Slovakia,
Syria, Turkey and Ukraine.

As early as the 1960s, searching for a way to nlagdundamental principles of the
European Cultural Convention clear and visible BoEaropeans, the Council of

Europe assembled a group of experts to reflect upenmeasures to be taken to
“improve the collective awareness of Europe’s faveincultural sites and their

incorporation into leisure culturé” They favoured the idea of discovery through
travel: “The working party considered that it woldd advisable to place a greater
importance on cultural journeys, which are onehef best uses of leisure time. Such
journeys should consist of not only a visualisataynllustration of basic education

acquired at school, but also a human experience amnapportunity to develop

personal sensibilities”.

4. “L’Europe continue” report, Strasbourg, 13 antl Qctober 1964. Quoted in “European Cultural
Routes”, Council for Cultural Co-operation, CounaflEurope. Secretariat memorandum prepared by
the Directorate of Education, Culture and Spor§2.9

5. Ibid.
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But it was only in the 1980s that the Cultural Rsuprogramme of the Council of
Europe was officially launched with an inauguraluio based on the roads along
which large numbers of pilgrims from all parts ofirBpe travelled to one of the
foremost pilgrimage sites of the Middle Ages: thathedral of Santiago de
Compostela and the tomb of the apostle James.afedsin the declaration adopted in
the Spanish city on 23 October 1987, the aim wabdase the initiative on well-
reasoned concepts: “The meaning of man in soda#as of liberty and justice, and
trust in progress are the principles which histhchave forged the different cultures
which make up the European identity. This cultudahtity is, today as yesterday, the
result of the existence of a European space ladiém eollective memory and
traversed by roads which overcome distances, boatet a lack of understanding.”

Furthermore, the declaration envisaged the immedixipansion of the initiative:
“This route, highly symbolic in the process of tt@nstruction of Europe, will serve
as a reference point and an example for futur&atives”. In addressing the spirit of a
modern pilgrimage, the declaration invited Eurogeanparticularly the young — to
“travel these routes to build a society foundedtalerance, liberty, solidarity and
respect for others”. In this way, the routes legdin Rome, and from Rome to
Jerusalem, the Michaelic pilgrimages and the piigges dedicated to St Olav in
northern Europe have progressively been addedetdirt$t route to create the most
faithful and coherent image possible of the graatllroutes which have structured the
towns and villages of Europe.

This informed the inclusion of the great axes alavfgch travelled Roman armies,

pilgrims and students as well as migrant populatiescaping persecution or conflict,
or seeking employment in industrialised regions. I&s important are Europeans’
maritime journeys, from the Mediterranean to thadRl Sea, the Atlantic and the

Baltic Sea. It is through the journeys of the Vign Phoenicians and the Hansa
merchants that we can understand the scale of tdtseal exchanges.

Considering the recent evolution in cultural preesi related to tourism and leisure,
the far-sighted and visionary nature of the ink&atinaugurated by the Council of
Europe more than 20 years ago is striking. In cimgo® promote the Cultural Routes
programme, the Council of Europe very clearly giacivic purpose. That purpose
was to “render more visible, further develop andkentangible the common cultural
identity of Europeans® that is, to raise awareness of, and give a deffioitm to, one
of the fundamental pillars of the European Cult@ahvention, which is to encourage
with the nationals of each signatory country “thedy of the languages, history and
civilisation of other signatory countrie”.

This personal experience can occur during visitseigtage sites presented within the
context of an interpretation and mediation of Eeap history and culture by
rediscovering the legends which travelled Europi wie pilgrims, sharing the music
composed in the Middle Ages in an exchange betweeirab and European worlds,
or walking together along the Routes in the diffienegions, exploring the landscape
and conversing with people from other countries atier cultures. The Council of
Europe also emphasised the importance of memomy wih@oposed that the Routes
should be created around “a certain number of gtpmints, sites with a particular

place in history and representative of the Europmedinral identity”®

6. Ibid.
7. European Cultural Convention, open for signatuifearis on 19 December 1954.
8. See footnote 4.
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Lastly, it can be said that the programme consttat practical response to one of the
aims of the Convention for the Protection of thettectural Heritage of Europe
relating to education and training, particularlgttiof young Europeans: “to this end,
to promote policies for disseminating informatiomd&ostering increased awareness,
especially by the use of modern communication amdnption techniques, aimed in
particular:

a at awakening or increasing public interest, amfschool-age, in the protection
of the heritage, the quality of the built envirommhand architecture;

b at demonstrating the unity of the cultural hgdtaand the links that exist
between architecture, the arts, popular traditemd ways of life at European,
national and regional levels alik&.”

The Council of Europe also saw the Routes as ‘ioifiecitizens new possibilities for

fulfilment in their non-work time™? and as responding to new necessities in the

cultural management of European regions while sefeting and developing

European cultural heritage as a factor in the im@neent of the living environment

and as a source of social, economic and culturaldpment.

From the Convention of Granada (1985) to that ofoF&ouncil of Europe

Framework Convention on the Value of Cultural Hegé for Society, 2005) and the
European Landscape Convention opened for signatur2000 in Florence, the
Cultural Routes programme has consistently incateor diverse demands
corresponding both to the evolution of the sociahtext of heritage and to its
expansion into the cultural landscape, permittingractical understanding of the
regions covered by the selected themes.

A Cultural Route as recognised by the Council ofdpe primarily constitutes a
larger European theme, which enables us to betgrstand the history and memory
of Europe in a continental continuation extendiranf the Atlantic to the Southern
Caucasus and from the Baltic to the Mediterran@a@ultural Route’s primary aim is
to set in action joint initiatives of interest toaalemics, heritage mediators, teachers
and students as well as elected representatives)tsagf regional development
projects, and politicians, who together form Eucpaetworks.

A Cultural Route also constitutes a new categoricoftural good” which creates an
interaction between a monument in need of protecdod development, and the
cultural and regional context to which it must bkéd for it to be fully appreciated.
This new form of discovery is above all an intelled operation which is essential to
understanding the significance, history and valtie dveritage site in a particular
culture and society. It has also led to the exmensif the definition of a “cultural
good”, from the category “material” to the categtinmmaterial”. This enables one to
understand that monuments and traditions, thedntee and popular arts, landscapes
and traditional products together make up the nooslanguages of one community.
The European Landscape Convention added a new rig¢méhis general approach
by introducing the bases of responsibility as sthdretween owners and users, and
consequently between locals and inhabitants, onotie hand, and visitors and
tourists, on the other.

In putting this programme into action and in coesiayg this shared responsibility, the
concept of a network responsible for a theme omoat® has gradually increased in
importance. The three versions of the rules gietear definition of the typologies of

9. Convention of Granada, 1985.
10. See footnote 4.
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networks (one for each theme): either associatioon-profit organisations) or
federations of associations. The management ofetmetworks has to be truly
European and they have to take and implement deeisions in a clearly democratic
way. More than that, the rules, which initially posed the introduction of approved
networks responsible for the management of eachteRduave now made the
accreditation of a network a major and obligatargdition of obtaining certification.

A programme with geopolitical resonances

A large proportion of the European public — notn@ntion visitors from other
continents — struggles to interpret a monumenttea a route in its geopolitical
context. Yet, the fate of the great empires andténetorial evolution of the great
religions and their confrontations have left Europarked by lines of defence in the
form of material fortifications as well as cultufahctures whose resurgence we have
seen in the conflicts following the break-up of fbemer Yugoslavia and the end of
the Soviet Empire. Explaining the past without iiegrto confront its complexity
allows a better understanding of the major stakeiseoconstruction of Europe, which
since the last world war has been based on a Iengtbcess of dialogue and
reconciliation. It is not for nothing that the fir€ultural Route in the Iberian
Peninsula had a secondary aim of re-establishingsipdl links between the
democracies created at the end of the Second Wéald the founding countries of
the Council of Europe, and the two countries belogdo the Iberian Peninsula who
abolished dictatorship and adopted new democraticstdutions only in the mid-
1970s. The Cultural Routes also served to resioke between western Europe, and
central and eastern Europe after 1989 and contdbiat the reconciliation in South-
Eastern Europe when in 2005 in Varna, Bulgaria, lthads of state of 10 Balkan
countries adopted a resolution on the creation anfittiral corridors** based on
cultural heritage, which reads: “The protectionggantation and interpretation of
material and immaterial cultural heritage shoutérsjthen mutual understanding and
respect for the heritage of other$”.

The Council of Europe can call upon its many ddfér conventions in its
condemnation of all forms of intolerance and disanation, including anti-Semitism
and Islamophobia, but it can also call upon theitspii dialogue and openness of the
Routes, which seek to combat prejudices in contesetes.

This is the case, for example, in the developmaedtiaterpretation of the heritage to

be found along the Routes of the Legacy of al-Anslaind along the European Route
of Jewish Heritage. The Council of Europe also essto help build unified societies

by combating exclusion. A clear example of thishis route based on the heritage of
migrations which is founded on the possibility givi® migrants of rediscovering a

sense of pride at what they transported and can&ibfrom one country to another,

sometimes from one continent to another.

11. The conference of Varna is largely based omitiks of Professor Todor Krestev and his team in
the Faculty of Architecture, Sofia. The first pretsion of various projects of Cultural Routes in
South-East Europe was held in September 2000, glarinonference in Sofia in the context of the
campaign of the Council of Europe “Europe, a Comritaritage”. From 2000 onwards, Professor
Krestev prepared a framework for “cultural corrisloin South-East Europe that was proposed to the
conference of heads of state held in May 2005 im&aThe definition of “cultural corridors” comes
from a book by Professor Razvan Theodorescu (1%5&8: www.seecorridors.eu.

12. Varna Declaration, 21 May 2005. Regional FormmCultural Corridors of South-East Europe:
Common Past and Shared Heritage — A Key for FlRarénership.
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After 20 years of experience, the Cultural Routesgmmme continues to promote
and render more visible these common values amtipkes rooted in the cultural,
religious and humanist heritage of Europe, a hgeit@ once divided and enriched by
its diversity.

2.2 Cultural Routes programme today

The economic dimension of the Cultural Routes hagenbeen one of their major
aspects. At the same time, tourism and sustairdgelopment are clearly specified
as part of the criteria for certification. Sinceetfirst rules, it has been clear that
collaborative projects are to be set up betweerthallcountries of the Council of
Europe, all geographical and social entities, adl we between majorities and
minorities. In 2007 this was expanded to include itea of “seeking partnerships
with public and private organisations in the ardataurism with the aim of
developing tourist products and tools targetingatential audiences’

The aim of the study on the impact of European@altRoutes on SMES’ innovation

and competitiveness was to assess whether or adRdlites have achieved part of
these objectives by linking them in practical tertasthe most important sector of
tourism in general: small and medium enterprises.

Insofar as the study carried out by the Council Eafrope and the European
Commission examines one of the economic aspectheofCultural Routes — their

impact on the competitiveness and innovation ofllsared medium enterprises — it

seems equally important to note, even briefly, tinat themes of certain Cultural

Routes lend themselves better to pursuing thieisser the historical long term as
they require an understanding of the crafts, andstrial and trade relations having
influenced the economic and capitalist structur&wofope today; and some of these
routes require an understanding of the relationsnigaplayed a role in the oldest

forms of the “tourist economy”.

The ways of pilgrimage

From its beginnings, the concept of hospitable pete (the Order of Cluny, the
Knights of Malta or St John) has led to the develept of a network of small
businesses, initially religious, which federatedi@agdtural and medical “clusters” to
feed and care for pilgrims. Today, with the rerame® of pilgrimages, this spirit of
hospitality and welcome has spawned resting poihtsstels and semi-tourist
accommodation facilities, which contribute to tloedl development of the villages
and rural spaces traversed, creating an entireidiseconomy” linked to a social,
supportive and ethical tourism.

Maritime and trade routes

The Phoenicians’ routes, starting in the Meditezeanand stretching as far as the
Isles of Scilly (United Kingdom), enable one to lgsa the evolution of the concept
of trading posts, and of the establishment of ptatk for exchanges with local

populations.

13. See Appendix 2.
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It is equally clear that the towns of the Hansatheefirst example of the creation of
an economic network founded on mutual insurance rsidsharing. The towns,
particularly Bruges, also had links to the Media@nB and the great central European
markets.

The Via Regia is also one of the oldest commemsiahange corridors in Europe. The

Route enables one to interpret the geography ahdenaf these exchanges and the
creation of small and medium businesses from tleechAgedlars to transportation via

articulated lorries on the new east-west motorwayk since the last world war.

The Cultural Routes of industrial heritage

The Iron Route in the Pyrenees, primarily desigtoegresent and interpret a network
of small historic crafts enterprises which emplogettoss-border seasonal workforce,
and the European Iron Trail in Central Europe, stasing the great industries of the
region, are at the heart of the concept of evatuiiothe economic forms of work in
Europe; not forgetting that they are also examjples recent form of economic
innovation: the reconversion of an industrial atgiinto a heritage activity.

Landscapes and civilisations

The Routes of the Olive Tree and the lIter Vitis Roare particularly relevant models
for studying the economy and management of landseepwell as the economic
structure of small agricultural businesses befdre tevelopment of the food-
processing industries.

The European Route of Historical Thermal Towns
This Route is particularly suited to studying thelation of the tourism economy,

from spa treatments to the development of well-dpetourism linked to the
rediscovery of one of the great historic heritagie®urism.
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Over the past 20 years, tourism has become orteeahbst dynamic elements of the
global economy. Tourism accounted for over 9% abgl GDP and almost 3% of
employment in 2009 (UNWTO 2011). In Europe, incdinoen tourism represents 5%
of GDP and comprises 5.2% of the total workforaenr{munication of the European
Commission to the European Parliament, June 20d@ynational tourism has grown
by an average of 4-5% a year over the past deaadstripping most other major
economic sectors. Even though global tourism wa®rsty hit by the economic
crisis, falling by 4% in 2009, there was a stroegavery in 2010, with growth of
6.9% in international tourism arrivals, accordirgythe UNWTO. Worldwide, the
number of international arrivals reached a rec@8 #illion in 2010. The UNWTO
forecasts growth of around 4-5% in 2011. Howeveostmof the growth is due to
emerging economies (the BRIC countries), and Eurspiely to experience lower
growth rates, predicted to be between 2% and 42011.

In recent years, therefore, attention has shiftedh fthe purely quantitative growth of
tourism demand, towards qualitative change in thé&une of that demand. The
following sections consider, first, the main drivelof tourism growth and
development, and then look in more detail at thesequences of change for the
nature of tourism production and consumption.

Macro trends in tourism

In general, the development of tourism in recemiades has been heavily influenced
by the development of society as a whole. The os¢he industrial society and
growth of prosperity turned tourism into a massues activity, while, at the same
time, individualism and postmodernism have conteduto the creation of an
increasingly fragmented and diverse field of taurisupply and demand. According
to the OECD (2010), the current growth of tourismargely a result of increasing
globalisation, which has strengthened a number @f Hrivers in international
tourism:

- rising incomes;

- new and cheaper means of transport;

—  intensive use of ICT.

These changes are bound up with the developmenglabal network society.

The network society

One of the basic changes that is taking place acsosial, economic, cultural and
political realms is the growth of the network stgi€Castells 1996). The implications
of the increasing importance of networks and tke of the networked organisation
and the networked individual are profound. In tbalm of tourism, this is leading to a
number of interlinked changes that will have impattimplications in the future:
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Increased networking between producers

In an increasingly competitive marketplace suppliseed to move quickly and to
seize every opportunity for competitive advantalpereasingly, this can be done
through co-operation and partnership — the seawctcdllaborative advantage. The
IPK trend study (2009) points to “the importance cofoperation — public-private

partnerships, but also partnerships between diffesectors of the industry (such as
airlines, hospitality groups, tour operators, nicmarket associations, etc.) and,
increasingly important, technology specialists abldelp in developing new media
marketing campaigns”.

Increasingly networked consumers

Social networks and other forms of networking agedming vital in our leisure and

our work. The importance of groups and individualincreasingly assessed by their
linkages and membership of different networks. Neks assess their importance by
their membership. The very importance of networkingans that the boundaries
between work and leisure are becoming more vagwe dse our social networks to
make friends with those who are useful to our aaremd can provide contacts and
knowledge for our work. The networks we belongtteréfore have an increasingly
important influence on our decision making in asvwidnge of fields.

Changing value chains

Traditional vertical distribution chains are givim@y to a more complex value chain
involving a wide range of different suppliers framthin and beyond the travel sector.
Travel is no longer dependent on the infrastructdirine old economy — airline seats,
hotel beds and travel agent’s shelves. We are iegter new, flexible, networked
economy in which ICT, local culture and societyueation, etc., become part of the
tourism value chain. In fact, the inter-relatioqpshbetween travel, other economic
sectors and society as a whole have become saatdédghat we might conceive of a
“value network” rather than the old value chain.

Figure 2. Traditional tourism value chainresz]
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Figure 3. New value network

In the new tourism value network, the destinatrather than being a simple supplier
of inputs to the tourism value chain, becomes aegnal part of the value creation
process in tourism. The narratives and imagestathto the destination become an
important determinant of the value of places to th@sumer and therefore their
decision making in terms of destinations and wgjtiass to pay.

The general conclusion that can be drawn from theldpment of tourism and other

areas of social and economic intercourse in redenades is that the advent of the
network society has brought profound changes todlaionship between production

and consumption. We can therefore contrast theaosieing themes of the former

industrial era with the driving concerns of thewatk society.

Table 1. Contrasting concerns of the industrial saety and those of the network
society

Industrial society Network society

Market transactions Relationships

Mass production Customisation, individualisation
Economic capital Social capital

Innovation Creativity

Competitive advantage Collaborative advantage
Branding Authenticity

Information Knowledge

Unskilled consumption Skilled consumption

In order to ascertain what effect these macro serd having we must first develop
an overview of the way in which these forces areimly the development of tourism.

The major drivers of tourism

The Future of leisure travel — Trend studysottlieb Duttweiler Institute 2006)
identified a number of key drivers for the devel@mnhof global tourism, which can
be grouped into social, technological, economio]agical and political drivers.

1. Social drivers:

— ageing society: in 2020, the elderly will be in tmajority in western Europe.
Children and young people will be in short supply;

- individualisation. Growing demand for individual lltays. Falling demand for
package tours;
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new family structures. More and more singles. Efmwer families with
children;

health consciousness grows. Destinations with pi@lehealth hazards will
come under pressure. Areas with contaminated veaigbeaches, polluted air,
ugly buildings, a risk of infection, etc., will lza/oided;

value orientation increases resulting in a new catitipn of values. Ecological,
ethic and social values become ever more important;

decline of the middle class in western Europe;

leisure time declines. Western Europe must worlgéonagain. Raising the
pension age retards the growth of senior travel.

. Technological drivers:
availability of information. The spread and perfamse of information and
communication technology continue to increase; lamoking information will
become even simpler;
transport: more, faster and cheaper long distance;
new search and mapping services. Geo-tagging remoises maps;
tracking services make it possible to mark travelend to locate them at any
time;
extreme engineering: opening up new destinatiomsed to tourists, for
example, underwater hotels and space;
environmental-control technology will become margortant.

. Economic drivers:
greater competitive pressure. Tourists expect rfwrkess money;
booming Asia. Wealth and power shift towards th&t;ea
polarisation of demand for cheap and luxury offésowing pressure on the
middle;
daily rock-bottom prices are normal and expectdte @ownward price spiral
will revolve faster and faster and the margins shitink;
end of industrial working in western Europe;
growing vulnerability of financial markets.

. Ecological drivers:
unspoilt nature will become scarcer and, thereforae valuable;
climatic change. Regional climatic advantages shift
end of the oil reserves;
traffic jams will become chronic, the consequeng#écts increase and make
travelling an even greater torture;
ozone hole: the sun is dangerous. “Sun? Just day no

. Political drivers:
political uncertainties increase and prevent diriedravel,
growth of terrorism. Security measures, visa retjuia and entry controls will
become even stricter and make travel more complicat
declining trust in politics;
disintegration of shared values. Clash of cultuhetercultural conflicts spread
and intensify. Thus, travelling will become morendarous again.
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3.1 Cultural tourism: major drivers and niches

The tourism segment that most directly relateshi® Cultural Routes is cultural

tourism. Cultural tourism essentially involves tgsio cultural attractions and events
by culturally motivated people. Taking the WorlduFism Organization definition of

tourism as its basis, the ATLAS (Association forufiem and Leisure Education)

definition of cultural tourism is:

The movement of persons to cultural attractionsyafn@m their normal place of residence, with
the intention to gather new information and experés to satisfy their cultural needs

There is some evidence to show that cultural touris an increasingly important
segment of the total tourism market. For examptgrés from the World Tourism
Organization indicate that the proportion of intronal trips accounted for by
cultural tourists grew from 37% in 1995 to 40% BDZ. Although this seems a small
increase, the large growth in global tourism volsmeeans that by 2009 there were
around 375 million international cultural trips. I€wal tourism is also seen as a
desirable market by many countries and regionsusecd is generally high-spending
tourism, usually undertaken by highly educated\itlials who stimulate cultural
activity in the destination. Local residents alsera to appreciate the potential
benefits of cultural tourism as it is a form of ftyatourism. When asked what forms
of tourism they would like to see developed in fatuover 90% of Barcelona
residents indicated that they would prefer to dgwedultural tourism. They also saw
benefits from cultural tourism, such as increaseallincomes and support for local
cultural institutions (Richards 2006). The OECDaepon culture and tourism (2009)
indicated that the main drivers for developing erdtand tourism policies are:

— valorising and preserving heritage;

— economic development and employment;
- physical and economic regeneration;

—  strengthening and/or diversifying tourism;
- retaining population;

- developing cultural understanding.

The growth of cultural tourism demand has also sigted the development of many
new cultural attractions and cultural tourism mérg strategies, as different
countries and regions compete for a share of tlusative market. For example, it is
estimated that the number of museums in Spainrfwieased by 100% over the past
20 years. Barcelona, one of the leading city bréedtinations in Europe in recent
years, has targeted cultural tourism as a majowttr@area, and saw attendance at
cultural attractions rise from 4 million a year 1994 to 13.2 million in 2005 as a
result. Tourists now account for 71% of all visiBmimissions at cultural attractions in
the city. In order to succeed in this market, tfaee regions not only need to have a
good supply of cultural attractions and events, thay also need to be able to meet
stiff international competition through effectivearketing. This is turn requires a
clear understanding of the structure and needseotltural tourism market, as well
as developing cultural products that can satisfyketademand.

The main quantitative trends identified by ATLASatlare relevant for this analysis
are:

— increased number of “cultural holidays”;
—  rising education, income and status levels in theket;
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—  more use of the Internet for information gatheramgl booking;
— more visits to cultural events and festivals, dniviy increased supply and a
desire for co-presence.

At the same time, ATLAS research has also idewtifee number of qualitative

changes in demand which are also important to densin general terms, there
seems to have been a general shift towards new afeaulture, particularly popular
and intangible forms of culture. There is also marglence of “omnivorous” patterns
of cultural consumption, as people combine botlglihiand “popular” cultural forms

in their leisure time.

Figure 4.
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Popular culture is therefore emerging as an importaarket for cultural tourism
alongside the more traditional high culture andtdnis attractions. For example,
tourism associated with the Beatles is estimateddwount for 600 000 visits to
Liverpool a year, with these visitors spending sd2@ million in the local economy.

Arts and creative activities are also becoming masible in the cultural tourism
market. Major arts exhibitions are now an importsmtirce of tourist flows in many
cities, and the organisation of “blockbuster extiniinis” has become an important part
of the cultural tourism strategies of many museuiife performing arts are also
becoming more orientated towards tourist audiencas, music and theatre
performances are used to draw residents and \@sibtonew performing arts venues,
and programming is increasingly geared to toumstes (such as the growth in
musicals in major cultural tourism destinationsrsas London).

Creativity is also becoming linked to cultural tmun, as people utilise their
increasingly scarce leisure time to develop theuncskills and experience local
culture at the same time. There has been a vezitafglosion of courses in areas such
as languages, gastronomy, art and photographycenteyears, driven not only by
high demand for creative skills, but also by a gngwmumber of creative producers
who have started to service this market (see below)

The main qualitative trends might therefore be samsed as:

—  growing interest in popular culture, or the “eveaydulture” of the destination;
—  growing role for the arts in cultural tourism;
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— increased linkage between tourism and creativitgl the growth of “creative
tourism”;
—  growing omnivorousness of cultural consumption.

Within the cultural tourism market, a number offeliént demand segments can be
identified. In broad terms, the main segments tenelate to people who have either
a general interest in culture, and who see culisrpist one aspect of the destination,
and those with a specific interest in culture, idrom culture is the main reason for
travelling to the destination. Paschinger (2007)nkbimes the ATLAS distinction
between “specific” and “general” cultural tourismthvthe work of McKercher and
Du Cros (2002) to explain the cultural tourism nedrk

Figure 5. Importance of cultural tourism in the dedsion to visit destination
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Importance of cultural tourizsm in the decision to visit destination

The purposeful cultural tourist, comparable to thpecific” cultural tourist introduced by
Richards (1996, p. 34), is entirely motivated bytune in visiting a certain destination or
cultural attraction, and engages in a deep expazien

The sightseeing cultural tourist is chiefly mote@tfor cultural reasons, too; however, this
experience remains more shallow.

The serendipitous cultural tourist does not plantravel for cultural motives, but after
participating still ends up having a deep cultengberience.

The casual cultural tourist offers only a weak m®fior visiting a certain cultural attraction or
destination and, as a result, this experience mesrahiallow.

Finally, the incidental cultural tourist does noaviel for cultural tourism reasons at all, and
when they find themselves engaged in some sorulbdiral activities, those typically remain
shallow.

The implication is that not all attractions can eglpto all cultural tourists, and that
many visitors will have only a tangential interasthe specific cultural offering. This
IS important in marketing terms, since it means éttactions need to think about the
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specific and general appeal that they may havetdaorists and have to develop
appropriate product-market combinations. This ppilecis clearly evident in the
Transromanica Route, for example, where reseancthéoCrossCulTour project has
indicated a clearly identifiable segment of visstovith a specific motivation to visit
Romanesque sites (see Transromanica case study).

Trends in European cultural tourism

Europe is a key cultural tourism destination, watllarge number of major cultural
sites and a strong flow of culturally motivatedeimtational and domestic visitors. It is
estimated that cultural tourism accounts for arod@&oc of all European tourism
(including general and specific cultural touristi).the last couple of yeaultural
trips in Europe declined as a result of the ecoramisis, but appear to have been less
hard hit than some other tourism sectors. Data i (2009), for example, indicate
a 5% drop in city trips (usually closely relatedcgtural tourism), compared with a
20% drop in touring holidays and rural tourism, @ant5% fall in mountain recreation
in 2009.

One of the reasons for the resilience of cultuvakism is the fact that the range of
cultural motives for travel is broad and rapidlgr@asing as a result of postmodern
fragmentation. In place of a ‘mass market’ for ordt tourism, one can identify a

growing range of cultural tourism niches relatedstzecific facets of culture that

appeal to tourists or which are being developeddstinations.

Among the most important of these new market niehes
—  creative tourism;

—  educational tourism;

- gastronomic tourism;

—  religious tourism;

—  spiritual and holistic tourism;

—  wellness and spa tourism;

—  cultural volunteer tourism;

—  roots of migrant tourism.

Creative tourism

Richards and Wilson (2006) have suggested thabimescases cultural tourism is
developing into “creative tourism”, which is defthas:

Tourism which offers visitors the opportunity toveéop their creative potential through active
participation in courses and learning experiencdschv are characteristic of the holiday
destination where they are undertaken.

In the field of creative tourism the emphasis shiifom tangible to intangible culture,
and the basic experience consists of an exchang@mfledge and skills between
host and guest. This produces a more locally drieguitable and arguably more
“authentic” form of cultural tourism. The developmef creative tourism is evident
in rural areas (where creativity is needed to cdnabkack of economic alternatives)
and in cities, which are viewed as the enginesefcreative economy. Rural creative
tourism is being developed in many rural areahefUK, Scandinavia and France. In
major cities such as Barcelona, Paris and Rometicee tourism is now being
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developed as an alternative to “mass” cultural isoar
(www.creativetourismnetwork.org).

Educational tourism

Travelling to learn a language is an increasingipartant market in many countries,
particularly those that can offer one of the mgjmbal languages. It is estimated that
there is a potential global market of 375 millioaople wanting to travel to learn

languages, although the actual earnings of langaeleols were a mere €15 billion

in 2008 according to the trade association ALTOryWeften language courses are
combined with cultural activities, offering the gdslity to package language and
local culture.

Gastronomic tourism

In recent years, a growing emphasis has been plagetburism experiences and
attractions related to food. Food tourism — as»amgle of gastronomic tourism — is
defined by Hall and Mitchell (2001) as “visitatidn primary and secondary food
producers, food festivals, restaurants and spelofiations for which food tasting
and/or experiencing the attributes of specialistdfgoroduction regions are the
primary motivating factor for travel”.

Religious tourism

There has been a significant growth in religiousrigim in recent years, particularly
with a resurgence of pilgrimage to important sksi&d a growth in more general
spiritual tourism (see below). It is estimated tthare are over 250 million pilgrims

undertaking tourism trips each year. A study by ABLindicated that about 50% of
visitors to sites along the Camino de Santiago dae€ligious motive. This figure is

much lower for lesser known shrines in Northerntigal, where the main motive is
meeting local people (Richards and Fernandes 20007. religious motive often

means that pilgrims travel along specific routesisit a number of shrines or even to
complete lengthy itineraries. Increasingly, puregligious motives are becoming
mixed with more secular forms of religious tourismhich often centre around

specific religious sites.

Spiritual and holistic tourism

The journey within is also an area of cultural tear growth, as tourists seek to
develop their own spirituality or discover the #pility of others. This is also linked
to holistic approaches to wellness. Spiritual terwas identified by the UNWTO as
one of the fastest growing travel segments in 20@3wever, pinning down this
segment is difficult, as it spans a wide range otivations, from more traditional
religious tourism through alternative medicinereethugging.

Wellness and spa tourism

There has been a revival of interest in spa ddsgimain Europe as a result of the
general trend towards wellness travel. A new geiwereof visitors is discovering
traditional spa destinations, but is now demandmgre luxury and add-on
experiences. The global market for wellness trasetstimated to be around €30
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billion. This is particularly relevant to speciftcultural Routes which link spa and
other wellness destinations.

Cultural volunteer tourism

Volunteer tourism has been another major growthketan recent years, again often
fuelled by a desire to get to know other culturBsurism Research and Marketing
estimated that there are up to 600 000 voluntesrephents offered worldwide each
year. This segment of tourists is particularly gigant because of the long length of
stay in the destination. Many volunteer tourism jgets are also based on the
conservation or restoration of heritage. The Caltitoutes have a strong potential
link to volunteer tourism through heritage and tigio the desire to have intensive
experiences with local people.

Migrant tourism

“Migrant” tourism is broadly linked to migrationdivs. As people move to other
countries and settle there, they tend to travek hactheir own country, and/or are
visited by friends and relatives from their homeumoy. This type of tourism

therefore becomes a very physical manifestatiothefhistory of migration to and
within Europe. This type of tourism is expandindiime with global migration and as
the income levels of migratory groups and their bBgrapulations rise.

In the UK, for example, the volume of migrant t@uni grew from less than 4 million
visits by international tourists in 1990 to alm@6tmillion in 2008. For UK residents,
20% of all international trips are now represergdhis type of tourism. In Poland,
17% of inbound tourists were roots of migrant wasstin 2010, and 25% of Polish
outbound trips were for the same purpose.

In many areas there are specific marketing prograsnthat are aimed at markets,
often related to people tracing their roots in llmene country. This is a fairly large
market for tourism to European countries such adJl and Ireland, and potentially
it could be actively developed in many differenéas. This particular market is of
particular relevance to Cultural Routes becaussetiodten trace essentially migratory
routes or links between different population grausumber of projects have been
developed linking Cultural Routes to migrant tonrifor example, the Routes to the
Roots project, originally funded by the EU: www.tes.de).

Towards a new tourism?

Longer term changes in tourism are strongly infaezh by general social and
economic trends. The review of the tourism literatalearly identifies a number of
these, such as the shift towards more individudl@®duction and consumption, the
desire for experiences and the shift towards elaairdistribution and booking. Most
of these trends can be related directly to featafélse contemporary network society
(Castells 1996).

Scitovsky (1976) noted the transition from unskilte skilled forms of consumption.
As society develops so material wealth increasesicineeds (food, shelter) are easily
met and people begin to acquire an increasing rasfggoods. Over time, the
satisfaction and distinction that can be derivennfrpossession of goods diminishes,
since they tend to provide repetitive experienddsge emphasis therefore shifts to
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skilled forms of consumption, such as cultural \atés, where increased
consumption leads to skill development and theeefenhanced enjoyment. The
growth of skilled consumption is also often linked a rising demand for
“authenticity” among more discerning consumers (A@009).

A similar progression is foreseen in the productidrculture by Pine and Gilmore
(1999), in their vision of the Experience Economiey argue that the basis of value
production has shifted from extraction of raw miaderto production of goods and
then services, each producing increasing addece velowever, services can be easily
copied, and intensifying competition leads supplier develop complete experiences
as an added value compared with services. In tperence economy, they argue,
producers no longer charge for goods or serviagisfdn the experiences. This is the
basic business model of Disney or Starbucks, whoaetxpremium prices through
theming and other elements of staging and narrative

This trend is clearly observable in tourism, whesevices are being enhanced through
the development of scripts and performances, ssctha development of themed
attractions, cultural itineraries and staged eveStsecific attractions now market
themselves as experiences, such as the Court Rapaeriénce in Bodmin, Cornwall,
the Rotterdam Port Experience and Sport Experiétemrenveen in the Netherlands.
The explosion of experiences in tourism has algmably led to a form of “serial
reproduction”, in which destinations around the aare busy developing similar
experiences (Richards and Wilson, 2006). As a tedtihe and Gilmore have
suggested that the next phase of value creation bél in the area of
“transformations”, or experiences which actuallyamche the person having the
experience.

Figure 5.
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A similar progression is captured in the work oflfRiensen (2001) on the dream
society. He suggests that modern society has eddftaslow's hierarchy of needs so
that self-actualisation is now the greatest neé. desire to develop the self through
dreams and imagination has produced a shift froedstiven information to story-

driven imagination. Storytelling will become one tbie major drivers of the dream
economy in the future. Stories engage people addvallie to experiences — this is
the basic business model used by Hollywood for geimas, and it is now extending
to other areas of the economy. Cars are no longaeans of transport, they are a
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story about their owners. People purchase carayeemething about themselves as
individuals, as part of their own life narrative.

In the same vein, value creation in tourism is easingly about the stories and
narratives that tourism carries, creates and fatk. In order to stand out in the
contemporary marketplace, destinations need to Aalear narrative about who they
are. For tourists, Paris is not just a city, bsbah dream of romance. Selling dreams
has long been a preoccupation of the tourism imgukut the difference now is that
those dreams are not necessarily pre-packagedcdyateated with the tourist.
Because the tourists are in search of their owrardse they are far more
knowledgeable than the producers — so the prodieees to work with the tourists to
make their dreams a reality. Dreams are also faremomplex than hotel beds or
restaurants or amusement arcades. They requimliadoration of a large number of
different producers, co-ordinated by what Jensenldveall “dream makers” — the
new cultural intermediaries for the 21st century.

Looking at these macro trends in the economy abBaenand in tourism in particular,
we can begin to identify how the basic nature afiton has shifted.

Figure 6.
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There has been a shift from a purely productiomg$ognass tourism) and a primarily
consumption focus (experiences) to the integratbmproduction and consumption
(co-creation). In a system of co-creation, the difletween actors and organisations
become vital, as these facilitate the co-creatimtgss. These linkages depend not
just on the form of information flows, but also time content of the information.
Although changes in the form of communication, sashthe advent of the Internet,
smartphones and social media, have revolutionisedvay we communicate and the
way we travel. The information also has to be stiapeprovide the specific content
that people want, such as the storytelling thatemak particular place attractive to
travel to, or information on the specific benefiteat are being sought from the
destination. This means a shift from the simplevgion of information and services
towards the creative co-creation of experiencesatiees and dreams.

In the field of cultural tourism we can see a samghift away from static museums
and monuments towards more interactive and intéa@gkperiences and the creative
development of narrative. For example, Frey (2@8)nes how cultural tourism and
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creativity are becoming integrated. He sees cultoraism not as a passive activity,
but as a means of creating places:

The cultural capital and creative resources ofgdaare a resource for cultural tourists [who] are
considered cultural pioneers who [can] re-evaldateubtful” places and have a decisive
influence on them (revitalisation).

Cultural tourists can therefore help to forge neweative or trusting spaces and play
an active role in place-making. Certain groupsufucal tourists, particularly creative
tourists, can read and understand the “languagesreattive places”, the “spatial
complexity of structural, social, economic and dtige factors [that] are seen as a
specific local identity”.

Because of these creative skills, cultural toursgek out the local and the defining
elements of the atmosphere of places. This endides not only to see or experience
a place, but to live and dwell in the culture itsel

Frey argues that the “resource of place” has famedsions:

—  the physical-material constitution of the place ahd consequent possible
forms of utilisation;

—  a cultural symbolism of the place which uses ang ttontributes to creating an
identity. This atmosphere of local identity marke thabitus of the place”;

—  the neighbourhood environment of the place, whighits utilisation and
activation structures the socio-spatial habitahefplace; and

- infrastructural features and the connection ofgharter to city structures.

The amalgamation of these different narrativescéffely constitutes the “genus loci”
of a place. Successful places are arguably th@gertanage to co-ordinate all of these
cultural-creative resources to make themselves m@ractive as places to live, work,
enjoy leisure and invest in, thereby increasing doelity of life. In the network
society, the vital function that enables placesatbieve this is the ability to link
different networks into “regimes” that can manalge internal (space of places) and
external (space of flows) resources effectively.

In line with general network theory, Frey argueattiuccessful creative places are
those that can generate “weak ties”, which enaidentto generate bridging social
capital (to link to the space of flows and to otlsemmunities) and bonding social
capital (to link people locally). The essential lifyaof such places is fluidity, which
enables different people to meet, so that “theeeuaexpected situations, spontaneous
actions, as well as heterogeneous and varied lfd&and that, in this way, points of
view besides usual paths and routines may devékngt 2009).

This process is difficult to manage: Frey (2009Quas that it must be determined
which kinds of support for creative processes aitalle for facilitating the self-
management of those open structures that “creptople” need for their work and
leisure. Thus, apart from focusing on the placea aseativity-developing resource,
there must be consideration of the “producers eativity” and their ability to meet
and co-create new knowledge and innovations. k ¢bintext, the functions of trust,
solidarity and context-bound, implicit knowledge Icreative milieus” are of
particular importance. The meetings and momentogiresence established through
networks also create opportunities for risk-takamgl surprise, which are vital to the
creative process.
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Paradoxically, the development of creativity algesppposes the establishment of
routine, of sedimented practice which establishes dontours of normality or the
everyday. Without these structures, there is néemihce, no resistance, and no
possibility of action and reaction. Without the béxere is no potential for thinking
outside the box. The same applies to cultural souras well. Successful cultural
tourism experiences are often those which provitiekato the culture of the tourist,
as well as a confrontation with the new. Translatéal the discourse of the Route, the
beaten path is necessary for people to deviate ifroamd to recognise that there are
new ways to act. In this way, there is a dialealationship between the development
of established Routes, and the development of neative concepts of culture. Only
once something becomes “normal” can it be challdragel changed.

De Cauther (2009) argues that the development dfiermosociety produced a rush of
sensations and experiences which made the extnaoydinormal” and produced a
dulling of the senses which generated a desire nfimre and more extreme
experiences. Modern journeys were therefore ofterea at the different, the exotic.
In the past, therefore, the cultural tourist souglhiture as something external — the
products of other cultures encapsulated in the oraseand monuments that represent
the “commanding heights” of national and local erét As cultural tourism has
developed, however, many tourists have voraciotshsumed these cultural symbols
until a certain level of saturation is produced nument fatigue, “been there, seen it,
done it", which generates a desire for new expegsn Arguably, these new
experiences are to be found within, rather tharsidatthe tourist. The Gottlieb
Duttweiler Institute (2006) sees a trend “away fradrenalin kick to endorphin kick.
Instead of a high and ecstasy, people want meditatianquillity and spiritual
experiences.” Hence the growth of spiritual tourimentioned above.

We also need our grounding in tourism as an evgrgdaerience in order to be able
to appreciate the differences offered by the haktie. This applies to all aspects of
the culture, not just the commanding heights. A8.JPriestly remarked: “A good
holiday is one spent among people whose notionsnaf are vaguer than yours” — in
other words it is the practice of everyday life ttimaakes a culture different and
attractive to many cultural tourists, not just spedourist attractions.

Tourism itself has developed in a similar way. e tearly days of tourism, travel
itself was novel, and only over time did mass trdexome an excepted, sedimented
practice, which participants began to take for tgdras part of their everyday world.
However, the very fact of travel becoming normad beeated new possibilities. The
practice of travel equips tourists with skills ftoavelling, and eventually these skills
are used to “travel outside the box” and to create possibilities for tourism. This is
evident in the range of new travel experiences whie now offered via the Internet
and depend to a large extent on the consumptidls skid trust developed through
tourism. Examples include couchsurfing, home swappnd “guided by locals”
schemes.

The important point is to see cultural tourism agerthan just tourists being attracted
by culture. Tourism itself is a creative force. Tists do not just consume culture,
they can also make culture. In some cases this m@nnegative, as in the
commodification of local culture. But in other cagdeads to the creation of new and
positive phenomena, including new creative acasgitand organisations, new insights
and new forms of intercultural dialogue. The pagto use the creative potential of
tourism to create new possibilities not just foe ttourists, but also for local
communitiesThis is a challenge that could be taken up by thiku€al Routes.
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3.2 Challenges and created opportunities for Cultwal Routes

Cultural tourism is essentially about journeys. Nost because the tourists by
definition travel to experience culture, but alsxéuse culture itself is a journey — a
voyage of discovery and self-realisation. Summeagighe trends outlined above, the
new cultural tourism can be characterised in tesis

- co-creation;

— increasing linkages between suppliers and consymers

- increased contact with the local culture;

— increased emphasis on the everyday and intangani@age;

—  ashift towards events as a means of valorisingepla

—  creative spaces;

—  holistic, spiritual approaches;

- new grounds for authenticity (a move away from atitit towards context,
originality and user-generated content).

In this new landscape of cultural tourism, the @t Routes potentially have a new
and important role to play. Cultural Routes can atspiritual recharging stations,
meeting spaces and trusting spaces. The growingeran roles that the Cultural
Routes can play is also evident in the work donéhbyEuropean Institute of Cultural
Routes (EICR) for the Congress of Local and Redidundhorities of the Council of
Europe, which identifies a range of trends relevarultural tourism:

—  the increasing importance of showcase exhibitions @ European capitals for
culture;

—  the increasing importance for visitors of museurhseaitories and scientific
museums, backed on living presentations, thattis people working;

— theincreasing importance of industrial heritagessi

—  theincreasing importance of military architectsites;

—  theincreasing importance of sites of memory;

—  theincreasing importance of natural and histoaiks;

— the increasing importance of celebrations, nambbsé¢ of prominent local,
national or European figures;

—  the increasing importance of annual themes co-atutig a common policy for
territories;

The case studies of the Cultural Routes also shatwthere is collaboration emerging
between the Cultural Routes and tourism SMEs teld@vcultural tourism. Examples
include:

—  the development of interactive guides (Transromegnic

- links to new audiences via social media (Transraoo@aidansa Youth);
—  new celebrations (for example, Hansa Internatiéestival);

—  new heritage merchandise (all Routes);

—  joint marketing with hotels and restaurants (aluRs);

— joint promotion with transport providers (Hansa);

- gastronomic tourism (Olive Tree);

—  Agritourism/ecotourism (Via Francigena, al-Andalus)
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This underlines the fact that there is still relaly limited articulation between the
Cultural Routes and newly developing themes inucalttourism. In particular, the
types of tourism activities being created by mdsthe Routes seem to have little
overlap with some of the other main themes of tbaril of Europe, such as human
rights, democracy, social cohesion and interculiedogue.

What is increasingly missing in the contemporarywoek society is a sense of
narrative, which can provide the essential linknsstn people, communities, places,
institutions and times. Very often this lacuna ¢enexplained by the fact that the
increasing individualism has weakened or broken tirevious links which
underpinned narrative — the family, the neighboathothe tribe, etc. One of the
aspects of cultural tourism that makes it partidylaelevant for the policy of the
Council of Europe is its intercultural dimensiors mmany different cultures are
brought together in the development, consumptioth @@mmunication of cultural
tourism. Cultural tourism has been shown to haeepibtential to influence attitudes
among both the host population and tourists. Onpibstive side, research by the
World Youth Student and Educational Travel Confatden (Richards 2005)
indicated that young people travelling abroad feteeded periods were primarily
interested in having contact with local people dhne local culture. The research
found that increased contact with the local cultpmmoted higher levels of
interpersonal trust, tolerance and self-confidence.

What is interesting about such intercultural dialegs that it exposes the double-
sided development of narrative. Not only does calttourism develop a narrative
about the place in which both locals and touristelf but it also develops narratives
about the individual tourists who go through ang@ezience interculturality in those
places. The narrative of tourism therefore linkacpl and journey, local and global,
dwelling and mobility, host and guest.

In the past, narrative was often linked to journeften because narratives provided
links to people and places only experienced inirtiegination. Today, the travel has
become more concrete and the narrative has lostoitgection with the space of
places. Cultural Routes can play an important inleanchoring narrative in the

cultural spaces through which they travel, prowgin

- raw materials for narrative;
— linkage between narrative and place;
—  creative spaces for narrative development andaulierral dialogue.

The Cultural Routes are important not just becaishe physical journey, but also
because they are in themselves a form of narrdRwates tell stories about the places
they pass through and link, and also about thelpegho travel them. This is most
clearly evident in the case of pilgrimage routeshsas the Camino de Santiago, but it
should be an essential element of all the Routks.modern tourist needs to have a
story they can relate to and which says somethdogitethem as people as well.

Conclusions

This review of tourism trends in Europe points toumber of challenges which need
to be met by the Cultural Routes and the Councitwfpe in future. In particular, it

raises some basic questions about the role of thikur@l Routes as currently

constituted with respect to tourism development e position of the Council of

Europe:
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Given the growth of tourism as a major leisure stduin recent decades, is there a
role for the Council of Europe in tourism developrhand promotion?

How can intervention by the Council of Europe imriem markets be justified with
respect to other developments (for example, mdeikire, development of specific
values, etc.)?

If the Council of Europe wishes to develop tourigmough the Cultural Routes, what
form should this take (“mass” versus “niche” cudtutourism/broad access versus
targeted dissemination of knowledge)?

What is the role of the Council of Europe in toarislevelopment and promotion
relative to other actors (most relevant in the ewnfrrcontext, SMEs, but also
European, national, regional and local authorities)

It is highly recommended that the Council of Eurdipeks strategically about these
guestions and finds a clear position for itseltha broader cultural tourism field, if it

is to continue playing a major role in the devel@ptnof cultural tourism in Europe.

In particular, it is important to consider how tedues the Council of Europe wishes
to promote via the Cultural Routes can best be pted Is it sufficient to maintain a

general commitment to Council of Europe values he tdevelopment and

management of the Routes, or is there a neednlstie a more direct and positive
action? If the latter is desirable, then the CouotEurope would need to find ways
to stimulate the preferred effects through finalh@apacity-building, evaluation, and
other instruments.

The case studies underline the fact that the Gallfeoutes have limited resources to
act outside the temporary and sporadic stimuli jolext by EU funds. This suggests a
need for more funding, but it also importantly sestg that the Cultural Routes

currently lack the non-financial motivational powahieved by programmes such as
the European Capital of Culture or the UNESCO Watltitage designation. In a

climate of fiscal stress, it is likely that achiegia similar status will be important in

gathering the resources necessary to make ther@luRoutes a more valuable tool

for realising the broader aims of the Council ofdfe.
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4.1 Network structure and resources

During the past two decades networking has becomainkey buzzword in the
international cultural co-operation arena. In faoternational cultural networks are
phenomena that demonstrate the ever-increasingatt@mongst cultural operators to
be visible on the international stage. The defanitof a network is blurred but it is
recognised that “networking” has become a converaad cost-effective mechanism
for the exchange of information and experience blfucal practitioners and city
leaders. Networking was once a non-formal pursuitias over the years become a
recognised term used synonymously with many forrhsgamvernance including
forums, leagues, working groups, alliances, cosncdommittees, foundations,
associations, societies, conventions, etc. A formalwork may be made up of
members, associates, affiliates, partners andlegdtes.

Cultural and artistic networks in particular regeisa tremendous pool of creativity,
ideas, information and professional practice. Eaappcultural networks are currently
playing a vital role in transnational co-operataeross diverse sectors and, in doing
so, are furthering the European Union’s missiorsupport cultural co-operation in
Europe. In fact, networks are increasingly and Widalued by intergovernmental
institutions, as well as national and regional goweents and foundations, for their
ability to work effectively across borders and detia substantial range of benefits
and achievements.

“European networks make a vital contribution tonsm@ational co-operation across
diverse sectors of arts and heritage fields. A emporary phenomenon, they
represent a flexible and dynamic way of working ethbrings together professionals
across Europe who share common concerns” (Stab@®).2As stated in Chapter 3 of
this report, networks represent a flexible and dyicaway of working which bring
together professionals who share common concemussathe globe. Transnational
cultural networks normally fall within the spherehmman or social networks. Human
or social networks are designed to increase conwation and mobility of people,
ideas and experiences, thereby providing profeatidevelopment, training and
increased employment opportunities: they are also edfective means of
representation of a group or alliance at a nationahternational level. Often, cultural
networks grow organically, driven simply by a nets establish links, share
information and experience, generate ideas andpiamthers for collaborative projects
and engage in professional development.

This section looks at the Cultural Routes of thei@il of Europe to understand how
the actors involved are networking. Despite manythed Routes lacking a clear
physical network structure, they are a producthefinteractions of their members. A
study of the individual experiences of each netwakealing behaviour patterns of
the members and their ways of using the networkldvtye ideal. However, given

time limitations for this study, it is only possgbko explore network governance
themes in relation to the limited knowledge tha five case studies provide as well
as the transversal theme grids provided by the ET®Hs information does, however,
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provide a sample that allows the identificationapéas that may need support for
informal and formal networking in and amongst CrdtuRoutes. A network’s
governance model, the organisation of its actisiaad fiscal management can vary
greatly and depend on many factors. No single misdegbpropriate for all — however,
there are some common “rules” that are normallyr@mpate to apply if the network
aims to determine the highest amount and leveloedperation possible within the
network.

This section looks at several areas where thess agply (legal basis and horizontal
structure, the secretariat’s role; the use(fullpesfsa membership fee, members’
charter or by-laws, joint events and initiativesd ashared merchandising) with a
particular emphasis on how these are applied oimetach of the case studies. The
aim is to highlight how these main points mightatel to the perception of the

network, to the effects of networking and the dBeaf interaction on the structuring

of the network.

In Cultural Routes the theme of the Route is timelibig factor and the strength of the
theme is a clear motivating factor. However, thente alone is not enough to
constitute a network. The crucial ingredient is reetivity. Connectivity at many
levels is the key to networking. Connectivity urges any web of informal or formal
interactions and networking.

Practice examples
Current networking tendencies among partners orergiCultural Routes vary considerably. The

Cultural Foundation “Routes of the Olive Treds brokered agreements between the Greek and [other
Mediterranean chambers of industry and commerceapfean and Mediterranean universities,

European research centres, museums and non-goveaineeganisations from more than 18 olive-

growing countries. However, there are no reguldivities that link or bind these institutions. The
cultural foundation encourages partners to devéégpivals and claim to (in these cases) commit
between five and 10 people to support partner svast well as provide exhibitions, books gnd
products — however, given the centralised natuthefoundation it would not be unusual if this aer
considered as a bilateral rather than a multilastraw of support.

The Transromanica project partners operate indepglydin each region, although the CrossCulTpur
(EU-funded) project has provided a financial incemtfor four Transromanica partners to develop
cross-marketing projects in the form of audio gsjd#gnposting, etc.

The Legacy of al-Andalus Foundation operates widdlty; however, it has a wide range of local and
national partners such as the Andalusian Ministr@dture and the Ministry of Education and varigus
bodies concerned with regional tourism. In many svehye foundation could be said to operate as a
company rather than a network.

Networking between the partners on the Hansa Rautkappening bilaterally and multilaterally
through a range of initiatives but is most clearydent on the Hanseatic Day when all partners| are
invited to take part together in what is a trulyl@ioorative event that provides benefits for albdan
allows the assembly to meet, to discuss networknkas and vote.

Governance models for cultural transnational netwoks

Governance relates to consistent management, eehgsiicies, guidance, processes
and decision rights for a given area of resporigfbizood governance between a set
of partners therefore requires precise and shamethgement policies, clear lines of
responsibility and commitment. At the stage whametwork begins to develop joint
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products, a legal structure and constitution beconp®rtant as does the appointment
of an executive committee, the creation of a coratthg office and formal
membership rules, fees, etc. The most basic elenoérat good governance model for
a network are the legal basis (statutes and by-tawsodels of working), the shared
administrative structure (secretariat) and shaosdnaitment (financial or otherwise).

In terms of good network governance, experts seenagree that a horizontal
structure is required, meaning that all partneeseslor at least rotate responsibility for
the network’s governance. When many of the CousiciEurope’s Cultural Routes
were first set up, no requirements were made tatera formal governing body and
therefore some of the Cultural Routes are stilhauit legal status and/or dominated
by a single partner. Legally at least, this hacesibeen rectified in many of the
Cultural Routes and, according to the new enlapgatial agreement, Cultural Routes
are now required to have a legal base. Most of thawe adopted the model of non-
profit association or foundation. Others, suchles $antiago de Compostela Route,
are more difficult to align in a legal structurepwever, one could argue that the
connectivity in this Route is solid (namely, netkea pilgrim hostels and passport
stamp system) and therefore there is no need toseng legal governance structure.

Where connectivity is low, the governance of agrational network is fragile. Little
communication can lead to misunderstandings andstheture can become very
delicate. In this case, the legal base clarifiesriission of the network and leads the
way forward for democratic decision-making proces@mpefully with an executive
board and an active membership). The governangetste (as has been highlighted)
needs to be as horizontal as possible — methodmgare a horizontal structure
include regular rotation of board members and @guleetings of the executive.

Since there is no legal system to create a “Eumgéaute” for a non-governmental
organisation and, therefore, most legal statute® ha be located in one European
country, networks are already at a disadvantagenwioping to create an equitable
transnational legal base for their work. Howevey,naost statutes allow for board
members from other member states, this should ettt principle issue.

The principle issue is about connectivity in the@axtive body of the Cultural Routes.
It is very difficult to evaluate at a distance tteal connectivity in decision-making
processes taking place within the current Cult&alites. More attention should be
given to the legal governance structure of Cultitaltes, to ensure that horizontal
democratic structures are being formed.

In essence, a network should be designed to esttatiiannels of communication and
co-operation between professionals who share conoooeerns. In order to do this,
networks begin to evolve into more complex struesurAt the stage whereby a
network begins to develop joint products such alipations, conferences, meetings
and other collaborative projects, it is normal teate a co-ordinating office.

Although highly diffused and decentralised in themy of working, an established
network (with a legal structure) will often requieenode or pivotal point which is
identifiable as its centre. A small office, the wetk co-ordination office or

secretariat, with a network co-ordinator or secyetgeneral, is often essential to
undertake the day-to-day administration, respontetpests from new and existing
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members, disseminate information, organise meetags$ help facilitate special
interest groups or projects within the network.

The Cultural Routes’ case studies suggest that amymcases the geographical
location of the key decision maker is also the lagation of the secretariat. It is

unclear if the costs of running the secretariat sirared by the members and how
much ownership the dispersed members feel thatithes.

The usefulness of a membership fee

A membership fee is a good tool to use to implicatambers and create revenue. A
membership fee provides a commitment to the prdjattt is also a contract to get
something back. Partners need to be clear abouttiwna get back in return for their
membership fee and what they put into the “pot”jtbeoney and/or time and effort.
A membership fee is a good model to follow as thksrly indicates commitment to
the cause and suggests (even creates) ownershign @f networks the stronger
partners take up the burden of supporting the weadeners. A membership fee may
therefore help to support weaker partners to attkachetwork meetings. Sometimes
membership fees need to be staggered to take wmtouat differing economic
circumstances. Other transnational cultural netware known to use the UN country
scale multiplied by €x to set equitable membersbgs.

Practice examples
Transromanicaregistered under German law as a voluntary associatith 10 members including
national and regional public and private bodiesrfreeven countries, collects a membership fee from
its members. The membership includes institutidmstism organisations and regional governmental
bodies. The members pay an annual membership fébet@ssociation which is managed by the
secretariat member — paid for by the membershiplfeeeturn for the membership fee, the members
have permission to use the logo and have theirnmdtion included on the Transromanica websgite.
This is a very simple system, not expensive budteiean ambience of joint ownership.

Some members contribute financially to the Cultdralindation “Routes of the Olive Tree”it is
unclear, however, if this is on a sporadic basid @atated to specific activities rather than asutag
support for the secretariat.

The Via Francigenaase study suggests that member cities are expeecpay a fee. Almost a quarter
of the 2010 budget is covered by fees. Supporisis jprovided by the Italian Ministry of Culture. |it
highlights, however, that there are difficultiedrinolving Swiss and French public authority partne

According to the initial survey carried out in thentext of this study, 14 of the 29
Cultural Routes collect some sort of membershipofeeeceive funding from a range
of city authorities. A further study would be udefio establish how regular
membership payments are made and what benefits arsmdreive as a result.

Members’ charter or by-laws

Horizontal and equitable governance structuring fesndamental principal of strong
networking. Despite the Resolution CM/Res(2010)62he rules for the award of the
“Cultural Route of the Council of Europe” certiftean, stating that the networks
should “operate democratically”, in a number of esaghe Cultural Routes are
dominated by a single member albeit within the ®amrk of an association and are
only nominally operating in a democratic fashion.
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Building an environment whereby “we are more ashale’ as a philosophy — rather
than “I want to keep this for me” — is importantiel'biggest signal, and possibly the
only way, is to ensure shared governance. Thisagsee said than done, not least
because of tight budgets but also limitations oretand not forgetting possessiveness
on the part of the founding partners. This alseagithe issue that, ideally, Cultural
Routes should be constituted by a number of ecaurah@rs from the outset.

The dominance of one partner over another is ahaayissue in networks — it creates
an “us and them” scenario. Networks need openfflesshility and heterogeneity of
their members. Some of the best models of netwarkghose that keep network co-
ordination to a minimum (largely volunteer) andesal tasks amongst the partners.
Non-institutionalised structures may work well ionse cases as can be seen in the
Hansa Cultural Route, whereby democratic decisiangs taken on who hosts the
Hanseatic Day each year. As with anything, the Idsvin the detail, an in-depth
evaluation of each Cultural Route’s ownership streecin terms of regular meetings,
lines of responsibility, budgets, etc., would be iateresting indicator of shared
governance. From the five case studies one caadsgireee problems and challenges
emerging that impede the implementation of stroequitable and functional
governance models, although it is difficult to séyhis is the case of the other
networks which have not been studied in detalil.

A members’ charter and/or by-laws as a model ctnaddexplored for the Cultural

Routes. The charter/by-laws could set out partbégations and thus contribute to a
sense of loyalty, not just to the Cultural Rouselit, but to the Council of Europe, the
EICR and the whole programme. Ideally, a model telnarould be devised together
with the Cultural Route leaders or co-ordinatonotigh a series of workshops that
look at all aspects of governance, networking almdssmarketing. The model could
then be adapted to each Cultural Route as apptepria

It is vital that the group leaders come to an apexd together through guided
sessions rather than have a model charter impogeddebCouncil of Europe or the
EICR. The charter/by-laws is a very practical doeuain It should provide detailed
procedures for governance and decision making. &ilyn its aim is to improve
connectivity amongst the partners in all areas ¢batd have shared benefits. The by-
laws go beyond the legal base (statutes) and cemsity practical details such as
shared ownership of the website and uploading piwes, or agreements on use and
exchange of logos. It may also provide an agreemerghared visibility actions and
outline the co-ordinating procedures to createeshérochures or documents, etc. In
brief, it would outline the protocol and procedufesdeveloping shared activities.

Joint events and initiatives

Networks depend on face-to-face human contact —nemivity. However
sophisticated electronic tools have become, pewmpist actually meet in order to lay
the foundations of trust required to develop callalive projects. The by-laws,
constitution or members’ charter should outline lnel of commitment in being a
partner. Being a partner of a network requiresigpgtion and generosity and work.
Aside from paying a membership fee, a partner ne@d®mmit to meetings (which
includes costs in time and money) and it requikdantary investment of time. These
are real costs borne by the members and their @@ns. There are other less
tangible efforts required by members, for exampéepersonal mental effort required
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to engage in debate in a foreign language; the teeedderstand the context of your
partners and get a grip on someone else’s redity; to plan an exchange with a
colleague whose culture has few reference pointsommon with your own. Trust
and continuity of participation are essential tadfé from network participation.

Joint projects create the necessity for networksviave. There is a chicken and egg
scenario here: one needs to network to build tdestelop an idea and create a project
— on the other hand, one needs a shared projectate the necessity to network and
meet. A project-based approach to setting up theu@l Routes might work. Joint
programmes are an essential component of netwosdgdtigities. Face-to-face contact
but also co-ordinated initiatives are important itestall the significance and
importance of the transnational value of the prpjecthis case a Cultural Route.

The Cultural Routes are an interesting case foennboking at the activities, one can
sense that many are being developed unilateralkgodling to the analyses of the
Cultural Routes conducted within the framework lok tstudy, there are very few
shared innovation projects across national bordeutural Routes have few regular
shared events or activities that bind their wodgether and give shape and reason for
the international network. Therefore, there is ddeal value of the Council of Europe
label in networking terms for the Cultural Routes.

There are methods to stimulate joined activity, thie this is doing collaborative
visits and joint projects, sharing research malgriattending conferences, creating
exhibitions, developing workshops or seminars, jgakibns, etc. With very little
effort unilateral events can become shared evdikes,the Hanseatic International
Day, which is hosted, shared and rotated betweenhb®es. It provides the argument
for the network to meet and benefits are shareds dbes not negate local Hansa
Days — it simply creates another layer of shardwifgcbeyond the level of a local
festival by creating also an opportunity to netwgiomote and develop the business
of the network. Limited funding opportunities foewkloping international events or
projects is the major factor preventing more j@ictivities.

In summary, these observations demonstrate thah@irfg stream should be made
available to facilitate more face-to-face contagtween the partners and encourage
shared working and development of internationaiatives. Connectivity is needed.

The statutes should require that the executive atteenroles are shared between
different international partners. Regular meetinfigshe executive committee should
be a commitment stipulated in the statutes. Regukstings and reporting between
the executive and the secretariat body are eskdbtiiural Routes leader workshops
should be developed in order to explore the creaifoa members’ charter and/or by-
laws model. All partners should meet at least cacgear. Membership could, for
example, require attendance at one management ngeatiyear (this could be
combined with an annual shared event). Systems epiorting and regular
communication between the partners are necessary.

The partner housing the secretariat ideally shoaotdalso hold the post of president.

If necessary, an honorary post for the foundindgnggircould be instigated. The EICR
should monitor the development of governance modsighe very least it should
receive minutes from the annual Cultural Route rgartmeetings. Besides, the
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Cultural Routes should be encouraged to identifleast one major annual activity
that should be rotated amongst the partners (ad&st walking event, a tasting, etc.).
This event should coincide with promotional actest(exhibitions, etc.) from all the
partners and create an incentive for the formatrabty to meet, discuss business and
vote.

Training is required to support horizontal govem®mmand effective networking.

Training may be necessary in the use of Web 2.3 twould support the partners’

ability to communicate cheaply and effectively, ngsinewsletters, blogs, e-mail

groups, Facebook accounts, Twitter group, etc. utalltRoutes should consider
applying a membership fee to its key partners Waild cover core costs related to
the secretariat (this would create a sense of dlmaweership). It is preferable that any
co-ordinating/secretarial post(s)/office is a sdazemmitment by the partners — either
by rotating the secretariat or by sharing the eympknt costs of the co-ordinating
office and staff.

4.2 Fiscal management and funding opportunities

How to govern and sustain networks is always alehging issue for almost any
network. Insufficient possibilities for supportirithe process” needed by networks
such as meetings are a problem. All networks sufi@m the problem that their
ability to operate effectively is hampered by trectf that they lack structural
operational support.

Creative approaches to generating income mighudecla variety of possibilities

including:

—  sales of goods or services (ticket sales, memhefehs);

—  support from outside sources, namely foundatigmsnsors, donors;

—  support from international, national or local goweental programmes;

—  financial revenues (bank interest, investmentsegawent bonds and others);

—  other revenue from intangible assets such as atkcenses, trademarks and
copyrights.

Current organisational structures
There is no membership fee for joining the Ha(maly for joining the Hansa Route website). All
towns cover their own costs for attending meetiag$osting events. A limited amount of private
sector support has been attracted and this hagezbtlee cost of modest promotional tools such as
pamphlets. The Town Council of Libeck covers thetaaf the central office and a co-ordinator

(although this post is not presently filled).

The Legacy of al-Andaluseceives almost all its organisational budget fiitwen region of Andalusia
with the exception of sporadic funding from Europ&aommission programmes such as INTERREG
or Euromed Heritage. However, these projects hdveean time limited and the collaboration ended
as soon as the money ran out. Some of the EC-fupdgects were co-ordinated by partners outside
of al-Andalus, which suggests a transnational gastnip could be easily established should fundmg b
earmarked for this in the future.

The Cultural Foundation “Routes of the Olive Tregéas founded with the backing and support of the

Chamber of Commerce in Messenia. In terms of baldretween public/private support, the overall

budget of the foundation is:

- 30% (contributions from network members and frieafl$Routes of the Olive Tree”);

- 20% (income from publications and the “Routes ef@live Tree” shop);

- 50% (external grants including grants from the Cheamof Commerce and Industry pf
Messenia (Peloponnese, Greece), which belong®tpuhlic sector, and other ICC grants from
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the Hellenic Ministry of Development and the Pelopese region and private sponsors, the
majority of which are SMEs based in Greece).

The Transromanica netwotkas a membership fee and this covers the basidngiroosts of the
secretariat which is based in Germany. Additiorrajgrts have found finance from EU (principally,
the European Regional Development Fund) funds. ®oige of the partners are able to participate in
these as EU funding requires match funding and sofiniee partners are unable to fulfil this fundipng

criteria. This reduces the ability of the Routetd as a whole.

D

The Via Francigen#s principally supported by fees from participaticities (mostly Italian) and th
Italian Ministry of Culture. The EICR highlights eéhdifficulties in agreeing support with local and
regional authorities from other countries on thét@al Route.

Local funding

The Cultural Routes are no doubt accustomed toibgggorrowing, and developing
funding avenues with local and regional authorities their impact is best felt at the
local level, that is where the main funding stredmse until now come into play.
This of course has its limitations as regional fagds usually restricted to the region
in which the respective partner operates and ligewlocal funding is usually
restricted to the town in which the respective parioperates. Support may also be in
kind rather than financial.

National funding

National funding is often scarce for cultural patgeand even when it is available, it
tends to be for projects corresponding to the natioterritory and not for
transnational co-operation or activities. Natiohalding is usually restricted to the
country in which the respective partner operatdserd might be more funding
available for tourism than culture but even thdersding to disappear.

European funding

European Union funding is much sought after by ncasiural networks in Europe as
it is one of the few sources that support transnati working. However, the case
studies highlight that EU calls for projects impasstrictions on partners (match
funding, legal procedures, geographical requiremeatc.) and create inequitable
situations between partners on the Cultural Route.

European funding is notoriously difficult for cuttl projects to get their hands on and
relies heavily on partners being able to supplycmatinding as well as all the legal
requirements necessary to tick all the boxes. duise normal for only a handful of
partners on any given Cultural Route to apply forpmject because (a) the
practicalities of all partners applying is too cierdbme; (b) the likelihood that all the
partners could find match funding is low; and (c)si extremely difficult in some
cases that all papers and legal documents areabilais stipulated. There may also
be problems because some of the Cultural Rout@gyardo not belong to eligible
territories or the match funding is just far beyaheé scope of some organisations.
The problem is clear, European-driven funding cli@nomake an already inequitable
partnership more inequitable. This is no basishfmizontal working, and thus simply
opening a dedicated funding stream for Cultural tBeun the EU will not be the
solution and may create new problems.
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EU-funding programmes can cause friction amongsivorks and because of the
external drivers or demands (call objectives) it pgean that projects in the end spend
a lot of time applying for funding that creates mavork for them than resolving
funding shortfalls in the desired activities of thetwork. During the meeting of
transnational cultural networks (2008), held indas, huge criticism was made of
donor-driven policies that put pressure on the dyna of the network.

Corporate sponsorship

Corporate sponsorship may be an area that the i@uRoutes could explore more
fully.

Sponsorship is a different concept from that ofsadising or grant-giving. Sponsors
always expect benefits in return, for example, eased media coverage; access to
potential clients; improved corporate image; taxdudions; sale of goods, etc.
Commercial companies may support cultural orgaimisatand projects by giving
corporate gifts, services or grants.

Corporate sponsors favour numbers. It is importiagtefore that the Cultural Routes
create mechanisms to monitor visitor numbers ared glofile of their visitors.
Cultural Routes often attract highly educated peapith relatively good incomes
who are attractive to certain sponsors. Havingearty recognised brand and better
visibility of the Council of Europe label are alsoportant elements that will reassure
corporate sponsors. Sponsors are more willing pp@t organisations if they already
know they have a good reputation. The aim is td &rsponsor that would be engaged
with the type of audience that the Cultural Rouik attract; for example, Timberland
on a walking route, Mozart chocolates on the MoRarite, etc.

Developing a fund-raising strategy should be arftyidor the EICR and where
possible the Cultural Routes themselves. The GlltRioutes would benefit from
training in developing sponsorship offers suchmmsorship packages for a range of
partners. It should be noted that many large spsnsay only provide goods in kind
for the Cultural Route. It is up to the Cultural R® to see how to best use this
support and convert resources into money. Spongolisha mutually beneficial
process for both the sponsor and the sponsoredisegi@n.

Foundations and gifts

There are a huge variety of foundations in Eurdps are known to donate to
cultural/artistic projects. Training and developmesn brokering relations with
foundations is important for the Cultural Routeshé&N planning to approach
foundations, it is important to understand how t@yction. It is important to plan
the process of seeking the right foundation to yappl as fund-raising is also “fund-
spending”: it requires time, money and patiencentde applications. One of the
problems for the Cultural Routes is that they gverating on a very limited shared
capacity (some even without a co-ordinator). Eitiuading is needed to support this
process or the EICR should develop a fund-raisumgction. A key element in the
fund-raising plan is planning charity events whegreidividuals or members of the
organisation (sometimes anonymously) donate smadluaits of money, usually for a
specific area of work or a social cause. Therebeas a notable rise in donor-led gifts
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related to immortalising oneself or one’s relativB&any cultural organisations are
capitalising on new ways to provide “in loving memaoof” trophies like park
benches, paintings or sculptures sponsored by, etc.

Crowd-sourcing

Another exciting development for fund-raising iceat years has been that of crowd-
sourcing and crowd-funding. Crowd-funding providepossibility to raise financial
contributions from online investors, sponsors anats to fund for-profit or non-profit
initiatives or enterprises. Crowd-funding is an @ggeh to raising capital for new
projects and businesses by soliciting contributidnem a large number of
stakeholder$ollowing three types of models:

— donations, philanthropy ansbonsorship where there is no expected financial
return;

— lending; and

— investment in exchange for equity, profit or revesharing.

Crowd-sourcing relies on digital technologies telf'sa cultural project or initiative.

It is too early to tell if this initiative will los momentum as more and more crowd-
funding sites appear but it is clear that thistilé & new venture and has a great deal
of potential.

Self-financing

Self-financing requires the sale of goods and sesviHere we return to the question
of merchandising and the possibilities that shamesfchandising could have for
creating synergies within and through the CultiRaltes, for instance, olive oil from
the Olive Tree Route partner in France being doidexample, by other partners on
other Cultural Routes in France. The cross-margdtenefits could be vast although
it will take a great deal of leadership and fundgested for this to happen in a serious
manner.

Conclusions

It should be noted in conclusion that the CountiEarope needs to consider being
more proactive in supporting the project leaderd preferably be able to broker
partnerships with funding bodies in order to supploe costs of networking, cross-
marketing and development of joined projects.

A significant dedicated funding stream is neededupport regular meetings of the
Cultural Route leaders and key players. Preferdabé/fund should cover costs related
to training trainers, support regional events teate awareness, support cross-
merchandising opportunities (across Cultural Rousswell as within Cultural
Routes) and pay for an overhaul of the ICT infiasttire and branding of the Cultural
Routes programme. A funding stream that could colveractivities of the Cultural
Routes as a whole is needed to support the CuliReaites’ training, marketing,
regular meetings, annual events and use of ICTis. flinding should be sought from
as wide a range of funding partners as possibteder for funding requirements not
to impede the overall work and objectives of thevoek.
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There is a clear need for two funding streams: adewicated to each Cultural Route
and the other to the overall umbrella activitiegamised by the EICR.

With regard to the EU calls for projects, the riestsns on partners (match funding,
legal and geographical requirements) create inaigjgitsituations among partners on
the Route. This, in principle, can be managedid ot the only funding stream — but,
ideally, it should be managed by the EICR. This retié fund could cover the costs
of training trainers, support regional events teate awareness and support cross-
merchandising opportunities (across Routes asasgelithin the Routes).
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The impact of the Cultural Routes of the Councilkafrope on SMES’ innovation,
competitiveness and clustering is the core quesifdhe current study. This chapter
is dedicated to an analysis of the identified iratowe and cluster formation
behaviour/practices within the Cultural Routes &@MIEs involved in Cultural
Routes’ activities. It also examines the ways inclvithe Council’s Cultural Routes
could stimulate innovative behaviour, tourism SMEsmpetitiveness and cluster
development within their networks. Particular atitem in this chapter is devoted to
the Cultural Routes and SMESs’ performance evalnade a condition for further
successful development. Relevant performance amssessneasures and instruments
are suggested for implementation and use.

It is an established fact that the greatest nundfemnovations occur in large,

privately owned companies. This is also true fer ttburism industry, where the most
innovative agents are large tour operators andsp@m operators (airlines, bus
companies, shipping lines and other carriers). fdeson is that, in most cases,
innovations require “upfront and continuous investinof time and resources —
human and financial” (Khovanova 2008), which snratiempanies and SMEs do not
always have at their disposal. Lack of human chpstdlls and financial resources
limits organisational and marketing capacities B, local businesses, negatively
affecting their product/service development.

As a result, successful innovations are rare indbmetext of SMEs, especially in
peripheral areas. They rather imitate already exjsinnovations or adapt them to
their local contexts. This strategy is not a siffweakness, as diffusion of innovation
is also contributing to wealth creation, produdgivigrowth and technology
development (Abreu et al., 2008, 2010). Speciahciies also need to be developed
to enable this strategy. Yet, they often requirealtan and detached — instead of
continuous — investments, which are more affordéd&MEs.

Arrow (1962) argued that if innovation is entirdgft to the private market, it will
soon lead to under-investment. Thus, public sestport aimed at enlarging and
improving the resource and production base forvation (supply side) is important.
Public actors can also act as consumers of inmmvada public procurement actions
(demand side). Along these lines, tourism SMEs umoge can benefit from the
support offered for their capacity-building by stategional, and local governments,
industry clusters, funds, federations, etc. In thse of the SMEs involved in the
Cultural Routes, the Council of Europe — as a puinistitution — could legitimately
consider supporting tourism SMEs capacity-buildagtjvities and innovations within
the Cultural Routes networks in order to make tleutBs more sustainable and
attractive.
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It is important to note that the Cultural Routes mot business organisations, which
are usually considered as innovation hubs. Theu€llRoutes are rather a means to
preserve and showcase European cultural identifiess, while the Cultural Routes
can provide a good climate for innovation and soatde development for tourism
SMEs and cultural tourism support actors, they khaot be subject to over-
commercialisation.

Since the Cultural Routes are not business entitiesmost widely accepted business
definition of innovation as “the process by whiah idea or invention is translated
into a good or service for which people will paybwd not be appropriate to directly
apply to their activity contexts. A more suitabkfidition for the Cultural Routes case
is offered by the public administration literatulé.defines innovation within the
framework of a public organisation as “an ideacpce, policy (program), structure,
method, product or process perceived as new bgdividual or other relevant unit of
adoption” (Khovanova, 2010). According to thisidgfon, it does not really matter
whether an idea, practice, policy or process i®ahbjely new as measured by the
time since its first use or discovery. If an idegerceived as new or different to the
adopting unit, it is an innovation.

Towards a typology of innovation

Generally, innovations in private and public orgations can take different forms.
The most prevalent forms are the following:
—  product/service innovation (or product/service depment):

- the introduction of new products (“artefacts”, gamelothing) and
services (experiences, festivals, workshops, ettt programmes,
visits) to the market. Such innovations can bofiregent a technological
advance or an increase in interactivity or in thionmation content (or
knowledge intensity) of the services provided ® ¢onsumer;

- the emergence of logistics, hospitality, guidanod arint- or artificial
intelligence-based navigation, and services andstan support of
traveller movements;

- the configuration of separate products and seniidescoherent packages
and offerings with greater added value for conssmer

- marketing innovation:

- the development of marketing methods and publiatiais actions in the
form of new or improved product promotions, comneation activities
and channels (use of social media, specialisechhists or magazines) or
delivery or payment mechanisms (for example, useng outlet channels
and pay-per-web functions;

—  business model innovation:

- a change in the way a business generates revepug&s value from
products or services; reaping income from new smure products and
services — that customers are willing to pay foredtng a superior
“earnings model”; changing the rules of the game);

- design innovation:

- the restyling/transformation/redesign of existingpqucts and services

into more up-to-date items, or with more appealparkaging”;
— organisational/institutional innovation:

- the creation or alteration of organisations or perative structures,

practices and models;
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- the joining of forces between separate actors reittoen the public or
private realm, independent of locality (municipglitegion) in view of
providing better services or support and develograetions with regard
to destinations or trajectories and/or to the wrsit(which can also
generate structuring effects in terms of knittimgdther the (private-
public) organisational texture and geographicaltubex along Cultural
Routes, and inducing visitors to visit a larger rehaf destinations or
trajectories).

With regard to the different forms of innovatioh particularly important to look at
the extent to which innovations contribute to sustle and integrated development
of geographical areas and organisational textulasgathe Cultural Routes. In this
respect, forms of organisational / institutionalnomations that stimulate the
cooperation of actors over tourist packages (igeditans-nationally and on a
substantial geographical scale) are of particuléerest. Especially, since they can
foster transnational and long-haul networking amtmgism SMEs (clustering) and
the creation of public-private partnerships (PAHR)thermore, products and services
can be scaled up and offered (as a part of sugbecation stimulating organizational
innovations) along the entire Routes or across them

Innovative behaviour of SMEs and cultural tourism sipport actors

This section offers an overview of innovative piees identified within various

Cultural Routes of the Council of Europe. The fallog methods and sources were

used in the innovative practice identification mss:

— review of the available case studies on severalu@ll Routes (experts’
reports);

—  review of additional documents on the Cultural Rsut

—  telephone interviews with the representatives t&csed Cultural Routes;

— written feedback and mini surveys of the CulturalEs’ representatives;

—  desk research.

Creating product awareness and fundaments for sustaability

In tourism terms, a Cultural Route can be seendefined path or route of historical

significance that can be presented as a wholeawtthmmon thematic denominator. It
can be also “a themed route that has a culturakevat an element of cultural heritage
as its focus and that assigns a key role to culatiactions” (Puczko and Ratz 2007).
Thus, Cultural Routes’ development starts with ingaawareness, visibility and

recognisability of such Routes.

In this respect and also in order to give the Roatéace and put them on the (mental)
map of citizens and tourists, the labelling andifteation action of Cultural Routes
by the Council of Europe is an appropriate actibns of particular value to the
regions and countries with little tradition in autl tourism promotion, such as
eastern European states (for example, Ukraine @nBp As reported by the Via
Regia Cultural Route, in western Europe, the praoncand development of cultural
tourism have been a standing practice for decadeaie in eastern Europe this is not
yet the case. Hence, the Council of Europe’s ceatibn offers indeed a starting point
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for development of a cultural tourism strategy. Blorer, in western areas and cities,
the Cultural Route they form part of is often joste of the cards they can play for
profiling their cultural tourism offer, whereastime east it may be the only one or the
best one available (thanks to the labelling and fdet that there often exists
considerable documentation on the Cultural Roufé®)m this perspective, Council
of Europe certification represents an added value.

Transparent governance structures, capacity andloriebuilding along and across
the Cultural Routes are no less important. While #tatement is well elucidated in
the previous chapter of this report, this sectimhlights the significance of having a
deliberate “master plan” that offers comprehengjuedance for long-term Cultural
Route operating and marketing strategies that aimrticulate the Route in question
by continuously informing the visitor/tourist abowthat can be “consumed” as a
cultural offer.

To implement such a master plan, there is a naeodréhestrated effort and for one or
more (regional) leaders along the Route to set ofd eo-ordinate a multi-
regional/multinational project aimed at the prorantbf the Route in question. Good
examples in this regard are presented by the Camn&antiago and the Hansa
Cultural Routes.

Practice example
The Camino de Santiago is a medieval pilgrimageerdbat culminates in the city of Santiago |de
Compostela. It has several starting points, inclgdour in France for the French Route, and one in
Seville for the Silver Route. In order to complythwiradition, pilgrims are required to walk at Ie460
km or to ride at least 200 km by bike or horseb&dking the way, many towns and cities have come to
realise the benefits that such a promotion can .h@vaditions, architecture, culture and religigus

history all come together to offer to the travelfemunique experience. The Galician Government's
Xacobeo 93 campaign was a successful and orgaeifed, as it led to a steady increase in the
number of tourists and pilgrims in the followingaye to about 4 million annually. During the 1999

holy year alone, the follow-up campaign drew oveniBion people**

The joint approach to promote and develop the Canda Santiago by the Government of the
Comunidad Autdbnoma de Galicia and Spain’s Natidmalrism Agency has been highly effective over
the past two decades. At present, competences &in Spgarding tourism affairs lie with the
autonomous communities. However, the national TURESA tourism agency develops promotion
campaigns to sustain regional tourism initiativéts.acts in co-ordination with the autonomous

communities, as tourism development representsestie that go beyond regional borders and |can
create substantial spill-over effects to otheraagiat a national level.

Therefore, through a consolidated communicatioatetyy, a whole new image and
experience of the Camino de Santiago has beerediedince Saint James’ Day (the
day of “Santiago”, 25 July) has fallen on a Sundany times during the Route’s
existence, the concept of “holy years” has beeaterkto put the Camino de Santiago
in the spotlight and to concentrate promotion e$féo capture tourists’ attention. This
has worked very well; the awareness of the Rous® istrong that during “non holy”
years myriads of tourists also travel its length.

The pilgrimage in the holy years (which goes urtiername of Xacobeo) is planned
well in advance in order to manage the increasadstoflow. Efforts across all the
regions involved are made to accommodate the flbtourists while controlling its
impacts. Some examples include the establishmeamthetwork of free hostels for the
pilgrims. The Route itself is maintained very watid has an efficient signposting

14. Source: www1.american.edu/ted/spain-tour.htm.
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system. The regions involved co-operate with pubhganisations such as Amigos
del Camino to ensure a structured, informative &ptl-presented experience for the
dedicated pilgrim.

In the case of the Camino de Santiago, co-operaiigars not only within regional boundaries ins|de

Spain but also between nations — Germany, FrandeSpain. Since the pilgrimage has starting pojnts
in France, bilateral efforts are made to co-ordintite entire Route. France and Spain may have
different plans for development of their part o tRoute. For instance, in Spain the objectivesregnt
around restoring and preserving cultural and hisabtheritage along the Route. France gives more
attention to backpackers’ tourism. What is impadrtento match the two foci in order for both o
benefit from the overall interests, experiencesaatiities that travellers look for along the Rewut

A similar case is presented by the Hansa Cultuaait®network. Like the Camino de
Santiago, it is rooted in reality from the pasth#is grown in an organic way rather
than through strategic planning and investmenta Vmay, the same conclusion could
be made about the Transromanica Route.

Practice example
Creation of the modern Hansa Cultural Route goek lma grass-roots initiative of the city of Zwel|
(Netherlands) in 1980. It invited the original Hamsember cities for a Hanseatic Day to be held that
year, and the initiative was taken up with enthersidby many former Hansa League member cities.
The celebration of a Hanseatic Day has rotated twgr among the member cities and has become an
event for which there is high demand. Membershiptled modern-day Hanseatic League has
meanwhile grown to an impressive 176 towns or €ifiem 16 countries; it got an especial boost after
the fall of the Iron Curtain. The popularity of thianseatic Day celebrations can be illustratedhiey] t
fact that its organisation is secured up until 208ith member cities queuing up to bid for it.

As such, this Cultural Route has managed to reaivelentity that seemed to be lost, but is in facy
vivid still today and has easily struck a deep rgdin among its former members. A representafive o
the modern Hansa Route itself talks of a “ketchffpct’: at first it was difficult to get things (an
people) moving, but the perseverance is now pagpifigand there is at present a very solid and
sustainable basis for continuity. Also, in termsvigibility and recognition of the network, the Han
Cultural Route is proving to be a success. Not mlthere a growing number of former Hansa cities
wanting to join in, but also the cultural and besis partners in these (trade) cities are adhening i
growing numbers to the initiative. Thereby, furthegglomeration effects are created, making |the
Hansa network an ever stronger reality and cortirigusignificantly to the recognition and appeal|of

it. Evidently, this “formula” of knitting ties beteen cities and regions along Routes and networks ha
worked very well to lay an institutional basis fmrsiness and cultural sectors to piggy-back upod (a
for them to come up with thematic product and sendevelopments). What is also remarkable in|the
case of the Hansa Route is the common interesbihf Wwestern and eastern European cities in |this
network. Very often (it has also been observechindase of the Via Regia Cultural Route), Cultural
Route recognition is more welcomed in the eastestultural tourism development is new to this area
Thus, sometimes it is easier to promote a CultBmlte among tourist boards and municipal/regignal
tourism organisations in eastern than in westemoigi

At present, the Hansa Route holds annual meetifhgsentopics of joint interest and planned actisitie
for the future are discussed. It has no officiaveming body, but has installed its own checks and
balances on a collegial basis. As a consequencanibe argued that the Hansa Cultural Route fs el
selling and mature, and that it is ready to talenbxt step to foster trade and business relatipsish
and provide a fertile commercial and innovationugr for SMEs (“helping them to overcome market
and network failures inside the League”).

In addition to resuscitating historical bonds tg &foundation for organisation and
awareness-raising around the Routes, one can @bsevariety of other initiatives
that the Cultural Routes implement in order toedfeeir visibility.
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Typically, they invest in brochures, magazines, sletters, flyers, travel guides,
posters and article publication; T-shirts and welssdesign; events and conferences,
seminars and workshop organisation; and in thengemments with tour operators to
offer organised trips and universal signpostingiglthe Routes. Some of the Routes
have also started to actively use social mediavdad 2.0 activities (for example, Via
Francigena and Transromanica). There is also ad vattivity in terms of
merchandising the names of the Routes. Along mamytd® there are examples of
food products that carry a Cultural Route etiquéitee: “Vin de Saint Martin™) or
hotels and restaurants that offer menus or staygieg a Cultural Route label (like:
“Phoenician Route meals” or “Ruta de Juderias $fajore insight about Cultural
Route marketing is offered in the next chapteihas teport.

The value of unifying and special characteristicsfahe Routes

Having common historical unifying characteristisshighly important for Cultural
Route locations in terms of identity, awareness @@uwbgnition of the Route. These
characteristics help to sustain the Route andatspr network in the long term and
in different economic conditions, notably when fig&l resources and external funds
are lacking. It has been observed in the courgdisfstudy that the Routes that are
based on a genuine bond among the partners argress to erosion and loss of
vitality. This “liaison” is also likely to extendotthe market partners, for example
tourism SMEs, as they are willing to collaboratéhwiell-established and recognised
Routes. This conclusion was reached within the eodnf the Via Francigena case
study (see Part Il of this report).

The fact that a given Route is not path — or corrid shaped may result in the lack of
a sense of community or coherence. In fact, sewvarahe Cultural Routes suffer
substantially from “missing links”, that is geogheqally scattered networks (for
example, an archipelago-based shape in Table Ivpelghich, in some cases, is a
result of uneven development of the Route in dafifiircountries. This can prevent
visitors from following the entire path of the Reutnd result in poor SME
development in the “missing links” areas. This fig; instance, an issue for the
Pyrenean Iron Route, which extends from French 8pdnish Catalonia, over
Languedoc-Roussillon and Andorra, to the French $panish Basque Country and
Aquitania. Since the Aquitania part is not yet deped enough and sustained, there
are some (spatial) gaps along the Route. One sancahclude that the shape, degree
of development and travel conditions of the CulilRaute affect the creation of
tourism SMEs. The examples of path-based and aagp-based Routes are
provided in the table below.

Table 1. Spatial characteristics of the Routes

Path-/corridor-based shape Archipelago-based shape
Historical roots Camino de Santiago Hansa CultRialte
Recreation Via Francigena, Via Regia Transromanica

The role of European funding

Within the territorial cohesion and cultural idéptpolicy frameworks, the Cultural
Routes represent a particular interest given themnsnational structures and
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recognition of cultural values and heritage. Ittimis logical that supranational
organisations such as the Council of Europe ancEtirepean Commission support
these initiatives. Yet, the current study suggésas this support should be provided
with a greater responsibility for the developmehthe Cultural Routes themselves.

In addition to the analysis of the role of EU-levehding for the Cultural Routes

offered in Chapter 4 above, it is important to eagbe that initiation of development

and/or innovation activities at lower levels of govment is a prerequisite for such

funding. The competence of the European Union énattea of innovation policy, for

instance, is to co-ordinate, supplement and suppadvative practices. It implies

that EU policy action is supplementary to the ralgvpolicy implemented at lower

levels. This necessitates a co-ordinated actiondsst different levels of governments

— European, national, regional and local. Only tigio established collaboration

between different levels of governments will EUipiels be able to:

—  better address cross-border aspects of marketworiefailures;

—  benefit from scale economies in policy making andfgplementation;

- bring together the necessary resources (financeylkeadge, etc.) to implement
policy action; and

—  stimulate international policy learning and diffusiof best practice measures.

Innovation potential for SMEs and Cultural Routes retworks

A huge potential for tourism SMES’ innovation ispresented by the area of

information delivery about the products and sewitteat Cultural Routes are offering.

Choosing and implementing “delivery strategies’atidress the target audiences of

choice in order to attract them to the Routes gdlyerentails answering such

questions as:

—  What marketing, sales and communication channelsidibe used?

—  What alliances and partnerships should be creatextder to reach out to the
target audiences?

—  Which promotion activities (for example, publicitgyents) should be used for
awareness-raising purposes?

Today, most of the Cultural Routes and the SMEslired apply a rather fragmented
approach in their product/service information-detiv strategies. There are no
established delivery strategies and/or broad-basiubns, experiments with new
media are small scale (usually focused on separa&tas of a Route), mapping of
target audiences is marginal, and investigatiotheir preferences and motivations is
rare. While these facts can be regarded as drawhadRultural Routes’ product and
service marketing, they also indicate an opporyuifidr tourism SMEs to find
innovative low-cost solutions using modern inforimattechnology and marketing
tools. A list of suggestions on Cultural Routesigucts and services marketing using
new technologies is provided in Chapter 6 of tBgort.

Product innovations within the Cultural Routes

Evidently, all the Cultural Routes provide oppoitigs for SMEs to develop products
and services within the framework of tourism atid that the Routes generate.
These opportunities can be divided into two typesoeding to a “product—market”

combination typology (services are also includedh@ “product” concept here), as
presented below.
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On the one hand, local SMEs produce products andces with a Cultural Route
label, thus contributing to the promotion of theulRs. These products and services
generally involve little adoption (of innovativelabons, practices) and do not require
considerable market and/or territorial horizon exgan. On the other hand, some
SMEs develop their original products and servicased on the unique values and
heritage of the Cultural Route they are involvedhwiAccording to the definition of
innovation used in this report (Khovanova 2008gsth products and services are
innovative, as they are new to the portfolio ofupier, that is local SMEs. These
products require a higher level of innovation andrkating effort, which local
tourism SMEs do not always have at their disposal.

Table 2 below offers a few examples of innovativacfices identified within the
Cultural Routes.

Table 2. Types of innovations within the Cultural Foutes and SMEs

Sales location Adoption of product New product development

innovation
On-site Vin de Saint Martin, Virtual reality shows (Pyrenean Iron Route);
sales/fixed-place | Phoenician Route meals,ecotourism formulas; and archaeologiqal,
consumption Ruta de Juderias stays trekking and cycling tours and other mini-

itineraries (short-distance trajectories as in [the
Transromanica and Phoenician Routes, Via
Francigena, Pyrenean Iron Route and |the
European Route of Historical Thermal Towns)

Assembling diversified tourism packages as per
the Route of Historical Thermal Towns and the
Pyrenean Iron Route offer or to blend industrial
patrimony with sculptures, museum visitand
other forms of art and education)

Sales/consumption Biker tours and tour operatorGPS clocks and flash codes for ramblers and

along the formulas as per monuments, exhibition/cycle-carrying bus | ,

geographical areas Transromanica for ChinaHansa Business Days, dedicated IT/Web/GIS

of the Routes and the United States;applications for use along the Cultural Routes as
assembling existing per Via Regia and St Martin Tours (long-distance

highlights and hot spots intptrajectories or linkages involving carriers,
packages across long-rangbrokerage services and knowledge-intensive
Cultural Routes, tour mobility services)
operator formulas in relation
to the Hansa League and
Legacy of al-Andalus

Additionally, the European Cluster Observatory regd that agglomerations of
creative industries and innovation are typicallyrid in urban and densely populated
areas, whereas tourism hot spots are more everdgagput on the map, including —
as a consequence — many peripheral and scarcetyveddareas as regards business.
This implies that while tourism — especially cuili- has good potential to develop in
remote destinations (based on their unique cultexgkerience offer), it is not self-

15. In the case of the Pyrenean Iron Route, ithmargued that the elaboration of the Route lea to

revitalisation of several pedagogical centres th#® Route-based cultural tourism chain. For example
the Museum of Ripoll (Catalonia, Spain), to whiddattic visits are organised, and a former school
for metal working in the Basque Country (Spain),evéh interactive scenographies in relation to
metallurgy are presented. These are clear exangblé®w the Cultural Routes valorise European
cultural values and heritage.

16. Wilson and Orkestra 2010.
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evident that innovative activities will follow. Asn example from the Transromani
Cultural Route case study demonstrates it is wedyd the case.

Case study of the Transromanica Cultural Route bigi€hards (2011}’

There are links with SMEs, mainly in the tourisnetee. SMESs are also involved in providing servig
to the Route there, mainly in terms of publicationgrchandising and design.

Many of the contacts are with SMEs involved dingatk indirectly with tourism, such as hote
restaurants and wine producers.

According to the project leaders in Vale do Sousany of the SMEs in the region are aware of

ca

es

S,

the

Cultural Route, even if they do not participateedity. This includes firms in the major economic

sectors in the region, like: furniture making atatting.
One of the problems in a predominantly rural aneghsas Vale do Sousa is that there are not n
SMEs offering advanced services. So the serviceigeos for the Cultural Route often tend to
based outside the region. An analysis of the SMmslved in the various publications ai
merchandising items for the Rota do Romanico, f@ngple, shows that only two SMEs are ba
locally. The same problem arises for the Transracaaproject as a whole. For example, the ma
research for the CrossCulTour project was undentéiea firm based in Munich.

And

One of the problems in terms of SME collaboratienthie fact that the Vale do Sousa region
relatively few suppliers of advanced and creatieevises. So tasks such as design and wel
construction have to be contracted to firms locatedorto (the nearest big city) or even Lishonefeh
is some potential to source local products, busdéhend to be of relatively low value compared
those contracted from other regions. This is ad$ated to a relatively low number of creative peapl

any
be
nd
sed
ket

has
Dsite

to

the local population.

In

spite of these structural drawbacks along mahyhe Routes, a number of

interesting initiatives exist within their networkisat are instrumental in generating
tourism SMES’ innovation as well as increased Vigytfor the Cultural Routes:

the Business Region Hansa project is being prep@arest up trade markets
between SMEs from different Hanseatic cities. Tdwaiis that some 25 cities
will bring a minimum of two SMEs to explore pos#ites for business co-
operation and development. This initiative may tpringether the critical mass
needed for companies to innovate, to raise awaseatasut the Cultural Route,
and to provide complete and higher value serviced products to their
customers. It may also create greater demand forces provided by tourism
SMEs;

a similar promising initiative in this regard com&sm the Transromanica
Route, which works to establish specific clustérkey locations along Cultural
Routes. This initiative is planned to be implemensgth INTERREG funding,
if obtained, and to centre on SMES, entrepreneprahd tourism;

The Via Regia Cultural Route employs GIS systemsfiorm its visitors and
SMEs about services provided along the Route. @lss allows the SMEs to
get broader exposure to interested customers amtet@ct with them directly.
This helps to lower the transaction cost for cugtamand provides a quicker
way to the market for SMEs. For the Via Regia coimators this additionally
implies lower administrative expenditures;

the Routes of the Olive Tree have witnessed therosgtion of cultural
itineraries as requested by chambers of commeooe $everal parts of Greece.
Several of the Route’s SMEs participate in extetredie, in addition to their

17

. For the full Transromanica Cultural Route cstsely see Part Il of this report.

55



collaboration between different locations along Rwite. These itineraries and
missions have provided a good basis for strengtigenollaboration between
the enterprises and establishing a good basissferjoint initiatives.

Conclusions

Based on the review of the Cultural Routes’ caadists and the subsequent analyses
presented in this chapter, the following observetiand recommendations can be
made:

Most of tourism and SME-oriented initiatives alaihg Cultural Routes are primarily
place or destination-based rather than Route-bdisex].of course, true that many of
the Routes do not have the geographical anatoraycofridor or a chain, and that this
is an obstacle for nurturing tourism and SME attigiong the Routes.

It is advisable to promote the Routes as a whaold,ret to focus on certain parts. At
the same time, emphasising the diversity along Rwutes may add to the
development of local SMES’ innovative practicesdmh®n the uniqueness of the
remote destinations.

Several initiatives developed within the CulturabuRs have a rather esoteric
character. They fail to reach out to broader iregroups, and are rather locally
oriented. It is likely that this is not a consciooBoice but this impedes wider
marketing and promotion of the Routes.

A further point in this respect is that initiatividee the Olive Tree-biker Tour seem to
be under-exploited in terms of their potential wt the itineraries on the map and
“expose” them to the visitor. As a result, thegeettaries, and activities around them,
are confined to niche markets, insiders and locals.

Keeping the Cultural Routes alive is not only ab@vialorising ancient legacies and
having contemporary handicraft activities manufaow artefacts and souvenirs to
commemorate the origin of the Routes. They canlgg(a more) gain from modern
forms of art and creativity. Thus, the SMEs shouldther explore new
product/service development (innovation) stratetpefoster the offer along Cultural
Routes.

Clusters are not a local affaifo invigorate the Cultural Routes clustering it may
neither be enough to count on local (be it locatéeal or inter-local) initiatives and
actors nor on the traditional tourism industry es@ntatives. More ties have to be
developed between local and transnational SMEsistawperators, carriers, etc.

This would further foster critical mass creatiom éoeative industries and innovation
development. For instance, based on the presenceafifindustries, quality food

production and gastronomy, artists, and cultura historical activities could foster

product and service innovations and create greadieled value and sustainable
cultural tourism.

Bringing creative, cultural and tourism communitiegether in, especially, from
peripheral areas obviously requires high qualitgaoisation. To invigorate such
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networks and keep them running, institutional fosuamd professional management
are essential. It is important to expose traditicimairism actors to cultural and
creative sectors to contribute to innovation capaai cultural tourism and to provide
a fertile soil for new innovative tourism ideas dhgh intersections of culture,
tourism, creative professions and the use of in&tion technologies.

5.2 Clustering between Cultural Route partners andocal SMEs

A cluster is defined as “a geographically proximaeup of companies and

associated institutions in a particular field, Bk by commonalities and

complementarities” (Porter 1999). Accordingly, d¢hrea clusters are geographical

concentrations of SMEs and/or NGOs working in eflatectors along the same value

chain. The ideal creative cluster encourages coiilon and links between a variety

of local actors to enhance one another’'s visihilitgfrastructure, knowledge,

competitiveness and product.

According to De Propis a creative cluster is:

— a place that brings together a community of creafpeople who share an
interest in novelty but not necessarily on the sauaigect;

- a catalysing place where people, relationshipssdd talents can spark each
other;

— an environment that offers diversity, stimuli aneedom of expression;

- a thick, open and ever-changing network of intespeal exchanges that nurture
individual uniqueness and identity.

The European Commission has commissioned repodssareportedly developing
strategies to support clusters in Europe. The thisahat clusters will be able to kick-
start local economies and encourage economic growth

Developing creative clusters has become an extyerattactive option for local

authorities as they reportedly attract a “creatilass” — people with knowledge and
ideas able to generate SMEs (Florida 2004) and pasgéive spill-over effects on

local communities:

The high levels of innovation in the creative indlies reported above supports the idea that, in
addition to contributing directly to regional inration processes through innovative activities in
which they engage, they could also do so indiredily generating spillovers that benefit the
wider economics of the places where they are ldcgMational Endowment for Science,
Technology and the Arts (NESTA), UK).

The spillovers relate to knowledge, products anaivokks. The notion that Cultural
Routes generate a novel idea that may act as eoHfpiar other creative and non-
creative entrepreneurs to launch new initiativaésinspiration for this study.

Creative clusters and the Cultural Routes

The Cultural Routes clearly provide an interestigjue chain based on which
clusters could be formed and developed. Indeeditthmess and usefulness of the
Cultural Routes is most visible at a local levebihof the case studies. This section
looks at what could be done to encourage clustering
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It should be noted that a critical mass of stake¢éws working in proximity can have
important benefits at many levels — socially anchoeercially. Collaborations need to
be nurtured and high levels of informal networkimged to be created. A dense web
of relations is crucial at many different levels fdeas generation, dissemination and
implementation. Once a wide range of partners tholyilocal authorities, universities
and training institutions, cultural operators, etate involved, this stimulates an
ecosystem of suppliers of support services to eengrgnging from production
facilities to transport and caterers, etc.).

It is at the local level that the partners are sieehe operating most successfully —
building clusters of diverse organisations, insittas and individuals in a non-formal

and often haphazard structure. SME development, Wihever, depend on the

Cultural Routes understanding key concepts of nedwg and cross-marketing. The

work that the Cultural Routes would need to undkertaonsists in encouraging

partnerships and promoting sustainable small eca@smnmamely areas that could
positively influence SMEs’ development in the figur

Involving SMEs

A dense web of relationships is crucial not onlyaasource of new knowledge but
also as support for the development of value chaamerprise efficiency and
customer satisfaction. Developing relationshipshwMEs can have a number of
benefits — from offering support services for ttsemor visitor of the Cultural Route
to providing a source of income, ideas and resaufoe the initiatives within the

Cultural Route.

However, none of the case studies conducted witienframework of the current
project provided strong evidence of formal netwogkpartnerships with local SMEs.
A number of Cultural Route partners are in dialoguiln SMEs informally and have
brokered relationships with them for marketing @orssorship purposes. In this
regard, some evidence of good practice is offegethb Legacy of al-Andalus’he
Cultural Routehas trained hoteliers in historical locations o Route so that they
can offer information and pamphlets to the visit@esme 70% of SMEs surveyed in
the Legacy of al-Andalus Route case study alsoicoad that they use the brand and
logo of the al-Andalus routes in their businessvams.

The tendencies in the Cultural Routes’ current netimg with SMEs and NGOs are
explored below.

Practice examples
In the Hansa Cultural Route many local SMEs andgelacompanies use the Hansa label; however,
most of this happens independently of the CultRailite. The Cultural Route, however, gives local
SMEs the opportunity to promote their wares dutimgally organised Hanseatic Days or medieval
festivals or during the annual international Hatisdaay. There is no formal relationship betweea th
network and SMEs.

The Legacy of al-Andalus Foundatidimes not offer a formal network with local SMEs ltutloes
broker very important friendships and partnershigth SMEs at many different levels either @as
sponsors or service providers. The Friends of #gaty of al-Andalus is the closest activity related
networking and anyone can join this initiative, liing SMEs that see benefit in being associated
with the Route.

The Routes of the Olive Trdws a special relationship with producers fromesliwvowing regions
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and as such attracts a number of SMEs to its &eviHaving said this, SME involvement in the
network is less formal — normally as receptorshef participants on the itinerary or as participatts
stands during festivals organised by the networknbers. The Cultural Foundation “Routes of the
Olive Tree”has been involved in some training programmes fdES but these have tended to |be
centred in the local region.

The Transromanica partners independently brokekiadls of agreements with tour operators, hotels
and other SMEs such as food and drink companies.

The Via Francigenaase study highlights a minimum of 75 SMEs thatid¢dae discerned as having|a
direct connection to the Via Francigena Culturalfan Switzerland. In the Tuscany region in Italy
there are an estimated 25 000 SMEs, with at le@% 5f them directly or indirectly related to
tourism. However, according to the case study, rditbe SMEs are knowingly certified or using any
quality or environmental label.

Involving cultural operators

Developing links with cultural and creative operat@rovides added value to the
Cultural Route and thus increases customer sdisfiacCultural NGOs are a great
source of volunteers, energy, commitment, ideaswkedge and innovation. With the
exception of the Cultural Foundation “Routes of @leve Tree”, very little evidence
emerged during the case studies to acknowledgeoreships with cultural operators.
Despite the limitations seen in the case studiissdliear that the Cultural Routes have
been active in brokering relationships at manyedéht levels.

The Legacy of al-Andalus Foundatias undoubtedly a good example of an
organisation that has established many and vaoedl lagreements with SMESs,
regional partners and tour operators. There isqubtdthat the Hansa Cultural Route
brokers partnerships at a local level. Yet, thestjoes remain on how strong these
partnerships are, to what extent they are linketh& Cultural Route, and to what
extent they are part of the participating citidsategy.

The case studies demonstrate that the mere exastdna creative agglomeration is
not enough for the benefits of SME clustering teeege. If SME generation becomes
a priority in order to attract future funding fdret Cultural Routes, significant efforts
would need to be made to develop strategies fonedivity with collaborators,
business partners and sources of innovation elgewhe

The development of relations with SMEs should idelunon-governmental
organisations (NGOs) and in particular organisaiowith creative outputs
(performing arts, visual arts and new media). lbfen these groups that are the
source of new and unexpected ideas, knowledge aed)ye Creative NGOs are a
powerful resource for local areas seeking to unidedsand support dynamic clusters.

Most Cultural Route partners have, to some extstgblished informal relationships
with local SMEs. Yet, in most cases, this coulddbae better and more extensively
or differently. The obstacle is lack of organisaibcapacity training, incentives and
time. There are some good examples of collaboratisith artists or creative
organisations. For instance, the Cultural FoundatiBoutes of the Olive Tree”
engaged with artists and created an art gallergelmeral, however, the development
of contemporary art forms in collaboration with Beltural Routes is limited.
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Shared merchandising is another area for partoeexplore and it may be useful to
support innovation in merchandising by working wittists. Artists provide much
needed creativity, innovation, and partnershipstarsdshould be explored further.

One might assume that people who enjoy a Cultuait®also enjoy other cultural
offers and it might be useful to test if CulturabiRe visitors would prefer to buy
products individually crafted than “off the peg” w@nirs. Having a good
understanding of an area’s true potential is, afree, important and, therefore, the
knowledge and full involvement of the local partrecrucial in developing strategies
for SME or NGO clustering. Encouraging the rightnditions for growth and
avoiding waste of resources is reliant on stronglajines, capacity-building and
training.

Building clusters is a difficult task. Yet, there a possibility for the Cultural Routes
to identify the potential for latent clusters deymhent. Creative graduates may be
able to help in identifying and encouraging dialegumongst key players — spreading
the word that new opportunities exist is half thegtlle. Training would help the
partners to think about sectors, in which they nvayk well together. For example, it
is common knowledge that historical sites make anthg backdrops for theatre or
musical events, and audiences sense the added ivahey learn more about the
Cultural Routes at the same time. Encouraging apgating brainstorming sessions
on how to maximise the added value for visitorsvgtes new possibilities for printed
materials, caterers, transport, hoteliers, etcnidweevents, as an example, galvanise
support around concrete ideas and provide renenedy

Involving universities and training institutions

When thinking about developing partnerships with fical community, the Cultural
Route partners may also wish to involve trainingtitntions and universities.
Universities and further education training ingtdns have a crucial role to play in
supporting regional processes of innovation andtigy. The Cultural Routes case
studies, however, show few links between Culturaute partners and the learning
institutions. This may be because despite thetfadt universities play an important
role in supplying skilled labour, there is verylétevidence or acknowledgement that
training institutions have a direct link in suppog clustering, innovation and
regional development.

However, important developments such as a sere@eting educational model may
change this situation. Service-learning createsodppities for professionals to
retrain alongside advanced students through shargghgement in a project or
problem-solving initiative. The service-learningpapach would work particularly
well, for example, in raising awareness about théutal Route’s importance in the
local setting, supporting projects to build synesgiamongst SMEs and/or a
technology-driven university.

Framing the emergence of a creative cluster wighgervice-learning environment is
a safe and comfortable structure for local entregues who may be facing innovation
challenges. In particular, traditional, long-stargdicommunity SMEs can feel
threatened by the emergence of new ideas thatcigglthe way they have worked in
the past. Change is always difficult to implemertd the formation of clusters may
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challenge traditional ways of working, establishe@lationships between
organisations, change design, packaging, salesdsstdbution methods. Having
neutral partners to guide the process of chanigegsrtant.

Involving local authorities

Local policy makers are normally keen to suppogtéimergence of business clusters.
They could be approached to support and develapingamodels, meeting spaces
and dialogue amongst possible stakeholders refatéad Cultural Route.

A “one size fits all’ approach is not appropriatetoday’s society and the typical
methods used by local authorities such as encogagrde fairs amongst all SMEs
or developing directories of every local SME are swfficient. The Cultural Routes

should insist on local support to develop a clustesrganisations appropriate to and
responding to the needs of the Cultural Routesogsible way to formalise the link

between local SMEs is to develop a “friends of’esole. It is known that, even when
aware of one another, local creative businesse®ftea keen to protect their own
territory, ideas or clients. Encouraging networkinlyistering and knowledge sharing
iIs an art and the partners or local authoritiesdne understand the sensitivities
involved.

Programmes (such as NESTA’s Corporate Connect anoge, 2010) indicate that
neutral bodies acting as a liaison between competompanies usually can provide
the gateway to co-operation. Another method isrtwige training sessions that bring
together professionals from different companiesiggrade their skills. Encouraging
public authorities to address these local needsldhme easy as it is a clear way to
build links between potential collaborators frone thusiness and/or NGO sectors.
Given that the Cultural Routes would be providitg tvalue chain to encourage
clustering it would be important to also monitorda@evaluate the effectiveness of
strategies used to encourage clustering. The apategvaluation methods that could
assist in an assessment of performance of the i@uRoutes and the SMEs involved
are suggested in the section that follows.
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5.3 Measuring the Cultural Routes’ impact and SMEsperformance

Evaluation and impact measurement have becomeasiagly important in recent
years. The demand for “evidenced-based policy” ttugre with a tightening of
government spending as a result of the global enanaecession means that
organisations are increasingly being required toatestrate the economic impact of
their activities as a way of:

— ensuring that resources are allocated and usectieély;

— Jjustifying funding and providing an argument fotute funding;

- generating evidence that will help inform the depahent of future activities.

Where external funding is provided for a projectppogramme it is now standard
practice for recipients to be required to repoxtkban the benefits that have resulted
from the financial investment. Economic developm@nbjects have long been
expected to demonstrate their impact on the locahemy through the creation of
enhanced skills, employment and business growthidde and culture, in contrast,
have traditionally been seen as a means of impgotire image of an area and
contributing to the quality of life of its residentOver the last decade or so, however,
there has been a growing recognition that heritegiure and the creative industries
may also play an important role in stimulating loeeonomic growth and innovation.
The interest of policy makers in the European QCaltiRoutes stems not only from
their ability to revive and foster interest in asigeof common European cultural
heritage across state boundaries, but also beazfuiee potential they offer for
stimulating tourism, particularly in remoter areagh less prosperous economies.
Thus, external funding and support for the Routedikely to be increasingly
contingent on the extent to which they can dematsstihe contribution they make to
local economic growth, especially in terms of bessmand employment.

During the course of the case study research ferréport, it became apparent that
the Cultural Routes are indeed contributing to llecanomic development, including
SME innovation and competitiveness, in a numberays. They are contributing to
the growth in cultural tourism at particular siteseas and events, creating new
business and employment opportunities through theteties as well as through the
production and sale of books, guides and otheriglgqroducts. However, whilst a
few of the more established Routes are recordiagovinumbers and direct sales of
tourism products, or like the Hansa Route are beggto look at the potential
economic impact of SME collaborations across thait®e towns, most are not
gathering the data needed to measure the econampict of their activities. As a
result it was not possible for us to demonstrateirtltcontribution to SME
competitiveness and innovation in anything otheanttihrough the provision of
examples based on qualitative or anecdotal data.

A short questionnaire sent to 17 of the remainirmyitBs who were not part of the
case study research, and designed to ascertainimpatt measurement activities
were having, confirmed our suspicions that this cwtrently happening, although
there is some interest in doing so in the futurke Teed for this is particularly
important because most of the destinations invoivethe Routes consist of small
geographic areas — below the level at which natiand regional data on tourism
numbers, firms, cluster activity and measures nbwation are generally reported or
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captured. Thus, whilst these data sets may prosatee very useful background
information on regional activity and trends theyrdu help us measure impact at the
level at which the Cultural Routes generally oper&or example, in researching the
Hansa Route, the smallest geographic level at whkiahdard data on firms were
available was at a level much wider than evendhgelst towns involved in the Route.
Data need to be captured at a much lower levéiafitpact of Cultural Routes is to
be measured — the impact of a festival, or othengwuhe impact on tourism numbers
and spend in specific villages along the Routether value of sales from Cultural
Route products cannot be obtained from regional dats. However, our case study
research found that even at this local level, datecific to the activities of the
Cultural Route were generally not being collectad thus there was little awareness
of the value of the economic contribution being mad local economies, and in
particular to SME growth and competitiveness. Tt&te of affairs is to some extent
understandable since the primary objective of naisthe Routes has been the
preservation and promotion of a shared culturaitdge. As a recent (2011) paper
from the European Institute of Cultural Routes (E)®n the history of the Cultural
Routes notes, the economic dimension of the CulRioates has never been made a
major criterion and therefore economic developnagtt SME growth has not been a
focus of their work. The four Routes that respontdedur survey also suggested that
lack of resources, technical expertise and differ@pproaches to data collection
across the network was an issue.

This chapter therefore sets out to discuss prdatiags in which the Cultural Routes
can begin to measure the economic value and ingbdlceir activities. The focus here
IS on economic impact as this is most pertinenth® aims of the overall study.
However, it is also acknowledged that other forrh&mpact are now recognised as
being equally important in the cultural sector particular, social and environmental
impacts. Some tools for measuring these other tgpaapacts are mentioned briefly
here, but the reader is referred to other textsniore detailed coverage of these. Since
the Cultural Routes cover a wide range of actisjtidnis chapter draws on research,
studies and tool kits in the field of economic depenent project and programme
evaluation, and events and tourism impact studies.

The chapter starts with an analysis of the varactsvities of Cultural Routes as a
prelude to exploring the most appropriate modelgrieasuring impact. It then looks
at different types of indicators that can be usednieasure impact and the
methodologies by which data for these indicatons loa collected, as well as key
issues that need to be considered. The conclusiotigecommendations outline the
support that the Cultural Routes will need to eeathlem to undertake this work
effectively.

Activities of the European Cultural Routes

The results of a recent survey of the Cultural Bsutonducted by the Council of

Europe in 2011 included questions on the Route#viaes. These were analysed to

develop a typology of activities. This suggestedt tthe Routes’ activities can be

grouped into the following broad categories:

(1) Heritage restoration and preservation:

- heritage preservation: restoration activities,dristl research, development of
museums;
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(2) Raising awareness of cultural heritage:

—  education activities: workshops, historical andtwal awareness-raising for
children, work with schools, summer schools;

—  cultural exchanges: youth exchanges, town twinning;

— events and festivals: conferences, exhibitionstdity events, music, theatre and
other cultural events, wine fairs;

—  development of activities: for example, guided guity trails, bike trails;

(3) Marketing and business development:

- marketing and promotion of the Route: through wielssi magazines,
guidebooks, stands at cultural and tourism faiserents;

— encouragement of business development and traai@ing and support for
SMEs;

(4) Commercialisation of cultural attractions gndducts:

— events: festivals, conferences, exhibitions, ltgravents, music, theatre and
other cultural events, wine fairs;

—  development of tourism activities: tours, walkirgutes, city trails, bike trails,
audio tours, guided visits of sites;

- development and sale of tourism products: for examguidebooks, tours,
crafts, souvenirs.

It can be seen from the above that some activiiksnto more than one category
since they have a number of different objectivadiutal festivals, for example, may
be organised predominantly as a free event desidoedtimulate interest and
awareness in cultural heritage, but may also attraw visitors to the area who will
spend money locally and thus contribute to thellecanomy.

Clearly some of these activities will generate @di and immediate income flow —

for example, income generated from the sale ofehodks about the Route should be
relatively easy to ascertain. Whilst others — fgaraple, educational activities or

cultural exchanges — may have a very limited immigedand/or indirect impact on the

economy and be harder to quantify. However, toolexist for measuring all of these

as the following sections aim to demonstrate.

General approaches to the measurement of impact
Inputs, outputs, outcomes and impacts

Most models of impact measurement focus on thetjrquiput, outcomes and impact

model. These stages are defined as follows:

— inputs are the investment made in or the resourmpsired to produce a product
or develop or undertake an activity;

—  outputs are the products or services providedetample the number of guides
produced, number of events held, tours sold, etc;

— outcomes are the immediate changes resulting froractvity — these can be
intended or unintended, positive or negative, fxaneple employment, raised
profile;

— impacts are the net difference made by an activiting into account what
would have happened anyway, the contribution oéigttand the length of time
the outcomes last (NEF 2009).
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Figure 1. The relationship between inputs and impas

=N -

NEF suggests that organisations should developmgradt map (NEF 2008). This
shows the relationship between inputs, outputsaridomes — sometimes known as
the “theory of change” or logic model: it shows hawuts and activities lead to
outputs and impact.

The theory of change refers to the story of howryaganisation or project makes a
difference in the world: that is, how it uses gsaurces to provide activities that then
lead to particular outcomes for individuals, thenoounity and society (NEF, 2008).

An example of an impact map for some of the aetisithat a Cultural Route might
run is shown in Appendix 1 of this report.

Measurement of impact ideally needs to ensureathigtthose outcomes which can be
directly attributed to an activity are counted. Nepacts need to account for:

—  deadweight: what would have happened anyway whethantervention took
place or not. For example, external visitors taltucal event may have decided
to visit the town anyhow rather than visiting spieeily for the event. Thus,
their spending in the town cannot be totally atttéal to the cultural event;

— displacement: the extent to which benefits are deisplaced from elsewhere.
For example, local people might decide to spendaypam a cultural event that
they might otherwise have spent at a restaurant;

— leakage: some businesses outside the area mayitb&oeil the Route’s
activities. For example, a publisher from outsitie &area is used to print a
tourist guide, or an external transport providerli(ee, ferry company). This
results in the leakage of benefits from the locadr®my. Local economic
development should therefore target local servares suppliers, for example
local independent hotels/B&Bs or restaurants, rati@n national/international
chains in order to minimise economic leakage.

Different types of impact

The simple impact map shown in Figure 2 providesies@examples of the range of
different impacts that may result from a CulturabuRe’s activities. These include
cultural, environmental and social impacts as waslleconomic ones. In the context of
events, Getz (2009: 70) argues that, “the socidl aitural values of events have been
given inadequate attention, so that until recewyhave had trouble identifying, letting
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alone measuring them. And the environmental impaét®vent tourism have until
recently been ignored, so that the carbon footaut energy costs of event tourism have
for the most part not been included in impact assests”. This perspective has led to
the increasing use of a number of different modat methodologies which take account
of a range of different impacts. Key ones which appropriate to Cultural Routes
include:

—  the triple bottom line approach. Developed by Ejkom (1997), this approach
provides a framework for measuring and reportingfgumance against
economic, social and environmental parameters, amhilosophy in which
companies, governments and public or voluntary msgdions (including
events) must comprehensively evaluate their impacid account for their
actions. It captures an expanded spectrum of vaodscriteria for measuring
organisational (and societal) success: economatpgical and social,

— social impact assessment incorporates the assesshéhe environmental,
social, economic, cultural, and health implication¥he International
Association for Impact Measurement have developedumber of tools,
checklists, matrices and other training materialfi¢lp organisations consider
the wide range of societal impacts of an initiatisee www.iaia.org;

— the balanced scorecard is designed to incorpordfereht stakeholders
perspectives (financial, learning and growth, bess process and customer
perspectives) and looks at the collected mix otauomes in these areas. This
approach was adapted by Shipley et al. (2004) &uate the effectiveness of
Heritage Lottery Fund projects in the United Kingdo

For an introduction to the use of these differeethnds in the evaluation of cultural

activities and in particular events see Richard$s Ralmer (2007) and Getz (2009),
and as regards culture and regeneration see EXa05)(
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Approaches to economic impact assessment

In the context of cultural goods, economic impacélgsis has been described as
seeking “to estimate changes in regional spendiatput, income and/or employment
associated with tourism policy, events, facilitteslestinations” (Tyrrell and Johnston
2006). Approaches used in measuring the tourismeaedt impacts are summarised

in Table 3.

Table 3. Approaches to event impact assessment

Approaches

Goals

Commonly used measures

Break-even or
profit/loss

— short-term assessme
of financial efficiency or
solvency

nt measure direct costs and revenue
organisers

— determine surplus or deficit (profit
loss)

Return on investment
(ROI)

— show the benefits @
grants or sponsorship
calculate ROl fo
investors or owners

f— determine the relationship betwe

grants and levels of visitation or
economic benefits

— use standard ROI accountipng
practices

Economic impact

— determine the macr

0— estimate direct and indirect

economic benefits to thencome and employment benefits

destination area

determine the
economic scale of on
or more events from th
destination perspective

— often uses multipliers or economet

> models

e- measure total attendance and

eexpenditure of event consumers,
plus organisers’ expenditures

i

c

Costs and benefits

— evaluate the costs ai
benefits from the

perspective of the hos
community and
environment

— determine the ne

work value of the event

and benefits short and long term
st assess  opportunity  costs
investments

— examine the distribution of impacts
t— judge the net worth and acceptabi
of the event(s)

ne- compare tangible and intangible cgsts

of

ity

Source: Janeczko, Mules and Ritchie (2002).

Three main techniques are commonly used for meag@tonomic impact or value

in the cultural sector:

cost—benefit analysis (CBA)/return on investmenO[R approaches which

undertake a straightforward calculation of the Ki&heor economic return
against the cost of delivering the service, agtivit event;

economic modelling approaches involving multiplievkich also look at the

economic impact on the wider economy using incontejab multipliers;

contingent valuation approaches based on calcgldéha value of an asset or

attraction by asking visitors how much they wouédvialling to pay to visit.
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Cost-benefit analysis/return on investment approaces

A simple return on investment approach looks atribeme generated from a product
or service against the cost of producing it. S@ guidebook cost €5 000 to produce
and 5 000 copies were sold at €5 each, a prof26f000 would be generated, which
is four times the original investment.

Cost—benefit analysis takes the calculations a &iefper by looking at the total
benefits (and costs) that will result from an inwesnt — for example, in terms of the
number of jobs that will be created. It is useditbdecision making prior to investing
in an activity as well as in the subsequent evalnadf the benefits it produces. It
provides a fairly straightforward way of measuritige immediate return on an
investment. It is also used in value for money (Yf&ssessments where there is a
need to determine if the amount of money spent given initiative, programme or
project can be justified by the outcomes actualhgerved. Cost—benefit analysis
requires all benefits as well as costs to be vainadonetary units. This also allows
for the comparison of a number of diverse intenag® since benefits are measured in
the same units. So, for example, the investmeatfastival can be shown to produce
x number of jobs (for the organisers, performerd lcal businesses) at a cost of y
whilst a similar number of jobs produced as a ttesiulraining programme may Ccost.

In CBA it is necessary to list all the relevaniite including spillover effects of the
activity such as extra costs and infrastructureranes; valuing expected benefits and
costs and appraising the activity or project byisgtoff aggregate benefits against
aggregate costs — see Appendix 2.

The cost—benefit analysis/return on investment rddes been adapted by those
interested in developing a monetary value for tbenemic impact of a wider range of
social, community and cultural activities that hawa traditionally been measured in
economic terms. Known as the social return on iimrest (SORI)this approach offers a
means of quantifying the social and environmentapdacts of an activity and thus
“proving” their worth in financial terms. A SROI @duces a ratio that is calculated by
dividing the net value of social benefits by théueaof the investment made to achieve
those benefits (the return on investment). The oulogy allows for stakeholders to
identify what is important and what should be cedntdevelops a theory of change to
explain how the intervention is making a differenaed attaches a monetary value to
social and environmental outcomes as well as ecanomes as a way of illustrating
value. A study undertaken for the Museums, Libsagrd Archives Council in the UK in
2007-08 concluded that methodologies looking afirreion investment (ROI), and in
particular social return on investment (SROI), wkest placed to reflect the depth and
detail of the value being created by the sectora(flonsultants 2008; quoted in NEF
2009). For more on this see the UK Cabinet Off2@0Q),A guide to social return on
investment

An example of how the SROI approach could be useithds Cultural Routes is given
in Table 4 below. This shows how financial proxies be used to quantify outcomes
where monetary values are not available, therebgblery all outcomes to be
quantified in financial terms. The SROI approachynba particularly useful as a
means of developing a value for those aspectseoCthitural Routes’ activities which
focus on raising awareness of cultural heritageftering educational activities or
cultural exchanges or events. The process cannbe ¢onsuming and requires a
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discussion amongst the stakeholders to agree kegtokes, outcomes and practical
methods for measuring them.
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Table 4. Example of developing a new youth culturaéxchange

Stakeholder Input Activities Outputs Outcomes
Local children | Time E.g., camping X children (1) Improved languagé
trip to partner | participate in | skills
town on Route| activities from | (2) Improved social
Biking trip to | Y different skills
visit sites en | countries of the
route Route
Parents Cost of trip Learn about | X (3) Parents show
trip parents/families increased interest in
Pay for cost | involved travel to partner
countries
Volunteer Time Organising trip| 2 trips (4) Improved skills
Organisers Skills organised and experience leads
to greater
employability
Outcome Indicator Financial Data Findings and
proxy collection calculation
For children

(1) Improved

School grades

Savings in cost

Feedback from

E.g., cost of 5 extra

\1%4

language skills| in language of providing schools lessons for 4 groups
subjects supplementary saved =5x4 x €100 =
language €2 000
lessons
(2) Improved | Children are | Savings in cost Participants Savings in dealing
social skills socialising spent on survey with anti-social
and behaviour | more dealing with behaviour, e.g., litter,
Incidents of anti-social graffiti, etc: €5 000
anti-social behaviour Cost of 100 children
behaviour Extra costs of attending youth club:
reduced more social 30 x per yr at €5 per
activities session = €10 000
Net cost = + €5 000
For parents
(3) Parents Number Amount spent | Parents survey 50 parents spend an
show increased reporting on travel average of €1 000 in
interest in interest in partner city = €50 000
travel to travel euros
partner
countries

For volunteer organisers

(4) Improved
skills and
experience
leads to greate
employability

Number of job
interviews
obtained

r Number
gaining
employment

Saving in cost
of alternative
training
Income from
job

Savings in
benefit

Organiser
interviews

€5 000 saved in
alternative training
€20 000 p.a. income
for job — less
unemployment
benefits of €8 000 =
€12 000
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payments Total benefits =
€17 000

Total benefits across all stakeholders = €2 000 5600 + €50 000 + €17 000 = €64 000

Economic modelling approaches using multipliers

The most frequently used approach for modellingheaac impact within the cultural
sector involves multiplier analysis. This approatlows for the wider benefits of
increases in visitor or tourist numbers to be meskuThe concept is based on the
premise that initial expenditure by visitors wilepneate through the rest of the
economy. During this process, however, a proportbrihe original spend is not
retained within the local economy, but will “leakd other areas as supplies may be
sourced externally, wages may be paid outside rd and profits and taxes may be
remitted elsewhere. “The multiplier is, therefotlke ratio of change between the
original changein economic activity (in this case, tourism expémdi) and the
ultimate changen activity that results as the money is spent ssdpent through
various sectors of the economy. The value of th#iptier depends on the amount of
leakage between each stage of the process, seeire Ri. The effects on the economy
can be estimated at three levels: that of direfgiced, indirect effects and induced
effects” (Bond 2008). These are described by Banbkows:

— direct effects: the direct level of impact recogsighat the initial change in
expenditure will create some income both for thendi that receive the
expenditure and for the employees of those firms;

— indirect effects: the indirect level of impact rgoses the need of the initial
recipient of the expenditure to make purchaseotlg and services from other
sectors of the economy. Thus, for example, an asaen the demand for hotel
accommodation may cause hotels to increase thewade for food and
beverages, laundry services, electricity and wa&terthermore, these suppliers
will, in turn, need to purchase goods and services other establishments
within the local economy. This process continuesl whe amount of money
being re-spent during each round of activity becomegligible;

— induced effects: the existence of induced effextsased on the assumption that,
as income levels rise throughout the economy dubedadndirect effects of the
original increase in expenditure, a proportionha increased income will be re-
spent on goods and services within the local ecgn@uond 2008: 7). The way
money flows through the local and regional econ@®ya result of an event is
illustrated in Figure 3.
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Figure 2. How money flows through and leaks from th local economy

Induced Expenditire
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cal
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Househald Income
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|:| = Becondary Impacts

These multipliers can be estimated through:

—  surveys of businesses and employees designed évstiawdd their supply chains
and gain the information needed to calculate tkallsupply linkage multiplier
effects. In addition, estimates can be calculatedtlie induced effects using
data on local consumption patterns in the locaheouy;

—  previous research/evaluations which have asselsestale of multiplier effects
for similar sectors of the economy in similar typafslocal economies. For
example, the Scottish tourism multiplier study (2PSets out detailed
information on the multiplier effects associatedhadifferent types of tourism
activity;

— economic models: various commercial and academgarssations have
developed models of the national economy and dadlleconomies. These can
be used to assess the scale of multiplier effeessilting from a particular
investment or change in the level of employment;

- input-output tables: these tables provide estimafesupply linkages between
sectors and can be used to estimate the supplggélor indirect multiplier
effects.

Many appraisals use a combined or composite mgtipl' hus, for example, if at the
regional level the indirect effects multiplier whg and the induced effects multiplier
1.2, the composite multiplier would be 1.32 (namelyl x 1.2). Applying the
multiplier gives an estimate of the total directlanultiplier effects.

Economic impact of tourism = Number of tourists x average spending per visitor x
multiplier
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For example, the Glastonbury Festival impact stuslgd a composite multiplier of
0.25 for on-site visitor spend developing this figdrom multiplier figures quoted for
similar sectors (restaurants and bars, and othetices) in the Scottish tourism
multiplier study (1992). Multipliers can also besdsto convert estimates of spending
or sales to income and employment. Simple ratiosb&mused to capture how much
income or jobs are generated per unit of sales.

Figur(ressie 3. Expenditure streams for the Glastonbury Festad

and other income

Sponsorship, donations,
Ticket Revenues

Other
Altenders Performers Glastonbury Traders Visitors
(Media, Festival
Corporate) 2007
- Glastonbury
Festival Ltd

Gross Expenditures in wider economy

Mendip 1 Bristol / Bath [ South West UK

v

Displacement
[ Net expenditure and
Multipliers

v

‘ Economic impacts ‘

Source: Baker Associates (2007)

In practice the method used by cultural organisatimnning activities similar to those of
the Cultural Routes is to use standard multiplgios which have often been developed
for different sections of the economy by many naioand regional government

departments and tourism bodies, and are regulagy ior modelling. For example, the
Scottish tourism multiplier study (1992) developeulltipliers for a wide range of

different sectors of the economy. Where these ateawailable, multipliers are adapted
from other similar studies. However, a valid muigpfor one regional economy may not
be appropriate in another or in a small local aheahese situations, the best available
multipliers will need to be adapted based on I&c@wledge or more accurate local ones
developed by undertaking research into local mdlmeys within the local economy. The
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New Economics Foundation (NEF) have developed thveept of Local Multiplier 3
(LM3) as a simple and understandable way of meaguocal economic impact. The
measuring process starts with (1) a source of ikc¢say total income of an event or
social enterprise) and follows how it is (2) spant then (3) re-spent within a defined
geographical area (which is called the “local econd.

It has also been used as a tool for showing howhnafichis impact stays within the
local economy and how much is lost through “leak&g® other areas. For an
example of how LM3 can be used by the Cultural Begee Table 5 below.

Table 5. An example of LM3 — A local bed and brealdst establishment

LM3 enables organisations to measure the impagt lth@e on a local economin
this example we show how much a local bed and fastlestablishment, which |s
accommodating visitors to the Cultural Route, may dontributing to the loca
economy. The LM3 goes in three rounds:

Round 1: ask the B&B what its annual income is aet proportion of this can be
attributed to tourists visiting the Cultural Routeet us assume that total income is
€200 000 and €100 000 (namely, 50%) is due to @llRoute tourists.

Round 2: ask the B&B how much of this income isrgp@cally on local staff
contractors, suppliers, etc. Let us assume totstiscare €160 000 euros, so €80 (00
relates to the Cultural Route tourists.

Round 3: estimate how much of this local spendsghen re-spent by the B&B
local staff and suppliers in the local area. Leassume this is €40 000.

[72)

Add the money from all three rounds together (€2Q0), divide by the initial incom
(€100 000) and you get the answer 2.2. This isldbal multiplier score for thre
rounds — or LM3.

(U~

Spend in euros

120,000
100,000
80,000
40,000
20,000
|

Direct effects

Round 1 Round 2

Indirect effects Induced effects

Round 3

[REB4]Adapted from NEF (2002).

Once the financial impact has been calculated diodvance made for deadweight

and leakage, the net impact figure can be convémtedhe number of jobs by using

sectoral employment multipliers, which provide agr estimates of the income
required to generate a new job in a specific seétor example, using employment
multiplier figures for restaurants and bars andep#ervices, Baker Associates (2007)
estimated that the net total impact of the Glastonli-estivals on the south-west of
England regional economy was £45.2 million and thistequated to 1 110 jobs.
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Some alternative approaches

Input-output techniques using multipliers have besticised for only accounting for the

positive impacts of an event on economic activity agnoring the equally relevant

negative impacts (Dwyer, Forsyth and Spurr 2006y). éxample, a greater demand for
labour or resources in one section of the econoiflylead to lower use and output in

other parts of the economy, and prices will bedpddiscouraging production elsewhere.
This will lead to an over-estimate of the initigending and an over-estimate of the final
impact on overall activity. The computable geneguilibrium approach builds in these
negative aspects to the calculations. The argumfentsaking these into account are
greater for larger events or activities held in onajties where the impact will be felt on

the regional economy. At a local level these owmations are not likely to be too large
and the relative ease of analysis means that rheitii@chniqgues may be appropriate to
assess local impacts and are certainly likely térimefor most of the Cultural Routes.

The contingent valuation method (CVM) was develofpech environmental economics
and is now applied to a range of amenities, as agllattitudinal surveys of public
spending (for example, on culture). CVM uses eitnéstated” or “revealed” preference
method examining people’s behaviour and inferrimgjrt“willingness to pay” (WTP) for
public (free) or merit (charged for, but subsidisgdods. CVM entails asking a sample
of individuals how much they would be “willing tap’ for a particular public good, for
example museum or festival. For instance, a suofeyisitors to a free Cultural Route
event or facility could ask how much they wouldvaiding to pay for the experience or
visit. This might be guided by other comparativers or attractions that are charged
for. As well as direct price, the travel costs noetltalso captures the cost of travel to a
venue as a proxy for “entry price” or “value”. Tihesult calculates a mean monetary
value which is then multiplied up (by the numbermsgrs, visitors or population) and is
used particularly in environmental quality, ameratyd historic conservation scenarios in
cost—-benefit analysis exercises (CBA), in ordepth a value on intangible or “non-
traded” benefits such as access to a free hergdge From a meta-analysis (Noonan
2003) over 70 CVM studies were reviewed, mostlyhia historic/heritage fields. This
method requires primary research surveys to beedaout; however, WTP monetary
rates, like pre-calculated multipliers, are used @soxy in the absence of primary survey
data.

It is also possible to show the contribution ofudtwral attraction to local employment by

calculating the number of jobs it provides, bothedily, indirectly and by influences on

other sectors of the economy and tourism. Gref@®42 demonstrates how heritage is a
lever for job creation in the French economy byking at the total number of people

employed directly by museums, monuments, libraaies archives and then the number of
indirect jobs which are created by work relatec¢daservation and, finally, induced jobs

(for example, the arts and craft sector), which luisetage as a source of inspiration for
designing new products, and jobs in the tourisnioseghich are related to heritage. This
is another version of the multiplier approach aad be a useful way of demonstrating the
value of a heritage attraction
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What to measure? Indicators

Having developed a theory of change and identifiexitypes of economic benefits
and impacts that are likely to result from an attjvthe next task is to identify the
indicators that can be used to measure whethetamchat degree these outcomes
have occurred. A number of practical issues nedxtoonsidered including:

—  the data must be available;

—  the organisation must have the resources requiredltect the data;

—  The indicators should allow for comparability —particular, across different
points of time and different locations. For exammléferent locations within
the Route may want to compare figures for visitombers across a number of
years — they clearly need to use the same defindfdvisitor” if the data is to
be compared,;

—  the indicator should allow for data to be collecatdhe appropriate level. If the
impact is only likely to be at the local level thieical data is required — regional
statistics may not be at all appropriate;

—  the following indicators are some of the most wyde$ed in studies of cultural
tourism:

A visitor is defined as “a traveller taking a trip to a mdestination outside his/her
usual environment, for less than a year, for anynnparpose (business, leisure or
other personal purpose) other than to be employeal tesident entity in the country
or place visited” (UNWTO 2008: 10). This definitias particularly important to note

in the case of events which will attract both loaald external visitors to the area.
Economic impact attributable to an event relatdg tt\new money injected into the
study area/economy by visitors from outside the roomity. Expenditure by those

who reside in [the study area] represents onlycgaleng of money that already exists
there

The additional number of hotel or other accommauhatiights booked as a direct or
indirect result of the Cultural Route and its aitits.

The amount spent by external visitors in the are@aaommodation, food and other
goods and activities. Tourism expenditurefers to “the amount paid for the
acquisition of consumption goods and services,elbas valuables, for own use or to
give away, for and during tourism trips. It inclgdexpenditures by visitors

themselves, as well as expenses that are paid f@irobursed by others” (UNWTO

2008: 35).

The direct sales from items produced by the CulfRcate such as guidebooks, tours,
and souvenirs and the sales of such items by ofttganisations or businesses in the
area that can be attributed to the Cultural Route.
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Business sales directly attributable to the CultRi@utes.
Reported business growth usually measured as grakse added (GVA) by
businesses who have directly or indirectly bendfitem the Cultural Route.

The number of new businesses starting up as a dgie Cultural Route.
The level and value of exports that can be atteitdwid the Cultural Route.

The number of businesses provided with businesgaadv training.
The number of training or advice hours provided.

The number of new jobs created or existing job&£das a direct or indirect result of
the Cultural Route.

The number of web hits and the extent to which rofloeial media sites (Facebook,
Twitter, etc.) created by the Cultural Route attrasitors and comments can be used
an indicator of the effectiveness of these markesinategies and the level of interest
in the Route.

Methodologies

A range of methodologies can be used for collectirgdata suggested above. The
choice of which ones to use will depend on the lakdity of the data and the
resources available to collect it. Methodologiesclvhare most frequently employed
are discussed here.

Visitor surveys are the most usual way of estingaliow much new income has been
brought into an area as a result of a new cultatahction or event. They are

particularly important when measuring the economipact of an event. Frechtling

guotes Getz (1994: 444) “Because of the uniquemésspecial events, there is

generally no viable substitute for visitor surve$sairveys are required to determine
the proportion and number of tourists and ther tniotivations, activity and spending
patterns”. In the case of events, visitor survéysusd also remember to include non-
resident producers of the event, non-resident spensf the event, non-resident
media representatives covering the event, noneasiekhibitors at a trade show and
other vendors at the event.

To ensure that the data collected on visitor spaedvalid the survey needs to check
that the person surveyed is indeed a visitor (uiegdefinition given in the previous
section) and that their spend is additional toates, namely it should be spend which
would not have occurred had the venue not beemrptres the event not taken place.

77



Surveys should aim to cover a representative saofplésitors taking into account
variations across seasons, types of tourists amdlifferent locations visited. Since
average visitor spend can vary widely across diffettypes of visitors, a standard
practice is to segment the visitor market into etéht groups (for example, high
spending, medium spending, low spending, or by agsje of transport, etc.) and
sample around 50-100 within each category.

Further points to consider are the needdioraccurately defined study region, clearly
defined spending categories, and a definitive ohianalysis (for example, visitor
party per day) (Wilton and Polovitz Nickerson 2006)

The timing of surveys is also important in ensurthgt data on visitor spend are
accurately recalled by respondents. Frechtling ssigg“Surveys should focus on
interviewing visitors as they leave the venue,idigtish those who attend the event
on a trip for that purpose (avoiding casuals), asklabout spending during the last 24
hrs as immediate recall is more accurate”. Diarythaoes (completed on-site or
mailed back) have also been successfully used.ekample, Wilton and Polovitz
Nickerson (2006) intercepted visitors at key exiinps to the Glacier National Park in
Montana, United States, and gave them diaries dordeexpenditure with prepaid
mail-back envelopes. A 39% response rate was agthiev

It may be possible to encourage businesses thaffibéiom Cultural Route visitors
(for example, hotels) to assist in the collectidnvisitor data, perhaps by having
questionnaires in hotel rooms, museums and at athlaural sites important to the
Route. Businesses assisting in this way may neée iacentivised by offering them
some sort of benefits in return for their co-operat- for example, providing them
with analysed data that may assist their businessffering discounts on Cultural
Route products that may be of interest to theitarusrs.

A wide range of businesses are likely to beneéirfrthe Cultural Routes’ activities
including publishers, photographers, hotels, reatas, guides, artists, shop
managers, tour operators, etc. Business surveysbeansed to survey the direct
benefits of the Cultural Routes’ activities to Ibdaisiness turnover, growth and
employment. They can also be used to help deterrtheeindirect effects by
guestioning businesses about changes in spendisgapliers and staff wages which
can be attributed to the Cultural Routes. Onlinee@phone surveys may be the most
efficient way of collecting this data. The casedstaleveloped on the Legacy of al-
Andalus Route in this report undertook an onlinel &lephone survey of SMEs
involved in sectors related to the Route (accommiodarestaurant, travel agencies,
handicraft producers) and asked questions regattigig annual gross turnover and
staffing levels and the percentage which couldttéated to the Route.

Traders surveys can be undertaken with those opgratalls at events. Like the
business surveys these can be used to ascertairbtiseess type, expenditure and
supply chains, and the turnover generated as # oéshe event.
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Many of the cultural awareness events and culexehanges do not have an obvious
or immediate economic return, but if it is possitiegather data from participants it

may be possible to calculate the likely economipauot of the activity and/or assign a

financial proxy to a social benefit using the SR®éthodology described above.

Where feasible, surveying participants as partroéwaaluation of the activity can be

used to gather this type of data. Participants nedxt asked questions regarding the
impact the activity has had on them or their fassiland how this is likely to change

their behaviour in the future, and an appropriatenetary value assigned to this

outcome.

Direct sales of products produced by the Culturalit® and its partners should be
fairly straightforward to ascertain. However, othmrsinesses may be involved in
sales of products such as guidebooks and souvenieast some of which can be
attributed to the Cultural Route. Information oegh will have to be ascertained from
business surveys.

Economic impact measurement should not be an thfieght” but should be
designed into the operation of the event so thatggiate data can be collected and a
baseline produced if required.

To measure the impact of the whole Route (thatlighe different nodes), data need
to be obtained from each of the local areas inuwbloe failing that a representative
sample of areas from which overall impact figuras be extrapolated. The data need
to be obtained at each local level involved in faute and then aggregated to it as a
whole. A consistent methodology applied in eacla@aemportant here. This may be
an issue for some Routes. For example, the ViaeRegported that partners in the
Ukraine have “no working information structure iretfield of cultural tourism which
would have to be the base for any measurements”.

Some economic impacts may not be seen for a lomg i this is particularly the case
where there is no immediate impact on local busees- for example, in the case of
an educational exchange. In these cases more thoaghs to go into developing a
plausible theory of change which can offer a reabtlogic for the link between
cultural and economic benefits. Examples of berafes who have benefited from
past cultural activities and gone on to work in thector, or improved their
educational grades or language skills as a resait provide some evidence of a
longer term potential economic impact.

A particular problem is likely to be attributingatmic benefits and impacts to the
Route in areas where visitors are visiting the BRsutultural assets as part of a trip
involving a range of different tourist attractioris. this situation, it is important to
question visitors carefully about their motives fasiting the area and estimate what
proportion of spend can be justifiably attributedhe Route’s attractions.



Collecting data from several different sources mes a useful means of checking the
reliability of the figures obtained. For examplatdls might provide figures on the

number of bed nights and cost of these and vistioveys can also provide data on
accommodation costs. These can be used to crosk-ahd validate the different data
sources, but it is important to avoid the dangedaafble counting.

Many tourists visit Cultural Routes as part of agamised package tour in which
accommodation and possibly meals and visits taurlltattractions are paid to the
tour operator in advance. The proportion of thekpge tour cost which ends up in the
local area and the proportion which gets retaingthk tour operator or leaks out to
other areas will need to be estimated by questipriour operators and local
businesses. Similarly, tourists visit museums bgeaaf exhibits related to the
Cultural Route as well as other reasons — so amnréd judgment (ideally, calculated
from a sample of visitor interviews) will have te made on what proportion of the
museum’s visitor numbers can be attributed to thku€al Route.

Conclusions

This chapter has attempted to give a basic intrii@lu¢o some of the issues relating
to the measurement of economic impacts which mayekt®vant to the Cultural
Routes. Clearly, the Routes are very diverse aisdnipossible to prescribe one over-
arching methodology for them as a whole or evernessarily for one individual
Route. As one of our survey respondents pointed“tus impossible to create one
common tool of measuring impacts that works fornadmbers and activities”. The
complexity and diverse offering of the Routes me#ret a number of different
approaches will have to be taken depending onyghestof activities involved. This
chapter aims to be a starting point for this. Thbldg in Appendix 3 provides a
summary matrix of activities and potential apprazchnd methodologies that could
be used. The approach and methodology adopted rees fit for purpose and
appropriate to the size of the initiative involvetieally, the approaches and
methodologies suggested here need to be pilotddansample of Routes to test their
applicability and to enable some case studies tadéeeloped of how different
approaches work in the context of the Cultural R@ituctures.

A further issue is the lack of basic data collettny attractions which are part of the
Route in some areas. For example, Via Regia reghtint, “In the Ukraine there is no
working information structure in field of cultur&urism for example, which would
have to be the base for any measurements. Thereeis no common database on
existing tourism-relevant facilities.” Whilst intogr areas partners in the Route, such
as tour operators or cultural attractions, may hénegr own systems for recording
visitor numbers and possibly measuring economicachpbut not necessarily using
the same definitions, indicators or methods fororéing data. More work clearly
needs to be done to promote the use of sharedtawisrand indicators for collecting
data.

Finally, the extent to which the Routes are ablerngage in the process of impact
measurement depends on the resources and skillskdedo them.

The four responses to our survey suggested thaerdly the Routes lacked the
resources or technical expertise to do this anidtat the task of collecting data from
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such a complex mix of initiatives and partners, rapeg different measurement
systems or none at all, was too daunting. ManyhefRoutes are still young and are
focusing their resources on the development of {i@iducts and activities. External
resources and support will therefore be requireddsist them in evaluating their
work and measuring its impact. This support codgtovided in a number of ways:

—  through the provision of training and resources d$taff time to enable the
Routes to undertake economic impact assessmenséhess;

—  establishing a library of tool kits, texts, and fpasidies on economic impact
methods which the Routes could access;

—  through the provision of a number of case studibg&hvprovide examples of
how other Routes have measured their impact;

— by encouraging the Routes to build the costs ofuati@n and economic impact
measurement into all new funding proposals;

—  through the provision of grants or external corasuk who could undertake an
economic impact assessment for the Route.
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The Council of Europe’s network of Cultural Routepresents hundreds of attractive
destinations that are thematically linked thankgheir shared history, culture and
heritage to form 29 unique cultural itinerariesotigh Europe. In the marketing and
branding of “Destination Europe”, authenticity ietsingle biggest selling factor that
visitors from long-haul markets look for in the tleation and it is precisely this
authentic experience that is central to the desbing making up Europe’s Cultural
Routes.

The historical importance of many Cultural Routeswidely known. Indeed, for
pilgrim and trading routes, the path itself is af'sommon knowledge owing to the
ancestral role they have played in shaping modaynEalirope.

This chapter looks at the opportunity for promotig value of cultural tourism,
particularly by analysing how the 29 Routes arekatmng themselves and where
there are opportunities for improvement.

In-depth interviews were held with a selection riseng organisations responsible
for the governance of the Cultural Routes, withi@wto evaluating their existing
capacity in marketing the Routes to the touristscomer:® These interviews were
held with a view to learning more about how the @wluof Europe can support their
existing work and where there might be room forrovement in current activities.

Interviews were held with the representatives efftiilowing Routes:
—  Phoenicians’ Route;

—  European Route of Jewish Heritage;

- Hansa Route;

— Route of Saint Olav Ways;

- European Mozart Ways;

—  Saint Martin of Tours Route;

—  European Route of Historical Thermal Towns.

Conclusions are summarised in the tables below.

Individual Cultural Routes

State of the art in the field of marketing

Each Route had gone some way towards developindf@nfor consumers; however,
the extent varied greatly, with none of the Roytesducing complete cross-channel

marketing strategies at this stage.

The interviews established that Routes had madg@ss in the following areas:

18. Interviews carried out by telephone in May 2011
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—  websites dedicated to the Cultural Route in loaaglages;
—  social media profile(s);

- annual events unifying the Routes’ themes;

- press and PR actions.

In most cases, thematic events were the focal pbithteir consumer-facing activities,
with many concentrating on a specific day in tharyen which all suppliers in the
network concentrate their promotions and activities

Dedicated destination/Route websites

All of the Routes interviewed had developed th@navebsites; however, only in the
case of the St Olav Route had the site been desxglap a dedicated consumer portal,
to allow visitors to discover more about the Roudher websites contained some
information for consumers, but they varied consbtér in depth, quality and
accessibility of information.

With the exception of the St Olav Route, websitators are confronted with a mix of
information designed for the travelling public amformation of a more academic
nature, which is intended for corporate and intecoenmunication.

Destination information is generally available dme tindividual Cultural Route
websites. In some cases, however, this is littleentioan a PDF download, so there is
a real need for improvement in this area at Roexell It is evident that there is a
challenge beyond aesthetic presentation that danates a greater issue at hand, the
tourism product being often poorly defined withine thetwork, with little connectivity
between suppliers.

Use of social media

With regard to the use of social media, a few ggéng initiatives have been recorded
within some of the Routes. A good example is preglidoy the Transromanica
Cultural Route project Walkin ‘n Talking, initiated Modena. A group of Italian girls
travelled along the Transromanica Route intervigwiocal populations and experts
and transmitting the information via Facebook, Yob&, and their own blog. This
gave some publicity to the Route, and other Tranaroca regions have shown an
interest in following this example, although inscit#nt expertise and manpower hold
back this initiative.

Most of the Cultural Routes interviewed were ussagial media, with dedicated
profiles set up on Facebook and some also usingg@dwHowever, it was found that
profiles had been set up in a style that coulddresiclered experimental and without a
clear differentiation between consumer-oriented momication and internal or
corporate communication. It is clear that more supjs needed in successfully using
these new tools to their full potential.

Budget allocated to promotion and marketing

The funding model for each organisation depends tlw@ir set-up, structure,
governance and the scope of their activities. thesefore difficult to find a common
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business model or quantify commitment to marketiegources in or between the
Routes.

Broadly speaking, none of the Routes interviewed &dirm budget commitment to
marketing and worked on a year-by-year basis tarseand allocate funding for
promotional activities. This was indeed also atfiatgon felt by many of the Routes
that would like to be more committed in the fielidnearketing but lack the funds to
do so.

Where budget is being regularly committed to atiégi the Saint Martin of Tours
Route being a good example, it is on an ad hocshassponding to opportunities
arising rather than proactively implementing sigatéong-term planning.

Resource capacity

Resource capacity across all Routes is extremediteld. Most lack any dedicated
marketing resources, with membership structuresuineg executive staff to
multitask in a number of fields.

In all cases, staff working on a day-to-day basisttee development of the Cultural
Routes and their activities are doing so on a ualtiy basis as part of their work for
other organisations. The work being done by thesentitted individuals is highly
commendable; however, their involvement in thisacdly means that their work
excels in bringing a strong academic underpinniinip® Route theme, for which they
are passionate, but they are often under-resouncether areas where experience is
lacking, such as marketing.

Organisation of network and activities

Fragmentation in the supply chain is a huge prolileiding back the Cultural Routes
from putting together or packaging a strong tourgdfer. The nature of the networks,
comprising SMEs in many different geographical tmres, across different sectors
and with different business priorities, means oiggtion of the network, particularly
for marketing activities, is a challenge.

Co-ordination of marketing, and to a certain extenanding, is commonly limited to
actions initiated by clusters of local businessesh specific interests in using or
developing the Route’s brand where there are deaantages for the supplier in
doing so.

Pan-European marketing activities are thereforenofimited to annual events, such
as the National Day of Jewish Heritage, wherebypalticipating members of the
Route of Jewish Heritage open their doors to thélipu Where cross-border
marketing activities are organised, they tend tasb&ated and commercially driven,
confined to where the demand already exists. Theans that where there is not
already a demand from the consumer, no resoureebeang allocated to generate
new demand.
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Digital presentation of Cultural Routes

Interviewees were highly critical of the EICR’s webrtal, www.culture-routes.lu,
unanimously agreeing that the site was not abfelfib a consumer-facing role in its
current form. There was a distinct lack of clamtlyout the purpose of the site, with
many noting considerable overlap between the utstg website and the Council of
Europe’s website, in the presentation of Culturaut®s. The key criticisms are
related to:

—  the purpose of the site and its intended users;

—  the quality and style of content, especially texts;

—  consistency of information;

—  navigability — Many Routes were difficult to find;

- presentation of Routes;

—  the lack of consumer orientation.

Many felt that the existing site was “too busy”ntaining a lot of good information
but poorly presented, mixing both corporate andsaarer information together in the
same place. There are inconsistencies in the watyetlich Route is presented, some
containing much more information than others aneé tjuality of texts and
information was widely regarded as uninspiring.

The critical feedback on the existing digital prgs¢ion of the Routes led many to
propose the development of a dedicated consumdéalptrrough which all Routes

can be presented to the final consumer on a sisfée This proposition was

considered by many as an essential “first stegr@ating a strong brand for Europe’s
Cultural Routes and their marketing at Europeagllev

Important markets for promotion

Interviewees were asked whether or not a dedicatadbumer portal should be
created, and if so, which markets it should focas@ue to variation in the Cultural
Routes’ marketing experiences, the responses $e ttpgestions varied. Nevertheless,
the future promotion of the Cultural Routes coutddased on the scenarios presented
below:

Near markets focusdevelopment of a central portal, with content andrkating
activities designed for European countries whergpecific Route passes through.
This means that not all Routes would be availablall languages, but only to those
markets and languages deemed most important.drstieinario, the Hansa Route, for
example, might be presented on a single Europeatal poith languages for the
following markets: Belarus, Belgium, Estonia, Fimda France, Germany, Iceland,
Latvia, Netherlands, Norway, Poland, Russia, Swedhehthe United Kingdom.

Long-haul markets focus: development of a cent@tah with site content and
promotional activities designed for the North Ancan market and other long-haul
markets considered at a later stage. In this smerthe same Hansa Route might be
presented on a single European portal only in Bhghvith its primary target being
North America. Users in Europe would therefore aitiyo directly to a dedicated
tourism portal for the Hansa Route, in the reledanguage, or discover the Route
through a central portal for Europe’s Cultural Resjtrecognising English as the first
global lingua franca.
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Vertical markets focusdevelopment of a central portal, where contentraacketing
activities are not targeted to any one geographacket, but to specific vertical
markets instead. In this theme-based scenarioerbmtould be available in a limited
number of languages, responding more specificaltih¢ interests of vertical markets,
such as packaging Routes based on their thematiege

Skills development and knowledge exchange

Interviewees strongly emphasised the need for grdatowledge exchange between
the Routes. They felt that there could be more dmnesupport tourism product

development, education and training, as well ahénfield of marketing and the use
of digital communications.

Indeed, these disciplines are key areas in whicthalRoutes struggle to package a
strong and consistent supply and where they laeknécessary skills, knowledge,
expertise and resources.

Seminars organised by the European Institute oftugall Routes were seen as
valuable, but not always financially accessible awth not enough focus on the
above skills areas. It was felt that a better emgkeaof knowledge in this area
allowing Routes to share the work they have beengdwith each other would be
strongly welcomed. Likewise the use of technology & means of bridging the
communication gap could offer a valuable knowledbgaring platform.

Product development

Tourism product development was at an early stagalli of the Cultural Routes

interviewed. In some cases, much work has been tiorezeate a strong product
offering, but progress in this area is challenggdh® fragmentation in the supply
chain, for example where a Route spans three diffecountries and there are poor
transport links between its different sections. Gneatest challenge for all Cultural
Routes was in linking different market segments amustry clusters to create a
consistent pan-European offer.

The Phoenicians’ Route, for instance, is addresiisgchallenge starting with school
tourism, where carefully organised tours are dexigio link the different sections of
the Route through road or sea passages. Here,l-aaeveloped multinational brand
and offer has been established through the Roo#tisork, which is widely adopted
by participating SMEs and other stakeholders.

Despite their success, the Phoenicians’ Route faidkes many difficulties and
recognises they are still at an early stage inymbdevelopment. They face problems
caused by vast geographic fragmentation, which nia@éficult to effectively and
directly communicate a tangible offer to consumers.

Existing capacity

The Routes interviewed believed that there wasangtneed for work to be done
centrally, in developing a consumer-facing brand @nesentation of the Cultural
Routes through creating a consumer-facing portaéyTalso strongly supported the
need for marketing the Routes at a European lesglgudigital communications
channels. Additionally, they believed that more kvoould be done to offer practical
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support in the use of ICT and marketing throughgpammes facilitating knowledge
sharing and benchmarking.

The work of the institute is widely supported, buembers felt that its role and
capacity had not been clearly defined. Indeed, rielb¢hat the institute currently has
the in-house capacity to develop the above recordatems and, supporting the need
for centrally led initiatives, believed that it wasportant to reinforce marketing

resources at a European level. Many also recogrisedheed for marketing and

branding initiatives to be run independently frdme political structure governing the
Routes.
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Table 1. SWOT analysis of branding and marketing

Strengths

progress  already  achieved
certification

institutional role in  representir
European Cultural Routes

support given in Route development
dedicated staff and team resources
focus on supporting SMEs
destination marketing and capaci
building

centrally coerdinated actions
promote the Cultural Routes globally

Opportunities
tourism product development a
promotion of Europe’s Cultural Routt
development of a strong consur
brand
demand from travellers for cultural a
authentic experiences
use of mrw technology to inspit
visitors and to promote the Cultu
Routes in londiaul markets witl
limited human or financial resources
need for a European organisat
bridging network fragmentation
demand from Route cordinators fol
greater centrally led support

Weaknesses
brand is confusing and pool
communicated to consumers
website is busy, inconsistent &
uninspiring for consumers
lack of dedicated resources
marketing
absence of skills capacity in marketing
limited human and financial resources

poor differentiation between consum :

oriented and industry-oriented action
under-resourced or undskilled centra
unit

Threats
multiple brands competing with ea
other in the same space
building and maintaining reputation a
European “mark of quality”
overlap with other destination marketi
organisations (particularly European)
approaching tourism industry withn
institutional status
impeding  political  structures ai
interventions (for example, politic
influence in marketing activity)

6.2 Cultural Routes programme branding and marketirg

Product development

The brand identity and values of each Route nedmktstudied sensitively in respect
of their vast differences in thematic, historicatiageographical values, when coming
together as part of a single European brand faukalltourism.

The scope of any consumer brand for the Culturalt®oof the Council of Europe
needs to include the following aspects:

—  the meaning behind the brand;

—  towhom the brand is targeted;

—  how the brand will be used.

The EICR'’s certification criteria help to give dtgrto the consumer in the meaning
behind the term “Cultural Route of the Council airgpe” as European Routes or
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networks of historical and cultural importance. Hwer, the brand itself is not clear.
In creating a brand that depicts the true strengtiisthe essence of the destination, it
is advisable to look at widely adopted brand-buildmodels for destinations like a
five-stage pyramid shown below.

Figure 1. The five-stage brand pyramid®

'The destination’s
DNA:
Brand essence “What is the essential
nature and character
of the destination?”

Summary of the destination’s
strongest competitive features:

“What makes it stand out
from everywhere else?”

Positioning statement

Succinct summation of the destination’s
main character traits: 4| Competitor analysis

“How would it like to be seen and
described by its main audience?"

Brand personality

Emotional Visitors'‘emotional take-out’ from the destination: =
/ i o Consumer research
benefits J “How do visitors feel about the place?” |
. s e, . . x
Rational The destination’s main assets: SWOT analysis

attributes "What do visitors like to see and do?”

The pyramid combines the attributes, positionind brand values commonly used in
destination branding. The principles used by thdtutal Routes in destination
branding would remain the same given the importarideurism in the promotion of
the Routes.

The development of a strong product offer comemftbe work of local industry
leaders and stakeholders who have a passion @boodite and promote intercultural
dialogue and understanding. Many Routes have madé grogress in this field but
they lack connectivity, particularly in cross-borgeoduct development, transnational
governance and collaboration. Strong developmeifrags-roots level is ultimately
the foundation for any promotional action desigriedbring visitors to discover
European destinations based on a given thematiteRwucultural itinerary. Once a
basic offer has been developed, it is importantlébne a communication plan to
promote the Route. This plan could contain simplé important questions to the
visitor, for example:

—  What is the Route about?

—  What can | see and do?

- How do I travel and where can | go?

A well-defined target market is one of the key edes of a marketing strategy. It is
thus important to define a target market when dsgy promotional activities. A
good starting point to measuring consumer inteaiadtpossible target markets would
be consideration of online consumer demand. It asthwhile conducting further

19. ETC/UNWTO,Handbook on tourism destination brandiyorld Tourism Organization, Madrid,
20009.
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research to identify potential source markets @&aanl more about the characteristics
of these markets. Demographics of any given marketoe defined by means of:

—  geographical location;

—  age;

- gender;

- ethnicity;

— income and profession;

—  level of education;

—  type of traveller;

—  interests.

Once a target market has been defined, it is impbrto decide which marketing
activities will ensure that the target market knat®ut the products or services you
offer. In other words, at this stage it is impottém define your promotion strategy
and its goal. For destination marketing the goabisreate awareness and interest in
destinations.

Monitoring and evaluating how effective your stmptehas been is another key
element, although often overlooked. This elemerit ordy helps you to see how
your strategy is performing but also informs futurearketing strategy. The table
below illustrates the distribution process and safthe key performance indicators
used in measuring success.

Sometimes, it can be challenging for destinationdemonstrate success quickly, as it
takes time to build a brand. Perception of a brarndlue and awareness are also more
difficult to measure.

Figure 2.

 Ovemnights |

Ease of Measurement

\ _ J

unaware » aware » understanding » conviction »response

Beyond the initial scope in developing and marlkgtan consumer brand for the
Cultural Routes, it is important to examine theueand boundaries of the brand’s
scope. One should keep in mind the founding vabfethe Council of Europe on

which the Cultural Routes have been establishetehapromoting democracy and
human rights through intercultural dialogue andarsthnding. Therefore, the scope
of a consumer brand may reach beyond tourism atghéxo promoting:

- democracy;

—  awareness of cultural heritage;

- Europe’s cultural itineraries and destinations;
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— intercultural dialogue and diversity;
—  education and learning.

Dedicated consumer portal

A dedicated consumer website should be centralnto @mmunications strategy
promoting Europe’s Cultural Routes to the end coresu In today’s switched-on

world, the research and planning of a trip beginkne, and more often than not
through a search engine. Protecting and strengtbehe brand identity is as much an
opportunity as it is a threat, since the first gofaévery marketeer is to appear first in
Google when a relevant search term is entered.

Research commissioned by PhoCusWfYstipports this need to be prominent in the
online marketplace. A recent survey asking consamérat sources of information
they used to select a trip destination shows tbatfore than 50% of consumers,
research begins on a website.

Figure 3. Information sources used for destinatiorselection (last trip)
Information Sources Used for Destination Selection (Last Trip)

Websites via computer
Personal recommendations from friends/family
Information in printed travel guidebooks

Printed publications, articles, or brochures

Personal advice from travel professionals/
travel agents

Online advertising

||I\l|ﬂ|ll|

Websites or applications via mobile devices

Calls to travel providers, such as airlines
and hotel companies

Calls/visits to local destination or national
tourism offices

Printed advertising

m France
» Germany

Programs on TV/radio m UK.

TViradio advertising

vy

Other

[=]

% 10% 20% 30% 40% 50% 60%

Question: What sources of information did you use to help you select the destination(s) for this trip? Select all that apply.
Base: Travelers who have selected a destination independently; French travelers (N = 507), German travelers (N = 477), U.K. travel-
ars (N =510)
Source: PhoCusWright's European Consumer Travel Report
@2010 PhaCusWright Inc All Rights Reserved,

A dedicated consumer portal should be inspiring @anomote the product and
destination(s) to potential visitors who will motiean likely begin their research
through a website. In order to be successful, tlebsite must be built with the
customer in mind and present the destination(s) fich and evocative way that will
capture the imagination of users. Information nestalde informative, accurate,
inspirational and relevant. It must be thorougbuth not overwhelming.

20. PhoCusWrightzuropean consumer travel repoP10.
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It is important to carefully manage expectationatesl to the site’s purpose, to be
clear about what it will and will not deliver. Ctea an exciting consumer portal is

naturally not enough to attract large visitor voasnlt requires dedicated resources
and a promotional strategy supporting it.

Taking the next step of defining the feature reguients for the site can be a lengthy
and challenging process that needs to be thougbuigh carefully in order to avoid
costly alterations after the launch. A goal-oriehégproach is often the best way of
scoping the content and functionality requiremesfta destination site, asking the
guestion “who is the intended user?” and “what #$thothe site achieve?”
Collaboration with stakeholders is paramount a gtage as it is important to define
what they want to see the site achieve and how mesources can be committed.

A dedicated destination portal should act as a skimplow for Europe’s Cultural
Routes and be seen as a powerful opportunity teheetlestination(s) and to create an
attractive image that will stimulate the user tokdor more information. With a good
understanding of stakeholders’ needs and requiresntre following aspects should
be considered from a user perspective to helptplafront-end design of the site:

- look and feel;

—  content and information;
—  features and functionality;
- hierarchy of information;
— usability.

Important aspects, which will ultimately define hawe site is built and what
technology is required, must also be thought aldoarh a technical perspective,
including:

- content publishing: user created, content aggregatiatabase look-up, CMS,
DMS;

—  compatibility: platforms, browsers, devices;

- accessibility: available languages, screen reswigti visually impaired users,
etc;

—  support and maintenance: wide/bespoke suppormdemopen source;

- data portability: syndication of content to othies or devices;

- e-commerce: transactional or non-transactional.

The success of a destination portal also dependshan the domain name tells the
user at first glance. The current address, “wwviucal-routes.lu”, appears to indicate
to users that it is a website dedicated to CultR@ltes passing through Luxembourg,
while in reality it is the portal of the Europeanmstitute of Cultural Routes based in
Luxembourg. The lack of consistency with other oigations or destinations in
choosing a URL explains why users do not regardsitee as “official”’. Generally
speaking, European or international organisatioosnaonly adopt the use of a
“.com”, “.org” or “.eu” domain, to indicate theilapal reach, as opposed to a single
country domain (“.lu” for Luxembourg in this case@)dicating only a national reach.
Consistency in the use of domain names is highlyoitant for brand awareness of
the Routes.

The decision to develop a dedicated destinatiortap@hould also not be made
without a supporting business model. Successfuligning a destination portal
requires resources, namely:
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—  development and programming;
— hosting and maintenance,;

- copywriting and translation;

- content licensing;

—  marketing.

Multichannel content distribution

The use of technology for content distribution es@nts an even bigger opportunity
than that of a dedicated portal. Whereas traditipnle right approach was to invest
heavily in promoting and optimising a single websithe changing nature of how
users browse the Internet means destination magketiganisations have also had to
adapt the way they reach potential visitors.

Today, users spend the greater portion of theinertime in just a handful of sites, or
communities, where their friends and family ares fo-called social networks. This
means that in order to reach these users, it iornt@pt to be visible inside these
communities. For this reason, achieving brand iligibin social media is of
increasing importance where the rewards of peesmerendation and social brand
endorsement offer an unparalleled return on investntompared to other media
channels.

Wikipedia

Wikipedia is a free, Internet-based, collaboratweiltilingual encyclopaedia project

supported by the non-profit Wikimedia Foundatfidnhen users research specific
topics on the Internet, they will inevitably comer@ss a related Wikipedia entry in

the top one or two search results, hardly surgyiginen the site’s high search engine
ranking. It is somewhat of a surprise, therefdn@t the vast majority of the Council

of Europe’s Cultural Routes do not have Wikipedrdries. Indeed, the entry on

Cultural Routes itself is poorly maintained and sloet provide thorough or reliable

information for visitors.

As an open-source community tool, the Council ofdpe has the power to change
and update these pages just like any other Intarset. Work can be done in a
relatively short time period to improve and extene visibility of Cultural Routes on
Wikipedia in multiple languages. The result wilkadratically increase the number of
times a Route is shown when relevant search terengrgered, whilst ensuring that
the Council of Europe effectively takes ownershipwhat is written about its
activities and work.

External links are important to a site’s searchimagredibility; links therefore from
highly ranked sites are an important part of seambine optimisation strategies.
Whilst search engines disregard links from Wikigetti avoid misuse of the service,
it is nonetheless valuable to ensure that Wikipetiries are set up with relevant
links, as the high number of visitors to Wikipeavdl naturally want to learn more
from official sources.

21. Wikipedia, www.wikipedia.org
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Social media

Social media are increasingly dominating the mamkgestrategies of destination
marketing organisations and are a digital medi@esplat should be considered with
at least the same level of importance as the dggtiris website itself. The “social

web” is all about peer recommendation, brand erahoent and building trust and an
ongoing dialogue with the customer.

Two social sites dominating the western world aaedbook and Twitter, both used in
distinctly different ways to disseminate informati@and build a strong image of
destination brands with their users. Indeed, mdnh® Cultural Routes themselves,
including the EICR, have created their own Facehmoiiles, but once again there is
lack of consistency in how these are set up and bs¢h between and within the
different Routes.

As an advertising medium, Facebook is hugely pawes it allows targeting of users
on the basis of their interests, place of resideage, sex, education and place of
work or study. Given the niche appeal that manthefRoutes have, this can be seen
as a very powerful tool to apply in promoting tloairism aspects of the Cultural
Routes.

The community aspect, however, presents perhapgitfyest advantage for using
social media as it offers the possibility to cortnboth globally and locally, a
phenomenon referred to by many as the “glocal” comity. This “glocal”
opportunity has not yet been fully realised or expl to its fullest potential, either
by the Routes themselves or the institute.

Interaction with potential target audiences viacsgesed media, blogs, Twitter or
Facebook forums is a clever and economic way toketathe Routes in a
contemporary and effective way and to raise thisibility. It is also an efficient way
of crafting the product and service offer along fReutes, as social media tools
engage public not only as potential consumers kgt @& participants in the process
of formation of the product/service offer.

Mobile

For destinations, there has been a rapid increasbei need to develop marketing
tools and services for mobile devices, as conswadeption of smartphone and tablet
technology gives marketers a new space in whidotmect with consumers.

There are two ways in which destinations can tatkée mobile market; first, by

grabbing the opportunity to inspire users as they aut and about, following the

principle of social media to be wherever the userThe second is the “on arrival”

opportunity, to offer mobile guides and services vigitors ensuring the best

destination experience and using mobile commumnatias an opportunity to

promote local events, cultural attractions and hesses, with location-based data
telling the visitor what there is to see and dthim local vicinity.

As mobile is a relatively new medium, many Natiomalrism Organisations (NTOS)
are still seeking their way in the mobile marketgland there is still a certain degree
of trial and error when learning more about usenhaveour in this field. Many
destinations now have their own destination “appftén developed for multiple
platforms. However, there are also many unoffipraviders — ranging from the more
credible guidebook producers, such as Lonely Platetthe less credible “app
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entrepreneurs”, which often aggregate informatimmf sources like Wikitravel. For
this reason, it is important to take ownershipaitent in this space.

Once again, for the Council's Cultural Routes, thebile space represents a great
opportunity to offer unique destination guides amtigular themes of the Routes. This
Is something that has not yet been provided byetkisting destination marketing
organisations or unofficial destination guides. Aiddally, for the SMEs involved in
Cultural Route activities, location-aware apps dooffer a valuable opportunity to
promote their services when the visitor is in theaa

PhoCusWright's 2010European consumer travel rep&rt demonstrates the

importance of mobiles as a communication medium. aYarage, nearly 50% of

mobile phone users have or expect to, in the n@xtmbnths, use their phones to
browse the Internet. An average of nearly 30% hellusing their phones to research
local activities.

Figure 4. Future mobile phone activities, by age Eombined markets

Figure 47
Future Mobile Phone Activities, By Age — Combined Markets

Browse the Internet

View maps or get directions

Research local activities such as restaurants and shows
Reserve/purchase local activities such as restaurants and show tickets
Research travel products such as hotel rooms or flights
Reserve/purchase travel products such as hotel rooms or flights

Make changes to existing travel reservations

Check-in for flight, hotel, train, or car rental

Use as a boarding pass or ticket for flight or train
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Question: Please indicate which, if any, of the following activities you have perfarmed via your mobile telephone in the past 12 months, and which you are likely
to do in the upcoming 12 months. Select all that apply for each activity.

Base: Mohile phone users; French travelers (N = 744), German travelers (N = 730), UK. travelers (N = 714)

Source: PhoCusiWright s European Censumer Travel Report

©2010 PhaCusWright Inc All Rights Reserved.

A well-developed mobile destination guide will pide strong support to improve the
competitiveness of SMEs and the promotion of Idvaspitality and heritage, by
empowering the visitor to discover destinationshay travel.

There are, however, a number of considerations vémaring the mobile market.
Firstly, it is important to clearly understand thenitations and difficulties in

22. PhoCusWrightzuropean consumer travel repo10.
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producing a successful mobile application. Theeeraany different mobile operating
systems, each requiring their applications to beeldped in the respective

programming languages. The main systems to be denmesl are i0OS, Android,

Windows and Web OS. Variation between devices d¢am jprove challenging and

costly, not only in screen resolution but also imxmmising use of the phone’s features
in order to offer the most enjoyable user expeeenghich is important for the

success of a travel application.

The question will inevitably arise, whether to deyefor one or multiple platforms
and what resources (financial and human) are reduio support, develop and
maintain both the application and its content. m@e alternative sought by many
developers is to create a “web-app”, effectivelynabile version of the destination
website written in HTML, with some coding to takelvantage of the phone’s
features, such as GPS.

Finally, the biggest consideration for mobile destion marketing is the issue of
roaming, and the prohibitive charges incurred wheimg a phone (particularly for

data) when travelling. Many destinations have wdreeund this by downloading all

necessary data within their applications; howeweis could present a significant
challenge for the Cultural Routes with a potengidiirge and diverse product
database. The issue of roaming costs is of paaticoiportance as the very nature of
the Cultural Routes is to create and promote asdbosder multi-country travel

experience.

Blogs

Google’s Blogger service is one of the most highalyked sites on the Internet and for
good reason. Blogs are sometimes overlooked beaHug®ir often comparatively

low reach and the lack of professional associati@t bloggers have; however, for
creating awareness and promotion of Cultural Rotditey should be seen as a
valuable opportunity. Seeking endorsement fromuenitial bloggers can bring a
brand or destination to the attention of hundrddb@usands on a global scale.

In seeking the endorsement of influential blogg#rs,rich cultural value of Europe’s
various thematic cultural itineraries can be brdugh the attention of potential
visitors who already have demonstrated a registeredest in European culture and
heritage. Achieving placement in top blogs is a dyd®R opportunity, albeit
exclusively in a digital field, with highly compliemtary cross-over from amateur or
semi-professional peer endorsement. Endorsememt fn@ right bloggers will not
only lead to a credible recommendation and intdvegig generated to thousands of
readers, but strong search rankings owing to theevand relativity of inbound links
from bloggers.

Public relations

The Council of Europe’s 29 Cultural Routes comprésdascinating set of pan-
European thematic travel itineraries, which — franpublic relations (PR) point of
view — hold immense value. Traditional press shawtlbe overlooked in light of this
chapter, which focuses largely on digital marketipgortunities. The topical value of
the Cultural Routes means that that there arelésstopportunities for coverage in
mainstream media, in particular the travel press.
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The very nature of the Routes, tracing culturalitage or the passages of great
trading empires, have broad appeal for a highbreadership. They offer a perfect
mix of elements, which are well suited to generatinteresting story-led travel
content in broadsheet supplements and television.

Cultural Routes are perfectly suited for one-ofédpl features as well as featured
series, owing to the range of themes and the unigyein which they allow visitors
to explore Europe through cultural, heritage anthentic experiences. Pitching and
securing feature articles in the national pressprane to be the most cost-efficient
form of publicity, providing expert endorsement hwia large circulation read by
highly educated consumers with higher than avedigmosable income. Furthermore,
Web links from national newspapers can be somd@fost credible and heavily
weighted links on the Internet, bringing large fitaolumes and increasing authority
in search results.

Partnerships

Strategic partnerships are an important compor@ntiéstination marketing, as the
right partnership can bring many benefits to helch the end objective of building a
strong brand and promoting the image of the destimaPartnership opportunities
can include:

—  commercial — revenue-based partnerships througls sal‘buy-in” services;
- content — aggregation and syndication of databastent;
- marketing — shared cost of marketing activitiehwpartners.

A model often replicated, including by a numbeCailtural Routes themselves, is the
provision of “opt-in” marketing services for membeand the wider industry. Given
the cost of running a successful destination poitals important to think about
partnerships at an early stage, in terms of oppti#s to share database content and
lessening the burden of marketing costs where riytumeneficial promotional
opportunities present themselves. It is equally drtgnt to seek a financially
sustainable model for the ongoing operational camemt required to run a
consumer portal.

Content is also important, and the saying “conierkting” is especially relevant for

destination websites, both in offering visitorsergsting rich material to inspire a trip,
as well as accurate planning information for theg®o have already made the
decision to travel. Good content partnerships asemtial to ensure regular fresh
information is fed into the site, with informatiosuch as events, destination
information, etc.

Neither the Council of Europe nor the Europeanitunst of Cultural Routes have the
capacity to act as fully fledged destination marigtorganisations, therefore it is
important not to forget the important role of natg regional and city marketing
organisations and their value for cross-linking asf@rencing. In general, destination
sites are highly ranked with good visitor numbensieed, the online promotion of
some Cultural Routes is done largely through thessof their national tourism
organisations.
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Commercial services

Many Cultural Routes have demonstrated entrepreaideadership in their networks,

whether through the enterprising creativity in depang and using a brand to sell and
promote products or services, or in the co-ordomabdf the Route itself. ICT can be
used to increase competitiveness and support Sspesifically through:

—  reservation and booking systems;
- commercial sales platforms;
- access to market.

For many SMEs, the cultural past upon which locadpce and handcrafts are based
represents the business behind the tourism andetis®n for a need to see tourists
discovering Europe’s cultural heritage. Those wbme with an interest in Europe’s
Cultural Routes seek authenticity, not only in thestination but also in what they
take home from the destination. This of course udet enjoying authentic
encounters, but for many it is about returning homth material souvenirs, like
handcraft or local food and drink specialities, ethrepresent the destination.

The Internet has created new industries that pusilyodid not exist; it has also given
small local businesses a global shopfront and g@ompnity to sell to customers that
they could not previously reach. Whilst not stsicih the field of destination
promotion, a commercially driven sister site, op@member SMEs of the Council of
Europe’s certified Cultural Routes, and based otomasumer brand, may also be
welcomed and could complement a consumer portalébtural Routes.

An e-commerce site selling products certified “amiiic” would support the
competitiveness of SMEs and provide a valuableisemproviding access to a global
marketplace. With such a platform, small businessedd sell online as part of a
Europe-wide e-commerce platform, featuring only ldqpaand authentic products
related to the origins of a given Cultural Rouléywing customers to learn about the
origins and producers before buying. Adoption afeglicated consumer brand might
work in the same way that the Fair Trade label esome a globally recognised
symbol for products where the consumer can be denfiof the producer being paid
a fair price for their goods.

Indeed the very nature of a dedicated consumealgortthe Routes themselves is not
something that can be overlooked when considerowg the Council of Europe can

improve competitiveness of SMEs. Many destinati@rkating organisations support
local industry by providing booking platforms, fazting booking and reservations

where SMEs did not previously have access to magget providing an important

channel for new business.

Should a dedicated consumer site be developelpiti@ take into consideration how
technology can be used to support SMEs by providingh services. Depending on
the requirements and level of ownership requiredstiakeholders, such a tool could
mean a considerably larger resource investment tinardevelopment of a simpler
marketing platform.
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Marketing capacity

The development of a dedicated consumer portalinegjuesource commitments, as
outlined earlier in this section. Should the Coln€iEurope decide to go for such a
commitment, the overall marketing capacity of therdpean Institute of Cultural
Routes must also be studied carefully.

As we have already seen with the fragmented workipgroach of many Cultural
Routes, there is a strong need to unify and ofippert for product development and
marketing services, where Routes are often limdee to the lack of dedicated
resources. With centrally dedicated resourcesCivencil of Europe can make real
progress in capacity-building programmes aimedfatiag practical support through
training and skills development in the tourism eecAdditionally, there may also be
scope to develop “shell” tools and services that ba re-branded and re-used by
members, such as destination portals, mobile apasipaign tools and general
marketing services.

Alongside centrally based activities for those cdhmating the Routes, programmes
could also be developed to help support SMEs utateds get the most out of and
stay abreast of new technology.

The role of ICT

Digitisation provides a wide range of possibilitfes virtual platforms to support the
real network. Having an umbrella portal will be cal for the branding and
development of the Cultural Routes as cross-mangetitiatives.

By integrating and concentrating knowledge aboutuCal Routes in one space it will
create possibilities for cross-over audiences tergm “The long tail” theory comes
into being when offers which appeal to niche segmen the tourist market can
access a wide variety of information on other samibffers. As visitors to one
Cultural Route will likely enjoy the offer of anah it makes perfect sense to
concentrate information in one place and would megate or render useless the
individual work of the Cultural Routes to markeemhselves via their own websites —
it would simply create another entry point — a gbrt

Training, workshops and exchanges of experiencansemin a range of Web 2.0
initiatives (for example, blogs, Twitter, Facebo®&S, YouTube, Vimeo, etc.) are
highly recommended for the Cultural Routes to mas@ntheir potential with new

social media and the Internet. These tools neebetased and integrated into an
umbrella platform and all the Cultural Routes skidog able to feed into the dynamic
website providing a constantly changing and updai@i platform and entry point.

A top-level audit of the 29 Cultural Routes awardsdthe Council of Europe was
conducted to take a first look at how ICT is beusgd throughout the network. The
results highlight that there is a significant lack marketing capacity, with many
missed opportunities for free or inexpensive praamtas shown in the conclusions
summarised belo#?

23. Results based on an independent researchcandédd out by the author..
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Table 2. Use of ICT in the Cultural Routes network

Few of the 29 Routes with websites had develc
consumemriented sites. Many were not available

nElee 25 Routes English, often limited to the primary language uséahg
the Route.
Little more than 30% of the Routes were using Faokf
with few actively using the socialetwork as a marketir

12 Routes el

Facebook

Average number of fan . .

311 Those_ networks using Eacebook more promlnent_ly \
primarily doing so as an informal means of commatian
to share ideas and experiences.

6 Routes Half of the 6 Routes using Twittewere using thi

Twitter microblogging tool to promote product and actil

Average number ¢ directly to consumers, yet with limited succesadquiring

followers: 33 followers.

A number of Routes had subjeetated material o

S Wikipedia owing to the historical importanoé the theme

HLCpE 6 Routes but few had pages dedicated to the modian
Route/network.

Only the French part of the Santiago de Compo:

Pilgrim Routes had its own dedicated page on \Alt,

Wikitravel 1 Route containing information related to French locatiahsng

the Route. None of the other Routes were founc
Wikitravel.

The results are based on searches made in Englishra not the result of a member
survey. It is important to note that whilst somérmation may be missing, for

example a Facebook page not accounted for, thdtgasdflect what can easily be

searched for and found by the end user.

Work has also taken place at a European level @atera unified image for the
Cultural Routes, with descriptive information abeach Route published on both the
EICR and Council of Europe websites. The instithés also set up social media
profiles on both Facebook and Twitter to commumgatws about the Routes on an
ongoing basis. Additionally, a partial entry exisia Wikipedia, which, if fully
completed, will further help strengthen the pulbii@age of Europe’s Cultural Routes.

The main web portal, www.culture-routes.lu, has enthilan 41 000 pages indexed by
Google, a respectable page rank score of 6 out mbssible 10 (7 being a good
benchmark) and more than 15 000 backlines fronr aites.

Figuratively speaking, this is a strong site comdnag a good level of authority in
search engines with many credible sites linkingkltadt, thus strengthening its own
search engine credibility. Visually, however, tiite sloes not meet the expectations of
today’s consumers and does not present the Raui@sviay that is inspirational and
evocative, able to offer compelling content thatl imfluence consumer travel
decisions.

As already established through interviews with ctel@ Cultural Routes, content is
not written for consumers and the navigability dndrarchy of content is also an
issue. Google’s “reading level” tool supports tfeedback, analysing the content of
indexed pages by intellectual reading level, witl following findings>*

24. Google search filtered by reading level, wwegje.com, as of 18 May 2011.
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Figure 5. Results by reading level for site www.cture-routes.lu

Results by reading level for site:http://iwww.culture-routes.lu:

Basic 7o I
Intermediate 47% I
Advanced 45% I

Successful destination marketing websites genepaibjish content pitched at a basic
to intermediate reading level as their role is nsveer the question of “why to visit”
and “what to do and see”. In this case, however,high number of pages with an
advanced reading level implies that content istemifor experts and not the general
public.

Germany is one of the world’'s leading travel destons. Their destination portal
“germany.travel” is a good benchmark to look at wle®mparing content reading
level. When running the same test on Germany’s iehthe results, shown below,
indicate that content is pitched at a much lowadmg level to focus on answering
these early questions of why and how to visit Geryna

Figure 6. Results by reading level for site www.genany.travel

Results by reading level for site:http://www.germany.travel:

Basic 16% I

Intermediate 63 |— S
Advanced 0%

Search demand

Search is incredibly important; it is the first kamnsumers use when researching a
trip. Not only is it essential to ensure sites\asdl optimised to appear in top results
for relevant search terms, it is also a valuabt# tor monitoring public interest in
any given topic.

For the purpose of the study, Google Insights leenlused to take a closer look at
search trends to examine the level of interesturofgean culture, against four Route
themes where there was sufficient search traffaréov some conclusions.

The figure belo shows search trends over a 12-month period fofall@ving five
search terms:
Figure 7. Trends for various search terms over a tthonth period

European culture — 73
Phoenicians — 46

Via Francigena — 32
Via Regia — 15

25. Google Insights, www.google.com/insights/seagibbal search volume patterns, May 2010-May
2011 for “European culture”, “Phoenicians”, “Jewtstritage”, “Via Francigena” and “Via Regia”.
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[* The last value on the graph is based on partial data and may change. Learn mora

Figures do not represent actual search volume. Té#dsgct the number of searches
that have been made for each term, relative tadta number of searches made on
Google over time. Unsurprisingly, the search irgeran “European culture” is
considerably higher than that of the specific Rahmes, yet it demonstrates the
scale of interest from users searching for inforamatThe spikes and dips in search
activity point to events or news stories which gated significant public interest. In
the case of “European culture”, for example, spd@sonstrate public reaction to the
naming of the European Capitals of Culture 2011.

Looking closer at the geographical origin of seatretffic, it is possible to identify
which markets demonstrate the strongest leveltefést, as shown below:

Table 3. Geographical origin of search traffic

European Jewish Via

culture FINEENEENE heritage Francigena VIR REE)
Netherlands 100 0 0 0 0
United Kingdom 95 28 0 0 0
United States 71 92 83 0 0
Canada 44 45 44 0 0
Germany 0 0 0 0 71

This limited snapshot already offers a sizeablaghtsinto search demand from
specific markets. For the top five countries abdlkased on searches), the Via
Francigena is not a topic that any are searchingnfeignificant volumes, whereas
both the Phoenicians and Jewish heritage are elyddmnghly researched by
Americans and Canadians. Looking deeper into tlvesearches, it is possible to get a
detailed insight into what users are looking fod avhich search terms are rising in
popularity, as shown below.

Table 4. Trends in search terms

Phoenicians

Top searches
The Phoenicians
Phoenician
Phoenicians history
Ancient Phoenicians
Phoenicians alphabet
The Phoenician
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Rising searches
Phoenicia +50%
Sumerians +50%
What are Phoenicians? +40%
Who are Phoenicians? +40%



Phoenicians civilisation
Phoenicians people

Phoenicia
History of Phoenicians
Jewish heritage Top Searches Rising Searches
Museum Jewish heritage Jewish heritage month +100%

Jewish museum
Jewish American heritage
The Jewish museum
Jewish museum NYC
Jewish heritage center
Jewish heritage month
Jewish heritage tours
Jewish heritage foundation
Jewish heritage night

In the examples given here, search insights hegm#édyse the level of public interest
in the thematic topics underpinning specific Rout&y scrutinising the most

frequently used search terms with greater spetgifione can identify exactly what it

is that users are looking for, and more importaritig opportunity to generate further
interest by providing answers.

Social sentiment

The way we use the Internet has changed beyondmgmm in recent years thanks to
the rise of social networking sites, which put gser control of their browsing

experience. Today’s Internet communication is naw@way conversation; the user
is the editor and no longer simply a spectator.hSaicdramatic shift in the way we
consume media has threatened and even destroyeslfeoms of traditional media,

yet it has created a more even playing field foblighers, in particular for those
catering to niche markets.

There are a number of tools that allow marketeersnbnitor real-time consumer
interest in any given subject and analyse the ¢thv&satiment based on the frequency
of specific keywords in the conversation. Thesdst@e most commonly used to
monitor brand sentiment and can be particularlyfulséor analysing reaction,
especially in crisis management.

For the purpose of this study, the popular Interasburce “Social Mention” has been
used to look at consumer interest in cultural smrand how technology can be used
to engage directly with users. To begin with, tearsh term “European Culture” was
entered and results were limited only to microblogsis helps to give an idea as to
the general interest in the subject based on ceatiens taking place between users.

Table 5. Social Mentions for “European culture” onmicroblogs™

This is the likelihood that the topic is being dissed in social media.

Strength  20% ) o ] ) )
The strength is calculated by dividing phrase nugrgtiby total possible mentions.

26. Social Mention, www.socialmention.corsgarch measurement of microblogs for the term
“European culture” based on 371 results, accesSeday 2011.
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Sentiment is the ratio of mentions that are gehepdsitive against those that afe

Sl 26:1 generally negative.

Passion is the likelihood that individuals talkimdpout the subject will do sp

i 0,
Passion 17% repeatedly.

Reach is a measure on the range of influence. tlhasnumber of unique authofs

zamn 88% referencing the subject divided by the total nundfenentions.

The results on this broad topic demonstrate a gtamnl positive interest across social
media towards European culture in general. On gegrihe topic is being discussed
every 20 minutes through microblogs alone.

When a similar search was run focusing on a spedialest topic relating to one of

the Cultural Routes, in this case the PhoeniciaRsute, through the term

“Phoenicians”, a distinctly different set of resultame back. They highlight the
difference between topics of general interest caspto niche topics where appeal is
limited:

—  strength: 4%
- sentiment: 4:1
- passion: 23%
- reach: 30%

By interpreting the above results, it is clear thailst the topic is unsurprisingly less
popular and has a smaller reach, the passion dératatsby the individuals talking

about the subject is higher. Sentiment was alse [mssitive, with one in four

contributors referring to the term in a broadly adge manner, but this can be
attributed to the use of the search term in refe@da current-day political events.

More importantly, with the narrowing of keywordspcgal Mention and other similar
tools can help to accurately identify peer influensg or sites to target when seeking to
promote Routes to niche or vertical markets. In ttlese of the search term
“Phoenicians”, there is on average one discussiveryethree hours related
specifically to the term. Factoring in the many esthassociated keywords and
repeating this process across all Routes helpdetatify opportunities for stimulating
demand in cultural tourism and the marketing ofdper as a destination based on
thematic cross-border Cultural Routes.

Media planning

Gaining a deeper understanding of the likely tangetrket for the promotion of
Europe’s Cultural Routes is key to developing a peling product offering and
planning a persuasive consumer communications dagmpa

Using freely available technology, we can quickdentify where existing interest in

any given theme might lie and begin to get an aeto what the target market might
look like. With this fundamental starting point, wan look more specifically at what
the market is looking for and how passionately thayinfluential peers of theirs,

discuss the subject within their social communitesl get an indication as to the
sentiment of feeling.

Digital planning tools can help identify the begées, from the demographic profiles
of users, through which to effectively reach a gitarget market. The chart below
visually depicts, based on what we know from oitrahresearch, the most important
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sites in which we can reach the market. Facebopkap as the strongest channel for
communicating with a valuable audience profile astlieving a good reach in terms
of numbers. Yahoo as a content network is deemeartant along with YouTube,
particularly powerful for selling authentic destiloa experiences and Wikipedia,
representing good reach and a particularly strondieamce profile. The chart
demonstrates the importance of user-driven sitegh Wlogspot's position in
particular showing the value of the blogging comrtyun

ressjFigure 8. Best match audience reach by geography a&ern US
metropolitan), language (English), demographics (alve-average income,
graduazlse), online and lifestyle interests (travelpeople and society, food and
drink)
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The figure above looks specifically at identifyisges that represent the best match,
based on appropriateness of audience demograpiicseach in terms of numbers.
This is just one way of identifying the best metiawhich to invest resources. To
take a different approach, one might also lookoaus$ing on low traffic sites, or a
mix, to reach a narrower and more specific demdgcagepresenting a closer match
to the target market.

Furthermore, geo and socio-targeted advertisingces, which are available on most
of the sites identified in the chart above, allowrketeers to communicate only with
users who match a specific given demographic. i®@ptomotion of Cultural Routes,

many of which appeal largely to niche markets, digital landscape represents a
valuable and exciting opportunity to package armhqmte a pan-European thematic
tourism product to consumers with a registered-@stein the subject.

Council of Europe logo and name

A protocol for the use and avoidance of misusehef €ouncil’s logo is available
through the EICR’s website and is normally serdltéhe main partners.

27. Google, Double Click Ad Planner, https://wwwogte.com/adplanner, accessed 25 May 2011. See
Appendix 2 for full list.
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Practice examples: current use of the Council abfe logo
The Cultural Foundation “Routes of the Olive Trégtludes the Council of Europe logo on the
website although there is no link and no explamatibhe partner websites neither include the
logo nor information about the Routes of the Olfree on their websites, much less the Council
of Europe logo.
The logo or image of the Council of Europe is ne¢diin general merchandising but is included
in published materials such as leaflets and bodligations.

The Transromanica netwohave agreed to provide visibility to the CouncilExfrope label, the
titte “Major Cultural Route of the Council of Eurepand an explanation they have given is that
“This title signalises that the Route enhancesctivesciousness of common European citizenship
and bases on sharing universal values”. The \vigibdf the Council of Europe labels |s
ensureded on the Tranromanica website but not sadlyson the partner websites, even where
they refer to the Transromanica project. Each panmoduces their own merchandise and thus
no mention or use of the Council of Europe logevglent either in products or publications.

The Via Francigena European Association’s websitdudes logos of both the EICR and the
Council. However, there are a number of websitéstad to the Via Francigena that carry |no
such logos and thus create an inconsistent imatfeedRoute and the programme.

Complex Cultural Routes need clear guidelines tmbdéish what is part of the
Cultural Route and what might be an independerthpainitiative. Events generated
unilaterally or even bilaterally or multilateralgan be construed as forming part of
the Cultural Route. By-laws or a members’ chartayrdiscern rules, that is correct
logo use. It may also be an opportunity to reieei@id establish rules for use of the
Council or other umbrella-branding styles.

Value of the Council of Europe label

The added value of the Council needs to be undetsas something that not only
lends prestige but identifies clearly what the latends for. Currently the “meaning”
of the label is blurred. The EICR have summarisedheir website that the Council
label denotes that:

The theme must be meaningful in terms of Europeamany, history and cultural heritage,

must refer to at least one of the three large dieddggested by the programme (people,
migrations, important movements of civilisationdamust contribute to the diversity of Europe

today.

There is a clear overlap with the UNESCO World Hege label and UNESCO
Routes of Dialogue programm&The UNESCO World Heritage label very clearly
provides “heritage” as the value link. The UNESCGOuRs of Dialogue label is less
clear and less well known but it calls into quastiehether there is a need for the CoE
to create a Cultural Routes programme based orsdhge value link as that of
UNESCO. It would be important for the Council teidify what the main value link
is that it wishes to attach to the Cultural Roufesgjuick scan of the current Cultural
Routes suggests a very mixed set of values.

Practice examples

The Routes of the Olive Tredraw attention to the greater story of civilisatigeace, humanity
and heritage in order to support contemporary efgsnef production, design and tourism. As a
peace symbol, the olive tree has become ever isioglg important. Gastronomically speaking,

28. http://portal.unesco.org/culture/en/ev.php-
URL_ID=35022&URL_DO=DO_TOPIC&URL_SECTION=201.htndccessed 28 April 2011.
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olives and olive oil are essential ingredients iadiferranean cuisine. Economically, the olive tree
is of major agricultural importance in the Meditarean region, mainly as a source of olive oil.
The Routes of the Olive Tras not at present a marketable Route, which cultiorarists could
undertake (although plans are under way to devidopl regional routes in Messenia). It |is
actually a different motorcycle itinerary undertakey motorbike fanatics each year to champion
the olive tree story.

Overriding value: olive tree as a symbol of Medi@ean heritage

Characteristic: network

Possibilities: local itineraries (not yet developedupport for local arts, crafts and
gastronomical products (developed)

The Transromanica Route supports and fosters Elsréjmmanesque cultural heritage. Its aim is
to study and preserve Romanesque heritage as welhake this heritage accessible. The
Transromanica partnership organises an annual .€/BatTransromanica Route is not at present a
marketable Route that cultural tourists could utader. It is rather a network of regions with
interesting Romanesque heritage sites and indiVidaates.

Overriding value: Romanesque architecture as a slyoftEurope’s heritage

Characteristic: network

Possibilities: local itineraries (not yet developeghnual festival (developed)

The Legacy of al-Andalugdrincipal aim is to promote Spanish-Muslim civiliga by means of
its art and culture and historical and social refeghips with the Arab World, the Mediterranean
and Latin America. The current emphasis is on edp@nunderstanding of the historic role |of
Spain and particularly Andalusia as a bridge. Agider goal, the foundation claims to contribyte
towards structuring intercultural co-operation afidlogue in the Mediterranean by means| of
developing transnational itineraries. In realitysttproject is regionally focused, funded and
owned, and the possibility of it opening up to aevitransnational Cultural Route will depend [on
its capacity to implement a different governangategy that creates equitable partnerships |and
allows the network to dictate future developments.

Overriding value: al-Andalus architecture, culttaed customs as a symbol of Europge
heritage

Characteristic: unilateral endeavour (various Reute

Possibilities: local itineraries (developed), musedeveloped), cultural events (not yet
developed)

S

The Hansa Route promotes a medieval network of maets that controlled trade and markets in
the Baltic Sea area. The revival of the Hansa ia@no revive the spirit and ideas of Hansa as a
unifying element in the quest to develop economidtural, social and governmental unification
in Europe.

Overriding value: Hansa symbolism of trade routethée Baltic region of Europe

Characteristic: network

Possibilities: annual festival (developed)

The Via Francigenaims to highlight this ancient pilgrim Route anchence historic paths by
integrating them into a network of existing hikitngils.
Overriding value: pilgrim Route
Characteristic: route
Possibilities: passport system (not yet developed)

It is advisable that the Council determines thedigng principles that bind all the
Cultural Routes and re-brands the programme. Thevealexamples signal the
challenge, given that established Cultural Routessa different in aims, approaches,
organisation, binding principles and symbolic intpace. There may also be a need
to re-evaluate which Cultural Routes should comtitheir programme participation,
and which may need to be excluded.
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Role of the EICR

The EICR has had and will have a pivotal role ivedeping the Cultural Route
programme in the future. The Cultural Routes neadyrmore opportunities to meet
with their peers and network, they need to grow laexbme “learning organisations”.
This can only happen with the support and guidarfi¢ke EICR.

Creating an environment in which the EICR couldypta more proactive role in

supporting the Cultural Routes would be ideal. Ginagn mindsets, however, is one of
the greatest difficulties and therefore there womdegtd to be an incentive (possibly
monitory) for partners to invest time in coming étiger. It will be crucial that in those
first meetings the Cultural Routes have a real es¢hat they can be greater if they
work together.

Cultural Route leadership days

The greatest challenge is to promote transnatioe@borking. Limited networking is
taking place at present between partners on theen@uRoutes. There is clearly a lack
of support mechanisms (training and funding) tooemage more face-to-face partner
meetings. Without this vital contact it is normiat each partner concentrates his/her
activity on their own part of the Cultural Route. drder to increase the notion that
Cultural Routes have complementary offers that @yageal to similar audiences, it
would be essential to develop a dialogue and utatedgg between the Cultural
Routes.

One possible way would be to encourage Culturalt&déeadership days. Cultural
Route leadership days might be an opportunity foltu€al Route partners to meet,
share experiences, learn from each other (devetp skills) and network. The
annual Cultural Routes Advisory Forum foreseen he tstatute of the newly
established Enlarged Partial Agreement on CulRmltes (EPA) will partly play this

role (www.coe.int/routes). Most Cultural Routes a&grently operating well at a
regional level in terms of networking but withowintling incentives it is difficult to

see how the partners could operate beyond theiemucapacity.

The EICR has made important steps to create a mragkerand with icons for each
Cultural Route using a similar style and shape. Visgbility and usage of this

branding by the Cultural Routes, however, is veasw land in many cases non-
existent. The EICR needs significant financing ardertise in order for it to be able
to be more proactive in creating opportunities ¢ooss-marketing across Cultural
Routes as well as within Cultural Routes. Workshapstrengthening the visibility of

the Council, and how and when to use the logos dvbalan important first step.

The EICR could also be proactive about supportiregdevelopment of other cross-
marketing materials, namely catalogues and calen&rared development and sale
of merchandise is complicated if ownership issuesrmt resolved and there is no
clear transparency and shared gain.

Loyalty programmes

The EICR may wish to explore loyalty programme ops$i. Loyalty programmes are
quite common amongst cultural organisations. A eaoigloyalty initiatives should be
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explored for both the Cultural Route partner arsitors to the Cultural Routes. If for

example all Cultural Routes identified one majoemveach year, the EICR could
produce a calendar with these events — informagioout the Cultural Routes and
other useful data that could be distributed amoatjghe Cultural Route partners. A

passport to events organised by the Cultural Rpateers could also be considered.
For the Cultural Routes, the EICR could explore enefifective use and development
of the EICR logo and brand.

Conclusions

The Council should re-brand the Cultural Routeg@mme. It is recommended that
the re-branding avoids heritage sites (UNESCO basted that) and is accompanied
by an evaluation of the current Cultural Routesde if they satisfy the new criteria.

The Council should seize the opportunity that thdti®al Routes have thus far an
underdeveloped merchandise offer. It would be ades to produce merchandise
under the new branding of the Council and distebiutto all the partners of all the
Routes. Partners could buy the merchandise apcest and sell at an agreed profit in
order to generate a certain amount of self-fundirige option could be given for the
partners to create their own merchandise usingi¢e brand/logo and to offer these
goods to other Cultural Routes or partners.

Training, workshops and exchanges of experiencansesin a range of Web 2.0
initiatives (for exampleressblogs, Twitter, Facebook, RSS, YouTube, Vimeo,)etc.
are highly recommended for the Cultural Routes &ximise their potential with new
social media and the Internet. These tools neebetased and integrated into an
umbrella platform and all the Cultural Routes skdo¢ able to feed into the dynamic
website providing a constantly changing and updai@i platform and entry point.

The EICR should insist on regular reporting and moorCultural Routes to identify
“weak links” in the networks that could be suppdriey targeted initiatives. The
EICR should consider implementing a “friends of @dtural Routes” system for the
overall Cultural Routes programme. This may apptaluniversities, research
institutes and corporate sponsors.

The EICR could facilitate and support the visigilbf these annual international
events by producing a calendar of activities anaihmmting these activities on its
website and through partner portals such as Visitope. The different Cultural
Routes could be encouraged to also promote themgte(particularly if a physical
calendar were printed and distributed). The evehtauld be encouraged to have a
touristic value and, thus, the EICR could alsoigae passport systems whereby
tourists could gather stamps at each major Cultoaite annual event.

109



6.3 Establishing sustainability standards

Results that were obtained in previous researchtter study on the impact of
European Cultural Routes on SMES’ innovation andhmetitiveness proved the
varied nature of the Routes in terms of lengtha$tence, management structures,
development approaches, geographical scope, subjemter, target groups,
capabilities, standards in product and serviceityuagether with many more factors.
The absence of general quality standards and iariter European Cultural Routes
and/or sustainable tourism to develop with the Bsutas been pointed out as one
possible reason why, more than 20 years after thieu@l Routes programme was
launched by the Council of Europe, the brand “CdurfcEurope Cultural Route” is
still weak and thus the 29 Cultural Routes do pnainfa coherent picture.

In order to gain an impression of Cultural Routegtivities concerning the
development and implementation of quality standatde Cultural Routes were
surveyed by directly contacting the Cultural Routeperators. The information
gathered from the survey partners exposed thatrdiites do not only exist among
the Cultural Routes but also between the diffecenintries and even regions or single
partners belonging to one Cultural Route. Thisifigdmakes it very challenging to
reach an agreement about one common position fteiudevelopment or growth
within the programme.

Some of the Cultural Routes are already in the gg®cof implementing quality
standards and criteria but these are still isolqexgjects, and the whole European
Cultural Routes programme fails to benefit fromnthdhese individual standards are
probably not known beyond the regional or natids@iders of the particular Cultural
Route. The consensus among Cultural Routes opsraothat a general set of
standards must start at a minimum level to alloweas for regions or single
businesses that are less developed in tourismubimdately the criteria should not
lead to a consolidation or synchronisation of thét@al Routes. Instead they should
function as an orientation for further developmeftcountry- or Cultural Route
specific standards that meet certain basic stasdatild for all Cultural Routes. This
report gives an overview of existing certificatiprogrammes and quality standards
for sustainable tourism, and aims to estimate teammgfulness and practicability of
guality sustainable tourism criteria for Europeart@al Routes.

Sustainable development

According to the Brundtland Report, officially digd “Our common future”,
published by the World Commission on Environmend &wevelopment WCED in
1987, sustainable development is a process thaufes to meet the needs of the
present without compromising the ability of futugenerations to meet their own
needs”. This definition implies the limits imposky the present state of technology
and social organisation on environmental resourttealso speaks to the limited
capacity of the biosphere to absorb the effectshwian activities. Therefore,
sustainable development is not a fixed state ahbay but rather a process of change
with the major objective to satisfy human needs asgirations while protecting
natural environment and creating structures thateneconomic development of the
society. The five basic principles of sustainablevelopment, according to the
Brundtland Report, are:
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— holistic planning and strategy;

—  preserving essential ecological processes;

- protection of human heritage and biodiversity;

- intergenerational equity;

—  balanced fairness and opportunities between nations

Sustainable development was declared an interratgwal by the UN Conference on
Environment and Development (1992). According toa@kr 40.6 of Agenda 21,
“countries at the national level and internatiogavernmental and non-governmental
organizations at the international level shouldedey the concept of indicators of
sustainable development in order to identify suahidators. In order to promote the
use of these indicators in satellite accounts, erghtually in national accounts, the
development of indicators needs to be pursued eysthatistical Office of the United
Nations Secretariat, as it draws upon evolving agpee in this regard.” In this
regard, the webpage of the Division for Sustainablevelopment at the UN
Department of Economic and Social Affairs offelgstof related documents.

Sustainable tourism

According to the World Tourism Organization (UNWTGQOgustainable tourism

development guidelines and management practiceSagmicable to all forms of

tourism in all types of destinations, including masurism and the various niche
tourism segments”. In addition the UNWTO states:

Sustainability principles refer to the environméniconomic and socio-cultural aspects of
tourism development, and a suitable balance mustestablished between these three
dimensions to guarantee its long-term sustaingbilibus, sustainable tourism should:

1. Make optimal use of environmental resources thatstitute a key element in tourism

development, maintaining essential ecological meses and helping to conserve natural
heritage and biodiversity.

2. Respect the socio-cultural authenticity of homtnmunities, conserve their built and living

cultural heritage and traditional values, and dbote to inter-cultural understanding and
tolerance.

3. Ensure viable, long-term economic operationgyviging socio-economic benefits to all

stakeholders that are fairly distributed, includistable employment and income-earning
opportunities and social services to host commesitand contributing to poverty alleviation.

Sustainable tourism development requires the infokmparticipation of all relevant
stakeholders, as well as strong political leadersbiensure wide participation and consensus
building. Achieving sustainable tourism is a coatins process and it requires constant
monitoring of impacts, introducing the necessargvpntive and/or corrective measures
whenever necessary. Sustainable tourism shouldvedgatain a high level of tourist satisfaction
and ensure a meaningful experience to the toursising their awareness about sustainability
issues and promoting sustainable tourism practiogsngst them (UNWTO).

Quality sustainable tourism standards for EuropeanCultural Routes

It has been recognised that sustainable touristification programmes can bring
benefits to different stakeholders and interestigsoin many ways. According to the
UNWTO (2003), benefits to society, environment, gmments, private companies
and consumers are particularly noticeable. Thesgrammes can also contribute to
the assurance of product and service quality.
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While the Council of Europe Resolution CM/Res(2@Establishing an Enlarged
Partial Agreement on Cultural Routésmplies “development of a sustainable tourist
offer based on the Cultural Routes, and capacitighiog for Cultural Routes
operators in the field of heritage and culture,wadl as standards of professional
practice in the field of tourism”, the methodologyd/or clear strategy on how to
develop and apply these standards has not beingdgetified. It would be thus
advisable to design specific criteria for qualitisginable tourism development along
the Cultural Route locations. At this point, itparticularly important to remember
that these criteria must be flexible enough to asklrspecific needs of individual
Routes. A few suggestions on how the criteria imtainable performance of Cultural
Routes and the SMEs involved could be developegrasented below.

Developing sustainability standards and indicators

Criteria for progress assessment in sustainableéstoudevelopment are usually
established based on the stakeholders’ experiancesirism. As underlined by the
UNWTO (2003), certification systems need to fit thedividual geographical,
political, socio-economic and sectoral charactiessbtf each participant. Any already
existing criteria can only serve as an orientatiod can be adapted to the conditions
prevailing in each country or destination. Accogito Williams and Waldro(002),
any process for developing sustainability indicatshould contain at least some of
the following five stages:

1. Assessing the priority issues of and collectigvant information to build up a
database to work with.

2.  Selecting suitable indicators to measure sumdity. Selection decisions are
based on the affordability of the data, and theiailability and perceived
relevance.

3. Identifying fields where data is still missingida developing appropriate
methods for information gathering (public/focus e meetings, key
informant interviews, environmental audits).

4.  Analysing information and reporting the findingsheir significance has to be
made clear to the stakeholders so that they cdathem with their own
performance.

5. Feedback from customers. Proper feedback cattafiie way products are
designed, produced, packaged, marketed and promfuedthe guests’
satisfaction.

The UNWTO is additionally extolling this approach $uggesting the following steps
in initiating certification system3:

— consideration of national certifications schemearagtegral part of sustainable
tourism development strategies;

— identification of key stakeholders and target gsugterested in certifications
schemes;

- development of the scheme through multi-stakehatdasultation;

— in-depth research on the conditions and feasilulity certification system;

29. See http://conventions.coe.int/Treaty/EN/PExti@HtmI/CulturalRoutes201053.htm.

30. See Recommendations to governments for supgoand/or establishing national certification
systems for sustainable tourism, at http://turissostenible.rds.hn/documet/OMT _certification-gov-
recomm.pdf.
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—  provision of financial and technical support forsearch, development and
operational costs;

- assurance of transparency throughout the process;

— communication of benefits and also costs to theapei sector;

— development of incentives to motivate and encourageism companies to
participate in certification programmes;

—  consideration of factors that hinder and affectainable development;

— consideration of equitable access to certificatiespecially by SMEs as they
can have more difficulties in meeting the costs eatgiirements;

— introduction of pilot projects for testing and damstrating the success of a
scheme;

—  preparation of the market for certification.

Existing certificate programmes and quality standads schemes

Initiatives on sustainable tourism development atmindant. They vary from
transnational, European and regional researchtutistis and networks to business
alliances, partnerships, scientific committees,uggand online platforms for best
practice exchange. Only a few examples includeEin®pean Research Network on
Sustainable Tourism (ERNEST), Network of EuropeaygiBns Committed to the
Issue of Sustainable Tourism (NECSTouR), SustaitbSouth West (United
Kingdom), the Greenbox (Ireland), and DestiNet suatainable tourism information
and communications portal, which is jointly admirated by the European
Environment Agency (EEA), ECOTRANS (a European mekwof experts and
organisations in the tourism sector), the Unitedidvs Environment Programme
(UNEP), and the World Tourism Organization (UNWTO).

This variety of actors in the field of sustainaliteirism enables the existence of
hundreds of certification programmes, quality stadd and schemes. The Green
Tourism Business Scheme (United Kingdom), the ldgat Environmental Rating
Programme (South Africa), Tourisme Responsible r€e® the Steinbock Label
(Switzerland), Nature’s Best (Sweden), and the EWwdr are the most cited. This
fact is not surprising, as consumer demand forifetproducts and services is
growing. Recent research indicates that a conswheris offered a choice between a
certified and a non-certified business or prodands to choose the certified one (Ra
and Ties,2008). Therefore, it is important for tourism prders to develop proper
quality standards in order to survive market comtipaet A few examples of what
approaches could be used in such quality stand#dslopment for the Council-
certified Cultural Routes and their involved touriSMEs are provided below.

Global sustainable tourism criteria
Today, criteria for sustainable tourism are acdegtdand valid internationally. Their

main indicators and measuring instruments for méagprogress are listed in table 6
below|res7]
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Table 6. Main indicators and measuring instrumentsof sustainable tourism

criteria
Indicator Specific measuring instruments
Site protection Category of site protection acaegdd the IUCN indeX
Pressure Frequency of tourists (visitor numbers)

Intensity of use

Intensity of use in peak periogofple/area)

Social impact

Ration tourists/inhabitants (average peak period)

Development control

Existence of a procedure tdystbhe environment or of true
controls as regards planning and density of use

Waste management

Percentage of waste water treated

Planning process

Existence of a systematic planttier area/of the tourig
destination

st

Fragile ecosystems

Monitoring of (rare or threat@rspecies and habitats

Consumer satisfaction

Degree of satisfaction of theitors (according to
guestionnaire)

SY)

Satisfaction of
inhabitants

Quality of life

Degree of satisfaction of the inhabitants (accaydoa
guestionnaire), barometer among the locals

Contribution of tourism
to the local economy

Proportion of the global economic activity due $pléo
tourism, actual revenues from the added valuewfdm

Carrying capacity

Composite measuring instrumentnuag about the state ¢
key factors influencing the capacity of the site handle
various levels of tourism

Site disturbance

Composite measuring instrumeimpéct levels on the site

Interest

Composite measuring instrument of charaties of the site
which make it attractive for tourism and which camange
over time

Customer satisfaction

Survey score

Source: Ceron and Dubd003).

In 2008, the Rainforest Alliance (RA), the Unite@tins Environment Programme
(UNEP), the United Nations Foundation (UNF), ane tbnited Nations World
Tourism Organization (UNWTO) collectively launchetie Global Sustainable
Tourism Criteria (GSTCY which is a set of 37 voluntary standards. They are
recommended for use in tourism businesses in dfeprotect and sustain the
world’s natural and cultural resources while ensgihat tourism meets its potential
as a tool for poverty alleviatior® The GSTC pursues four main objectives, namely,
to:

1.
2.
3.
4,

demonstrate effective sustainable management;
maximise social and economic benefits to thallcommunity, and minimise

negative impacts;

maximise benefits to cultural heritage and mis@megative impacts; and
maximise benefits to the environment and mingnmisgative impacts.

31. International Union for Conservation of Natussyw.iucn.org.

32. See the Global Sustainable Tourism Criteriahtfh://new.gstcouncil.org/resource-center/gstc-
criteria for more details.
33. The Partnership for Global Sustainable Touliteria, www.sustainabletourismcriteria.org.
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Each objective is supported by a group of speaifgasures. For example, in order to
maximise benefits to cultural heritage and minimggative impacts, the company
should follow established guidelines or a code aidviour for visits to culturally or
historically sensitive sites, in order to minimisesitor impact and maximise
enjoyment; historical and archaeological artefasti®uld not be sold, traded, or
displayed, except as permitted by law; the busishesild contribute to the protection
of local historical, archaeological, culturally asdiritually important properties and
sites, and should not impede access to them by tesaents; and the business
should use the elements of local art, architecturepltural heritage in its operations,
design, decoration, food or shops, while respedtnegintellectual property rights of
local communities.

European Ecotourism Labelling Standard

In 2010, the European Ecotourism Labelling StandBETLS)* was developed as a
modification of the GSTC with special regard tortem in Europe. Both the GSTC
and the EETLS refer to more than 60 European amernational certification
schemes and labels and therefore very well refleet huge variety of existing
standards and criteria for sustainable tourismth&sEETLS is developed on the basis
of the GSTC, its criteria are very much in linelwit. Additionally, they offer some
practical advice for SMEs on how to put criteritoiaction. For instance:

Protection of sites

The business contributes to the protection of Iddatorical, archaeological, and
culturally and spiritually important properties asites, and does not impede access to
them by local residents.

Sites important to the local community that areo alsurism attractions should be
treated carefully by the ecotourism business wbistg encouraged to develop.

1. The business actively contributes to the protectodriocal historical,
archaeological, and culturally and spiritually imfamt properties and sites.

2. The business ensures that under no circumstancesdsthe access of
local people to the sites be impeded because abtowactivities.

3. The business encourages locals to visit the sites.

34. See www.ecoroute.eu/destinet/en/eetls.php?id=ore details. The EETLS is also available in
German, Finnish, Greek, Italian, Romanian and Bidga
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—  “adopt” a cultural heritage site: you can activebntribute to the protection of
the sites, either by donations or by providing woder work for their
management;

— you can encourage your clients to donate moneyaosite authority for the
protection of sites;

—  co-operate with the competent site authority tal fout what more you can do
for the protection and sustainable managementeo$ite;

— in your sustainability policy and sustainable maragnt scheme, consider the
impact of your activities on the sites and co-opemaith the competent site
authority to minimise them;

— you can co-operate with local cultural groups amganise joint tours to
important sites and activities that inform locabpke about the value of these

sites.

The Indicator System for Sustainable Tourism Desiims® was developed by the
Tourism Sustainability Grodp (EC, DG Enterprise, Tourism Unit) for destination
management indicators. This system offers a lig&Qoindicators along with measures
to quantify these indicators. For example, in orttemeasure the performance of
tourism enterprises (accommodation), it is suggeste measure their average
occupancy per year, the percentage participatingotoperative marketing tourism
enterprises, etc. (see Table 7):

Table 7. Core indicator

N

Number Wider Measures Ease of collection
and title topic area 0 = impossible
5 = easy
Tourism Productivity |1. Occupancy rate in commerg
enterprises |and accommodation per month, yearly average
performance |competitivenes®. Percentage of tourism enterpr
of business  |participating in co-operative marketing

3. Average REV PAR (revenue
available room) in destination

Source the Indicator System for Sustainable Tourism Desibns.

In 2007, the Tourism Sustainability Group publistaeceport that included an action
framework and implementation mechanisms for aliogatesponsibilities among the
main stakeholders in sustainable tourism developnietargeted public and private
organisations at the European, national, regiondllacal levels, stimulating action
between the public and private sectors. Given theshational character of the
Cultural Routes network and involvement of pubhcl @rivate sector organisations in
their activities, this report could be consideredaasuitable reference in establishing
sustainable tourism development criteria for thé@al Routes.

35. See http://destinet.eu/tools/measurement_msints/draft_indicators_15th _Nov_t2009.doc for

more details.

36. The Tourism Sustainability Group (TSG) was \getby the European Commission in 2004. The
group comprises individuals from international bodies,nmber state governments, regional and local
authorities, the tourism industry, professional ibed environmental organisations, trade unions and
research and educational bodies, who have exparid@xperience in the sustainability of tourism.
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Cultural Routes applicable quality standards

Cultural Routes of Switzerland — a tourism projeetordinated by ViaStoria — joins
together local routes in Switzerland with the goflmaking them self-sustainable
projects. Although specific quality sustainable risin criteria have not yet been
defined for SMEs, the Cultural Routes of Switzedl@stablished a set of indicators
based on which the Routes are selected for paatioipin the programme. Appendix
4 to this report offers a summary of the approdalifierent elements of which could
be replicated by the Council’s Cultural Routes, wehegppropriate.

Survey of the European Cultural Routes

In order to gain more consistent information althetimplementation of quality and
sustainability criteria within the Cultural Routeetworks, a related survey was
conducted by an independent expert. The 29 Cougediiied Cultural Routes were
asked to provide their opinion on:

—  the necessity of quality standards implementatioonrder to ensure travel and
tourism quality along the Route;

- if they are aware of any quality standards in ufse, example quality
certification labels or environmental managemehestes, for example: quality
label, EU flower, corporate social responsibil#y;; and

— the areas that require quality improvement, for ngxe: Cultural Route
products, services, infrastructure, environmentahagement communication
and information, marketing and promotion, profesalmetworking, etc.

The survey responses revealed that the CulturaleRatary greatly in their stages of

development, in tourism offer formulation, targebwps, customer demand, and thus

in their perceptions regarding the necessity ofliyuaustainable tourism standards
development/use. Such differences do not only dexéftveen but also within the

Cultural Routes, namely between the countries agtns they are crossing, and the

size of economic units (locations) they containr Festance, the Hansa Route is

challenged by the task of developing quality ciador small and large cities; and the

Via Regia confronts a considerable gap in tourisevetbpment between such

participant countries as Ukraine and Germany, whitlakes the task of

comprehensive quality standard system developnaatitplarly difficult.

Although the demand for Cultural Route tourism ptd is still very basic, the

tourism offer along them is very diverse. It inakgd a variety of SMEs:

accommodation, gastronomy, activities, transparti merchandise; and destination
types: networks of cities or regional locationgs s cultural objects, etc. At the same
time, a few of the Cultural Routes use quality deads and criteria (for example,
UNESCO, CSR and ISO) or have set up their own stasd(for example, the Mozart
Ways, or the Hansa Route). The quality standards @ne currently used by the
Cultural Routes are not systematically reviewegublished by any of the Routes or
the body co-ordinating the Cultural Route netwarkha European level (namely, the
EICR or the Council). Consequently, the tasks 9f dliality sustainable tourism

standards development; and (2) their systematiqptamg exchange and review
should be considered for implementation, primasyythe EICR.

It is also important to ensure that when sharedvéet the Cultural Routes
sustainability standards do not result in their Steenisation”. In other words, the
standards applicable in western Europe should aatiposed or simply replicated
but adjusted to, for example, the economic, soaml legislative environments of
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eastern European or North African countries. #ls0 advisable to start implementing
sustainability standards with those SMEs that atbusiastic about Cultural Routes’
activities.

Systematic review and exchange of the existingiwitine Cultural Routes sustainable
tourism criteria would also allow to methodologlgadesign a basic set of standards
applicable to all Routes in the network. This, urnt could result in a common
benchmark system, against which the progress ofChkural Routes in quality
sustainable tourism implementation could be evabliatGenerally, the basic
standards/criteria could include:

—  provision of a product that is related to the temowiindustry, based on the
Cultural Route;

—  participation in the overall sustainability stragegf the region/destination and
compatible operation with it;

— involvement in a tourism forum/participation in atwork related to the
regional development process;

- adoption of a feedback system to gather informagioout clients’ demands and
visitor expectations;

- development of relevant products and services fisitovs and the local
community;

—  provision of adequate information to visitors;

—  regular review of sustainable management in thenbas’ operation;

—  provision of the best customer service possibleutih ongoing staff training.

Conclusions

Implementation of quality sustainable tourism stadd along the Cultural Routes is
necessary, although the approach and methodoltagiescomplishing this task have
to be closely discussed with those involved. Thibacause Cultural Route structures
include different sets of local stakeholders, whioserests, needs and priorities vary.
It is important to take into account the specifeographical, political and socio-
economic characteristics of the Routes and themngonities (destinations) while
designing quality standards for sustainable toudswvelopment.

Given the variety of existing quality standards aoertification systems for

sustainable, eco, or responsible tourism for nabuentated, urban or remote
destinations, it is recommended that a systemagpigromch to quality criteria

development for Cultural Routes is taken, whildemeng to the most exhaustive
certification schemes and programmes. A few exasplesuch programmes include
the Global Sustainable Tourism Criteria (GSTC), Bugopean Ecotourism Labelling
Standard (EETLS), and the Indicator System for @nable Tourism Destinations,
which was developed by the Tourism Sustainabilitpu®®’ (EC, DG Enterprise,

Tourism Unit).

Additionally, published in 2004, the UNWTO guideltocon indicators of

sustainability for tourism destinations is consatketo be the most comprehensive
resource for promoting the use of sustainable s$ouwriindicators as essential
instruments for policy making, planning and managenprocesses at destinations. It

37. The Tourism Sustainability Group (TSG) was \getby the European Commission in 2004. The
Groupcomprises individuals from international bodies,nmber state governments, regional and local
authorities, the tourism industry, professional ibed environmental organisations, trade unions and
research and educational bodies, who have exparid@&xperience in the sustainability of tourism.
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describes over 40 major sustainability issues,irgnfyjom the management of natural
resources (waste, water, energy, etc.), to devedapirontrol, satisfaction of tourists
and host communities, and preservation of cultoegitage. For each issue, indicators
and measurement techniques are suggested withicptaictformation sources and
examples. The publication also contains a procetlurgevelop destination-specific
indicators, their use in tourism policy and plarmmpprocesses, as well as applications
in different destination types (for example, cohstarban, ecotourism, small
communities). This source may be particularly ulséduthe Cultural Routes in the
process of their sustainable tourism criteria degwelent and implementation.
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7.1 Conclusions

The Cultural Routes are at the heart of culturatison development in Europe today.
Over the last two decades, they have achievedeavoothy impact and progress, and
shown remarkable potential for SME generation, peftimg, social cohesion,
intercultural dialogue, and for promoting the imagfethe Council of Europe and
Europe generally. The Cultural Routes encourage espicead community
participation in cultural activities, raising awaess of a common cultural heritage.
Established on cultural and social principles, @wdtural Routes today represent a
source of innovation, creativity, small-businessation, and cultural tourism products
and services development.

The current study demonstrates that organisatigmalduct and service forms of
innovation are the most prevalent areas of chantfermthe Cultural Routes and the
SMEs involved. It indicates that all the Culturabu®es provide opportunities for
SMEs to develop products and services within tlaen&work of tourism activities
that the Routes generate. Some of the local SMigs foducts with a Cultural Route
label thus contributing to the promotion of the Rourhese activities are seen more
as adoptions of innovatipss) than innovations themselves. Other SMEs develop
original products and services based on the unigiiees and heritage of the Cultural
Route they are involved with. These products andices are regarded as pure
innovations, as they are new to the portfolio ofupplier, that is a local SME.
Organisational innovations contribute most to dnatale and integrated development
of geographical areas and organisational structaiasy the Cultural Routes, whilst
fostering their transnational collaboration.

Increasingly, the Cultural Routes have become alfgmwint for transnational
networking and cluster development. Although clissteave not been identified
within the currently existing Cultural Routes, thaetworks clearly provide a solid
ground for future cluster formation. To invigoratdusters (as geographically
proximate groups of organisations and institutiovarking along the same value
chain) within the Cultural Routes, this study sugjgeadeveloping more ties between
local and transnational SMEs, tourism operatongjera, business partners and public
institutions. Significant efforts are needed to @lep strategies for connecting these
actors, which would further foster critical massatron and innovation development.

The promotion of cultural tourism is a logical nex¢p in developing Cultural Routes,
since this type of tourism builds on the uniquenessemote destinations, local
knowledge, skills, heritage and traditions. Thedgtwoncludes that the Cultural
Routes have significant potential for cultural isar development as well as for the
promotion of economic, social and territorial cabasin Europe. A number of
Cultural Route partners are collaborating effedyivend are producing remarkable
results, particularly at the local level. At theve@atime, more could be achieved if
clear network governance models were applied asigraficant effort was made to
earmark funding for key skills development, capabuilding, training, networking,
and cross-marketing activities. While Cultural Rotliemes are very clearly defined,
they are not sufficient to establish continuouatiehships between the partners or to
function efficiently as transnational networks.idtthus advised to stimulate more
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joint actions and initiatives within Cultural Rostand their transnational partners in
order to establish a solid ground for better undexding of common network
structures and provide visibility to the Routes.

While Cultural Routes’ connection with the tourismctor is evident from the study,
the advantages of attracting larger audiences, etiagktheir products, establishing
private and public partnerships (PPPs), and offigpiroducts and services throughout
the network need to be better articulated. Thidcctne done through providing an
opportunity for the Cultural Routes to meet, exdgndebate, decide, and agree
together on a common collaborative strategy, anthein individual action plans that
would support this common strategy. In this processne of the Cultural Routes
could share their best practices to help the otberevercome difficulties and/or
address their needs. It is important that the Cibumic Europe assumes more
responsibility for guiding the Routes in their dgons, whilst encouraging and
providing an opportunity for every Route to contitd to the design of the common
collaborative strategy of the programme.

The current study also identifies the danger ofigsed opportunity. It reports the lack
of understanding of the significance of the cultdcurism sector by some of the
Cultural Routes and their partners. There is a dartgat the Cultural Routes
programme will fail to seize the opportunity preeehby the potential for cultural
tourism development, unless it is given greateengitbtn at both national and
European level. This concern becomes even moresipge#n the aftermath of the
recent economic crisis. The vision of the Europ2®étrategy is based on policies to
create smart, sustainable and inclusive growththaegromotion of economic, social
and territorial cohesion. Culture-based activitiesuch as Cultural Routes projects —
are capable of making significant contributionddcal economies and the prosperity
of Europe in general.

Quality is crucial for the successful functioning @ultural Routes and the SMEs
involved. The Cultural Routes offer an impressive rof different products and

services to their customers. Besides, a rapid drowat cultural and tourism

destinations worldwide means that the Cultural Beubday face the challenge of
being even more competitive and quality consciousrder to attract more tourists in
a global marketplace. Consequently, the implememtatf quality and sustainable
tourism development standards along the Culturait&®is highly recommended.

The current study further suggests that the metlgds for sustainable tourism
criteria development should be designed in closesuitation with the Cultural

Routes. Due to the diversity of interests, needsjrenments and priorities of the
Cultural Routes’ stakeholders, consideration otdmegeographical, political, social

and economic characteristics of Cultural Routetiooa in the process of developing
quality and sustainable tourism standards is esséenhis would allow an appropriate
tool to be devised to facilitate measuring, momitprand benchmarking the quality
performance of Cultural Routes’ destinations, paigland services.

Current investment in development of the Culturabui® programme is not

commensurate with the Cultural Routes’ needs andnpial. Limited financial and

human resources at all levels negatively affect glgramme’s performance and
scope. In order for the Cultural Routes to work eneffectively together as networks,
capacity-building and training are highly recommethdThese measures would allow
Cultural Route leaders and partners to come togethé to provide ideas, support
and develop skills at many levels, including goaeree, ICTs, fund-raising and cross-
marketing. EU funding was found to be crucial iraleimg regional networks — that

121



IS, encouraging regions to join specific culturabjpcts. National and regional
resources play an important role in the developroé@ultural Routes tourism.

The aforementioned conclusions draw together tmés that have been analysed in
greater detail in the course of this study. In sarynand according to this analysis,
the following is a list of the most important issuencerning the Cultural Routes that
need to be addressed:

— low transnational connectivity of the Cultural Resinetworks;

— lack of co-ordination at European level in the depmental and promotional
strategies of the Cultural Routes;

—  weak brand image and marketing strategies;

— low degree of qualty and sustainable tourism  stadsl
development/implementation;

— limited human and financial resources of the Rqutes

— lack of expertise in the management of the networks

- poor exchange of good practices; and

—  absence of network management and performanceatizaluools.

The section below provides a set of recommendatonkie improvements that could

be made, and suggests how the lessons learnedhieprogramme’s activities could
be carried forward to the next stage of its impletagon.
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7.2 Recommendations

In order to ensure that the potential of the Cdis€ultural Routes programme for
sustainable and inclusive growth, and the promotadneconomic, social and
territorial cohesion in Europe is fully realisedydain view of the opportunities for
exploiting this potential presented by cultural rtemn, it is important to develop a
relevant higher profile strategy at European level.

It is recommended that such a strategy includefolt@ving elements:

—  better articulating the added value of the cultumlrism sector in general,
related SMEs, and their networks and clusters foonemic and social
development of Cultural Routes’ destinations;

—  strengthening the capacity of the Cultural Routesrigage effectively in local
and regional development and encouraging a grpadéessionalism in the area
of Cultural Routes networks governance;

—  developing the relevant Cultural Routes’ improvetnstiategies — at local,
regional and transnational levels — built on paghips between public
authorities, cultural organisations, corporate hess, SMEs, and civil society
representatives;

— improving communication between and within Cultuidbutes networks
especially at regional and transnational levelsgessful experiences should be
further exploited and disseminated;

— identifying and exchanging examples of best practind innovations between
and within Cultural Routes networks;

— developing better evaluation techniques and metlbgds and their more
extensive application to the Cultural Routes armdk tto-ordinating bodies;

— addressing the issue of quality and sustainablestoucriteria development for
the Cultural Routes.

It is particularly important that the suggeste@t&gy also envisions a set of actions to
properly address the key challenges faced by thkui@l Routes today® Such
consideration is crucial for the full realisatioh tbe Cultural Routes’ potential for
cultural tourism development, sustainable econognawth and social cohesion in
Europe. In order to address the existing CulturaltBs’ issues, focused action is
recommended in the following five main areas:

1. Capacity-building.

2. Network governance.

3. Performance evaluation.

4. Brand image and marketing.

5. Co-operation with the main stakeholders.

More detailed recommendations concerning the freasidentified for improvement
are offered below.

38. A summary of these issues is provided abotleeand of the “Conclusions” section.
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Capacity-building and governance

In order to improve operational capacity and goseoe of the Cultural Routes it is

highl

Eval

y advisable to:

develop a more comprehensive understanding of:

- the value of cultural tourism (and related SMEs) €ultural Route
projects and destinations;

- the role of local communities in sustainable catdourism development;

- the various aspects of sustainable tourism: derpbgra cultural and
economic trends, entrepreneurial approaches, Bsmedels, marketing
strategies, PPPs, etc;

- the way in which technology could support the depeient of the
Cultural Routes;

earmark funding for key training, networking, cajpgbuilding, and cross-

marketing activities;

apply clear and democratic network governance nsodel

create an appropriate tool to facilitate measunmgnitoring and benchmarking

the quality performance of Cultural Routes’ dedtoves, products, and services;

encourage performance evaluation, benchmarkingbastipractice exchange

through improved communication between the Routes;

establish criteria for quality sustainable touridevelopment within the Cultural

Routes networks taking into account the geographpeditical, economic and

social characteristics of local communities aldmg Routes;

engage trained professionals in Cultural Routeggmnce and management;

ensure a more proactive role for the EICR in sugppgpmetworking and cross-

marketing amongst the Cultural Routes as well adeweloping a significant

funding stream for holding regular meetings of thaders of each Cultural

Route;

set up expert groups to support knowledge exchdaej@een members of

Cultural Routes networks;

ensure co-ordinated action for further developnwreéducational, cultural and

tourism management models, expertise, R&D, trairandg capacity-building

programmes associated with the Cultural Routegderoto co-operate closely

on local capacity-building and to promote themlasdquintessence of European

values, traditions, heritage and cultures.

uation, branding and marketing

Evaluation and impact measurement have becomeasiagly important in recent
years. The demand for evidenced-based policy, hegetvith a tightening of

government spending as a result of the global enanaecession, means that
organisations are increasingly being required toatstrate the economic impact of

their

activities. Successful branding and long-tenarketing strategies additionally

necessitate systematic performance monitoring aathation. Regular evaluation of
Cultural Routes’ performance and impact is thusem$al for estimating their
progress more accurately. The ability to map sp@abnomic and environmental
impact is very important not only for marketing armlanding but also for
communication with citizens, taxpayers, funding amither stakeholders. In this
regard, and further expanding the points preseuatetér the “Capacity-building and
governance” section of the current recommendatithescurrent study suggests to:
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develop mechanisms for Cultural Routes’ activiaesl performance evaluation
in the short and long term;

evaluate the current Cultural Routes to see if Saigfy the updated criteria,
conduct a concurrent evaluation of the operati@fiatiency and performance
of the EICR in view of the changing economic coioti$ and requirements of
the Cultural Routes programme;

re-brand the Cultural Routes programme: developglesconsumer brand and
promotion of the Routes and their destinationsavitedicated consumer portal;
develop a long-term marketing strategy identifyihg target markets, consumer
preferences, overall marketing objectives, commatioas channels and key
performance indicators;

put in place capacity-building programmes for b@MEs and Route co-
ordinators to support training and skills developima the field of marketing
and ICT, and to provide guidance via geographicafig financially accessible
seminars, workshops and conferences.

Collaboration with stakeholders

The Cultural Routes of the Council of Europe oiehuge potential for collaboration
at all levels — European, national, regional ar@lloThe programme should build on
this potential as well as on the expertise, know-land reputation gained to develop
common strategies and establish partnerships witdreht stakeholders and levels of
authority, both in Europe and internationally.

For this reason, the current study suggests:

to develop a new coherent road map for co-operdigtveen the Council of
Europe Cultural Routes, other European Routes exteatth European Union
funds, with related UNESCO initiatives, especidliypse associated with the
Council’'s Cultural Routes, and other significantrépean and international
projects in order to establish a competitive arfdative joint strategy for the
promotion of European Cultural Routes globally;

given that the Cultural Routes have increasinglgobge an instrument of
cultural diplomacy and sustainable tourism develepin the process of
expanding their initiatives to include the EU’s os@as territories, neighbour
and third countries should be reinforced.
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Part Il

Cultural Route case studies
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The Hansa Cultural Route offers an interesting sasay of a large network of cities
based on a historic and heritage “brand” rathem #h&inear route or single “product”.
Long established prior to Cultural Route desigmgtib has evolved and grown as
member cities have rediscovered their Hansa “ro@afticularly as barriers between
east and west Europe have disappeared. New oppm@sufor cultural and economic
trade and exchange have more recently been reeobnsng the Hansa brand as a
mark of quality and reliability, with important (bstill underutilised) symbolic value.

The role of the participating cities’ cultural agties is increasingly being valued as
an economic and business development opporturttypuagh this has not been the
prime purpose of this municipal network up untilndAs a consequence there is no
hard evidence of the direct impact on SMEs or odmerprises, although it is clear,
for example, from the Hansa Days/Conventions thateconomic impact from these
is considerable. There is also evidence that thedis being used by various firms as
a place-making and promotional tool. This reportaide the activity of the Hansa
organisation and the findings of our survey of memiities, together with its initial
conclusions and recommendations.

The Hansa Route is a modern-day revival of a pawenfedieval league of cities,
which for 300 years controlled trade and shippmgies in and around the Baltic Sea.
The impact of this historic trading network canl $t¢ seen in the cultural heritage of
the towns and cities that were influenced by theieart league. The modern-day
Hanseatic League includes 176 cities across 16tgesnlt provides a good example
of a well-organised network which seeks to encoeitagnsnational collaboration and
the promotion of the region’s common cultural heegé — past and present — through
annual Hansa Days and a range of project activilibese events encourage cultural
and small business innovation and development,usdte tourism, and offer the
potential for increased trade, exchange and traiosrah co-operation.

Participating countries Belarus, Belgium, England, Estonia, Finland,
France, Germany, Iceland, Latvia, Lithuania,
Netherlands, Norway, Poland, Russian
Federation, Scotland, Sweden

Programme patrticipation period 1991-present

2004: certified as a major Cultural Route
(Poland, December 2004)

Sectors covered Museums and cultural/heritage attractions,
tourism and hospitality, food, handicrafts,
transport, creative industries (music, dance,
traditional costumes)
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Activity focus

Main partners

Funding sources

Principal impacts

3. Main findings

3.1 Introduction

1. Annual Hansa Day and Convention
combines a meeting of all the towns with a
major programme of cultural events and a
market.

2. Local Hansa Days held in several towns
each year to celebrate the Hansa culture and
heritage.

3. Youth League — encourages transnational
youth projects between Hanseatic towns.

4. Promotion of Hansa tourism through the
development of cultural attractions

(museums, heritage tours, cultural events),
media and travel industry promotion.

5. Business Market Opportunities project to
identify trading opportunities between
Hanseatic towns.

6. Use of the Hansa brand by a wide range of
businesses and cultural attractions, both prior
to the revival of the Hanseatic League and as
a result of its activities.

Local municipalities, a few corporate
sponsors, NGOs and SMEs participating in
Hansa Days.

Members contribute a small fee (€80 + €30
p.a.) towards the website www.hansa.org. No
other funding has been received and each
town is responsible for funding its own
activities.

Greater cultural co-operation between
member towns and a greater awareness of
their common cultural heritage (especially
important for former eastern bloc countries).
Hansa Days raise the profile of host towns,
attract increased visitor numbers, and act as a
stimulus for cultural and small business
innovation and development.

The Hansa Route was initially a medieval networkr@rchants that from 1161 to
1358 held power and control over trade and manatsed to the Baltic Sea. In 1356
this network was formalised as a league of Hansedétes and for the following 300
years the cities met at least once a year at addéinsDay to discuss topics of
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common concern. At its height, the Hansa Leaguesisted of 70 major cities and
around 130 smaller cities, and supplied market&GirEuropean countries. In some
respects it can be seen as a medieval forerunnéiret&curopean Union/EEA. The
impact of the medieval Hanseatic League diminisiech the 16th century onwards
as commercial interests shifted towards the Amsyiead the last Hanseatic Day
from this period was held in 1669.

The origins of the league can be traced to the @eraity of Libeck, strategically
placed at the western edge of the Baltic at the ddbthe Danish peninsula. In the late
12th century, Hamburg and Lubeck had begun to tragether along the “salt road”
through Kiel and by 1259 Cologne, Rostock and Wisnad joined the
confederation. This date, 750 years ago, is widelyarded as the origin of the
Hanseatic League. The origin of the term “Hansa’disputed, being variously
attributed to a trading guild, a tax paid by comitiaa wishing to enter the league, or
an armed band formed to protect traders.

By 1400, the league extended as far as Novgoragh &nd Cracow, now respectively
in the Russian Federation, Latvia and Poland. Qvado particular, had a large
community of German merchants, traders and bankefi356, the league established
a parliament, which first met in Libeck, where esantatives of the cities discussed
common approaches to such matters as piracy, tragirtners and the ambitions of
sovereigns. One of the league’s most successhul gmiterprises was in shipbuilding:
its Baltic cog was tailor-made for the shallow watef the Baltic coastline, being a
flat-bottomed vessel with extensive cargo capacitye cogs were built mostly in
Libeck and Danzig (Gdansk) and were sold throughfuwrope, including in the
Mediterranean. In the 14th century, the cog wasaoen by a larger version called
the Holk (hulk), which could transport as much 88 8ns of freight. The league also
produced warships, with successful campaigns beaged with English help against
pirates between 1394 and 1420. In the 16th ceni@ryargest ship in the world at the
time was the Hansa&dler von Lubeck

The league set ugontors (foreign trading posts) in Bergen, London, Brugesl
Novgorod. One of the most important and extenkieetorswas London’s
“Steelyard”, established in 1320 on the Thameswestt of London Bridge and close
to the home of the customs officer Geoffrey Chau@@anterbury Tales The
Steelyard contained a warehouse, weighbridge, bhwftices and several dwellings
for German merchants. It was also known as the éfalhe Osterlings to reflect the
fact that its residents came from the eastern eti§eirope. This may be the origin of
the word “sterling” to describe a sound currenciie raders in the Steelyard also
brought with them the word “shilling”, derived froskilling, a unit of currency used
in Gotland.

The legacy of the Hanseatic League lives on innda@me of the German Bundesliga
football team FC Hansa Rostock, Hansabank (Swedbamd the Lufthansa airline,
while the local governments of Lubeck, Hamburg &rdmen still describe their
cities as “free and Hanseatic cities”. Many logaht use Hansa within their trading
names, including hotels, clubs, ships, and evereadivideo game, Hansa Teutionica.

In 1980 the idea of the Hansa was revived and iteerhodern Hanseatic Day was
celebrated in the Dutch city of Zwolle. Membershipthe modern-day Hanseatic
League has grown rapidly in recent years, partibulaince the fall of the Iron

Curtain in 1989, and today includes 176 towns desifrom 16 countries. The
purpose and goals of the modern-day Hanseatic leeaguset out in its legal statutes:
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The purpose of Die Hanse shall be to act in theitspi the border-transcending idea of the
Hanseatic League and the associated historicalriexpe, in order to revive the spirit and the
ideas of the European city/municipality, to promtite self-awareness of the Hanseatic cities,
and to develop cooperation between them, with tbal @f making a contribution to the
economic, cultural, social and governmental uniftcaof Europe, thus strengthening their self-
awareness so that they can play their part asce pliliving democracy’

3.2 Management structure of the Hansa

A well-developed management structure has beemlettad and this is clearly set
out in its legal statutes, the key aspects of whrghsummarised here.

Membership of the Hansa is open to any town, aitynonicipality which belonged to
the historic Hanseatic League, was related to inowhich Hanseatic trading posts,
storehouses or representative bodies were locateddonsiderable period of time.

The Hansa includes the following bodies:

—  the assembly, which comprises the delegates ahtheidual member cities. It
meets once a year during the Hansa Conventionaiowdth issues covering the
member cities including membership, election of toencil, selection of the
cities to hold future Hansa Conventions, and disicursof Hansa projects;

—  the commission, which comprises one city from eaolintry with active
members (apart from Germany which has five). Theets twice a year to
prepare the next Hansa Convention, develop propdsgbut to the assembly,
and supervise project work authorised by the latter

—  the council, which comprises the president and foepresentatives from
different Hanseatic cities in at least three Euampeountries which are elected
by the Assembly. The president is always the MayfoLlbeck. The council
prepares the commission and assembly meetingsanthé power to take rapid
or emergency decisions regarding projects.

The Hansa includes the following institutions:

— a Hansa office in, and funded by, the City of Libe@his provides an
administrative function (one post, currently vagairicluding the updating of
the website, www.hansa.org;

—  the Hansa Convention is held once a year along théhHansa Day to discuss
the business of the Hansa;

- project groups which oversee specific project psas)

- a Youth Hansa which has its own statutes and wbrganises initiatives for
young people.

In addition, a Hansa Guild was established in 206#h is open to individuals who
have worked with the Hansa and wish to remain wet| and are proposed by their
town or city.

The above outlines the structure of the Hansa'srmaitional organisation. Towns
hosting the annual Hansa Day are expected to faleet of guidelines established by
the Hansa, however each member city is able tontggdheir own local Hansa Days
and other activities without reference to the fdrjqnadance of the Hansa.

39. Statutes of the Hansa.
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The financing of activities is the responsibility the individual member cities with
each covering their own costs for attending mestiagd organising events. Thus,
towns hosting the annual Hansa Day bear all trega@lcosts, whilst the cost of the
Hansa office is met by the City of Libeck. The omgntribution expected of
members is a one-off fee of €80 for a link to thgamisation’s website and €30 per
annum towards its running costs.

3.3 Key activities
3.3.1 Annual Hansa Day and ConventionHansa Tag)

The annual Hansa Day combines the formal annuatingefer all the members of the
Hansa with a three-day cultural festival designedpotomote and celebrate Hansa
heritage. This event, now in its 31st year, typjcattracts 100 000 visitors. It usually
includes a three-day programme of cultural eveotmderts, theatre, music and
dance), guided walks, exhibitions, lectures ankistadtreet parades, and a children’s
programme. It also incorporates a Hansa market eveach town can promote its
attractions and key business and cultural produants, since 2006 an art show,
HANSEartWORKS, and an environmental award. Semioarcommerciathemes
are also held and these have led to the developofidnisiness co-operation projects
(see 5.2.6 below). The Hansa Day is seen as a m@ashs of promoting local and
international tourism and as a result there is imrtage of towns willing to host it.
The host towns have already been agreed until 2B0one town lobbying to host it
in 2037.

3.3.2 Local Hansa DaysTag der | nternationale Hansa)

In addition to attending the annual Hansa Day aodv@€ntion, member cities are also
encouraged to hold their own local Hansa Day as eans: of generating and
maintaining greater awareness of the Hansa heritaitpgn their own communities.
Around 20-30 cities celebrate this event each Mé&ese are smaller festivals usually
incorporating city tours, cultural performances #whl markets.

= | - I, | | 4 | it = uﬁ L

The Westfalischer Hansebund (Westfalian Hansa Aagoc: www.hansebund.org)

provides a good example of how a network of sméadleal towns can work together
to organise local and regional events. It incorfegal5 Hanseatic towns from the
region (co-ordinated by the German town of Herfdtdt collectively promote their

Hansa activities and rotate the hosting of an anlmgal Hansa Day for the region.

Similar networks operate in some of the other negjimcluding Poland and amongst
cities along the Rhine in Germany.
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In Novgorod, their Hansa Day in 2009 stimulatedteoff interest in the city from all

over the world — an estimated 500 000 attendeder@etanseatic towns contributed
a total of nearly US$400 000 for the renovatiomMofgorod’s St Nicholas Cathedral.
Novgorod has also adopted the Hansa brand forityhard recently set up a union of
Russian Hansa cities, which will rotate their owgional convention and Hansa Day.

The Hansa heritage is also celebrated by somes @tigpart of more general cultural
event programmes. For example Visby has a MedievilVeek
(www.medeltidsveckan.se) that embraces the Hansaelsas other aspects of its
heritage.

3.3.3 Hansa Youth League

The Hansa Youth League organises projects to eageuntercultural links between
the youth and youth organisations of different Heatis cities. Recent projects have
included sailing trips between Hanseatic townslenBaltic, special youth festivals,
excursions, camps and music festivals, held as gfathe annual Hansa Day, see
www.hanse.org/en/the_hansa/youthhansa.

3.3.4 Tourism promotion

A tourism working group with representatives fromsmall number of towns is
collaborating on initiatives designed to promotensta tourism. Plans include
familiarisation trips for journalists and Air Badtito encourage the promotion of
Hansa towns. This is expected to lead to greatssproverage including an article in
Air Baltic’s in-flight magazine. Air Baltic is alsbeing encouraged to increase their
network of low-cost flights between Hanseatic sitemound the Baltic. Information
about regional links joining Hansa towns with thenago De Compostela Pilgrim
Routes and Jacob’s Route has also been collategrantbted. The development of
biking routes between different cities has alsolqg®posed.
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3.3.5 Museums and heritage promotion

A network of museums brings together representatir@m museums in Hansa cities
to discuss joint projects around areas of sharedabe. A new Hansa museum is
being established in Libeck to promote the intéonat Hansa heritage. Housed in
the town’sBurg Kloster(old monastery), it will illustrate the history tie Hansa as

well as the modern-day activities and will showcasifacts and exhibitions from
towns across the Hanseatic League. Funding has $emmred from the German
Government (€1 million), the EU (€12 million) andet Possehl Foundation (€15
million).

3.3.6 Key future activities

Business Region Hanse is a major three-year rdsemnd development project,
starting in April 2011, which is designed to idéptmarket opportunities for key
business sectors in participating cities. The pdato use this research to encourage
the development of trade between the cities. Tlogepr is being led by the City of
Herford in conjunction with the University of Applli Sciences in Munster. The
project costs are met by the 24 participating sjtfieom nine countries, which will
each contribute €6 000 over the three-year pendath a total budget of €90 000
(Business Region Hanse 2010).

3.3.7. Financing of activities

There is no membership fee for joining the Hansaly(dor joining the website,
above). All towns cover their own costs when atiegdneetings or hosting events
such as the Hansa Day. A limited amount of privegetor sponsorship has been
attracted from organisations with an interest i pinomotion of the Hansa, including
Air Baltic and the Die Hanse publishing house. Ha8sils in Rostock and Scandline
Ferries have both sponsored promotional leafletsitatine Hansa. Cities also usually
secure corporate sponsorship for their Hansa Day.ekample, Ericsson sponsored
the annual Hansa Day when it was held in Visbydf@8land the local brewery funds
Hansa Day activities in Hereford.

3.4 Cultural impacts and transnational co-operation

The hosting of an annual Hansa Day acts as an usget the development of new
cultural attractions within the host city. For exgdenwhen Bruges hosted the Hansa
Day in 2002, a temporary exhibition was establistdahse@Medici”, accompanied
by a publication: “From Hanse merchants to Medmmnhkers: Bruges, crossroads of
European cultures”. Similarly Libeck aims to conplés new Hansa museum in
time for its hosting of the Hansa Day in 2014. THansa Days also stimulate
transnational cultural exchange and innovationah enew host draws on the ideas
and activities of previous events in developing rieemes, cultural attractions, and
events for its own Hansa Day and town.

Hosting local Hansa Days is a way of further rajsivareness of a town’s Hanseatic
heritage and can form part of a wider tourism dewelent strategy. For example, in
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2009 King's Lynn hosted its first local Hansa Daydaalso published a leaflet
promoting a self-guided tour of the town’s Hanseatieets and attractiofs.

Since the fall of the Iron Curtain in 1989, the HarDay has provided an important
opportunity for the revival of east-west visits Hanseatic towns that had not been
possible for many years. This has allowed counsieh as Latvia, Lithuania and the
Russian Federation to re-establish links with tf@imer European heritage.

Our survey of Hansa city members suggested thantie impact of involvement in
Hanseatic Days, whether at home or overseas, l&s toeraise the profile of the
towns and generate a greater awareness of HansagkerThe impact on business
and international trade has been much less, althibug)by no means insignificant for
towns hosting an annual Hansa Day (see Table Ivpelo

Table 1. The impact of involvement in the Hansa Day

Nature of impact Hosting an annual | Participating in an | Hosting their own
Hansa Day annual Hansa Day| local Hansa Day
0,
*) ¥ (%)
It has raised the profile of | 76.5 85.2 74.1
our town/city
It has led to an increase in| 47.1 44 .4 59.3
visitor numbers
It has raised awareness 82.4 72.2 81.5
about our Hansa heritage
It has led to a greater| 29.4 48.1 Question not asked
number of international
links
It has had a positive impact| 35.3 204 33.3
on our business sales
It has led to an increased 23.5 22.2 Question not asked
exchange and/or trade with
other Hanseatic cities and
towns

Source: Cities Institute (2011), survey of Hansan® and cities (N = 63/176).
NB respondents were able to tick all options tipgdlied; hence the total is greater than 100%.

Involvement in the Hansa has stimulated the devedésnt of a range of new cultural
products. Over 50% of our survey respondents reddftat the involvement of their
town/city in the Hansa had led to the developmémtesv cultural products featuring
the Hansa (see Figure 1 below). These includeddéwelopment of special maps,
literature and guided tours (Herford, Kalkar, anthds Lynn) and new permanent
exhibitions focusing on different aspects of Hahedatage and culture (for example,
“The Hanseatic history of Pritzwalk” in the Stadtel Brauereimuseum Pritzwalk,
“Hansestadt im Fluss”, Kulturpartnerschaft mit \fi&Botland in Dortmund,
Perleberg, and new exhibitions in three museum«Kimg's Lynn). Whilst the
representative from Hafnarfjordur, Iceland, repoteat:

A German artist made a stone arch to celebratélanse League and the First Lutheran Church
in Iceland — a monument.

40. King’s Lynn and West Norfolk Borough CounciD().
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New members such as Vologda in the Russian Federathich joined the Hansa in
2010, were planning the organisation of Hansa étbiits in the future.

Figure 1. Impact of the Hansa on new product devefoment

Q. Has the involvement of your town/city in the Hasa led to the development of

New cultural products? New business products or partnerships?

52% 90%

B0%

51%
70%

50% - 60%

50%

49% —

10%

20%
AT%
10%

46% ! ! 0%
Yes No Yes No

Source: Cities Institute (2011), survey of Hansan® and cities.

3.5 Economic impact and impact on small businessnovation and
competitiveness

Until recently, the emphasis of the Hansa’s adésithas been primarily on cultural
activities designed to promote the Hansa heritage encourage transnational co-
operation between towns in the league. These @esvare seen to have had a lesser
impact on business development (see Figure 1 abbles)ever, since there has been
little attempt to measure the economic impact eftfansa’s activities it is likely that
much of this may have gone unrecognised and unifjednt~-rom the data collected
in our survey and interviews we have been able ndettake some approximate
calculations so as to provide some indication efullue and potential of Hansa Day.

3.5.1 Economic impact of Hansa Days

Our survey and research suggested that the anramsaHDay attracts between 4 000
and 150 000 visitors over the three-day period. tMasitors are local residents or

regional visitors who come for day trips. Howewbe event also attracts a significant
number of international visitors who stay for betwehree and five nights. Visitors

spend money on food, products such as handicradtss, events and cultural

attractions. Overnight visitors will also incur atitthal costs for accommodation and
eating out.

Taking the case study of Tartu as an example, weéegin to estimate the short-term

direct economic value of the Hansa Day. Tartu hlbte annual Hansa Day in 2005,

which attracted around 100 000 visitors. Thesdorsiare estimated to have spent an

average of €6.4 per person, thus generating a totmime of €64 000 for the

stallholders, cafe and restaurant owners, etc.tdwa’s 2 000 hotel rooms were all
135



full for the three-day period. Taking a conservataverage of €50 per night for a
double room and perhaps a further €50 spent onsnuedlper day (per couple) this
gives a total additional figure of €600 000 spenblsernight visitors over a three-day
period. The Hansa Day festival as a whole couldefoee be estimated to have
generated a total of €664 000 in income for loaadiesses. To this figure can be
added the cost associated with hiring musicianra@nd entertainers, and all the
associated equipment — staging, lighting, etc.,ctvhin Tartu was budgeted at
€64 000. The value of the Hansa Day to the locahemy begins to approach €0.75
million. In the more affluent towns of western Epeoor towns where larger visitor
numbers have attended, this is likely to be comalnlg more. The 26th Hansa Day
held in Osnabriick, Germany, in 2006, reportedlyaated 150 000 visitors and
generated €440 204 in official recefft§which presumably does not include the
income generated for local businesses).

3.5.2 The impact of Hansa Days on tourism

The hosting of a Hansa Day is also likely to bdostism numbers on a longer term
basis as a result of the town’s increased profiler smaller towns with fewer
competing attractions, a Hansa Day is likely toenavproportionally greater impact
on visitor numbers. It can also serve to raisepiudile of tourism within a town’s
economic development strategy. In Herford, for eplanthe local tourism industry
only employs 1 000 people and is not a priorityt@eas a result. However, since it
has been agreed that the town will host the 2018s&leDay the development of
Hansa-based tourism has risen up the local potiep@da. As Ashworth and Page note
(2011: 13): “non-world cities may choose to boastl anvest in consumer services
such as tourism and leisure to counterbalance dngpetitive disadvantage of not
having highly developed producer services”.

Well-organised Hansa Days can attract a signifieenbunt of media coverage. For
example, Osnabrtick reported 120 press articleseweral TV and radio reports and
programmes featuring its annual Hansa Day. Forethmses participating in the
Hansa Day, the Hansa market also provides an apptytto promote their city, its
tourism attractions and products, although theresdoot seem to have been any
attempt to measure the impact this has had orowisitmbers or spend.

The increased visitor numbers and raised profsalteng from the hosting of a Hansa
Day can attract the attention of the travel industollowing Visby’s hosting of the
annual Hansa Day in 1998, in which 107 cities amer @ 000 visitors participated,
direct flights between Visby and Hamburg commenced.

However, no attempt seems to have been made biydhsa to measure the longer
term impact of hosting or participating in a Haissy on tourism numbers. Whist the
change in tourism trends could possibly be measiresl difficult to isolate and
attribute the “Hansa effect” without a more detangésitor and/or business survey.

3.5.3 Impact of the Hansa on business developmemtdiinnovation

Participation in the Hansa Day and the other a@wiof the Hansa have stimulated
several cities to develop new tourism products Wihave since become successful
businesses. For example, for its Hansa Day in 208Bu developed a joint project
with the Emajoe Barge Society, Hanseatic Emajogg®a&005, which involved the

41. Although it reportedly cost €790 559 to organis
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restoration of a historic vessel in the style usgdhe 14th-century Hanseatic League
traders. This has since become a regular toutrstctibn offering a variety of sailing
trips through the Hanseatic waterways of the Emdgoger, local nature reserves and
waterways (www.lodi.ee). The Hansa Day also proohptee restoration and
development of St Anthony’s Guild — a centre desdyrto promote traditional
Estonian art and handicrafts by offering workshdps artists and handicraft
businesses. Further plans are now being develagetolding a regular handicraft
market.

Involvement in the Hansa has also inspired the ldpugent of initiatives to support

traditional handicrafts in other Hanseatic citigsViljandi, for example, an NGO —

the Bonifatius Guild — was founded in 2008 with th@al of introducing medieval

traditions and the Hansa heritage. Small businebses been set up producing
medieval clothes and dresses. Here, the local H#nsPays, like those of many
other towns, will provide an opportunity for hanalfitr businesses to sell their
products, thereby generating new business and gmplat opportunities. As the
Tartu representative explained:

In the Hansa market hundreds of traders will fihdirt way to Tartu — they will sell unique
handicrafts made of traditional or natural matsriahteresting goods and foods, and introduce
medieval handicraft skills. The visitors to the KanMarket can choose from among the
necessary, interesting or just funny hand-madeg¢hin

In Tartu the Hansa Day festival in 2005 stimulaiesl development of a “new” street
cafe culture (not witnessed since before the Se¥dadd War), which has remained
a feature of the town and local lifestyle. This hasoubtedly led to increased
revenues for the cafes and restaurants concersedglh as enhancing the general
ambience of the town and thereby providing a mtiracive visitor experience.

The revival of traditional food products and/or ttevelopment of new Hansa-themed
delicacies are another popular activity. Stralsisy@urrently establishing a Hansa
market with food specialties, in its newly restotedn hall cellar, which will be held
on the local Hansa Day. Other towns mentioned Hdresa (Herford) and Hansa
bread (Riga), whilst Doesburg has developed a nevcalate and mustard sweet —
Mosterdbonbon

3.6 The Hansa brand
3.6.1 The strength of the Hansa brand

The Hansa is a well-established brand, which has bewidespread use long before
the revival of the Hanseatic League. The histony amtural legacy of the medieval
Hanseatic League forms an important part of thetiBategion’s history.
Schoolchildren, particularly in Germany, learn abthe importance of the Hansa
from an early age, and the tales of daring sea ge@s/aand encounters between
Hanseatic traders and pirates have been populamsedimerous storybooks and
films. The Hansa therefore conjures up images otc¢sss, prosperity, rapidity”, and
“good, old times” (Riga), ensuring that the braethains attractive to businesses and
tourist offices alike.

In former eastern bloc countries there is lesgastein the Hansa heritage and brand
as their experience was one of dominance by thesé#dit merchants: “there is a
continuing dialectic about the role of culture, thignificance of tourism and the
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relationship between these two in central and east€urope societies in
transformation. Both culture and tourism have betlised to display a break with
the past, to promote particular national identiaesl to demonstrate a new openness
and willingness and eagerness to embrace a widepEan identity” (Howard and
Allen 2003: 175). Similarly in Gotland (Sweden)idets from the countryside still
recall how their local trade was destroyed by tlamsd merchants and the promotion
of the Hansa was difficult until attitudes changesla result of the success of the
annual Hansa Day, hosted by Visby in 1998. Nevirsisethroughout the Baltic
region a wide range of corporate businesses andsSktEwell as towns and cultural
attractions, have been using the Hansa brand asfggeir promotional strategy.

Several Hanseatic towns in fact incorporate tha tdansa in the use of their name

(Hansestadt Lubeck, Alte Hansestadt Lemgo) andethdence suggests that the
tendency to do this has increased as the influaficthe modern-day Hansa has
grown. An example is die Hansestadt Luneburg, whict2007 adopted the title
“Hansestadt” once again. The term “Hansa” is inocafed into the names of
restaurants, cafes, hotels, bakeries, wine mershaavel agencies, discos and a wide
range of other businesses. There are Hansa cakesaHhotelsHansebrot(bread),
Hansekaffeécoffee), Hansa bier and so on.

D™
\ U

Hansa-Trunk is a special liquor developed in Alanbkestadt Lemgo, reportedly as a
result of the town’s involvement in the Hansa. Wgrbf particular mention is Het
Hanze Huis (www.hethanzehuis.nl), which specialigestraditional Hansa food
products and has a shop in the two Dutch Hansetditgs of Zwolle and Groningen.
The business describes itself as a modern Handeatiing company making direct
references to the medieval Hanseatic League andntheern-day network on its
website. The Hansa organisation, however, derive®eonomic benefit from this
operation (the Hansa “brand” is not “owned” or coglted), but marketing and
trading opportunities might also be pursued.

3.6.2 Hansa networks

The Hansa brand and the traditional networks betweener Hanseatic towns have
also formed the basis for a number of transnatigrajects which have been
developed independently of the modern-day Hansangsgtion. Of particular interest
is an EU ERDF project, the Hanse Parliament (wwnskgparlament.eu), which has
sought to develop links between chambers of comenencd business support
organisations in different cities (some of whicle &tanseatic) in order to encourage
transnational trading networks of SMEs. A numbeEbF INTERREG projects have
also focused on the development of transnatiomdislibetween Hanseatic towns,
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including Hanse Passage (www.hanse-pasage.net),ojacip designed to foster
sustainable economic and social development irlEparticipating partner regions.
However, these have been developed and suppormagthEU programmes without
reference to, or linking with, the established Hanstwork.

3.7 Hansa tourism

The importance attached to Hansa tourism by Haigsieatns and cities depends on
local circumstances. For some towns tourism isarotimportant part of the local
economy, for others the Hansa heritage (and braray) be one of many competing
attractions, whilst for some it may be their maitnaetion. Our survey suggested that
the Hansa theme was not a top attraction for angh@ftowns and cities that were
members of the Hansa (see Table 2 below). Thuss@nd their tourist offices differ
in the extent to which they promote their Hansatage. Many do not refer to it at all
on their website. This is particularly the caseléoger towns and those with a range
of competing attractions and histories. In suchesdhkere is often an issue regarding
competing brands, and decisions have to be madardieg which should have
greater prominence.

A number of the Hanseatic towns have also beendechiVorld Heritage sites. For
example, Lubeck, Visby and Riga all have World ke status and the Hanseatic
heritage is either seen as being part of this érohguch importance in comparison.
Towns decide which image is likely to attract thesmvisitors. Smaller towns with
limited alternative attractions tend to highlighetimportance of their Hansa heritage
more than larger towns which may have a range ofpgting sites and activities to
offer visitors. Research and branding exerciseslected by Libeck’s tourist office,
for example, suggested that the close proximitthefBaltic Sea and its shipping, the
pleasant surroundings and the town’s buildinghemathan its Hansa heritage, were
the key reasons for tourists choosing to visitttven.

Likewise Riga has many “brands” and periods of tage (Jewish Riga, World
Heritage status), but is currently promoting thierant nature of the town under the
theme of “LIVE Riga”. Similarly, in the larger town Hansa festivals have to
compete with a range of other festivals or megaysveHansa Days have often been
combined with European City of Culture events (étample, Bruges, Riga), or
celebrations to mark a key anniversary in the tawrcity’s history (for example,

2 000 years of Neuss) and in such instances theaHarents can be overshadowed by
these higher profile themed festivals.

Table 2. Question: Which of the following most acaately describes the
importance of the Hansa brand to your local tourismoffering?

Response Number of
respondents (%)

It is our main tourism theme 0 (0%)

It is one of our top five tourism themes 25 (40.3%)

It is an important theme (but not in the top five) 21 (33.9%)

It is not really important to local tourism in aiawn/city | 16 (25.8%)

Total 52 (100%)

Source Cities Institute (2011), survey of Hansa townd aities.
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The Hanseatic tourism products that are offered tercater largely for day trippers
and the short-break market. Several cities offedegl or self-guided walking tours
around their town’s medieval streets (for examfeymerich am Rhein, Herford,
Kalkar, King’s Lynn, Riga). The town of Neuss oBewine tasting with its tour
(“Neuss, der Wein und die Hanse”).

A number of tourist offices and private tour operatoffer short trips, particularly by
sea to two or three Hanseatic towns. For examplefeBude offers a three-day all-
inclusive tour visiting Buxtehude and towns alohg River Elbe to Hamburg. Via
Hansa, a leading inbound tour operator for theoregyith offices in cities across the
Baltic, offers a range of cruises between BaltictcgpoWhilst Libeck, Hamburg and
Bremen engage in joint marketing emphasising thee ed travel by car or train
between these three key Hanseatic cities.

Despite numerous examples of regional tourism boHtations we found little or no
evidence of joint products or joint marketing beigveloped through international
collaborations between members of the Hansa — pnisate sector tour operators
such as Via Hansa appear to offer this.

4. Discussion and conclusions

4.1. Organisational issues

This Cultural Route has achieved a significant iobpg@nd progress, particularly in
terms of raising the profile of Hansa towns andesitand their common/shared
cultural heritage, and in encouraging internatiarmllaboration amongst its members.
What is particularly remarkable is that it has baéte to sustain and indeed expand
its activity quite considerably over recent yearthvminimal external investment, in
contrast to many funded projects which cease toabpeas soon as external funding
ends (for example, ERDF). The tremendous amounto@intary time which key
members of the Hansa Council have devoted to clanmg the Hansa over a
number of years has clearly played a key role eHansa’s success. Whether this
can be sustained without greater investment inrakewb-ordination and targeted
intervention is questionable, however. The webisiten urgent need of an overhaul
and a contribution of just €30 per annum from memball not cover the cost of this.

We have noted above the issue of competing andirdjliorands and the differing
values attached to the Hansa brand by differenbtci@s. This has implications for
the development and promotion of centrally orgathidansa-based tourism products.

A particular observation is that tourism is fregugmot seen as the responsibility of
local economic development departments or mainstregterprise and inward
investment and, as a result, this activity does fe#ture in local economic
development strategies or intelligence gatheringm@ly, data). The contribution
made by tourism to the local economy may be missed understated in this
situation. This is a fundamental and systematidip@nd market failure generally in
this field. Whilst small businesses form an impottpart of the tourism system
internationally (and in Europe, over 90% of alhig), they remain relatively under-
researched. The impact of research on small fiirmsourism has therefore been
marginal to mainstream studies of small businesses.

As has recently been observed: “an interestingstil@ion is the manner in which

many local authorities do not differentiate betw&MEs and other businesses when

looking at their absorptive capacity during an euerbenefit from its hosting. When
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the desired benefits are not reported by the SMifogepolicy makers are often
unable to explain why they have failed to operatéhe same manner as much larger
businesses that are networked, promote their ptedjicbally and view events as a
key strategy to extend the season or to provideoat-term boost to their business”
(Thomas, Shaw and Page 2011: 10). This is releieatite Hansa network that has
explicit relationships with large operators (foraexple, transport) but locally, small
firm networks are harder to engage with and idgrasf beneficiaries.

4.2 Influential models for the future

The Hansa provides some examples of good practitehwmay be transferable to
other Cultural Routes and culture/heritage-basestirdgion marketing programmes:

— the Hansa Day illustrates how festivals can bexaeleent means of achieving
many of the aims and objectives of the Europearugall Routes programme.
They can encourage widespread community partiapat cultural activities,
and raise awareness of a common cultural heritagen an economic point of
view, they can also provide markets for small bassproducts and contribute
to increasing the profile and tourism revenues ¢bvan — particularly, where
the tourism offer is limited. Where festivals argganised as a transnational
event, as in the case of annual Hansa Days, thealsa foster transnational
collaboration and innovation. High profile interizaial events such as this also
encourage towns to invest in major cultural proguct

—  the Hansa’'s work with Air Baltic (and potentiallyitiv ferry operators) could
help boost tourism in the region. The evidence fedsewhere (Donzelli 2010)
has shown that the arrival of low-cost carriersato area can have a major
impact on local and regional economic developmspteading tourist demand
during the year, increasing the rate of internalidaurism, generating new jobs
and improving the income of the area,;

— the example of the Westphalian Hansebund demoestrétte value of
developing regional groupings of towns within thedev Cultural Route
network. These can help promote regional co-operatiaise the profile of the
Route and are a far more resource efficient way simaller towns to get
involved in the network;

—  the promotion of small clusters of towns, such abdck, Hamburg and Bremen
have done, offers tourists manageable “bite-siastets” of the network as a
whole and is particularly suitable for the growstgprt-break tourism market;

—  the Hansa shop, Het Hanze Huis (www.hethanzeh)igrdvides an excellent
example of how a private sector business has bbknta both exploit and
promote the heritage of the Hansa.

4.3 Impact assessment of Cultural Route activities

To date, the impact of the Hansa can be seen lartpgbugh the increased
prominence given to Hanseatic heritage by many sowithin the network, and the
greater degree of dialogue and collaboration betwdgem. Our research has
suggested that the Hansa is also having a positipact on small business innovation
and competitiveness, which can be expected to teadusiness and employment
growth. However, since this has only recently beeanmajor agenda item for the
Hansa, the impact of its cultural activities — artcular the Hansa Day — has not been
evaluated. It is therefore very difficult to qudptihe value of this activity. By taking
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an example of visitor numbers and spend from omentove have attempted to
measure the short-term economic gains from the &Bray. However, measuring the
longer term impacts of this and the Hansa’s otle&vities is not feasible, and would
require more detailed visitor and business survéyss is now planned in several
Hansa cities, and together with the results of reetlyear study commissioned in
Munster (Business Region Hanse 2010) will provide first assessment of the
economic impact of the network and its participgtimembers’ activities.

5. Recommendations

—  The central infrastructure of the Hansa needs tstbengthened. As a very
minimum the current staff vacancy in the Hansacefineeds to be filled, but
thought needs to be given to increasing the staifomplement, although it is
recognised that this may be difficult in the cutrenonomic climate. However,
in so doing care needs to be taken to ensure thading the central
management structure does not stifle innovatidheategional and local level.

—  The website needs to be totally overhauled andslimgdated and extended.
Less than 50% of member cities provide e-mail linksl there is not a direct
link to e-commerce opportunities. Members neede@dnsulted regarding the
extent to which they are willing to contribute taws the cost of this. Options
include private sector sponsorship and/or increasedial subscriptions from
members.

- If the central infrastructure and website is depebb this would offer scope for
providing a single access point for Hansa tourisadpcts — initially linking to
other providers (who might also be willing to bugvartising space on the
website), and later offering sales of its own piidwia the site.

—  The annual Hansa Day attracts some corporate sgghigobut as the event has
grown there may well be scope for increasing timg also approaching local
hotels and restaurants who clearly benefit fromitteeeased trade the event
brings.

—  Towns will be better able to justify their involvemt in the Hansa if its impact
on tourism and small business development can batifjed. We suggest that
the development of a basic economic impact assegsio@ be commissioned
which could be used by each town and city hostingcal or international
Hansa Day. This should incorporate a brief busiaesskvisitor survey designed
to measure the economic benefit of the event. Sutol could be piloted at
this year’s annual Hansa Day to be held in Kauras f19-22 May.

—  The Hansa brand is well established and the Haoshl duild on the work
already developed by many towns in encouraging Isuainesses to develop
new products using the brand and exploiting themta! for offering traditional
products (food, handicrafts, etc.). The exampléhefHet Hanze Huis could be
replicated in similar formats in many other ared@sining workshops and
business advice could be offered to encourage dmalhess to explore these
possibilities. A tie-in with Hansa cultural attrexts should be sought wherever
possible.

—  Whilst there is historical literature on the hegitaand architecture of the Hansa
towns and cities (for example, Council of Europe94)9, there is no
contemporary travel guide that links and celebrates network and how
visitors might view this as a genuine Route, an@ravme visit successive
Hansa destinations. This may be of interest bothateel guide publishers and
sSponsors.
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—  The potential for greater regional co-operationwleein smaller clusters of
towns and tourist attractions should be exploradiding on the successful
model of the Westphalian Hansebund. Similarly, tregential for tourism
collaboration across state boundaries linking ehgsiof Hanseatic towns in
close proximity could be explored.

—  There are numerous possibilities for Hanseatic-#tenours, focusing on
particular aspects of Hansa heritage — for examplgseum tours, churches,
cookery workshops and culinary tours, as well aspbpular Hansa myths and
stories. The proposed bike tours offer an exceke@mple of a new tourism
product that could be developed between network$arfisa towns within
individual regions or across state boundaries.

—  Greater co-ordination at EU level on support farj@cts under the ERDF and
other programmes should consider existing regiametivorks (see 3.5.2),
cultural and economic development activities sushttee Hansa (and other
Routes) to facilitate knowledge exchange, oppotiemior collaboration, and to
avoid duplication (for example, Baltic region INTREG).
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Appendix 1. Methodology

The Hansa includes a widely dispersed network & foflwns spread across 16
countries surrounding the Baltic region. The methtogy, as planned, was designed
to capture as much data as possible from the tawithen the network, but also in
sufficient depth to allow for the widespread diffeces between the different states to
be understood, and all within the very tight timmanfie and resources available. It
included the following elements:

— A brief literary review of documents concerning tHansa. Most texts have
dealt with the history of the Hansa, few reportsesahe work of the modern-
day Hanseatic League. Only one brief summary ofHlesa and a booklet
highlighting its historical importance and featyyithe key towns was available
from the European Institute of Cultural Routes.&tmaterial on tourism trends
and strategies and Hansa activities was sourcedntéaviews and Internet
searches.

—  Meetings and interviews with the key members ofHla@sa Council, including
the President of the Hansa (the Mayor of Libecld @e vice-president (the
representative for Visby). These provided a useWdrview of the management
of the Hansa, its key activities and future plahse meetings were held in
Lubeck where the office of the Hansa is based.

— Anonline survey of all 176 Hanseatic towns that members of the Hanseatic
League. Over 250 respondents from among these tawmads cities were
contacted. This survey was designed to captureatataotives for joining the
Hansa, the impact of the Hansa Days, the importafidbe Hansa brand to
business and tourism, and the impact of the leagamtivities on small business
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development and innovation. (see Appendix 3). Tlreeyy was designed to be
completed in less than five minutes to encourageaa response rate. A link to
the survey together with an e-mail explaining itgportance was sent out to all
the towns by the Vice-President of the Hansa.

A total of 63 towns, from 12 states completed tinvey (as of 1 April), giving
a response rate of 35.8% of all towns. A list afnis that responded is given in
Appendix 2 below. Further responses will be incoaped in our final report.
Five case study towns were selected for more @etaihalysis. These included
Herford (Germany), Lubeck (Germany), Tartu (Latyidjeliky Novgorod
(Russian Federation) and Visby (Sweden). Telephmramunications were
also held in Riga, Latvia. More detailed interviewsere held with
representatives from these towns’ economic devedoprmand/or tourism
officials in person (Lubeck and Visby) or by phofiterford, Tartu and Riga)
and e-mail (Veliky Novgorod). These interviews gattd more data on local
tourism trends and strategies, work with SMEs, ldasastivities and their
impact on the development of new cultural produatsl small business
innovation and development.

Internet searches were undertaken to identify Hansaded businesses and
products within the Baltic regions, and projectdalbmight relate to the work
of the Hanseatic League and these were followeldyug-mail to obtain further
details. A review of the Hansa’s own website (wwansa.org) and the tourism
websites of the case study cities and others wadsrtaken to identify if and
how the Hansa and Hanseatic heritage was portrayed.

Appendix 2. Towns and cities surveyed and interviead

Belgium Brilon
Bruges Buxtehude
Dortmund
United Kingdom CE;?’éri?SeVUglféam Rhein
King's Lynn
Halle (Saale)
Haltern am See
Estonia Hamm
Tartu* Herford*
Viljandi Hildesheim
Hoxter
France Kalkar
La Rochelle Kiel
Libeck*
Lineburg
Germany Muehlhausen
Ahlen Neuenrade
Alte Hansestadt Lemgo Neuss
Anklam Perleberg
Attendorn Pritzwalk
Bockenem Quedlinburg
Brakel Rheda-Wiedenbrueck
Brandenburg Rheine

Braunschweig
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Rostock
Rithen
Salzwedel
Stendal
Stralsund
Tangerminde
Uelzen
Warendorf

Iceland
Hafnarfjordur

Latvia
Cesis
Kuldiga
Riga*
Valmiera

Lithuania
Kaunas
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Netherlands
Doesburg
Harderwijk
Kamen
Ommen
Zwolle

Poland
Gdansk
Stubice

Russian Federation
Kaliningrad

Veliky Novgorod*
Velikiy Ustyug
Vologda

Sweden
Kalmar
Visby*

* also interviewed



Al.

Appendix 3. Online survey questionnaire with quantiative results

Hansa towns and cities survey

What is the name of your town or city
63 (100.0%)

This survey is designed to collect information abitee impact of your town or city's involvementtime moderrday Hanseatic League. 1
study is particularly focusing on thimpact the Hanseatic League has had on tourisnbasithess competitiveness and innovation, as w
the potential it offers for the development of timighe future. If you would like a copy of the dilreport you can add your contact details &
end of the survey.

A2.

B1.

B2.

B3.

B4.

Why did you decide to join Die Hanse? (pleaséck all that apply)

55 (91.7%) To network with other Hansa towns

46 (76.7%) To raise the profile of our town dyci

38 (63.3%) To emphasise the importance of oumsomHansa heritage

42 (70.0%) To seek new market opportunities ifissiness and tourism) with other Hansa towns
28 (46.7%) To show regional solidarity

Other: please specify

2 (100.0%)

B. The impact of hosting the annual Hansa Day and Hea Convention Der Hansetag)

The questions in this section all relate to youstimy of the annual Hansa Day/Hansa Convention im {@wn/city
Has your town/city ever hosted the annual HansBay and Convention?(namely, the event for all thelansa cities and towns)
18 (29.0%) Yes
44 (71.0%) No

In which year did you host the annual Hansa Dag

17 (100.0%)

How many visitors came to the town for the Hares Day?
13 (100.0%)

What benefits have resulted from your hostinghte Hansa Day? (please tick all that apply)
13 (76.5%) It has raised the profile of our towity/

8 (47.1%) It has led to an increase in visitambers

14 (82.4%) It has raised awareness about our contansa heritage

5 (29.4%) It has led to a greater number of ma#onal links

6 (35.3%) It has had a positive impact on locadibess sales

4 (23.5%) It has led to increased trade with oHenseatic cities and towns

Other: please specify
3 (100.0%)
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C. The impact of participating in the Hansa Day Der Hansetag) held in another city or town

The questions in this section all relate to youtipi@ation in the annual Hansa Day/Convention hib&tg another city or town

Cl. Has your townkity ever participated in the annual Hansa Day/Congntion in other towns or cities? (that is, the everfor all
the Hansa cities and towns)

58 (93.5%)

Yes
4 (6.5%) No
c2. What benefits have resulted from your participaing in the Hansa Day? (please tick all that apply)
46 (85.2%) It has raised the profile of our towity/
24 (44.4%) It has led to an increase in visitombers to our town/city
39 (72.2%) It has raised awareness about our conansa heritage
26 (48.1%) It has led to a greater number ofivagonal links
11 (20.4%) It has had a positive impact on owsiless sales
12 (22.2%) It has led to increased exchange amdide with other Hanseatic cities and towns

Other: please specify
3 (100.0%)

D. The impact of your own (local) Hansa DayTag der I nternationaler Hanse)

The questions in this section all relate to theddabayfag der Internationaler Hanseelebrated in your own town/city

D1. Has your town/city ever held its own (local) Hasa Day?
28 (45.2%) Yes
34 (54.8%) No
D2. What benefits have resulted from your holding glocal) Hansa Day? (please tick all that apply)

20 (74.1%) It has raised the profile of our towity/

16 (59.3%) It has led to an increase in visitombers to our town/city
22 (81.5%) It has raised awareness about ourdHagistage

9 (33.3%) It has had a positive impact on ouliriess sales

Other: please specify

3 (100.0%)

E. The importance of the Hansa brand to business artdurism

E1l. Which of the following most accurately describethe importance of the Hansa brand to your local tarism offering?
0 (0.0%) It is our main tourism theme
25 (40.3%) It is one of our top five tourism thesn
21 (33.9%) It is an important theme (but notha top five)
16 (25.8%) It is not really important to localitésm in our town/city
Other: please specify
3 (100.0%)
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E2. Do any businesses or attractions in your town#gi use the Hansa brand as part of the branding fotheir products?

25 (41.0%) Yes
36 (59.0%) No
E3. Please can you provide some details of what type lofisinesses these are and how they have used thenstabrand

23 (100.0%)

F. Impact on small business development and innovan

F1. Has the involvement of your town/ciy in the Hansa League led to the development of newultural or other products
featuring the Hansa? (e.g., museums, exhibitionsyktural events, products, e.g. food, crafts, etc.)
31 (51.7%) Yes
29 (48.3%) No

F2. Can you provide some details of this/these newltural products

32 (100.0%)

F3. Has the involvement of your town/city in the HansalLeague resulted in local businesses developing newogucts or
partnerships?
13 (21.7%) Yes
47 (78.3%) No

F4. Can you provide some details of this/these

10 (100.0%)

G. Additional information

G1. Do you have any of the following information that night help our study and which you could send to ustplease tick all tha
apply)
10 (47.6%) Tourism strategies which include an&fce to the Hansa
12 (57.1%) Tourism marketing leaflets which irgua reference to the Hansa
8 (38.1%) Any reports or evaluations of Hansa®ayd other Hansa events
9 (42.9%) Details of any future plans you havedeveloping the economic potential of the Hansa
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The Legacy of al-Andalus is a foundation
created in 1995 by the Government of the
Spanish autonomous community of Andalusia
(Junta de Andalucia), with special participation
Fundacién from the Andalusian Ministry of Tourism,
Ell 9 a l - C(_)mmerce and Sport, and the An_dalusi_an
egaoo anoca udt Ministry of Culture. The honorary president is
HRH King Juan Carlos | and the executive
president is José Antonio Grifidn Martinez,
President of the Government of Andalusia. The
Spanish Government also participates in the
foundation through its Ministry of Culture,
Ministry of Foreign Affairs and Co-operation,
and the Spanish Agency of International Co-
operation for Development (AECID). Among
other institutions, it is supported by the Council
of Europe, UNESCO and ALESCO. As regards
the foundation’s interest in SMEs, the President
of the Confederacion de Empresarios de
Andalucia (the Andalusian Businessmen’s
Confederation) is listed as a patron.

The objectives set by the Legacy of al-Andalus MEation are based on the
reassessment and dissemination of Spanish-Mushitisation by means of its art,
culture and historical and social relationshipshvwtiie Arab world, the Mediterranean
region and Latin America. These aims are implentehteactions focused on spreading
awareness of the historic role that Spain and Arsilalhave played as a cultural bridge
between east and west and Latin America, as atrastiieir shared history, which can
contribute to our understanding of other cultunes lelps achieve a more human world
and one of solidarity. The action in progress thiee these objectives includes the
promotion of cultural and rural tourism, traditibnarts and the protection and
restoration of our vast heritage of monuments ahdAdl these aspects can be found in
the Routes of the Legacy of al-Andalus. These astordcal and traditional routes
which have been journeyed upon by historic travell&hese will increase the number
of tourist activities available in inland Andalusia

The foundation’s headquarters are located in th&ndilus Science Pavilion in the
Granada Science Park thanks to a co-operationragreesigned in September 2003. Its
facilities are an interactive museum of over 70 60are metres located a few minutes
from the historic city centre of Granada. This cterps the most visited museum in
Andalusia, with more than 500 000 visitors annualllge al-Andalus Science Pavilion

150



is a section of this important complex that expddine scientific legacy of al-Andalus.
It is also a fantastic site to promote al-Andal@sltural Routes and Itineraries.

Reasons for highlighting this case are the impogaand relevance of al-Andalus’
Cultural Itineraries and Routes as a way of prongpintercultural dialogue. In this

sense, the Legacy of al-Andalus Foundation hasesinwas created, developed an
important programme centred on cultural, educatiand sustainable tourism activities.
It promotes three transnational Cultural Itinersyigine Cultural Routes associated with
al-Andalus heritage in the Iberian Peninsula ahdréage city tour in Granada.

In this project, the following countries participathree EU/Council of Europe member
countries and 30 non-members from the list of 70nt@es involved in the European
Cultural Routes programme. It is ranked as numbén the study of SMES/NPOs
associated with the European Cultural Routes, Wi@® collaborators, after the
Phoenicians’ Route (867), European Mozart Ways X188d the Santiago De
Compostela Pilgrim Routes in Spain (144) managethéyConsejo Jacobeo (St James’
Council).

2. Cultural Itineraries and Routes of the Legacy ohl-Andalus

The Legacy of al-Andalus Foundation aims to comtebtowards the structuring of
intercultural co-operation and dialogue in the Mexanean by means of the concept of
transnational Cultural ltineraries and by the dogaind promotion of the Routes of Al-
Andalus in the Iberian Peninsula.

The Cultural Itineraries and Routes of al-Andalus managed by the Legacy of al-
Andalus Foundation. The objectives of this orgarosaare focused on the presentation
and dissemination of Hispano-Muslim civilisationrdhgh its historical and cultural
expressions and the historical and social relatibesveen the Arab world, the
Mediterranean area and Latin America. The Tourismt 4 co-ordinating the Cultural
Itineraries and the Routes of al-Andalus with tledlaboration of the International
Activities Unit for the Cultural Itineraries in thdediterranean and Middle East, and the
External Project Unit in the case of the Culturhdrary of the Mudejar and the
Baroque in Latin America.

In the case of transnational Cultural Itinerarigaiblic and private institutions,
universities and NGOs are occasionally involvedthe activities organised by the
Legacy of al-Andalus Foundation. It is called therfework of Cultural Itineraries
Collaboration programme.

Cultural Itineraries and Routes are one of its mpjogrammes with actions to promote
cultural and rural tourism, traditional arts aneé frotection and restoration of cultural
heritage, articulating a supply of cultural and eational tourism and creating cultural
corridors between major Andalusian tourist desiomat to promote small and medium
towns.

This initiative was declared a Cultural Route o fiouncil of Europe in 1997 and a
Great European Cultural Route in 2004 due to “theartance of the Routes of al-
Andalus in terms of co-operation, employment foruryp people, cross-border
initiatives and intercultural dialogue”.
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2.1 Transnational Cultural Routes

The transnational Cultural Routes help to spre@dbmmon heritage and history that
contribute towards establishing links in joiningfelient countries together. At the
moment there are three proposals: the Culturagriiry of Almoravids and Almohads,
the Cultural Itinerary of the Umayyads and the @alk Itinerary of the Mudejar and the
Baroque (see Table 1).

—  The Cultural ltinerary of the Almoravids and Almalsaincludes the paths
followed by these two African dynasties, which, vibe¢n the 11th and 13th
centuries created an empire that stretched fronmedsnMauritania, Mali, the
Maghreb and the Iberian Peninsula to the moutthefBEbro River. The map of
the geographer al-Idrisi in the 12th century trated paths from Marrakesh, the
capital of the Almoravids and Almohad empires. frithe Almoravids Route
extends from the Atlas Mountains in Agmat-Urika Marrakesh, traverses the
Tadla, goes to Meknés and Fez to reach the porGeota, Qsar Seguir and
Tangier. From this point the Route continues frolgegiras along the Routes of
al-Andalus. This path follows the commercial caravautes that linked sub-
Saharan Africa to the Mediterranean Sea throughmaga.

—  The Cultural Itinerary of the Umayyads is the plitim the cities of Mecca and
Medina followed by Arab civilisation from the MidellEast, the Mediterranean
and North Africa to reach al-Andalus, culminatimgtie creation of the Umayyad
Caliphate of Cordoba, heir to the Caliphate of Dsena.

—  The Cultural Itinerary of the Mudejar and the Baredraces a path focused on
monuments and works that testify to the presencéh@fMuslim influence in
Latin America and the Caribbean through artistipgregsions.

The Routes of al-Andalus

The Legacy of al-Andalus Foundation aims to spaadi strengthen historical, cultural
and rural resources by promoting the Routes ofraladus, which run throughout the
Iberian Peninsula. This is a tourist-based projeith historical unity and cultural
content, taking al-Andalus as its common denominato

The Routes of al-Andalus all finish up in Granadd are based on various Routes that
were historically used. They promote the historleaditage and the current cultural and
artistic manifestations of all these places. Irs thénse, there are nine tourist routes
(Route of the Caliphate, Route of Washington IryiRgute of Nasrides, Route of the
Almoravids and Almohads, Route of the Alpujarrasuie of Ibn al-Khatib, Route of
al-ldrisi, Route of al-Mutamid and Route of MUnzemd one heritage city tour in
Granada (see Map 1 and Table 2).

3. Principal impact of Cultural Routes of al-Andalus

For the Routes’ implementation, various activitiese been initiated:

- collaboration agreements with town councils. Thanbr of the Routes of al-
Andalus has significant value. Destinations cam gailue from this image and
can promote visits to small and medium-sized tovetween the main
Andalusian tourist cities;
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setting-up of databases: heritage, tourism infuastire and attractions;
signposting. The Routes of al-Andalus are propértlicated by a signposting
system displaying practical information on thedtiaries.

At present, there are signposts and &
landmarks all over the different Routes,
for example: Route of the Caliphate
(189), Route of Washington Irving
(186), Route of Nasrides (215) and
Route of the Almoravids and Almohads |
(380);

the establishment of information points __
in each town (see Table 2). At the ~
moment there are four Routes with a
total number of 113 information points.
The Routes of al-Andalus provide a
complete network of information points

on: the Route of the Caliphate (25), the
Route of Washington Irving (26), the
Route of Nasrides (32) and the Route of
the Almoravids and Almohads (30);
publication of tourist material: guides,
brochures, posters, etc;

cataloguing of heritage and tourist
infrastructure;

networking with partners and collaborators of thém@dalus Routes (including
SMESs).

Statistics are only available for the educationalf®s and the tour groups from the
Costa del Sol to Granada managed by TUI, one ofn$panost important tour
operators.

Educational Routes — Andalusian Ministry of Edumati

School year 2007-08
one-day Routes: 5 760 students + 480 teachers
five-day Routes: 480 students + 40 teachers

» School year 2008-09
one-day Routes: 5 760 students + 480 teachers
five-day Routes: 168 students + 14 teachers

» School year 2009-10
one-day Routes: 5 760 students + 480 teachers
five-day Routes: 168 students + 14 teachers

Routes of al-Andalus — tour groups managed bydhedperator TUI (see Table 3)
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* First semester of 2009
5 324 people

» Second semester of 2009
2 569 people

* First semester of 2010
7 157 people

4. Sources of funding

The Legacy of al-Andalus Foundation is a publidiingon and is financed with public
money, except for specific actions for which it @hs some financing from sponsors
and donors. For tourist-related activities it rgesi funding from the Ministry of
Tourism of the Government of Andalusia. For culb@aetivities, the funds come from
the Ministry of Culture of the Government of Andsila

The Andalusian Ministry of Education also promotkee Routes among students and
more than 6 000 participate.

There are other organisations which contributehto gromotion of the Routes of Al-
Andalus. It is important to emphasise the role IRESPANA, the Spanish national
tourist board.

The European Commission also provides one of th& mgportant sources of funding.
In this manner the Legacy of al-Andalus Foundahas taken part in several projects,
some of them related to cultural tourism and theetigpment of sustainable tourism
(see Table 4).

The project also has private sponsors such as onetef, Ferrovial, CajaGranada,
CajaSur, Confederacion de Empresarios de Andalkeiadacion Francisco Carvajal
and Fundacion Lara. Other sponsors have collalmbratespecific exhibitions at
different times.

It was very important to establish contracts andist programme with tour operators.
There is an agreement with Turismo Andaluz andPaeonato Provincial de Turismo
de Granada to promote tourist packages of the Raftal-Andalus and the Granada
Science Park (which includes the al-Andalus ScielRagilion) in the tourist office
networks of Viajes El Corte Inglés and Halcén V&je

There is also an agreement between the Legacy-Ahddlus Foundation and the
Spanish tour operator TUI Espafia SA, to promotrmattional visits to Malaga and the
Costa del Sol from tourists from Germany, FrancelgiBim, the Netherlands and the
Nordic countries. Tourists from the Arab world oclyme from Lebanon.

As regards SMEs associated with the Routes, areangmet was signed in July 2007
with Otros Caminos, a travel agency specialisedcynling and trekking, for the

implementation and preservation of the Route ofGlaéiphate. It is important to note
that this enterprise now has 25% of its clientsriested in this Route.
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5. Co-ordination with heritage labels

— UNESCO. From 1995, this international organisatizeis supported the al-
Andalus Routes as one of the Routes of Dialogugrarome, although it is now
considered a former project. This action formed péthe global framework of
an Alliance of Civilizations launched by the Unitiidtions. More specifically, it
was dealt with within the larger framework of irdeltural dialogue, which also
encompasses inter-religious dialogue. UNESCO wdlhtinue to exercise its
influence by highlighting the role that can be @dyoy culture in conflict or post-
conflict situations as a vehicle for reconciliatitimough cultural heritage and as
common spaces for exchange via its Routes of Dugl@yogramme.

In relation to World Heritage sites, there is aoperation agreement with the
Patronato de la Alhambra y el Generalife (Alhanmibmast) signed in July 2005 to
organise joint cultural activities that, on the om&nd, include the staging of
concerts and the joint organisation of musical guty related to the Spanish-
Muslim musical legacy and the Arab world. On thbeesthand, it includes the
design and presentation of exhibition topics tofilfudcientific and cultural
objectives of common interest, involving the orgation of international
conferences and meetings. It also collaborateg@tic projects designed for
children and groups of adults, promoting the exgearof information,
documentation and cultural consultancy amongst iglgs in the field of
communication, the academic world and other sogmdups that promote
relations between Spain and the Maghreb countries.

During the exhibition “The Splendour of the Cordovidmayyads”, in 2001, a
collaboration agreement with Madinat al-Zahra wamedd. In 2006, a similar
agreement was concluded with the Real Alcazar will8dor the exhibition “lbn
Khaldun. The Mediterranean in the fourteenth cefitukfter these two events,
the only activity carried out was the arrangementffee entrance for educational
visitors.

With regard to Elche (Valencia) and Aragon, featgniespectively, the Palm area
and Mudejar art, both listed as UNESCO World Heggtaites, they are part of the
Cultural Route of the Almoravids and Almohads althlo they have not
maintained an active relationship.

—  Council of Europe Cultural Routes. In 2005, the dp@an Institute of Cultural
Routes created the European Group for Economic €on(GEIE) "Culture-
Routes Europe". The Legacy of al-Andalus Foundaitoone of the founding
members alongside other organisations such as #secfazione dei Comuni
Italiani sulla Via Francigena, Associazione "Rottai Fenici® (Phoenicians’
Route) and the European Route of Jewish Heritabe. GEIE was created with
the aim of establishing a new supply of culturairtem based on a coherent
image of Europe as a tourist destination, but thiative generated little
economic impact at the time.
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6. Impact of the Routes of al-Andalus on SMEs

After a prior analysis of the main SMEs involvedtive development of the Routes of
al-Andalus, an online and telephone survey waserhmwut of SMEs from different
economic sectors.

Most of the enterprises analysed are strongly edlab tourism, in the form of
accommodation facilities, restaurants, travel agsnor handicraft producers/shops.
About 100 SMEs were selected for the study andattitme of writing half of them
have responded.

The main results of the survey can be summariséallags:

—  SME geographical location. Some 86% of the analySBtEs are located in a
single province of Andalusia. Only 14% can be foumdnore than one province
of Andalusia. Only one has branches in other Spasugonomous communities;

—  SME staff. The study shows that the number of giaff SME varies widely. The
numbers range from one to 40 people. The averagepmoximately 12
employees. SMEs with more workers are hotel faedjt

—  SME annual invoicing. Annual gross turnover of taealysed SMEs differs
widely. The range is between €60 000 to €1 500 OOz average is about
€400 000. The biggest SMEs are hotels. More th&n 60 SMEs surveyed did
not answer this question;

—  SMEs’ connection with the Routes of al-Andalus. 8NMEs who responded to the
survey stated that their relationship with the Reubf al-Andalus is a sort of
collaboration. Within this framework of collaborari, SMEs provide information
(brochures, etc.) to customers. Some of them agrecedly interesting because
they are placed in historical buildings relatedhe al-Andalus Routes, mainly in
lodgings and restaurants;

— length of time of collaboration with the al-Andalé&utes. Most of the SMEs
interviewed have only recently started collaboigtiwith the Legacy of al-
Andalus Foundation. Almost 90% said this collaborastarted in 2008 or later,
whilst only one SME started collaborating before ylear 2000;

— economic benefits of the collaboration with the Bsuwof al-Andalus. The annual
gross turnover directly related to the Routes eAmdlalus is currently considered
to be very low. Some of the SMEs surveyed resporladthe amount is about
0% of global turnover. This was reported especibifySMEs who had recently
been incorporated into al-Andalus Route activititee Routes have had an
economic impact of less than 5% of gross turnowethe case of 80% of the
SMEs interviewed. A very small number of groupsSMEs — specialised travel
agencies — said that the amount is around 25%af fiirnover;

— impact on business activity. About 60% of the SNE&sponded that collaboration
with the Routes of al-Andalus had improved theisibhass activity, while 40%
said that the impact is irrelevant. When considgrneplies to both the previous
guestion and the present one, it is obvious thairgortant number of SMEs
consider that belonging to the Routes of al-Andgusvides benefits although
many of them do not derive economic gain;

- inclusion in tourist packages. When SMEs were askaout their inclusion in
tourist packages, approximately 70% of them (ho#gld restaurants) said that
they are included in these while 30% respondedah#te moment they are not
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included in any tourist package. Once more, thetmemently incorporated SMEs
were those not included in tourist tours and paekags they had just started to
collaborate;

customers profile. Some 93% of SMEs said that them customers/users are
national tourists. Second place is occupied byrmatiional tourists (this being the
case for 60% of SMEs). Some 13% of the SMEs satlttiey work with elderly
groups (a Spanish programme called Imserso). kinatlly 7% of SMEs receive
groups of schoolchildren or students;

customers interested in the Routes of al-AndaluseMVSMEs were asked about
their customers’ interest in the Routes of al-Andab0% of them did not respond
or said that they did not know. The rest of the SMEid that only between 1%
and 10% of their clients are interested in the ati&lus Routes. It is therefore
possible that most of the SMEs do not carry outstaglies of their users/public;
staff training in relationship with the Routes dfAamdalus. Only 15% of the
interviewed SMEs said that some of their staff tadl specific training with
regard to the Routes. The remaining 85% answerad ttieir staff had not
received any training related to this. The largetels are the SMEs who have
provided staff training;

use of the brand or logo of the Routes of al-AnglaMost of the SMEs (70%)
said that they regularly use the brand or logchefRoutes of al-Andalus in their
business activity. The remaining 30% who do not tiieebrand or logo are the
recently incorporated SMEs. The brand includes fareace to the European
Cultural Routes promoted by the Council of Europe;

providing information about other SMEs related he tRoutes of al-Andalus.
Some 53% of the SMEs stated they provide informatootheir customers about
other SMEs linked to the al-Andalus Routes. Howgethex remaining 47% did not
provide any information to their clients relatedhds;

al-Andalus Routes membership and competitive adgmntMost of the surveyed
SMEs (90%) consider that their relationship witle Routes of al-Andalus is of
competitive advantage to them compared to other ShE included in activities
associated with the Routes. The remaining 10% densil this an irrelevant
factor. Once again, it is important to note thatslh SMEs are those that have
joined the scheme most recently;

ICT used by the SMEs. All the surveyed SMEs use 1@dls for their business
activities. The most frequently used ICT tool ie tBME’s own website (100%)
followed by promotional websites for cities, pros#s and regions. About 60% of
the SMEs use other Internet tools like blogs andataetworks (Facebook,
Twitter, etc.). Finally, about 55% of SMEs work lviprivate websites related to
travel and leisure (TripAdvisor, etc.).

Comments and suggestions

The main comments made by SMEs included: the neechprove global promotion
and marketing systems, to provide more informatanother SMEs recommended by
the Routes of al-Andalus and to improve co-opematonong stakeholders. Other
handicaps are related to infrastructure, such gspesting or the maintenance of
pathways.
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7. Levels of co-operation, partnerships and netwoikg with and

between SMEs

Local development is one of the main objectiveshef Routes of al-Andalus and the
participation of SMEs is essential. In any case,attive role of SMEs is recent. In the
publications of three of the most developed Rogtkes Route of the Caliphate, the
Route of Washington Irving and the Route of the édavids and Almohads) there is a
list of accommodation, restaurants, and craft aamaditrafts shops and workshops in
the destinations associated with the Routes.

Another important action was the creation in 200%he
card "Friends of the Legacy of al-Andalus Founddtio
which is free for those interested. This initiatigéns to
facilitate the participation of the cardholder hretactivities

At present there are hundreds of associates,
mainly hotels, restaurants, tourism companies and
tourist reception centres involved as partners.
They use the brand and the symbol of the Legacy
of al-Andalus Foundation, which identifies them
as collaborators. A reference to the European
Cultural Routes programme is also included.

The two main actions that benefit SMEs are their
presence as a collaborating institution on the
Routes of al-Andalus website, with a short
description and links to the SME website, as well
as dedicated theme weekends in towns along the
Route. On the last weekend of February 2011,
coinciding with the feast day of Andalusia,
Archidona (Malaga), a town that is on the Route
of Washington Irving, was the guest municipality
in charge of providing colourful, festive culture t
the al-Andalus Science Pavilion and the Granada
Science Park. There were more than 7 000 visitors
who came during the three-day exhibition and had
the opportunity to experience the rich heritage,
and culinary and tourism activities offered by the
Municipality of Archidona. These promotional
activities are very important for SMEs involved in
the Routes.

organised by the foundation, with the aim of raisii JatHIEGS
i . L . : BSPRS
awareness of Hispano-Muslim civilisation, its aits m{ﬂ_m";‘?_,m_< )
@ :

monuments and the historical and social relatiorih the

Arab world and the Maghreb.

It also has the objective of promoting the al-AndaRoutes
and the towns associated with them. Cardholdetderiefit
from a 10% discount in associated Route establigksne
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In this sense, agreements with the Federacion Rsiaide Empresas de Hosteleria y
Turismo de Granada (Federation of Hotel Managenagiat Tourism Companies of
Granada) signed in June 2008 open the way for ecollaboration with the SMEs
associated with the Routes of al-Andalus in thevipee, as illustrated by our analysis
of the research results from the online and teleplsurvey.

8. New marketing activities and platforms

Publications (guides, brochures, magazines, etw)the Internet are the two most
important tools for the promotion of the Culturhéraries and Routes of al-Andalus.

Since 2005 there are guides, cycling routes, bneshand promotional videos for the
four implemented Routes of al-Andalus: the Routetle# Caliphate, the Route of
Washington Irving, the Route of Nasrides, and thmut® of the Almoravids and
Almohads. In September 2005, an agreement was mvdabdeMorocco’s Ministry of
Tourism for the publication of the guide to the @tal Itinerary of the Almoravids and
Almohads published in French and Spanish. Thedagte published corresponds to
this Route in Portuguese and Spanish.

There are two important travel guidebooks publisiee&pain about the Routes of al-
Andalus. One published by Pais-Aguil&utas de El Legado Andalusiith a new
version in Spanish and old editions in English,néke and German. The other is
Andalucia andalusiedited by Anaya in its collection Guias TresDaiable only in
Spanish. In 2005, Conde Nast Traveller publishegegial monographic issue about the
Routes of the Legacy of al-Andalus.

Official websites of the Legacy of al-Andalus Foatidn are in the process of being
updated. At the moment there are four main wehsitee institutional website
(www.legadoandalusi.es), the website to promote ttlematic al-Andalus Science
Pavilion (www.alandalusylaciencia.es), the websitgoromote the Cultural Itineraries
and Routes (www.rutas.legadoandalusi.es), the presswebsite
(http://prensa.legadoandalusi.es) and the book&kaw.librerialegadoandalusi.es). All
of these websites are in Spanish only. On the weebsiated to Cultural Itineraries and
Routes there are interactive maps with links toSMEs involved in the Route with the
status of its collaborators.

Our analysis of the website www.legadoandalusitesvs that it is ranked at number
2 658 859 in the world according to the three-madkithxa traffic rankings. The website
belongs to the education category. Approximatel9o650f visits to the website are
bounces (one page view only). We estimate that¥%@#visitors to Legadoandalusi.es
come from Spain, where it has attained a traffikirag of 79 274. The fraction of visits
to the website referred by search engines is rqug®%. The website is linked to 263
sites. Google.es is the main search engine usddtésnet searchers. The top queries
driving traffic to legadoandalusi.es from searchieas are “legado andalusi”’ (32.54%),
el “legado andalusi” (3.42%), “fundacion del legaaladalusi” (2.11%). The search
gueries in relation to Cultural Routes are onlyoasded with “itinerario del barroco”
(0.43%), “ruta nazaries”, “ruta de Washington Igimor “aires de al andalus”. Based on
Internet profiles, legadoandalusi.es is visited enfrequently by childless female
graduates between the ages of 35 and 44, who bifoovaehome.

The Granada Tourist Board website (www.turgranajadcéfers information on six
Routes in English, French, German, Italian and 8paihey include the Route of the
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Caliphate, the Route of Washington Irving, the Rooit Nasrides and the Route of the
Almoravids and Almohads, the Route of Alpujarrad afso the Route of Minzer.

The Andalusia Tourist Board website (www.andalwrig). gives detailed information
about the four main Routes, with interactive mapd bnks to SMEs involved in the
Route.

The TURESPANA website (www.spain.info) offers infeation on the four Routes
included in the area of “Great routes” with infotina in 12 languages: Chinese,
Danish, Dutch, English, Finnish, French, Germarglidh, Japanese, Korean,
Norwegian, Portuguese, Russian and Swedish. Thealsib includes interactive maps
and links to destinations on the Routes and hateking.

There is also an important relationship in Andausind Spain with the media:
newspapers, tourism reviews, radio, TV, etc.

Since 2004 there has also been an agreement witbniai Andaluz SA, the Official
Andalusian Tourism Board. In the collaborative feamork with Turismo Andaluz, the
Routes of al-Andalus are present at tourism fairsSpain (FITUR in Madrid,
Expovacaciones in Bilbao, SITC in Barcelona, thenmational Cultural Tourism Trade
Fair in Malaga, Tierra Adentro in Jaen, etc.). Tlag also represented outside both
Andalusia and Spain, including on the Andalusiamirign stand and at heritage fairs
(namely, the Cultural Heritage Fair in Paris inlabbration with the European Institute
of Cultural Routes). They also feature in famikation and press trips, for tour
operators and journalists respectively.

There are also other programmes such as Vive = = =%
Legado (Live Your Legacy) — annual offerings de s
or weekend visits to various destinations on t
Routes of al-Andalus — and Discover the Cities &
al-Andalus, which contribute to the development j
social  tourism  (senior tourism, women’
associations, youth organisations, etc.), and G&n
Tu Provincia a Través de las Rutas del Legs
Andalusi (Get to Know your Province through theeess "
Routes of al-Andalus), promoted by the Diputacic
de Granada to develop domestic tourism with- &

supply of tourist offers for weekends. Turism

Andaluz and the Patronato Provincial de Turisr Descubre

dg Granada have signed a collaboration agreen Laaa Rutay Do
with the Legacy of al-Andalus Foundation, ar

another with the Granada Science Park and K/l [egaao andalusi
Museum CajaGranada Memoria de Andalucia 1
the promotion and commercialisation of the:
cultural  tourist attractions. Through thes
agreements, the Routes of al-Andalus and the Ruta de al-Idris
museums will be sold in packages on the marKu @z w2/ " Alpwjarras
respectively, through the tourist office networks
Viajes El Corte Inglés and Halcon Viajes. T VIAJES S
agreement with the Legacy of al-Andal E‘c"’“&“
Foundation provides the marketing and promotion
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programme for the Routes of the Alpujarras and al-
Idrisi in travels throughout the province of Graaad
This has been defined for tour packages that irclud
the chosen Route for two days with guided tours,
guides,  educational  workshops, full-board
accommodation, bus and the travel insurance. All of
the al-Andalus Routes are promoted by the Viajes
El Corte Inglés offices in Andalusia.

There are also promotional strategies highlighted
through exhibitions on the Cultural Itineraries and
Routes, such as at the Universal Exhibitions in
Hannover in 2000 and Nagoya in 2005, at the
headquarters of international agencies such as
UNESCO in Paris in 1998, or in countries linked to
Routes like Colombia, Morocco, Mauritania,
Mexico and, of course, Spain. The foundation also
promoted the carrying out of a travelling exhihitio
on all the European Cultural Routes, which is still
operation today.

Thematic exhibitions carried out by the Legacy of
al-Andalus Foundation (with more than 60 such
events) can also contribute to the promotion of
Cultural Itineraries and Routes. In this sensas it
important to note that some of them have been
organised in Algeria, France, Germany, Japan,
Mauritania, Mexico, Morocco, Pakistan and
Tunisia. Other activities such as professional
meetings and, especially, publications (more than
70 titles) also promote the Routes.

In November 2005 a co-operation agreement was @gigith the Paradores. Thanks to
this agreement, the Paradores hotels located imlAsih and integrated into the Routes
of the Legacy of al-Andalus will set up informatigoints about these cultural and
historical Routes for their customers’ use. Theeagrent includes the creation of a
Legacy of al-Andalus Cultural Route of Paradorks,drganisation of food conferences
on the subject of al-Andalus gastronomy, the jpirdduction of itinerant exhibitions,
conferences and concerts, as well as an advertsimgpaign for the promotion of the
Routes of al-Andalus. One of the best joint adgeitis the edition of a photographic
contest named “La Mirada del Viajero” (“Through tBges of a Traveller”).

9. Frequency of contacts between partners

The main participation forum between partners ésganeral meeting of the foundation.
In relation to the Route of al-Andalus, a collalimna agreement is signed between the
Government of Andalusia and the town council ofheaicthe municipalities involved in
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the Routes. They actively participate in the theenateekends organised in the al-
Andalus Science Pavilion. There are also othernaragies already mentioned such as
Live you Legacy, Discover the Cities of al-Andalasd Get to Know your Province
through the Routes of al-Andalus. These initiativaél establish an important network
within participating municipalities.

Collaboration with SMEs is recent and will be deysd through the programme with
partner establishments.

In this sense, the results of the survey indidad¢ SMESs consider that it is important to
improve systems of co-ordination between partniiséholders. We should remember
that about half of the SMEs do not provide any linfation on other SMEs to their

customers, making it difficult to network. This Eobably related to the lack of

knowledge about the different SMEs involved in Rautes.

As a consequence of the survey’s results, it isomamt to highlight that only 15% of
the SMEs have trained staff in relationship toRwmeites. It is thus important to improve
the training programmes for SMEs. At the momenly time hotels with a larger number
of staff have trained workers. Better knowledgehef al-Andalus Routes will improve
the competitiveness of the SMEs involved. It coblel more difficult with SMEs
employing a small number of workers.

At this moment merchandising products are limiegasters and publications. There is
a Legacy of al-Andalus bookshop at their headqusite Granada. There is also an
online shop: www.librerialegadoandalusi.es.

In June 2010, the Consortium for the Commemoratibthe First Millennium of the
Foundation of the Kingdom of Granada (1013-2018nhed an agreement with the
Legacy of al-Andalus Foundation to provide the afienal support needed to develop
activities related to this commemoration. It isseyve as an engine to project nationally
and internationally the historical and cultural dmsion and the cultural heritage of
Granada and its former kingdom. It is also a goggiortunity for Granada and the other
provinces involved in this initiative. One aim igepisely to help promote the
conservation of cultural heritage of the Andalusiipd and the promotion of the Routes
of the al-Andalus closely linked to the historytleé Kingdom of Granada.

13.1 General recommendations

Transnational Cultural Itineraries are rather anadgovernmental and not consumer
oriented. It could be interesting to create a netweith delegates from each country
involved in the Routes. ICT could contribute toateea joint Intranet/Internet and
shared area for it. It will also be important toestablish collaboration with the
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UNESCO Routes of Dialogue programme, especiallyh@ Middle East and the
Maghreb and in Latin America and the Caribbeanpufgh the Cultural Routes
programme. In relation to the Ibero-American cldtepace there is now an initiative to
create a network of Ibero-American Cultural Roytesmoted by the Organization of
Ibero-American States and the University of BamaltBERTUR network with the

support of the AECID and the Spanish Ministry ofitGre, which could be interesting
for the Cultural ltinerary of the Mudejar and tharBque.

In relation to the networks in the Maghreb and #rab World, it is essential to
reinforce the agreement with the Arab League Eduowal, Cultural and Scientific
Organization (ALECSO) and to evaluate possible dirdnd/or networking with the
Islamic Educational, Scientific and Cultural Orgaation (ISESCO).

With regards to the Routes of al-Andalus in Eurdpe, Legacy of al-Andalus, as an
Andalusian public foundation, is mainly focused tbhe Andalusian region with some
extensions to other autonomous communities, sudixaemadura or Murcia, and the
southern area of Portugal. It will be interestilmgcb-ordinate a network with other
initiatives associated with al-Andalus heritage ather Spanish territories, such as
Aragon, Balearic Islands, Catalonia and the VammcCommunity, similar to the
Consejo Jacobeo (St James’ Council) promoted bpgamnish Ministry of Culture, and
with other countries such as the United Kingdonb(@&iar), Portugal, Italy and Malta,
in a similar fashion to the Spanish Jewish Quaiteesd de Juderias) and the European
Route of Jewish Heritage or the Prehistoric Rock Amil. Like this, there is an
agreement with the ONMT, the National Tourism Gdfaf Morocco.

Spain is the third country with the most numbelEofopean Cultural Routes (60%),
after France (75%) and Italy (70%); it is followlkd Portugal and the United Kingdom
(40%). To ensure that the Cultural Routes prograimmbjectives in Spain represent
the interests of all stakeholders and partnersgalba different Cultural Routes, it will
be useful to develop a Spanish European CulturaltdgoTask Force, comprising
selected representatives from the different Roupeslic institutions at national,
regional and local levels, the private sector, amiversities and applied research
centres. The role of this task force would be tersge the development of the Cultural
Routes programme and to implement a national agtian. This group of experts
would work closely with the Council of Europe andr&pean Union to determine key
strategies and actions, endorse and promote campatgities and share experiences
and best practices. A similar model has been dpedion Italy, co-ordinated by the
Ministry of Culture.

There is also important decision to be taken iati@h to the Route of Minzer using the
ancient Route between Granada and Almeria, aldedcdhe “Camino Real”. It is
named after the explorer J. Miinzer. According ® ltkgacy of al-Andalus there is no
strategy in place for the implementation of thisuRg but the Granada Provincial
Tourism Board is promoting it on its website.

13.2 Recommendations for SMEs

Despite this not being a new initiative, a larganber of SMEs have only recently
started collaborating with the Legacy of al-Anda{@608 or later). It is therefore still
too early for a lot of SMEs to have designed bussr&rategies and to have evaluated
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results. Nevertheless, most of the companies ddahsebenefits of their collaboration
with the Routes. These benefits are not only ecaciotiney portray a better image of
the SMEs, inclusion and visibility in institutionakbsites, etc.

It is important to conduct a comprehensive braralyesms of the Routes of al-Andalus,

identifying key market segments, and the percep#ind values associated with the
added offer given by SMEs involved as partners. déeelopment of a brand tool kit,

tailor-made to the needs of SMEs will be needec Bitand could be included through
targeted collaborative promotional activities.

It is fundamental to foster community-based develept projects, particularly focusing
on enhanced cultural heritage management, and aongie employment and job
opportunities though the creation of cultural, ediomal and tourist products and
services, and the development of the SME network.

Diversifying the business activities of the SMEsdlved in the al-Andalus Routes is
also needed because currently all of them are dirtkethe tourist (mainly hotels and
restaurants). It will prove beneficial to open opther sectors.

The creation of a tourist product club, co-ordidatey the Legacy of al-Andalus

Foundation, with destinations and enterprises wealin the Route, especially SMEs,
will be a great asset. The idea is to promote jactton, with a specific catalogue to
develop educational, cultural and tourism offetatesl to the Routes of al-Andalus. An
active platform will be useful to reinforce thistwerk and to establish a framework for
capacity-building focused on destination managentiggit can be implemented across
all destinations on the Routes of al-Andalus.

For this reason, it is vital to improve trainingpgrammes for SME employees.
Another central factor to consider is that manyhaf tourists are foreign and therefore
more languages must be used on SME-related webSitegently, most of them are in

Spanish.

It is also necessary to start carrying out cliembfie studies to improve the
competitiveness of SMEs.
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Map 1. Routes of al-Andalus in Spain and Portugal
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Table 1. Transnational Cultural Itineraries of the Legacy of al-Andalus

Denomination Council of Other countries Publications Other relevant
Europe countries|involved information
involved
Countries Ng No

Guide (in French and

Cultural Portugal and Spa|2 |Algeria, Mali, |6 — There is an agreement
Itinerary of the Morocco, Spanish) with the Moroccan Nation:
Almoravids and Mauritania, Tourist Board to draw up &
Almohads Senegal and cultural guide to the
Tunisia Cultural Itinerary of the
Almoravids and Almohads
(September 2005).
— There is also an
agreement with Portugal,
and a joint guide to this
project is published in
Portuguese and Spanish.
— Gibraltar (United
Kingdom) is not involved.
Cultural Italy and Spain |2 |Algeria, Cyprus|16 Sicily is the Italian region
Itinerary of Egypt, Israel, included in the Route.
Umayyads Jordan, Lebano
Libya, Morocco,
Oman,
Palestinian
Territories,
Qatar, Saudi
Arabia, Syria,
Tunisia, United
Arab Emirates
and Yemen
Cultural Spain 1 | Argentina, 12 |Guide and brochure of At the moment there is
Itinerary of the Bolivarian the Mudejar in Mexico |active collaboration with
Mudejar and the Republic of (in Spanish) Mexico through
Baroque Venezuela, CONACULTA
Chile, Colombia|
Cuba,
Dominican
Republic,
Ecuador,
Guatemala,
Mexico,
Paraguay, Puer
Rico and
Uruguay
Table 2. Routes of al-Andalus
Denomination Council of |[Autonomous |Provinces |Towns and communes involved Signposts  |Information
Europe communities and points
countries  |involved . landmarks
involved No. List
Route of the Spain Andalusia Cérdoba afa#t Cérdoba, Espejo, Castrg189 25
Caliphate Granada del Rio, Baena, Zuheros
(Cérdoba- Luque, Ferndn Nufez,
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Granada)

Montemayor, Montilla,
Aguilar de la Frontera,
Lucena, Cabra, Priego d
Cordoba, Alcaudete,
Castillo de Locubin,
Alcala la Real, Moclin,
Colomera, Pinos Puente
Guevéjar, Cogollos Vega
Alfacar, Viznar and
Granada

11°)

Route of
Washington
Irving (Sevilla -
Granada)

Spain

Andalusia

Granada 4
Seville

yad

Sevilla, Alcala de
Guadaira, Carmona,
Marchena, Ecija, Osuna,
Estepa, La Roda de
Andalucia, Fuente de
Piedra, Humilladero,
Mollina, Antequera,
Archidona, Loja, Huétor
Tajar, Moraleda de
Zafayona, Alhama de
Granada, Montefrio, illor
Fuentevaqueros,
Chauchina, Santa Fe an
Granada

186

26

Route of the
Nasrides (Navas
de Tolosa-Jaén-
Granada)

Spain

Andalusia

Granada 4
Jaén

128

Navas de Tolosa, La
Carolina, Bafios de la
Encina, Bailén, Mengibal
Anddjar, Arjona, Porcung
Torredonjimeno, Martos,
Torredelcampo, Linares,
Ubeda, Baeza, Jodar,
Jimena, Mancha Real,
Jaén, La Guardia, Camb
Huelma, Guadahortuna,
Pifar, Iznalloz, Deifonteg
Albolote, Maracena and
Granada

215

32

Route of the
Almoravids and
Almohads
(Tarifa-
Granada)

Spain

Andalusia

Cadiz and
Granada

22

Algecras, Tarifa, Castell
de la Frontera, Jimena d
la Frontera, Gaucin, Alcg
de los Gazules, Medina
Sidonia, Cadiz, Puerto d¢
Santa Maria, Jerez de la
Frontera, Arcos de la
Frontera, Grazalema,
Zahara de la Sierra,
Algodonales, Olvera,
Setenil, Ronda, Teba,
Campillos, Malaga, Loja
and Granada

380

1%

D

30

Route of
Alpujarras
(Almeria-
Granada)

Spain

Andalusia

Almerfa an
Granada

@5

Almeria, Benahadux,
Alhama de Granada,
Laujar de Andarax, Ugija
Valor, Juviles, Trevélez,
Pitres, Capileira,
Pamapaneira, Bubion,
Cédiar, Torvizcon, Orgiva
Lanjarén, Ddarcal, Otura,
Dilar, Géjar, La Zubia,

Cajar, Huétor Vega and
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Granada

Route of Ibn al-
Khatib

(Murcia-
Granada)

Spain

Andalusia and
Murcia

Almeria,
Murcia and
Granada

39

Murcia, Alcantarilla,
Librilla, Alhama de
Murcia, Totana, Aledo,
Lorca, Puerto, Lumbrera
Vélez Rubio, Vélez
Blanco, Maria, Puebla de
Don Fadrique, Huéscar,
Castril, Galera, Orce,
Cullar, Huércal Overa,
Arboleas, Albox, Cantoris
Fines, Olula del Rio,
Macael, Purchena, Tijolg
Serén, Caniles, Baza, Gq
Guadix, Purullena, Loper
Diezma, Huétor Santillan
and Granada

Route of al-
[drisi
(Algeciras-
Granada)

Spain

Andalusia

Cédiz,
Méalaga and
Granada

16

Algeciras, San Roque,
Estepona, San Pedro de
Alcéntara, Marbella,
Fuengirola, Malaga, Ner;j
Maro, Almufiecar,
Salobrefa, Motril, Vélez
de Benaudalla, Mondujal
Padul and Granada

Route of al-
Mutamid
(Lisbon-
Granada)

Spain and
Portugal

Andalusia

Granada,
Huelva and
Seville

28

Lisbon, Setubal, Alcacer
do Sal, Lagos, Silves,
Albufeira, Faro, Tavira,
Vila Real de Santo
Antonio, Vendas Novas,
Montemor o Novo, Evora
Beja, Mértola, Ayamonte
Lepe, Huelva, Palos de |
Frontera, Moguer, Nieblg
La Palma del Condado,
Sanlucar la Mayor,
Aroche, Cortegana,
Almonaster la Real,
Aracena, Santiponce ang
Sevilla

From Sevilla to Granada
the same as the Route o
Washington Irving

Route of
Munzer

(Almeria-
Granada)

Spain

Andalusia

Almeria an
Granada

as

Almeria, Gador, Santa F
de Monddjar, Alhabia,
Alsodux, Santa Cruz,
Alboloduy, Nacimiento,
Dofia Maria, Abla, Fifian
Huéneja, Dolar, Ferreira,
La Calahorra, Aldeire,
Alquife, Lanteira, Jérez
del Marquesado, Cogollg
de Guadix, Alcudia de
Guadix, Guadix, Cortes Y
Graena, La Peza, Quént
Dudar, Cenes de la Vegd
and Granada

Rad

Granada
heritage tour

Spain

Andalusia

Granada

Granada
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Table 3. Routes of al-Andalus — Touring groups marged by the tour operator TUI Spain from the

Costa del Sol to Granada

Origin of tourists First semester 2009 Second sentes | First semester 2010 Total
2009
Australia 12 11 0 23
Austria 429 26 195 65(
Belgium 429 704 331 1464
China 0 7 0 7
Czech Republic 111 77 139 327
France 331 31 1511 1878
Germany 3570 1 605 351% 8 690
Hungary 0 0 9 9
Ireland 0 0 39 39
Lebanon 0 0 113 113
Netherlands 138 101 915 1154
Nordic countries 304 307 390 1001
Total 5324 2 569 7157 15 050
Table 4. Projects financed by the European Commissin
Name of the| European Co-ordinator | Project budget | Budget  of | Funds Dates Current
project Commission (€) the Legacy| received situation
programme of al-
Andalus
Foundation
Ecotourism INTERREG 1lIC | Teramo 1388 030 65 000 48 750 2003-| Finished
East province 06 and
realised
Tela di | INTERREG 1lIC | Toscana 1 969 300 165 000 123 975 20044 Finished
Aracné Medocc region 06 and
realised
FOMCIC: INTERREG IlIIA — | Legacy of al-| 374 540 374 540 280 905 2004 Finished
promotion of | Spain/Morocco Andalus 06 and
co-operation Foundation realised
through
Cultural
Routes
ECTN: INTERREG llIC Wales 547 582 38 239 28 679 2005-| Finished
European Tourism 06 and
Cultural Board realised
Tourism
Network
SUVOT: INTERREG IlIC Rimini region | 998 716 144 856 108 642 2005- | Finished
Sustainable 07 and
and realised
Vocational
Tourism
QANTARA Euromed Heritage Institute  of3 668 513 425 167 340 134 20054 Finished
the Arab 08 and
World realised
Project and | Operative Legacy of al-| 5164 000 5164 000 3873000 2008 Finisheg
equipment of | Integrated Andalus and
the al-Andalus | Programme of Foundation realised
Science Andalusia
Pavilion
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CITE-TUR:
Promotion of
the Cultural
Itinerary  of
the
Almoravids
and Almohads
in Spain and
Morocco:
cultural
heritage,
traditional
commerce and
sustainable
urbanism

Trans-border Co
operation
programme Spain

Morocco

Legacy of al-
Andalus
- Foundation

532 700

333 141

249 856

Unde
way

Approved
and
under way

European
Network
Improve
Women'’s
Employment
in Cultural
Tourism

to

Euroemployment

Legacy of a
Andalus
Foundation

-160 000

160 000

160 000

Unde
way

Approved
and under
way

Archaeology
and
restoration
workshop

Aids for
promotion of
scientific culture
and innovation

the

Legacy of al-
Andalus
Foundation

25 000

12 500

12 500

Under|
way

Approved
and under
way

Cultural
tourism as a
tool for
integrated
development
of resources
and the
cultural
heritage
between the
border of
Andalusia and
the Algarve —
al-Mutamid

Trans-border Co
operation
programme Spain

Portugal

Legacy of al-
Andalus
- Foundation

403 886

228 280

171 210

Unde
way

Approved
and under
way

Table 5. Promotional tools of the Cultural Itineraries and Routes of al-Andalus

Denomination

Websites

Legacy of al-Andalus
Foundation

Granada Regional
Tourism Board

Andalusian
Tourism Board

Spanish Tourism
Board

Publications and
promotional

. . - terial
www.legadoandalusi.es www.turgranada.eswww.andalucia.org|(TURESPANA) matena
http://rutas.legadoandalusi.e$ www.spain.info

Cultural Itinerary |— Reference to the publicatiops - - — Guide for the

of Almoravids
and Almohads

Maghreb and
Iberian Peninsula
(in French,
Portuguese and
Spanish)

Cultural Itinerary

— Reference to the publicatio

— Guide (in
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of the Mudejar
and the Baroque

Spanish)

— Brochure for the
Route of the
Mudejar in Mexico
(in Spanish)

Route of the — Only in Spanish — English, French, |- English and — Languages (12)= Guide (in English
Caliphate — Interactive maps German, ltalian angSpanish Chinese, Danish, |French, German a
(Cordoba- — Links to SMEs involved in |Spanish — Interactive maps |Dutch, English, [Spanish)
Granada) the Route — Links to SMEs  |Finnish, French, |- Guide for the
involved in the German, Italian, |cycling route
Route Japanese Korean|(English, German
Norwegian, and Spanish)
Portuguese, — Brochures (in
Russian and English, French,
Swedish German and
— Interactive mapsSpanish)
— Links to — Video (in English
destinations on thg=rench, German a
Route Spanish)
— Links to hotels
Route of — Only in Spanish — English, French, |- English and — Languages (12)= Guide (in English
Washington — Interactive maps German, ltalian angSpanish Chinese, Danish, |French, German ar
Irving (Sevilla- |- Links to SMEs involved in |Spanish — Interactive maps |Dutch, English, [Spanish)
Granada) the Route — Links to SMEs  |Finnish, French, |- Guide for the
involved in the German, Italian, |cycling route
Route Japanese Korean|(English and
Norwegian, Spanish)
Portuguese, — Brochures (in
Russian and English, French,
Swedish German and
— Interactive mapsSpanish)

— Links to
destinations on th
Route

— Links to hotels

— Video (in English
g-rench, German ar
Spanish)

Route of Nasrides
(Navas de Tolosa
Jaén-Granada)

— Only in Spanish
— Interactive maps

the Route

— Links to SMEs involved in

— English, French,
German, Italian and
Spanish

— Languages (2):
English and Spanis
— Interactive maps
— Links to SMEs
involved in the
Route

— Languages (12)
IChinese, Danish,
Dutch, English,
Finnish, French,
German, ltalian,
Japanese Korean
Norwegian,
Portuguese,
Russian and
Swedish

— Interactive maps
— Links to
destinations on th
Route

— Links to hotels

— Guide (in English
French, German ar
Spanish)

— Guide for the
cycling route
(English and
Spanish)

— Brochures (in
English, French,
German and
sSpanish)

— Video (in English
d-rench, German ar
Spanish)
— Website

Route of the
Almoravids and
Almohads
(Tarifa-Granada)

— Only in Spanish
— Interactive maps

the Route

— Links to SMEs involved in

— English, French,
German, Italian ang
Spanish

— Languages (12
Chinese, Danish,
Dutch, English,
Finnish, French,
German, ltalian,
Japanese Korean
Norwegian,
Portuguese,
Russian and
Swedish

}- Guide (in French
and Spanish)

— Brochures (in
French and Spanis
— Website
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— Interactive maps
— Links to
destinations on th
Route

— Links to hotels

[1%]

Route of
Alpujarras

— Only in Spanish

— Interactive maps

— Links to SMEs involved in
the Route

— English, French,

Spanish

German, Italian ang

Route of Ibn al-
Khatib

— Only in Spanish

— Interactive maps

— Links to SMEs involved in
the Route

Route of al-Idrisi

— Only in Spanish
Interactive maps

— Links to SMEs involved in
the Route

Route of al-
Mutamid

— Only in Spanish

— Interactive maps

— Links to SMEs involved in
the Route

Guide (in
Portuguese and
Spanish)

Route of Miinzer

— English, French,

Spanish

German, Italian and

There is currently
no project for the

implementation of
this Route

Granada tour

— Only in Spanish

— Interactive maps

— Links to SMEs involved in
the Route
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Table 6. Accommodation on the Routes of al-Andalusiccording to the Legacy of al-Andalus Foundationgdes

Routes Route of the Caliphate Route of Washingtomving Route of the Almoravids and Almohads

Towns andCordobalCdrdobalGranada|GranadajJaén  |Total|Granada|Granada|SevillajSevilla [Malaga |Total|{Cadiz|Cadiz |Granada|Granada/Malaga |Total
provinces [city province|city province |province city province|city  |province|province city |province|city province |province
Lodgement| 66 112 184 8 31 401| 182 41 167 46 33 469 | 26 277 176 5 112 | 596
Hotel 5* 1 - 3 - - 4 3 1 3 1 8 4 1 - - 5
Hotel 4* 11 3 24 - - 38 20 1 26 3 4 54 | 4 19 19 - 7 49
Hotel 3* 8 4 34 - 1 47 33 6 23 3 5 70 | 2 27 32 - 15 76
Hotel 2* 13 10 15 - 38 12 12 14 7 6 51 | 2 28 12 - 13 55
Hotel 1* 7 5 6 1 1 20 7 5 11 9 2 34 | - 26 7 - 7 40
Hostel 2* 4 3 9 - 1 17 - - - 1 - 1 - - - - - 0
Hostel 1* 12 - 3 1 - 16 - 1 - - - 1 - - - - - 0
Rural hotel 0 1 0 1 1 3 - - - - - - - 1 - - 1 2
Guest 2 - 27 - 2 36 2 31 4 5 30 36 - 6

house 2* 31 76 77
Guest 0 - 52 - 56 6 53 10 6 13 57 58 2 8

house 1* 52 131 138
Guest 0 11 - 1 - 1 - 1 1 - - - - -

house 12 3 0
Apartments 0 - 4 - - 5 - 3 - - - 1 4 - -

3 keys 4 8 5
Apartments 0 - 3 - - 6 3 2 - - - 8 3 - 4

2 keys 3 11 15
Apartments 1 1 2 - - 2 1 1 - - - 23 2 - 8

1 key 4 4 33
Rural 0 2 - 1 - - - - - - - - - - -
apartment 3 0 0
Youth 1 2 0 1 - - - - - - - 1 - -

hostel 4 0 1
Camping 1 - 2 - - 3 2 - - 1 1 4 - 14 2 - 5 21
Rural 5 38 0 1 9 - 2 - 7 4 - 38 - 3 38
houses 53 13 79
VTAR* 0 32 0 2 15 | 49 - - - - - 0| - - - - - 0

42.Vivienda turistica de alojamiento rurélural tourist accommodation).
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Table 7. Restaurants on the Routes of al-Andalusceording to the Legacy of al-Andalus Foundation guies

Routes Route of the Caliphate Route of Washington Irving Route of the Almoravidsand Almohads
Towns and| Cérdoba | Cdrdoba | Granada | Granada Jaén | Total | Granada | Granada | Sevilla| Sevilla | Malaga | Total | Cadiz | Cadiz | Granada | Granada
provinces city province city province | province city province | city | province | province city | province city province
Restaurant - - - - - 0 - 1 - - - 1 = s = =

5 forks

Restaurant 0 - 1 - - 1 1 - - 1 - 2 - 6 1 -

4 forks

Restaurant 2 1 7 - - 10 3 - 5 - - 8 3 7 3 -

3 forks

Restaurant 53 21 77 3 6 160 78 18 110 30 13 249 32 115 79 1

2 forks

Restaurant 44 91 152 6 20 313 135 29 89 31 8 292 39 223 135 4

1 fork

Restaurant 25 11 1 - 1 38 - - - = = 0 = - = =
Not

classified

Table 8. Handicrafts on the Routes of al-Andalus,&ording to the Legacy of al-Andalus Foundation guies

Routes Route of the Caliphate Route of Washington Irving Route of the Almoravids and Almohads
Towns and Cordoba | Coérdoba | Granada | Granada Jaén Total | Granada | Granada | Sevilla Sevilla Malaga Total | Cadiz Cadiz Granada | Granada Malaga i
provinces city province city province province city province city province province city province city province province
Handicrafts 3 245 4 21 50 323 52 62 9 122 35 280 | 9 72 56 4 45
Associations 3 1 4 - 8 - - 9 - - 9 > - - - -
Cosmetics - 2 - - 1 3 - - - - - 0 - 3 - - -
crafts

Decorative = 45 = 4 5 54 16 10 = 30 17 73 7 18 26 4 11
crafts

Fashion crafts > 9 - 1 2 12 5 2 - 6 - 13 > 2 4 - 2
Food crafts - - 130 - 7 42 179 36 - 57 18 111 - 23 - 7
Gastronomy

Functional - 51 - 9 - 60 25 6 - 17 - 48 - 22 20 - 23
crafts

Paper crafts > 2 - - - 2 4 - - 2 - 6 1 - 4 - -
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Religious crafts

w

Textile crafts
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1.1 Reasons for highlighting this case

The Routes of the Olive Tree is a significant cagely because it has at its heart
“products from the olive tree” and thus an impottapportunity exists to work with,
stimulate and create SMEs. The Routes of the Olree is an interesting initiative in
that it draws attention to the greater story oflisi@tion, peace, humanity and heritage
in order to support contemporary elements of prodocdesign and tourism.

1.2 Synopsis

Participating countries Greece, Cyprus, Spain, Portugal, France,
Italy, Croatia, Slovenia, Albania,
Turkey, Syria, Lebanon, Jordan, Egypt,
Libya, Tunisia, Algeria, Morocco

Programme patrticipation period 2005-present

Sectors covered Heritage, museums, festivals, olive tree
products, arts and crafts, philosophy

Activity focus Rural production and heritage, creative
industries, intercultural dialogue,
safeguarding of natural landscape

Main partners Mediterranean chambers of commerce,
Costa Navarino, Greek Ministry of
Development, Greek Ministry of
Culture, Museum of Mediterranean
Civilisation  (Marseilles), Agropole
Olivier (Mekneés)

Funding sources National government via chamber of
commerce, private funding, self-
funding, EU project funding

176



Principal impacts Foundation; olive tree shop (including
product development); international
network; knowledge bank on sustainable
rural economies; training and support for
SMEs; intercultural dialogue

2.1 Introduction to the theme

Historically, the olive tree, which thrives mostualdantly in the Mediterranean Basin,
has over centuries provided a wide variety of potslincluding fruit, oil, soap and
candles) that have sustained communities livingvivat would have otherwise been
rather arid lands.

Figure 1. Geographical olive distribution (diagramsprovided by the International
Olive Oil Council)

Philosophically, the olive tree is one of the ptantost often cited in literature and
legends and is present in the texts of both aneiedtcontemporary writers and poets.
Olive oil has long been considered sacred and ®lae mentioned throughout the
Bible (both New and Old Testaments) as well akitwan.

Culturally, the olive tree has become a symboledqge, wisdom, glory, fertility, power
and pureness. Olive branches made wreaths and sriawrwinners of the Olympic

Games. olive oil and olive candles provide light $firines and churches. A bride’s
dowry once required a great number of olive roots.

As a peace symbol, the olive tree has become aeszasingly important. For example
in 2003, Moroccan-Algerian borders (closed sinc@4)vere opened for the Routes of
the Olive Tree participants by order of the Kinghdbrocco and the President of the
People’s Democratic Republic of Algeria. The mediaboth countries called the

travellers “peace terrorists”.

Gastronomically speaking, olives and olive oil aessential ingredients in
Mediterranean cuisine. Considerable research stgppbe health-giving benefits of
consuming olives, olive leaves and olive oil.

Environmentally, olives trees are now being lookédor use as a renewable energy
source. Waste produced from olive plants can bd asen energy source that produces
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2.5 times the energy generated by burning the sanmnt of wood. And, its smoke is
said to have no negative impact on the environmemthermore, the ash from burnt
olive plants is a good fertiliser for gardens arahfs.

Economically, the olive tree is of major agricuilimportance in the Mediterranean
region, mainly as a source of olive oil. The 1@ést producing countries in the world,
according to the Food and Agriculture Organizaticare all located in the

Mediterranean region (with the exception of Argeatilocated in South America).
Mediterranean countries jointly produce more th&ff the world's olives and the
EU is both the chief consumer and exporter of otiven the world.

Table 1. Main oil-producing countries (year 2009 peFAOSTAT)

Main countries of production (Year 2009 per FAOSTAT)

Production |Cultivated area| Yield
(in tons) (in hectares) 4 | (g/Ha) 4

World 18,241,809 9,922,836 18.383
= Spain 6,204,700 2,500,000 24818
B0 taly 3,600,500 1,159,000  31.065
= Greece 2,444 230 (2007) 765,000 314
Turkey 1,290,654 727,513 17.740
= Syria 886,942 635,691 13.936
Il Vorocco 770,000 550,000 14.000
A Tunisia 750,000 2,300,000 3.260
— Egypt 500,000 110,000)  45.454
B Algeria 475,182 238,442 16.474
10 El Fortugal 362,600 380,700 9.524
1" = Jordan 189.000 126,000

12 | ibya 180,000

13 Argentina 160,000 52,000 30.769

Rank M | Country/Region [

@ @~ e o e

2.2 Introduction to the Routes of the Olive Tree

Georges Karabatos, President of the Messenia Chaoib@ommerce and Industry,

recognised that to improve knowledge, share digiob costs, expand markets and
open new avenues for the sustainability of smadidpcers it would be essential to
develop a cultural network. Building a network amsincompeting producers both

locally and internationally is a challenge thatuikegs a greater story than economics,
packaging and marketing.

Georges Karabatos is quoted as saying “The bedtagag of a product is its
civilisation and its history”.

The Routes of the Olive Tree are not one Routerdithier a network stretching across
18 countries and encompassing many chambers of eoremmuseums, festivals,
SMEs and other private and third sector organieati®@ince its creation in 2002, the
Foundation “Routes of the Olive Tree” (hereaftdened to as the “foundation”) has
each year organised a specific itinerary devisdtl thie aim of transmitting the idea of
sustainable development, intercultural dialogudjs@very and recognition of natural
heritage linked by the symbolic presence of theedliee. The aim of these itineraries in
the early years was to develop the network memierghereas in the latter years the
aim has been to give visibility to the Route inrdhcountries (both northern European
countries and as far afield as China).

The olive tree in the context of the itinerariesaisymbol of the economic, social and
cultural development of Mediterranean communitiesl @ unifying element in the
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current quest for solidarity and unity. As Geord¢f@gabatos said, “Once it was trade
that promoted culture, now it is the culture thadrpotes trade”.

2.3 Summary objectives of the Foundation “Routes dhe Olive Tree”

The statutes of the foundation lists more than I@atives In summary, the objectives
are quoted on the website as being:

to create “interactive synergies” between cons@matourism and development by:

— favouring dialogue between the regions concermedyween developed areas and those in
difficulty, between urban and rural spaces

— encouraging thematic tourism and sustainable Idprent through setting up exemplary
initiatives in oil-producing regions

— carrying out an inventory of the material and iatenial heritage of the olive tree, and increasing
its value

— contributing to public awareness and educatinghggeople

— leading specialized, multidisciplinary researahtive widened theme of the olive tree.

2.4 Management structure of the Routes of the Olivéree

The Foundation “Routes of the Olive Tree” is prpailly organised by the

Homonymous Cultural Foundation, which has a stragtionship with the Chamber
of Commerce in Messenia (Greece). It has also Ipd@red under the aegis of the
International Oil-producing Council, the Helleniamstries of culture, development,
tourism and foreign affairs and of the Peloponme&tagion of Athens’ City Council.

The Route has a range of international partnerh siitong collaboration happening
through as many as 100 chambers of commerce.

The assembly elects, by secret vote, an execuiieetdr from among its members, to
serve for 10 years. The executive director to Hatebeen Georges Karabatos, President
of the Messenia Chamber of Commerce and Industiy tlaus the connection between
the foundation and the chamber of commerce is .sdhdrthermore, Kalamata
(Messenia, Greece) is defined as the permanentdiabe foundation and its offices
are in close proximity to the Messenia Chamber om@erce and Industry in the
historical centre of the city.

The Foundation “Routes of the Olive Tree” employs full-time staff members and
five or six part-time staff members and has a teawolunteers (four permanent). The
foundation also awards temporary contracts to lfulfnportant roles for the
implementation of the annual itineraries. One fule staff member manages and runs
the olive tree shop (which covers its costs) amdfttundation is a permanent client of
two part-time webmasters (outsourced).

2.5 Summary actions of the Foundation “Routes of # Olive Tree”

The number of events organised directly by the dation each year varies and in
addition to the annual itinerary includes seminangetings, workshops, study visits,
working meetings, training sessions, etc. In 2@B8,foundation organised on behalf of
the network more than 30 events. In addition tcs,tmetwork members of the
foundation organised their own local events sotdii@ number of events related to the
Route could easily number more than 100 each year.
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2.5.1 Annual itinerary

The itineraries of the Routes of the Olive Tree aseially held once a year and
consisted originally of a relay race across allNtegliterranean olive-growing countries,
with the participation of the "Friends of the Rautef the Olive Tree" (most often

recruited through motorcycle clubs). The routesehawaried considerably both in

countries visited and objectives; however, theyltembe long and have usually aimed
to cross a number of countries by motorbike (oncédmat). A minibus and a truck for

heavy loads are specially designed to follow therrs® and meet the needs of
participants during the trip.

Figure 2. Itineraries 1 and 2 of the Routes of th®live Tree

The annual itineraries are the cornerstone of thendation’s activities. They have
enabled the foundation to develop an inventorylioedree heritage as well as conduct
scientific research on the ground, through the whdlediterranean Basin, so as to
better define the cultural and tourist impact of tlive tree, as tree and landscape,
product, popular tradition and symbol.

The course is divided into several stages and deduseveral town/city destinations.
The meeting with the messengers of the olive tseasually celebrated with events
organised in co-operation with local network membeganisations. Each itinerary
includes various landmarks related to the presendke olive tree in the region. The
stopping posts aim to include heritage, culturagia, economic, industrial, craft and
environmental initiatives. Destinations may inclwdell-known cultural tourism sites or
monuments; however, many of the stopping postaideclesser known historical sites
such as oil mills, natural landscapes and anciges sssociated with the olive tree.
Awareness of environmental protection of olive-girayv areas, enhancement and
recognition of cultural sites and natural landssapkolive trees, gastronomy tourism
around the products of the olive tree, as well asdicrafts are fundamentals and thus
there is an emphasis on regional traditional knaw:h

The itineraries are limited in terms of number @frtiripants (between 30 and 50
maximum). Food and accommodation is decided inutatgon with network members
on the ground. The aim is to adhere to the priesigf the sustainable development of
local regions, selecting producers and local fasnffar oil mills and olive groves, for
example), ways of alternative catering and acconatiod (with an emphasis on local
offers for small groups: inns, taverns, etc.). Tiganiser claims to strive to augment
tourism in oil-producing regions, whether it is tiem for culture, discovery and
appreciation of landscapes, traditional know-howaistory.
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In general, the financial participation of eachtjggrant in an itinerary is set after the
call of the foundation to potential sponsors. Otiee budget is reassessed on the basis
of sponsorship levels and according to the amdattthe foundation itself can invest in
the trip, the cost of participation is calculatédig has varied considerably). Gasoline
and subsidiary transportation taxes (such as matpitalls) are in principle given free
to bikers, as well as some group meals and somenamodation. If there is a
participation fee it is usually to cover accommaaiatand/or meals that cannot be
supported by the foundation's budget.

Each annual itinerary has so far been distinctdsutaverage 10 additional full-time
temporary employment contracts are provided dutiegead-up and implementation of
the itinerary (these are additional to the fouraids regular staff). These contracts are
for skilled professionals to carry out the logiatiand operational aspects of the
itinerary, for example: administrative staff (ug@ibr to the Route to organise, research
and develop the Route); route manager; equipmemtage; events manager; and
ReB1OJMUSEO-geographer/graphic designer (director ofrinétive material for events
along the road: flyers, exhibition panels, etcr)ists (to create gifts and objects related
to the Routes for official meetings); driver (trdoks); press secretary (journalist);
doctor; translator; photographer; mechanic; ankcoo

In addition, for specific parts of the itinerarngditional staff are employed in order to
organise a specific event, to welcome participaats] to guide or assist in certain
countries. Mostly, these are qualified people psmgbto the foundation by the local
network members and paid for from the budget dfezithe foundation or directly by
the local network member.

2.5.2 Training session

Training sessions are regularly organised by thedation; however, the number varies
according to funding possibilities. In 2009, theuridation directly organised two
training sessions. The foundation also overseegtbeision of training activities in
Greek schools and has supported the developmeattrdvelling library to provide
Greek schools with books and videos about the ttee

The Chamber of Commerce of Messenia, which is acgal network member, also
provides a Centre for Education and Training (CHTQndertakes training programmes
that are usually co-financed by the central oraegi government. The centre helps
associations representing different branches ofdb& economy and prepares courses
that each association feels are needed by its menib@s year the CET is expected to
offer training to 920 people through co-financedggammes alone.

The Chamber of Commerce of Messenia, in collabmmativith the foundation,
additionally provided open cookery lessons, in &hm Kalamata, to help children
understand and appreciate their culinary heritage.

2.5.3 Contest

The foundation organises in co-operation with thee® Consumers Secretariat of the
Ministry of Development, the Greek Society of Tastef Olive Oil Products and the
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network of Greek Olive Oil Producing Cities, thenRallenic Contest of Standardised
Extra Virgin Olive Oil and Olive Oil Packaging. Tlwentest, held in Athens, began in
2004 and brings together more than 28 Greek corapamd unions to compete.

Other network members also hold competitions; hareavis unclear how involved the
foundation is in these events.

The Chamber of Commerce of Messenia is a networkilee operating in close
proximity and therefore they held a competitiorcallaboration with the foundation to
select from older women of Messenia the best recysng olive oil products. They
gathered more than 265 original local recipes, Wwhdl soon be presented during a
special gastronomy and tourism journalist eveneré&lare 10 prizes for the best recipes
and these will be selected by a committee of wetin chefs and gastronomy critics.
This is considered as an initiative of the founalatithe chamber and a well-known
magazine of AthensAthinoramg and it will be sponsored by the Costa Navarinteho
resort. A longer term aim is to integrate thesditi@nal recipes into the menu of local
hotels, restaurants and taverns (through seminavhich these recipes will be taught to
kitchen staff). The best recipes will also be pshdd, first, as a manual for catering
professionals and, secondly, as a coffee-tabléedit

2.5.4 Exhibitions

Many exhibitions have been organised by the fouadatin 2009, the foundation
directly organised four exhibitions and tastingbe exhibition/tastings were organised
by regular staff members of the foundation. In &ddj a graphic artist was provided
with a temporary contract to produce the exhibgion

The foundation, in co-operation with the Museé deili8ations de I'Europe et de la
Méditerranée (Paris) and the European InstituteCoftural Routes (EICR) of the
Council of Europe, also produced a travelling eklub. It was produced for the
Cultural ltinerary of the Olive Tree Routes in 2088d was presented in 10 cities in
Central Asia and in Balkan countries. It consistédl8 large banners presenting the
history, symbolism and civilisation of the oliveed¢r and the importance of intercultural
dialogue. The exhibition was produced in three lmggs (Russian, Chinese and
English).

2.5.5 Specific missions

The annual agenda of the foundation includes ppation in dozens of congresses in
several European and Mediterranean countries celatéhe olive tree, for example:

protection of traditions, cultural heritage, natkiaowledge in olive-producing regions,
sustainable development, thematic tourism etc. ddit@n, the foundation is often

consulted on special activities of the network merab For example, in 2009, four
specific missions were undertaken to support mesmbtthe network and in 2008-09
network members undertook four heritage rehahbiitatprojects during which the

foundation was consulted.

2.5.6 Knowledge products

During the period 2008-09, the foundation produceate than 23 publications. Many
of these have been distributed freely amongst #tevark and include guides, books,
articles, website content and DVDs.
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Some of the books produced by the foundation aedladble for purchase, including:
Ode to the olive treeassembled by the Academy of Athens, the Hellémltklore
Research Centre and the General Secretariat foDlyrapic Games (2004);e guide
des routes de l'oliviera book that discusses the olive tree as a syr{it84); 12
months with the olive treea history of the olive tree, and its financialdasocial
importance for the Greeks and all the Mediterrangeople; andOn the Routes of the
Olive Tree and the Mediterraneaselected work of great photographers on the stibje
of the olive tree (for more information, see Appirg).

Short contracts have been provided for photographgaphic designers and printing
houses but there is insufficient information toesssthe overall employment value of
these initiatives.

2.5.7 Seminars and network meetings

Some four seminars and two network meetings wegarmsed in 2009 but further
information about these was unavailable.

2.5.8 Festivals

Each year the foundation collaborates in the oggdin of at least one festival. From
2008 until 2011, festivals have taken place ireast eight different countries. In 2009,
the foundation supported the organisation of 12ulBmeous festivals throughout
Greece.

The following is an example of the type of festieafjanised: the first Feast of the Olive
Road ran from 14 to 19 December 2004 in the hdafttliens (exhibition in the main

hall of the metro station "Syntagma"). It comprisgslreral workshops, including "A

Thousand and Two Flavours”, a tasting workshop;atibiMe an Olive Tree", an

educational workshop for children; "Small Musicatid§es of the Olive Tree”, a

musical workshop and exhibitions of photographyliv® Tree, the Favourite Tree of
the Greeks; "Following the Olive Tree”; and "Joyrreround the Olive Tree in the
Mediterranean Through Words and Images”. A rouruetavas organised on "The
Olive Tree as a Factor of Civilisation and Susthledevelopment” and the "National
Olive Oil Extra Virgin Competition” was conceived.

Each festival is organised by the foundation inoperation with the local network
member and thus employment is difficult to calcelaNormally, the foundation
commits between five and 10 people to support thente as well as providing
exhibitions, books and products.

2.5.9 Olive tree shop

The foundation has been involved in the field ajpansible trade through the Routes of
the Olive Tree store, located in the heart of Athewhich sells agricultural and
traditional craft products selected on the bassuthenticity and quality. The shop is an
initiative created by, and now managed by, the Batian "Routes of the Olive Tree".

The olive tree shop sells olives from Kalamata,raextirgin olive oil, traditional

delicatessen products such as stuffed olives,estyfeppers, pate, cheese, black olive
paté, green olive paté), honey, traditional cakesmatic plants and herbs, wines and
spirits, vinegars, mustards, thyme, oregano, torpetdducts, basil, sesame cakes, olive
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oil soap, cosmetics made with olive oil, art wotksing the theme of the olive tree or
olive, stationary products with an olive tree desigcluding photo boxes, note blocks,
CD cases, folders, telephone books, etc., exclusavies of jewellery created with the
olive tree motif, the foundation’s publications shits, good luck olive charms, rosary
beads, with an exclusive olive tree design, pottdtl the olive tree design, and aprons
and cotton bags with the olive tree design.

The olive tree shop employs one full-time shop nganaTwo part-time contracts have
also been given to two individual artists to desigml make goods exclusively for the
shop (a jewellery artist and a stationary designer)

The foundation’s annual budget sheets suggesthbaRoutes of the Olive Tree shop is
currently covering its costs and in its first ye&operations provided a profit

2.6 The legal basis

The organisers of the Cultural Tour "The Routeghef Olive Tree" (1997-2002), the

Messenia Chamber of Commerce and Industry, artielGreek chambers aided by the
chambers of production, transformation, trade aedvises of all Mediterranean

countries, cultural institutions, non-governmemnadanisations and other individuals
from the countries of the Mediterranean decidecestablish a non-profit and non-
governmental organisation to be known as: the @alltBoundation “Routes of the

Olive Tree”.

The management board consists of the executivectdireas president, two vice-
presidents, five elected members andeRafficiomembers representing the chambers
of commerce from the olive-producing Mediterraneauntries: Greece, Albania,
Slovenia, Croatia, Montenegro, ltaly, France, Spddortugal, Morocco, Algeria,
Tunisia, Libya, Egypt, Jordan, Palestine, Isragki&s Lebanon, Cyprus, Turkey and
Malta.

In case of absence of representatives, the cultoratommercial attaché of the
respective embassy in Greece or his/her representean participate instead. The
Mediterranean committees (through the attachéshpt® the objectives of the cultural
foundation in their own countries, according to #tatute and laws of each respective
country. The countries in which Mediterranean cotteas already operate or have been
created include the following:

Table 2. Countries in which Mediterranean committes already operate or have
been created include the following

184



© © N O U A W N R Z
o

N N B R R R R R R R R
B O © W N ® U » W N B O

3. Sources of funding

Country
Cyprus
Turkey
Syria
Lebanon
Jordan
Egypt
Libya
Tunisia
Algeria
Morocco
Spain
Portugal
France
Italy
Slovenia
Croatia
Montenegro
Albania
Malta
Israel

Palestine

Base city
Lemessos
Smyrna
Aleppo
Anfeh
Amman
Alexandria
Tobruk
Sfax
Algiers
Rabat
Jaén
Moura
Marseilles
Imperia
Koper
Dubrovnik
Podgoritsa
Tirana
Valletta
Tel Aviv

Gaza

The Routes of the Olive Tree is an interesting eplamas it was founded with the backing and
support of the Chamber of Commerce in Messeniachwimdicates an early realisation that
unifying olive tree industries may benefit SMEsaas Greece.

The Routes of the Olive Tree programme is suppdrtedreece by the Ministry of Regional
Development and Competitiveness, Ministry of Cuwtand Tourism, Ministry of Foreign
Affairs, and the City of Athens. They permanentipgort the foundation and are an essential
aid to grants, funding and recognition of the Route

In terms of balance between public/private suppbé,overall budget of the foundation is:

30% from contributions from network members andrfds of the Routes of the Olive

Tree;

20% from income from publications and the Route$iu# Olive Tree shop;

50% from external grants including grants from tGhamber of Commerce and
Industry of Messenia (Peloponnese, Greece), whatbnlgs to the public sector, and
other ICC grants from the Hellenic Ministry of Démement and the Peloponnese
region, and private sponsors, the majority of wtach SMEs.

Regarding private sponsors, the list of comparhias supported the foundation in pursuing its
goals since it was created in 2002 is not exhaeistivdevelops according to the Routes
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followed and the topics addressed by the foundatibnncludes both local and national

partners in and beyond Greece, including some natitinals (for example, IKEA and Nivea).

Funding from these partnerships do not affect freration of the foundation itself, but arise as
part of events and activities carried out by itn(edy, not only for the implementation of the

annual cultural itineraries but also for certaine@pc events, such as exhibitions and
conferences).

The help of sponsors can be financial or in kirad; dxample, during an itinerary: offers for
lodging and transport, logistics equipment, pransof food and water, motorbikes and cars,
equipment, petrol, etc. are not uncommon.

Some significant sponsors who regularly supportdb@dation are:

- Baxevanis, www.baxevanismoto.com;

- TEMES, www.temes.gr;

- Costa Navarino, www.costanavarino.com,

- Karelia Foundation, www.baxevanismoto.com.

4. Co-ordination with heritage labels

The Routes of the Olive Tree was elected the 2ndidMoultural Itinerary by UNESCO in
2003.

On the 4 March 2005, the Council of Europe alsoegdne Routes of the Olive Tree the title
“Major Cultural Route of the Council of Europe”. iShhonorary distinction was awarded
following a proposal by the Directorate of Inteinatl Relations and Organisations of the
Hellenic Ministry of Culture.

According to Audrey Guittard (permanent collaboratdath the foundation — see Appendix 5)
there are few synergies, if any, between the Couwridcurope label and the UNESCO label
but both are considered to give added value téainedation’s work.

Some UNESCO World Heritage sites are included aitimeraries if these fit into the Route
and the objectives of the itinerary (for exampliee tarchaeological site of Volubilis in
Morocco, the Acropolis of Athens or the archaeatagsite of Delphi).

To date, there has been no formal collaboratioh wiher European Cultural Routes.

The collaboration with the European Institute ofltGual Routes (EICR) of the Council of
Europe has been considered particularly usefultiier foundation. Regular and valuable
contact has taken place between the foundationttedEICR. Audrey Guittard felt that the
EICR had played a vital role in transferring politglk” into “practical” actions that could be
translated to operators working on the Cultural tRo8he also cited as important their help in
finding an outlet for the sale of goods from the@lkree shop in Luxembourg.

The foundation holds relations with other netwoitkat operate in the Mediterranean such as
the Anna Lindh Network and the Euro-Mediterraneasuriglation for Dialogue among
Cultures.

5. Levels of co-operation, partnerships and netwoikg with and between
SMEs

International, national and local networking isosgly in evidence in the Routes of the Olive
Tree project and involves a wide array of instdos. This foundation has negotiated co-
operation agreements between the Greek and othditdvfanean chambers of industry and
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commerce, European and Mediterranean universii@®pean research centres, museums and
non-governmental organisations from more than Meajrowing countries.

The Routes of the Olive Tree are not one but séuarararies that have taken place since as
early as 1997. The itineraries were initially deyeld with the objective of nurturing relations
between the many actors operating at nationalgomal level in the Mediterranean countries.
In some ways, the different regional and nationahtbers of the network are competitors and
yet the objectives of the foundation seem to re®onBhe complexity of encouraging co-
operation in competing countries cannot be undenastd. The value of this project is seen to
be the driving home of the cultural and historgahbolic link.

National interest is always likely to take precedenThe added value of existing as one clearly
defined European and/or Mediterranean Route hiées tésonance. However, there are some
initiatives currently taking place in regions tovd®p regional mini-Routes. It is too early to
say if in the future these could be cross-marketed.

5.1 SMES’ involvement

The Routes of the Olive Tree has a special relalignwith producers from olive-growing
regions and as such attracts a number of SMEsst@adtivities. Having said this, SME
involvement in the network is less formal — normalk receptors of the participants on the
itinerary or as participants at stands during ¥&s$i organised by the network members.

The foundation has a special relationship withRlederation of Motorcycling (FOM). Through
the FOM, each annual itinerary is publicised andisit normally members from this
motorcycling club that are enlisted as participgtitsessengers”).

A further sponsorship agreement has been set upthat Costa Navarino, which is a luxury

hotel resort with private residences and golf cesydoasting an unspoiled coastline with
4 500 years of history. The owner of this resocogmnises the importance of the Routes of the
Olive Tree initiative as giving additional conteamid value to the Costa Navarino aims and
objectives.

5.2 Bilateral agreements

It is important to note that the Routes of the @liwee project was specifically mentioned in a
bilateral agreement signed on Friday 14 May 2010H&y Greek Minister for Culture and
Tourism, Pavlos Geroulanos, and his Turkish coparer Ertigrul Glnay, in the framework of
the Constitutive Assembly of the Superior Coundil @o-operation between Greece and
Turkey. The Routes of the Olive Tree was specifjcaicluded at Turkey's request and in
consultation with the Chamber of Commerce of Izmwinjch is a member of the foundation.

Normally, bilateral agreements are directly undesta between the foundation and the
institution concerned (which may be a departmenityarsity, museum, local entity, etc.). For
example: a protocol was signed during a Routekefilive Tree itinerary with the Ministry of
Agriculture in Algeria, and a collaboration was icifilly opened, but only between the
foundation itself and the ministry.

The foundation has signed more than 28 bilateratiopols (figure provided in March 2010).
These protocols refer to exploring possibilitiecofoperation in the sector of cultural tourism
around the olive tree theme, mainly through cultitn@eraries. The protocol acknowledges the
contribution of the Cultural Foundation “Routes thie Olive Tree” to the promotion of
sustainable development, dialogue and peace amawgepand civilisations, as mentioned in
the memorandum of the foundation.
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The bilateral aspect of the Routes of the OliveeTisequite clear; however, there are also some
very good examples whereby the foundation has@i®aded connections between partners in
different countries and these have led to bilateaainerships in other countries (that is, not via
the foundation in Greece). For example, a netwaiktner in Jaén (Spain) was visited twice
during the itineraries in 2000 and 2003. The fouiotahelped to build a strong relationship
between them and another partner, L’Agropdle alifiem Meknes, Morocco. They now have
a permanent collaboration for congresses and #foiengisearch.

5.3 Integrated partnerships and third sector organsations

Aside from longer term protocol agreements, shaden collaboration agreements are signed
for the purpose of organising specific events ofgpecific itinerary.

The Routes of the Olive Tree network includes ntbhean 145 institutions from Mediterranean
countries (excluding the chambers of commerce addstry and the individual members,
scientists and others), so these agreements aeel\eacording to need.

For example, during festivals organised by netwpéaktners, the foundation holds host to
cycles of arts, music, information and historigeiormation. These include the work of third
sector organisations and SMEs.

6. New marketing activities and platforms

The itineraries of the Routes of the Olive Tree largely made up of rural settings and the
emphasis is on local traditions and customs. Thiglys did not uncover any research
specifically geared towards assessing the valutgnefRoutes in tourism terms. Through the
EICR, the foundation has been exploring the conagpsustainable tourism and regional
network members are gathering tools to provideasusble tourism packages through their
own local itineraries.

The Chamber of Commerce of Messenia, in an eféoditect support for tourism in the area,

has created the Bureau for Alternative Tourism. Daeeau is under the umbrella of the
chamber for financial reasons; however, the founda staff have done most of the ground
work. The bureau is also a business tourism megtomgt providing infrastructure to attract

business demand (meetings, seminars, other ewvaated to the area, etc.). A key tool is the
bureau's website, which is about to be launchetth@éatrade and media, and which provides
general tourism information and specialised infdfora addressed to business tourism
professionals and the operators of other thematims of tourism. Local enterprises from all

fields are listed (not only tourist SMEs such agels) travel agencies, car rental services,
restaurants, etc., but also local producers). &, fdne site content is estimated to be 99%
related to SMEs.

6.1 Internet visibility

The website of the Foundation “Routes of the Olivee” is visually pleasing and available in
four languages; however, it has very little trafsee Appendix 2).
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Figure 3. Screenshot of the foundation’s website
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Searching using “The Routes of the Olive Tree” #@he “Olive Tree Route” returns the
project’s website in the number one or two spothe four key search engines. However,
searching on eight other related key terms (suclolag oil”, “olive tree products”, etc.) the
rating is below 100, which indicates a favourabdging only if the client is specifically
searching for the Route and a disturbing lack @sence in related search terms. This poor
Internet presence translates as missed opportifotiehe project’s visibility.

Website traffic opportunities are also lost on part websites. Neither the International
Federation of Motorcyclists (FOM), nor the Costavldino websites provide hyperlinks to the
“Routes of the Olive Tree” website.

6.2 Participation in international fairs

Between 4 and 7 November 2010, the foundation qypatied in the 16th edition of the
International Heritage Show in Paris. The show dedicated to Mediterranean heritage. The
foundation presented an information stand on itsziies and proposed tasting of products
from olive oil produced in the regions that it ses.

6.3 Taking the Route beyond the Mediterranean

Initially the annual itinerary was developed arouhd theme of the Mediterranean countries
with the aim of consolidating partnerships and sigragreements amongst interested parties
in the region. However, in more recent years thmdiation has developed itineraries that take
the Route beyond the Mediterranean. These laiteeraries have been aimed at developing
new markets for Olive Tree products. For examyie, foundation presented a large event in
Stockholm, Sweden, on 22 and 23 October, whichistts of an exhibition and Conference
on the Routes of the Olive Tree: an lItinerary fatetcultural Dialogue and Development of
International Co-operation. This event took place tlae Stockholm Museum of the
Mediterranean and was organised in co-operatioh thié Greek Embassy and the Club of
Swedish Friends of the Institute of Athens andGheek Academy in Sweden.

7. Frequency of contacts between partners
The foundation carries out many partnerships andicgeates in many projects. Not all

contacts, however, come through the foundationardundertaken by the network members
themselves. Also, some partnerships are more pndfdbban others. Three examples of the
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work of network partners are supplied below to destiate the wide variety of activities being
developed under the umbrella of the Routes of tineeQree.

Case study: collaboration with France

The French network is important in the culturalldigtself. It offers a network of
museums and cultural/research institutions. Thadation makes regular use of French
professionals for creating expositions and the ldgweent of research work. There is a
privileged partnership with the Museum of Civiligaas from Europe and the
Mediterranean, which is in the process of being edofrom Paris to Marseilles and
which will soon house an exhibition dedicated te foutes of the Olive Tree. Also,
there is sustainable and effective collaboratiothwihe Chamber of Commerce and
Industry of Marseilles-Provence.

The collaboration between the foundation and than@tfer of Commerce and Industry
Marseilles-Provence began during one of the itimesahat went through and stopped
briefly in Marseilles. For this occasion, severaimtnon events were undertaken such
as an exhibition at the Palais de la Bourse, antasf olive oil, the planting of an olive
tree symbolising the passage of the foundationFaadco-Greek friendship in a square
of the city, meetings, etc. Since then, the fouodathas participated in several
European projects co-ordinated between the Chamb&ommerce of Marseilles-
Provence and the Chamber of Commerce of Messergraace, both of them active
members of the foundation. The foundation was as&e@spond to several calls for
tender as a subcontractor in this context.

Case study: collaboration with Morocco

This is one of the most active partnerships. L'Agie olivier is from the region of
Meknés (one of the traditional olive-growing areédlorocco). This network member
collaborates with the foundation several times aryé¢hrough various events and
projects including EU projects, festivals of thevel tree, agricultural fairs, tourist
events, scientific and economic conferences angeygia, etc. Meknes was a reference
point on one of the itineraries of the Routes o Wlive Tree in the southern
Mediterranean. The foundation also maintains goeldtions with several other
institutions in Morocco, such as the Chamber of @arce and Industry of Rabat, the
Federation of Chambers of Commerce and Industriylafocco and the Institute of
Agronomy and Veterinary Hassan Il. Morocco is tlaetiper country most active in the
Maghreb region.

Case study: collaboration with Turkey

Partnerships between Turkey and the foundationvarg special given the complex
political situation existing between the two coisgr The foundation is one of the
cultural institutions that try to bring the two mats as close as possible through the
organisation of joint cultural programmes. The elivee’s symbolic role is a dynamic
and highly effective one. The Chamber of Commenzk ladustry of Izmir has made a
very important contribution to the Routes of thev®ITree, through several itineraries
of the foundation and several joint events. Ther@ation “Routes of the Olive Tree”
was included in the Joint Declaration on Tourisnd &ulture, signed on Friday 14
May 2010 by the Minister of Culture and TourismGfeece, Pavlos Geroulanos, and
his Turkish counterpart, Efgul Glnay, as part of the inaugural session oSthereme
Council for Co-operation between Greece and Turkey.
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Case study: other collaborations

Members of the foundation sometimes apply for Ebdfng. These are usually time-
limited projects that operate independently offwaute or include a partner role for the
foundation. For example, see Appendix 3: on the KEOM and OLEOTOURISME
projects.

8. Training programmes and SME involvement

The foundation has been involved in some traininggammes for SMEs but these have
tended to be centred in the local region. Reluaamt the part of regional entities to work
together in a co-ordinated manner is a constarlecttge for the foundation.

Elisabeth Chatzinikolaou, a Tourism Consultanttfee Chamber of Commerce of Messenia,

noted that “there are many differences in the palitsystem and situation, the economy, the
institutions, local authorities, religions, custqnasc. of these countries and these differences
are reflected in their participation in the Roulde partners are not equivalent authorities,

bodies, institutions and associations.”

There are also many differences in the oil-prodgicagions of participating countries in terms
of development, and especially tourism developm@imurism and tourism development
remains, also as far as EU member states are cmutex national or, as is mostly the case, a
regional matter (a competence of the regions, somaf responsibility). Regions can use in
many cases EU funding for developing tourism betdbvelopment planning itself remains at
the regional level. The same applies for marketatg,

These are the reasons why there cannot be cetdralipg (on the part of the Route) for all
regions involved everywhere along the Route. Tleene, however, be national or regional
planning for public infrastructure, private invesimh, clustering, marketing, etc., and
especially for the development of alternative formhsourism, that are “compatible” with oil-
producing regions (for instance, cultural tourismature tourism, ecotourism, marine tourism,
agritourism, religious tourism, etc.). It is onlasonable that each region chooses those forms
of tourism, and creates alternative tourist prosiuicir which it has a comparative advantage.

Network members are clearly operating at a regitaval in terms of training programmes and
SME involvement. For example, the Chamber of Conos@f Messenia began a campaign,
Alliance for the Messenian Market, which involvesedt of actions that ensure the commitment
of local entrepreneurs and consumers in an effoimprove the quality and prices in the local
market. One of the goals of the campaign is tordmute significantly to an overall quality for
goods and services that might be attractive forstai

8.1 Support for short cultural itineraries “Routes of the Olive Tree”

Journeys of discovery have been devised by theatdftieteam of the Foundation “Routes of
the Olive Tree” in several regions, including Me&ria Morocco, south-west Greece, Syria
and Lebanon. These are relatively new venturestlamgl an evaluation of their success over
time would be interesting.

8.2 Support for individual artists

The foundation has helped artistic creation throtnghinvolvement of artists in its exhibitions,
for the creation of exclusive products for the elivee shop (souvenirs, stationery, jewellery,
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etc.), and by inviting artists to participate instigals and in the itineraries. In terms of

visibility, artists have appeared in the catalogoéshe foundation. The foundation is also

involved in sponsorship to help artists who coliated with the Routes of the Olive Tree,

through financial subsidies, to edit their exhiiticatalogue, their aloums, or an opening night
(for example, for an exhibition).

More recently, the foundation set up a projectreate an art gallery around the theme of the
olive tree. In an effort to promote young artistspired by the olive tree, the foundation has
created its own collection. The Gallery of the Rsubf the Olive Tree presents the work of
young artists (so far only on the Internet), butvark has been bought as a result of this
initiative.

9. Sources of information for SMEs

The foundation has a scientific committee that lsarwonsulted on technical areas of olive tree
production. Other than this, information sourcewlteo be locally based.

The Chamber of Commerce of Messenia provides, xam@le, an “online consultant for
entrepreneurs”. This platform offers information oentrepreneurism and green
entrepreneurism, online consultancy, e-marketingdarism and local products, consultancy
on e-shopping, a national guide for enterprises;sinp shop services, etc. This initiative aims
to provide local entrepreneurs with everything timeight need from tax regulations to state
funding or to consultancy on marketing of goods sedices.

10. Merchandising activities

The products sold at the Routes of the Olive Treepsare mostly purchased from local
producers and crafts people in Greece. In additomumber of publications have been
published by the foundation and these are now lenisdhe olive tree shop.

Approximately 20-30% of stock in the olive tree phare imported products (mainly from
Portugal, Italy, Jordan and Lebanon). Audrey Grdttaoted that there are difficulties in the
acquisition and sale of imported products as atresu

- high import taxes because the products are nohpaed in large quantities;

- prohibitive cost of transport (for example, failue import soap from Lebanon for the
reason mentioned);

—  stock replenishment (irregularity in production atedivery).

The aim is, however, to open shops in other coestind these are being considered on a case-
by-case basis. The status of each store could ehacgprding to the opportunities for selling
the foundation’s products. It could be a shop bgilog to the foundation or a shop run by a
partner of the network (in this case, the partneula own it and have permission to sell the
foundation’s products alongside their own).

A six-month (sale-or-return) contract was signed2@nJanuary 2011, for the sale of products
from the collection of the foundation in the Eurapelnstitute of Cultural Routes shop in

Luxembourg. Prices have been fixed with a percengagng to the shop in Luxembourg. The
pilot project is currently under way.

The foundation is looking into other agreementsdévelop the olive tree shop initiative.
Partners in Lebanon and Meknés (Morocco) are igtedein opening their own shops.
Merchandising sales are hoped to increase witbpleaing of these new outlets.
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11. Planned future activities

The foundation has been approached recently byraletair operators to develop, together
with its itineraries, tourism products that would bffered by travel agencies. As such, three
pilot “small itineraries” have been planned in tReloponnese, and a first contact was made
with Greek partners wishing to promote the localthge of the olive tree and integrate it into
a local thematic itinerary.

A project is also currently being studied for anjoexhibition between the Chamber of
Commerce Marseilles-Provence and the Chamber of n@ooe of Messenia, in order to
enhance trade relations between the City of Mdesednd that of Kalamata and also other
Mediterranean ports. The foundation will curate aaebrdinate this initiative.

12. Closing remarks

The Cultural Routes of the Council of Europe wese | as intrinsic heritage, cultural and
educational projects and this is certainly the das¢he Routes of the Olive Tree. As with the
other Cultural Routes, this project was not setmih the specific aim of generating SMEs.
However, it is an interesting case as it has angtrdimension related to sustainable
development.

The chambers of commerce (principal partners withenfoundation) are willing to join forces
to guarantee the survival and identity of olivesgireg regions. The Routes of the Olive Tree is
clearly seen as a useful tool by the chambers ofneerce; possibly as a springboard from
which to give added value to more localised inied on the same theme.

The project’'s main value is in increasing the apptéon of valuable European products
derived from olive tree farming. The project hasinsited impact on SME generation, but
despite the significant problems in measuring tidrect impact of the Routes of the Olive
Tree there is evidence that the Route is able ntribute considerably to the development of
existing SMEs. It should be noted that the SMEsceomed with this Route exist in rural
environments where even a small input has a langadt on the local economy.

The foundation’s running costs are low if the riekatvalue of all its activities are taken into
account and even more so if one considers the dfpieffects of this initiative. The
foundation’s annual budget is under €200 000 amdefbre represents significant value for
money. It also clearly represents value in edunationetworking, economic and heritage
terms.

Visibility is a key problem highlighted in all theartner responses. The Internet has not been
fully exploited, traffic levels are very low andeitefore there is a lot of work that could be
done to build context for the project and its partwebsites. Developing cross-marketing
initiatives at a very basic level could have a regdact on visitor interest in local initiatives.

The problem is that finance is lacking and oftepetwent on regional agencies that only have
an interest in the “local”’. Partners of the founalatdo occasionally apply for EU funding and
sometimes build synergies into the Cultural Routesthere are no guarantees.

Cross-marketing and increased networking could naateal difference over time (it should be
noted that this project is still comparatively yginHowever, without strong investment in
practical projects for the real strengthening &f tietwork, it would be hard for the foundation
to operate beyond its current capacity.

The work that the foundation undertakes to encaun@aytnerships and promote sustainable
small economies are areas that could positivelyémice SME development in the future.
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13. Appendices

Appendix 1. List of festivals organised by the Rows of the Olive Tree network
between 2008 and 2011

—  22-23 September 2010: Stockholm/Sweden

- 17-19 June 2010: Meknes/Morocco

— 15 June-19 July 2009: Greece

- Kalamata, lgoumenitsa, loannina, Grevena, Kozaaijay Thessaloniki, Drama, Xanthi,
Alexandroupolis, Kavala, Volos

— 22 August 2008: Odessa/Romania

- 19 August 2008: Kiev/Ukraine

— 2 August 2008: Almaty/Kazakhstan

— 30 July 2008: Tashkent/Uzbekistan

— 22 July 2008: Baku/Azerbaijan

— 15 June 2008: Soufli/Greece

—  7-13 July 2008: Pylos/Greece

These festivals ideally include the following “cgsf, but every festival is different depending
on requests from the public, reception facilititisie and resources allotted to the event and
can take very different forms:

Cycle “art”

(exhibitions of photographs and paintings, filmbjldren's drawing contest, photo contest,
etc.)

Cycle “music”
(concert musicians Mediterranean)
Cycle “information”

(presentation and tasting of olive products frowesal regions/countries, cooking workshops,
conferences, etc.)

Cycle “history”

(exhibitions on the history of olives and olive,atk place in the daily lives of people in the
countries of southern Europe and the Mediterranaaah their relevance for local economies)

Appendix 2. Internet analysis
International visibility of the Routes — Google ratng
Searching using the key terms “The Routes of thgeOlree” and the “Olive Tree Route”

returns the Route’s website in the top two spotbour key search engines. This indicates a
favourable Google rating if the client knows whagyt are looking for. However, using eight
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other related key terms (including “olive treefetrating is less than 100, which indicates a
lack of presence in related search terms and mggeaortunities for marketing.

Table 1. The visibility of www.olivetreeroute.gr usng various search terms

Search term Google Yahoo! Bing AOL
“olive oil” No No No No
“Mediterranean products” No No No No
“olive tree products” No No No No
“activities Greece” No No No No
“tourism Greece” No No No No
“cultural routes” No No No No
“olive tree routes” 1 2 2 1
“the routes of the olive tree” 1 2 2 1
“olive tree” No No No No

Share of Internet coverage dedicated to providingaurism, historical, educational, crafts,
events and/or practical information

On the Routes of the Olive Tree website there i#am information provided on “affiliate”
organisations (museums and festivals) of the Rbuteunclear information about the actual
Routes and contact points. As an individual traratl would be difficult to understand if there
Is an actual offer other than separate museumdestigals. It seems clear that excursions are
organised by motor clubs but then there is no actethese given on the website.

—  visibility of international partners/sponsors: Igaponsor’s logo and website available —
no cross-referencing from their websites);

—  visibility of local events connected to the nodeaiRo high;

— visibility of cultural events connected to the nfiRleute (heritage/contemporary): low;

— visibility of merchandising opportunities on thededRoute: low (the olive tree shop is
under construction);

— languages addressed: good (English, French, AeataicGreek);

- practical information: poor (as there is no cleareraries to follow, either as a motorist
or individual traveller).

Appendix 3. Olive tree products and books
The olive tree shop opened in February 2008 arsituated at Plaka, near to the cathedral. It
offers handmade products, including: best extragiwirolive oil from Greece, Greek

delicatessen specialties, honey, herbs and tea ffagygetos Mountain, olive oil soaps,
mustard, balsamic vinegar and the very famous Katarlives.
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The olive tree shop has been advertised as beiligeosince April 2009 by the European
Institute of Cultural Routes website, and is alsd&dd to on the Routes of the Olive Tree
website, but in fact it is still under construction

Odeto theolivetree

A book dedicated to the olive tree, assembled byAtademy of Athens, the Hellenic Folklore
Research Centre and the General Secretariat f@Ilgmpic Games.

"The olive tree has a multiplicity of meaningsisithe absolute symbol of peace and victory. It
symbolises prosperity, immortality, fertility andiftfulness. Above all the olive is indissolubly
linked with Greece and the Greeks. As a prize gaftethe Olympic Games, it has been linked
throughout history with these famous Games, anddhees that they represent.

This publication makes clear the value, symbolisrd sanctity of the olive. It illuminates the
historical relation of the olive tree to Greek au#t from prehistory to the present. Above all, it
emphasises the values of athleticism and of thenPiy Games."

Author: Collective

Language: Greek

Editor: Collective

Year of publication: 2004

ISBN/ISSN: 960-404-054-5

Characteristics 342 p.

Bilingual Greek-English

Le guide des routes de l'olivier

Millenary tree, Mediterranean par excellence, tinedree is a true symbol.

Age-old, its culture was passed on around the Medibhean area, not only from one
generation to another but above all from one &ation to another.

It is perhaps the only tree to shower people withmany gifts: with care, it offers them fruit,
smooth and fragrant oil, solid wood, light foliagkat provides shade as well as its
unmistakable aesthetic value.

It is a integral part of a heritage to which eaale of us is truly attached.
Author : Dominique Bottani

Language: French

Editor: La Manufacture

Year of publication: 1994

ISBN/ISSN: 2-7377-0364-6

Characteristics: 12.5 x 23 cm, 271 p.

12 monthswith the olive tree
The history of the olive tree, the financial andiabimportance for the Greeks and all the

Mediterranean people, the nutritional value ofpiteducts, its place in art and literature and
information on the tree that enriches our livesifdmonths of the year.
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Language: English and Greek
Characteristics: 60 p., including photos

On the Routes of the Olive Tree and the Mediterranean

Selected work of great photographers on the subjdbie olive tree.
Languages: English, Greek, French
Characteristics: 120 p.

Appendix 4. EU projects
OLEOTOURISME

OLEOTOURISME was led by the Provincial Council aféd, Spain. It is a network for
exchanging experiences in order to enhance thestalgvelopment of local resources for the
production of olive oil. Participants include sevilediterranean countries through various
government and non-profit associations. The pr@aded in June 2007 and had a total budget
of €792 664, €557 498 of which was provided by tBRDF INTERREG IIIC South
(Community initiative between southern countriedhed EU and third countries to strengthen
socio-economic cohesion and regional developmentrigyexchange experiments on a given
subject).

KNOLEUM - Landscapes of the Olive Tree

A European project for the economic consolidatioh adive tree territories. Euro-
Mediterranean KNOLEUM 2006-08 was aimed at contiiigy to the homogeneous
development of "landscapes of the olive tree".

This project involved Spain, Italy, France, Portiugareece, Croatia and Morocco, as part of
the Community Initiative Programme INTERREG IlIBMedocc, which aims to support and
fund inter-regional projects in order to promotdabaed and sustainable development of the
Mediterranean area.

KNOLEUM is a continuation of the project OLEOTOURME 2004-06 the main aim of
which was to develop complementary activities idaolg income through olive tourism. The
objective was to support KNOLEUM territorial devptoent through the establishment of a
multisectoral analytical approach based on thetifiestion and exploitation of resources
related to the landscape of olive trees: econosaicial, cultural and environmental areas.

Each partner then identified its territory a setexfources and built a network of experts able to
provide accurate and valuable information on sévwhemnes: heritage and culture, innovation,
economics, olive products, strategy, developmedtearvironment.

Appendix 5. Sources of additional information

The Routes of the Olive Tree
Epimelitirio Messinias

23rd Martiou Square

24100 Kalamata

Greece

197



www.olivetreeroute.gr/en/actualites_en.htm

“BIBLIOGRAPHIE sur le theme de l'olivier”
Document prepared by Audrey Guittard.

www.culture-routes.lu/php/fo_index.php?Ing=en&ddést=do_det&id=00003340
More information on the history of the Routes & tlive Tree:
www.olivetreeroute.gr/en/fondation_en.htm#
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The European Association of the Via Francigenareasmmended highlighting the Tuscan

region as a best-practice example for developingigm on the Route. Years ago, as part of
the 1 800-km itinerary passing through Englandn€&ea Switzerland and Italy, the canton of

Valais in Switzerland established a touristic isfracture and products on the Via Francigena
that communicate the unique cultural and historiwlitage of the Route. The Inventory of

Historical Routes in Switzerland established byStaia (1994-2003) serves as a scientific
basis for the Via Francigena in Switzerland.

The Tuscany region in Italy is equally determinedurther develop cultural tourism along the
Via Francigena. Bookable holiday packages and gmmdpects for individual pilgrimage
attract a growing number of visitors every yeare Tdurrent study identified a few regional
partnerships and networking structures which aim develop collaboratively the Via
Francigena as an outstanding destination. Yet,Ribete is obviously lacking effective and
professional management structures. Without a dihwdse is great potential in the regions on
both sides of the Swiss-Italian border for the dgwment of the cultural tourism offer.
Nowadays, however, this potential is not yet fidiploited.

The experts of ViaStoria rate the potential of i@ Francigena Cultural Route at least as high
as that of the Santiago De Compostela Pilgrim Roufee annual sales volume of bookable
packages on the Via Jacobi (the Swiss St Jamess\re@d come to almost CHF60 000 by
June 2011. There are strong synergies betweenikimg lassociations of both the Valais and
Vaud cantons, the national network SwitzerlandMohff which was created to further
sustainable mobility in leisure, tourism and evanydife, and other stakeholders. The Swiss
programme focuses on history and culture while engua satisfactory level of
accommodation along the Route. The approach isdonage the Route professionally and
develop the cross-border tourist offering. The ainthis approach is the enhancement of the
Via Francigena as cultural heritage of Europeanomamce. Additionally, the tourism SMEs
and all tourism-related sectors in the regions belhefit from the tourism activities on the Via
Francigena.

Since 1994, the year in which Via Francigena becanteuropean Cultural Route, many
associations and individuals have helped to prorttgeRoute. In 2001, in order to promote
the ancient pilgrim Route more professionally, tte#éian Associazione dei Comuni Italiani
sulla Via Francigena was founded, representing 3dnicipalities and provincial

administrations in seven different regions. In 20€& European Association of the Via
Francigena (AEVF) was founded. It has been grovstepdily and today the association
counts 95 European members. A first handbook dasgrithe Route from Canterbury to
Rome was edited by the International AssociatiothefVia Francigena (AIVF). It attracted
the interest of regional and local authorities gldhe Route. However, the role of this
association as well as that of the European agsmti@main rather undefinéd Nevertheless,

43. www.wanderland.ch/en/welcome.cfm.

44. The problem is that both associations are wiitking on their own. The AIVF is hoping that timext
evaluation will give them the opportunity to takeeothe AEVF's role. AIVF is still creating new Viarancigena
Routes and new publications using the certificaioarded by the Council.
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as a result of an evaluatibrronducted by the European Institute of Cultural tReun 2008,
the European association was appointed as a “nletlgader” to be in charge of Route co-
ordination.

2. Activities in Switzerland and Italy

One of the most spectacular sections as regardsahaetting and cultural richness is the
passage from Martigny to the Great St Bernard Plassally, the stretch Aosta-Martigny
(“Chemin Martigny-Aosta”) was created by a grougdregnds, the Compagnons, supported by
Valrandd® (Valais hiking association) and the communitiescewned. The section Martigny-
Sembrancher had to be recreated to secure hikingtias. The first section between Martigny
and Bovernier became accessible between the ye@rs$ and 1994. The section to
Sembrancher was completed in 1995. The officialnope of the stretch Martigny-Orsieres
took place on 26 April 1996. The section Orsiéresdb St Bernard Pass was inaugurated on
17 August of the same year.

In 2000, after consultation with the AIVF, the Camgpons signposted the Via Francigena
along its entire length in Valais, from Massongexhe Great St Bernard Pass. The signposts
show a yellow coloured pilgrim. Additionally, thedt brochure on the route Martigny-Aosta
has been published in co-operation with the Italdasta Valley. In the same year, together
with the Abbot of Saint-Maurice, Valrando organisegdilgrimage that reached Rome in 2006.
In 2007, a group of about 30 pilgrims departedSamt-Maurice, the central point of the Via
Francigena, aiming to arrive in Canterbury in 2012.

Since 2004, the Via Francigena is officially paft tbe Cultural Routes of Switzerland
programme, which aims to enhance the historic paghmtegrating them into the network of
existing hiking trails. Since 2007, ViaStoria, ttggr with regional tourism destinations, has
established bookable packages attracting a gromumgper of visitors each year. Based on the
IVS (Inventory of Historical Traffic Routes in Swérland) an official route has been
established, and after one year of consultatioca{land regional authorities) it was secured
and marked. A walking guide was published and edlessary information is available on the
website of SwitzerlandMobility: www.suissemobile.ch

As a new starting point for more efficient co-omtied actions, responsibilities and defined
priorities in the future development of the Via fkeeena, a round table with deputies from all
administrative levels was held on 22 February 2011Sion (Switzerland), led by Jean-

Francois Copt, President of the Council of the V&al@hrough closer collaboration with the

European Association of the Via Francigena and ttebelefined framework through the

Cultural Routes of Europe programme, ViaStoria emerested groups are hoping for a more
effective development of the Via Francigena, by mgknore use of synergies than before.

The Tuscany region, represented by the GruppowdiréaVia Francigena (ATVF — Tuscan
Association of the Via Francigena), has developaggonal master plan with a focus on
sustainable regional development through tourisime €reation of an inventory in Siena,
likewise the Swiss IVS is in consideration. Accoglito Irene Amadei (AEVF), the regional
authority in charge of the Tuscan stretch of tha Fiancigena intends to promote sustainable
economic development in the future. The aim ofrdggon is to set itself up as a model for the
other European regions of Cultural Routes. The ABE¥FRlso a member of the Cammini
d’Europa (EEIG) network, which has developed staslfor accommodation and awards the
Via Francigena logo to these businesses. The veelswiv.camminideuropa.eu gives a list of

45, Institut européen des Itinéraires culturel$@)=Thomas-Penette 2008.
46. www.valrando.ch/en/index.php.
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recommended accommodation. The Via Francigena imz&bhand has been developed
according to the quality standards presented irptén®.

The master plan aims to be a technical documenthwprovides the guidelines for the
planning of infrastructure and facilities. This dorent gives suggestions for the creation of a
tourist itinerary following the steps of: tracinget Route, defining signposting and information
systems, offering accommodation and gastronomyvigitors, managing events, providing
information and promotional material, and offeringining to personnel. Two other supporting
tools are the manual “Via Francigena: a new ltataurist offer”, which provides a possible
methodology for the creation of a tourist producbe promoted with an effective marketing
strategy, and the Via Francigena online portal, wiafrancigena.eu, providing information to
walkers and local communities. Likewise, in Switaed, the Via Francigena is embedded in
the Cultural Routes of Switzerland Programme. Bibté Cultural Routes of Switzerland
business plan and the “Tool Kif’ recommend working steps and quality standards for
systematic Cultural Routes development. They camdsel as supporting tools for Cultural
Routes management.

3. Aim of the study

The case study aims to examine the existing andnpat benefits for SMEs along the Via
Francigena Cultural Route according to the avaslabformation and the established by the
author of these study criteria. Threats and oppdrés for the future development of the
Cultural Routes shall be identified and assessed.

4. Methodology

As previously indicated, this study was conductedaacomparison of the two regions —
Tuscany (ltaly) and the Valais canton (Switzerlardand accompanied by a few real-life
examples from the two. Additionally, interviews leaveen conducted with the representatives
of the Italian section of the Via Francigéhm order to compare the degree of development on
both sides of the Swiss-Italian border and to idigrareas for future collaboration between
these and other destinations on the Route.

It has been recorded that the Valais canton haadrbeen developed as a successful tourism
destination, focusing on local culture and heritagel following a top-down bottom-up
approach. The tourism offer on the Via Francigema wreated and is distributed by regional
tourism associations in collaboration with scieatibnd administrative partners. As co-
operation with the neighbouring region of Tuscaag been fruitful for many years, this case
study also presents experiences from the destinatib Siena (Tuscany) (considering
information gathered in the two provinces, Lu€and Siend’in the Tuscany region and the
province of Parntd in the region of Emilia-Romagna as well).

Pilot destination:

Country Switzerland Italy

Canton/region Valais Tuscany

47. ViaStoria “Tool kit” is available in German; thia French edition expected.

48. Gianni Masoni, Assoturismo, Florence; and Pasde Allessandro Tortelli, Centro Studi Turisti€torence.
49. Giovanni D’Agliano and Mario Lupi, Tuscan Asg&on of the Via Francigena, Florence.

50. Paola D’'Orsi, Gruppo di lavoro Via Francige8&na; Tommaso Stufano, Siena; Antonio De Martf@iena;
and Guliano Mariotti and Danile Chimenti, Commun&idnteriggioni, Siena.

51. Graziano Cenci and Fornovo di Taro (PR).
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Destination Verbier-Great St Bernard Pass Siena

Procedure:

- desk research: review of publications and onlirseaech for information available to
generate general information on the Via Francigena,

—  survey: semi-structured face-to-face interviewshwgartners on-site and gathering
additional data;

— analysis: evaluation of gathered information inahgdnterview transcripts, statistics and
publications in order to identify general patterns;

—  final report: presentation of main findings, andabaration of conclusions and
recommendations.

5. Main findings

Based on the Cultural Routes grid that was compbgedtie Council of Europe as a result of a
guestionnaire and direct phone contacts with theofi@an Cultural Routes’ authorities, the

main findings of the current case study helpedtopete the picture of the Via Francigena by
revealing information about aspects of the Routehsas its management structure, target
groups and activities, SMEs’ and NPOs’ involvemémbovative planning, underlying issues

(for example, marketing and networking), evidenasda practice, influential models for the

future, and impact assessment.

5.1 Synopsis

Participating countries The historical Via Francigena Route connects Erdyl&nance, Switzerland, and Italy and
the Vatican.

Programme The Via Francigena was designated as a Europeanr@uRoute in 1994. Since 2007,

participation period ViaStoria has been managing the touristic offerbfoth organised and individual travel on
the Via Francigena in Switzerland. Earlier experéen from other Routes in the
programme, established in 2003, have been inflakati the Via Francigena project from
the outset. In Italy, in 2001, the Associazione@emuni Italiani sulla Via Francigena was
founded, in order to promote the ancient pilgrimuio it represents almost 3.5 million
inhabitants in 47 municipalities and provincial adistrations in seven regior?g.ln 2006,
the AEVF was established, bringing together 95 memsat European level.

Sectors covered Accommodation, attractions (museums, historical awatural sites), transport and
mobility, gastronomy, food supply and groceriesri@gdture, agritourism, retail items
(equipment, souvenirs, art and handcrafts), ardbgmal sites, creative industries, tours
and visitor services.

Focus (theme, activity) Pilgrimage: the Via Francigena follows the jourméyArchbishop Sigeric on his way from
Canterbury to Rome in 990. The Swiss part tellsualloe conquest of the Romans, the
importance of the Via Francigena for military anichegic purposes, transport, trade and
settlement history of the regions, the Via Frane&ggas the connecting route between the
Jura and the Alps, the cultural landscape and negjibistory. The main activities on the
Via Francigena are: walking, hiking, trekking, pitlgage, religion, cultural and natural
heritage, transport and settlement history, hisébrpaths and environment conservation,
land use, agriculture and regional developmentiucelland tradition of local people,
andarchitecture.

52. Tourism office, Verbier St-Bernard, Route d&kre, CH-1937 Orsieres, www.verbier-st-bernard.ch.
53. www.comuni-italiani.it/associazioni/francigena.
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Main partners

Managing organisation

Funding sources

Principal impact

Tour operators, tourist offices, SMEs (accommodgti@staurants, transport), cultural
attractions (museums, churches, historical builslingwiss hiking traillss,4 non-profit
organisations, educational institutions, regionalitigal bodies, national government and
European network partners.

In Italy, the Tuscany region (Gruppo di lavoro VRrancigena, ATVF — Tuscan

Association of the Via Francigena) has developedgional master plan with a focus on
sustainable regional development through tourisor; éxample, the creation of an
inventory in Siena, likewise the Swiss IVS, is plad. At a national level, ViaStoria co-
ordinates the Via Francigena in Switzerland (andn@orporated into the programme
Cultural Routes of Switzerland); in Italy, the AEVHS the organisation authorised to do
so. In 2007, international co-ordination was takeer by the Associazione Europea del

Vie Francigen%6 from the International Association of the Via Feayena (IAVF).

In Switzerland, at local level, the Via Francigeisamanaged by both the Abbey St-
Maurice and the Compagnons; in ltaly by individuedmmunities, for example:

Monterggioni has been an important element of dmraknt (the first Via Francigena
shop and efforts in collaboration with five otheonumunities to maintain secure
pathways); and Altopascio as one of the foundethefirst AEVF, whilst maintaining the

tradition of providing free beds for pilgrims siné891 (1 000 pilgrims per year). At the
regional level in Switzerland, again Les Compagntims tourism destination management

organisation Verbier-St Bernard (since 2007), ther toperator Café de Tour (since
2010), and Business Valg?s(member of the AEVF).

In Switzerland, the Via Francigena is financed lbyhbthe Valais and Vaud cantons; the
establishment of the tourism project was also fiaataced by the Swiss Government.

In Italy, the communities are involved in fundinbhere are also governmental sources
and the AEVF is supported by European funding.

Local economy/employmeni Switzerland, at least 75 SMEs and potentiallg 44 more
tourism-related businesses in the Valais region directly connected to the Route;
according to the OECD definitiosr?,SMEs employ less than 250 persons. In conclusion,
indeterminate number of jobs up to 111 250 coulgmtially depend directly or indirectly
on tourism along the Via Francigena:

Table 1. Numbers of SMEs in the different sectors

Bookable package | Total (estimated)
Accommodation 18 86
Transport 4 6
Restaurants 18 139
Food supply 22 [REB11]n.S
Agriculture/agritourism 3 n.s.
Attractions (cultural and natural sites) 4 22
Retail, serviced n.s. 192
Tourist offices - 6

54. www.swisshiking.ch.

55. www.associazioneVF.com, www.VF.eu.

56. www.associazioneVF.com, www.VF.eu.

57. www.cafedetour.ch/EN/Itinerary/Entries/20102BL/Via_Francigena.html.
58. www.vs.ch/Navig/navig.asp?MenulD=17143&Langu=gelink=.
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The economic impact measured by beds sold showssilje CHF1.5 million of revenue.

Turnover (packages soff) | Turnover (individual visitors)

CHF58 000/~400 nights Approximatelg/2 100 guests per hotel and season 808 6

more nights.” A minimum additional amount df
CHF1 500 000 is possible.

Other Routes show a potential of at least CHF1@®D turnover from bookabl
packages (for example, the Via Spluga).

D

Financial impact in the Valais region (accommodataly)

In Italy, the main target communicated in the Tuscanaster plan is to promote

sustainable regional development in less tourisueld@ed areas. There is a potential of
4 000 SMEs in the agritourism sector. The estimatechber of SMEs in the Tuscany

region is 25 000, with at least 50% of them direotl indirectly connected to tourism. For

example, in 2010, the Tuscany region invested €XDif the event “Veglie Francigene”.

With 22 municipalities involved, there was a poi@nof at least 2 200 people directly

benefiting from this event.

5.2 SMEs’ and NPOs’ involvement (innovation, compétveness)

SMEs’ and NPOs’ level of interaction and participat service and product quality, intensity
of co-operation, and commitment cannot be specitl the help of statistical data. It is
known that a few destinations were ambitious itirsgup events, for example, the province of
Parma conducted the event “Cammina Cammiiahd published a road book — “10 days and
2 000 km between Fidenza and Lucca”, but thesetseffave not been sufficiently supported
in the long term to provide a vision for future depment.

5.3 Quality certification

In order to increase quality standards, many SMitshe Swiss side of the Via Francigena
have already been certified with national qualéidls. Information about the importance of
quality certification in Italy could not be gathdrdCT usage is a must for being competitive in
today’s global market. On a positive note, ViaZtasnd tour operators in Vaud, as well as
some SMEs, are using computerised reservationmgstéerbier-St Bernard is planning to

introduce this system in 2012. The Italian jointos®e is in the process of linking information

on over 8 000 Tuscan SMEs. Further, both ViaStand the AEVF are collecting data about
their media coverage (presence in various medibsiteevisitors, etc.).

In Italy, the work on an indicator system for “saieible tourism destinations”, set up by
NECSTouR, is in progress. A first draft was presdnat the Workshop on Innovation and
Competitiveness in the Programme of Cultural Rqutedd at the European Institute of
Cultural Routes in Luxembourg on 28 and 29 MarchPhplo Bongini, Manager for Tourism,

Trade and Tertiary Activities in the Tuscany regi®he indicator system is still in the phase of
testing and has not yet been officially released.

59. OECD online glossary at http://stats.oecd.dog&ary/search.asp.

60. Specifically: sports equipment: 24; shops:upiesmarkets: 35; shoes: 25; souvenirs: n.s; phaesiazl; drug
stores: 5; medical services: 23; banks: 26; pditesf 8; train stations: 8.

61. Rounded to the full values.

62. No hotel has responded to the survey; the #80plp/season/hotel is an estimation.

63. http://turismo.parma.it/Inglese/page.asp?ID@atia=260&IDSezione=1157; this event finished iri@0

204



5.4 Innovative planning process
Italy

The Tuscany region is very ambitious in creatingenafferings in hiking, biking, horseback
riding and motorised visits of the Rolfeusing sustainable tourism as a tool for regional
development in rural regions. The town councilte ttalian municipality of Monteriggioni, in
the province of Siena, has approved a proposabnsider the official Route validated by the
Italian Scientific Committee of the National Coun&br Cultural, Historic and Religious
Routes as a structural invariant. This regulatiosuees formal protection to this area, and
considers it a non-negotiable environmental elemenerritorial transformation processes.
However, with the master plan, a regional manageémplam of Tuscany does exist and can be
seen as a first step in the planning process Wik Francigena in the framework of regional
development. It is to be assumed that the Italestien of the Via Francigena benefits from
strong lobbying at European level and that the AEY/Btrongly supported by th@ouncil of
Europe. But, for instance, the official websitetlod Via Francigena, www.viafrancigena.eu, is
only available in Italian and therefore does ndfilfits task of attracting an international
audience. While a lobbying group would representnaportant asset for any of the existing
Cultural Routes, it is obvious that not all of themuld develop such a capacity. It is also
evident that the AEVF is active in promoting the\Arancigena, but visible results in terms of
actual benefits for SMEs could not be quantifiedhattime during which this case study was
carried out.

Switzerland

There is no overall planning process for the wiasléhe Via Francigena, but some local and
regional initiatives could be identified. For insta, the Swiss destination management
organisation Verbier-St Bernard in the Valais canise continuously collaborating with
ViaStoria in order to improve the management arfierafn the Via Francigena. Co-ordination
on tourist information is supported by Businessai&f® which represents approximately
8 000 companies (98% of which are SMEs), seekin@rtswer common questions from
entrepreneurs and providing practical assistanceIMTERREG IVA project, 360° (since
January 2009) aims to develop cross-border tourisommunication and education
infrastructure in the Valais region (Great St Bedn®ass) and on the Italian side (Aosta
Valley) is still ongoing. The purpose of this prdjas: to develop tourism, to enhance the
uniqueness of the cultural heritage, to promotessztmrder movement of customers, and to
increase the attractiveness of the destinatiom®iGreat St Bernard Pass around the product
"Via Francigena". Actions that have to be taken a&oedevelop better culture tourism, to
present the strengths of other towns in the Aosilliey and Valais region via this Route, to
diversify the supply and increase the offer of agwdation, to educate the local population
in understanding visitors’ demands, tourism senacel quality, to establish a permanent
information point in the Great St Bernard Passjdwelop travel packages (accommodation,
meals, visits, transportation), and to enhancer¢higious heritage (church, chapel, places of
culture, hospice, etc.).

64. Mario Lupi, Regione Toscana, Consiglio Regien&lorence.
65. www.guichetpmevalais.ch.
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5.5 Underlying issues
Feedback

Customer feedback, collected by SMEs and Cultumlt® operators, is an important issue in
order to identify clients’ demands, and if the tear offer meets their requirements.

There is no data available from Italy, but both 8veiss destination Verbier-St Bernard and the
tour operator Café de Tour collect and share custdaedback with ViaStoria. This feedback

gets collected by SMEs and the two Via Storia magnwhich are provided with survey sheets
to give out to tourists. This co-operation is verseful in order to get information about

customer satisfaction, target audience (mainly éhoger 50), people interested in culture,
history, walking, pilgrimages, and school groupsd @ahe number of international guests (=
39% for booked packages).

Education and interpretation

As part of the Tuscany master plan, Italy aims db i the “Via Francigena Festival” in
autumn 2011. The idea is to promote every evertherVia Francigena (internationally) under
the umbrella of the AEVF. All events have to beaficed by the participating communities,
which could be a barrier to entry for most of tkgions. The exhibition “From Canterbury to
Rome: 1 800 km through Europe” is suitable for ésem as a didactic tool raising awareness
about the Via Francigena. Nine banners in Englighltalian are to rented by AEVF members.

In collaboration, the Swiss partners have placethnoonication panels along the Via
Francigena, developed school material about théu@lilRoutes, and offered guided walks
and public events with the aim of raising awarer@sshe topic of Cultural Routes. ViaStoria
is administrating a picture and publications lilgrapen to partners, and producing several
publications; for example the jourratlebnismagazin Kulturwege Schwéizmagazine on the
Cultural Routes of Switzerland), guidebooks and #ueicational material for a didactic
programme. Seven touring exhibitions with 39 basmerGerman, French, Italian and English
are available to rent by anybody.

Information and publications

The portal of the Via Francigena, www.viafrancigenia was set up as a result of co-operation
between the Italian Ministry of Cultural HeritagedaActivities, the Italian regions of the inter-
regional project Via Francigena, and the local goneents located along the Route,
representing all 140 municipalities involved andimy space to pilgrims, tourists and
travellers to give feedback. The pilot festivalzZidll, Via Francigena Collective project, aims
at the joint promotion of events along the Via igena. TheVia Francigenamagazine is a
biannual publication that gives information abcw fctivities of the European Association of
the Via Francigena. The magazine will later includber pilgrimage Routes (the Santiago
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Compostela Pilgrim Routes, the Saint Michael's Walys Route of Saint Olav Ways), turning
into Via Francigena and the Pilgrimage RouteAEVF is currently working on the
development of this project.

ViaStoria has published various products, for eXamg series of Cultural Routes magazines,
the magazin&koutes and Historyas well as flyers and brochures. Informationrisvigled on
the multilingual Cultural Routes of Switzerland s&b, www.kulturwege-schweiz.ch, in the
regular newsletter, and by direct communicatiomht® interested audience at fairs and public
events. The Via Francigena is also promoted onnida&nal platform for slow mobility,
SwitzerlandMobility. Both of the platforms provid&ormation and maps for visitors. The Via
Francigena packages are also promoted by locabjmenators and tourist offices.

Contribution to cultural and natural heritage conservation

On the Iltalian side, it is said that about 30 défe voluntary associations are involved in Via
Francigena development, but individual actionsnartespecified.

Regional partners of the Cultural Routes of Switzet and Heritage Trust organisations are
committed to maintaining the walking paths in codleation with Swiss Hiking (monitoring
signposting and accessibility); to prevent damagendtural sites through effective visitor
guiding.

Contribution to socio-economic benefits

The tourism offerings on both the Swiss and thkahasections of the Via Francigena attract
visitors and therefore generate income for thellpoaulation in various sectors (gastronomy,
transport, accommodation, retail). For example, ‘Gammina Cammina” tourist packages
along the Via Francigena from Fidenza to Luccareffeabout 134 pilgrim accommodation
establishments, but this initiative ended last year

Tours are organised through locally based agemarciddourism offices. Therefore, all turnover
from tourism remains in the regions. Another pesiiffect is the sensitisation of both visitors
and locals, raising awareness for regional culaume landscapes.

Research

The University of Architecture, Venice, is carryimgut research on landscape ecology,
environmental impact and planning. As a result ctwdy led by Professor Virginio Bettini,
indicators concerning energy and thermodynamics vl further investigated until 2012 in
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order to produce recommendations for planning amthagement of the Via Francigena at
European level.

The Via Francigena has been developed as paredhtientory of Historical Traffic Routes in
Switzerland (IVS), which was elaborated in the feawork of the Federal Law on the
Protection of Nature and Cultural Heritage, andohHists a total of 25 000 paths and roads.
The IVS is a valuable tool for the preservationimiportant elements of the landscape,
provides fundamental information for further in-tlepesearch, and is a valuable basis for
sustainable tourism projects. As a spin-off comp@om the University of Berne, ViaStoria is
continuously co-operating with different internai@ educational institutions in their work on
the theoretical issues of the Cultural Routes.

6. Discussion

The survey was conducted in close co-operation \ngifional partners of the European
Association of the Via Francigena and ViaStoria.eDio the very limited resources given
available, the gathering of data and the searclsystematically collected information about
the Route’s performance over certain periods oétiurtned out to be a difficult task.

The absence of valuable statistics made a stamse@ar@inalysis impossible. ViaStoria gained
the information from personal site visits to Switaad and Italy. At this point, this study
shows that almost no data on the Via Francigenaeadable that would allow scientifically
proved conclusions, in particular regarding thenecoic impact on SMEs along the Route.
However, the educational institution Centro Studiistico in Florence is undertaking selective
research on the Route, but again limited resouccesently hinder further research on the
topic.

Conducting this case study demonstrated the absEn®aentific approaches in establishing

Cultural Routes and also the lack of effective ng@maent structures to maintain cultural

tourism projects along the path. At all levelsréhis a lack of interconnection between SMEs
and vertical organisation as well. There is no camication of a broader framework in order

to harmonise any tourist activities, neither areréhstandards for Cultural Routes and quality
criteria for services and other offerings. The aigation NECSTouR is in the process of

developing an indicator system for sustainableisourdestinations, but it is unlikely that one

set of quality criteria can meet all the issueacoh of the Cultural Routes.

The Via Francigena is managed at different levedsnely, local, regional, national, European
and international levels. The efforts of the diffietr bodies involved seem to be poorly co-
ordinated by a central leader. There seems to beentral authority and all actions are
regional, which leads to a very diverse picturéhaf Via Francigena, providing very unequal
standards of information quality (online, maps, htecal and historical background

information), accommodation and more. Despite thestantly increasing interest in the Route
by various associations, there is a lack of intecmaordination leading to disadvantages for
pilgrims not being provided with adequate inforroatall along the Route.

Via Francigena internal sources stated that theagement of the Via Francigena is one of the
most extended and democratic ones in the wholeeoEuropean Cultural Routes programme,
which should be extended and adapted by all otloetd®. Furthermore, the “social balance”
of the Via Francigena is rated as good practicenftbe managerial point of view by Via
Francigena internal sources. Yet, these statenaeatsot backed up by specific arguments.
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7. Conclusions and recommendations

In the course of this case study, many gaps iothanisational structure of the Via Francigena
were identified. The necessity for new approache®gional Cultural Routes management is
obvious. Setting up a framework for more informatiwonitoring and evaluation of
development processes along a Route is also relquitee available and analysed data in the
course of this case study allow only for broad ¢asions, which indeed follow.

The Via Francigena’s image suffers from the weakibnation of loose actions and therefore

is wasting its potential for synergies. It is recoended that local bodies be established that
would co-ordinate regional activities, acting asdmators between SMEs and the European
Association of the Via Francigena. As mentionecbsfsingle projects, events and activities

do not seem to be sufficiently supported in thegléerm. This leads to the impression that

events and projects come and go without contriguiina broader strategy. It also appears that
the life cycle of the “product” of the Via Francigge has not been considered.

At the same time, the Tuscany master plan represeniseful initiative aimed at developing
the Via Francigena in a planned manner. The makarproposes to establish some guidelines
and to provide know-how to support authorities stablishing their Cultural Route in a
structured way.

This study demonstrated no quantitatively recodiéesadded value of cultural theme-based
tourism for SMEs’ development and competitiveneBse only visible effect is a higher
frequency of visitors (increasing number of bookingrisitors’ motivations are not defined.
Pilgrimage is a valuable motivation but without risti products that generate a countable
turnover, projects have little potential for sustdile existence. Therefore, the product
“Culture Route” has still to be defined and neadmeet visitors’ expectations.

Cultural Routes should provide opportunities foerttatic and geographical clustering to
expand the market and optimise resources. In thmdrof this case study only very few
partnerships between stakeholders were identifiad.reasons for this cannot be explained by
available data. Probably, this phenomenon is based lack of awareness about the Cultural
Routes as an added value; as a matter of fact eraesolitary worker mentality within the
tourism sector can often be recognised.

The main forces driving clustering of tourism SMEshe opportunity of financial benefits and
greater market appearance, wider promotion and aeormation channels, shared
infrastructure, extended value chains and therefooee added value for the region, and
sophistication in individual business performan&kso very often the reason for clustering is
the desire to overcome isolation of one’s own bessn especially in less-frequented regions. It
should be thus a priority to build up co-operatiang public-private partnerships, in particular
at regional and local level, to develop tourismedffgs that involve many tourism businesses
and widen the value chain, and therefore createenmotential value in the region.
Collaboration mechanisms and processes that fabeucreation and survival of clusters are:
(a) a clear understanding by the SMEs of the ingpae and potential of a Cultural Route; (b)
an identification of the SMEs with the Route andagtthg the business to it; and (c) an
understanding of individual and mutual benefitotiyh clustering. Additionally, the overall
turnover on a Cultural Route should be measurablassto indicate the economic impact of
tourism activity in a region.

Hence, SMEs must see personal benefits as a motivat participate in innovation networks.
Additional investments in time and finances areetedent. For instance, members could be
provided with professional advice, personal traggniand support in adapting certification
schemes
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SMEs can use networking and knowledge-sharing tprome the quality of services.
Exchanges of experiences, know-how, customer fexddbetc., help to develop skills and
abilities and strengthen one’s position in the reairkn order to reach a wider circle of partners
and clients, SMEs should also interconnect withaldsthed channels for communication,
marketing and promotion (for example, national fplams, joint marketing tools, and
established networks, namely, national tourism tagiestination management organisations
or tourism business forums).

Clusters can then address sustainable tourismsidsyiereating a greater voice in decision
making and promoting sustainable practices to bmther businesses and visitors. They
therefore contribute to a higher awareness of #stimhtions’ value in culture and nature. It is
worth thinking about the development of generaltgepted criteria for Cultural Routes in

order to harmonise their standards, enhance antkgbroultural resources and guarantee
authentic experiences to visitors; either by enagimg SMEs to adapt national quality labels
or by introducing their own Cultural Routes-spezifjuality standards. As an example, the
Cultural Routes in Switzerland (including the Viaahkcigena) are required to meet the
following criteria in order to be given Cultural Re status:

The Cultural Route:

- contains one or more typical regionally anchoreshtbs;

- can clearly be distinguished from other Routestbyhieme;

— includes the Inventory of Historical Traffic Rout@sSwitzerland (IVS);

— includes the network of official hiking trails;

— incorporates public transport (at least both thet sind ending are connected);

— includes federal inventories of landscapes andralatonuments;

— includes an inventory of the heritage areas (f@angxe, national and regional places of
interest);

— includes the UNESCO World Heritage sites;

—  considers protected areas (national parks, naarkes pAONBS, etc.);

— includes inventories of cultural assets;

- considers regional priority areas (nature and leaos);

—  considers regional nature reserves and geologteat s

—  considers other landscape values (areas with ragttmvelopment/management plans);

— includes isolated monuments, historic hotels asthtgants;

— includes regional and local specialties (culinagyitage);

— isincluded in a regional development concept oo\arall management plan;

- is based on the interests of the region and thenisgtions concerned (authorities, trails,
etc.);

—  has a professional project management that is umijoapplicable to other Routes;

- conducts regular controls and evaluation to ensonstant quality standards;

- is documented over the entire course;

—  develops a guide about the cultural landscapentleats quality standards;

- is part of the global marketing activities (of fhirgramme);

- is involved in communication and networking struesi(of the programme);

— ensures sustainability by applying specifically ntited and verifiable sustainability
criteria.

Every tourist offer:

—  is based on the Cultural Route;
—  meets certain quality criteria (checklist defingdtie programme);
—  has a professional project management.
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These or similar criteria could be used as a s@ntioint in the selection process for other
Cultural Routes. At the same time, it should beamrnered that any general quality criteria
will not address all individual qualities and canahs of different Cultural Routes, given their
geographical, political, socio-economic and se¢tdnaracteristics.
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The Transromanica Cultural Route brings togeth@umber of regions across Europe that
house monuments related to the Romanesque perimhgDthe 11th and 12th centuries, a

large number of religious buildings were creatéaedr Europe in a similar architectural style,

which created a “common language” for the time. Boasque artists were inspired by Roman
and early Christian tradition, and the use of lonaterials and traditions gave the architecture
a regional character as well.

The Transromanica Route contains more than 45 Resgae highlights, including many
UNESCO World Heritage sites such as the Collegidtarch of St Servatius in Quedlinburg,
Wartburg Castle in Eisenach and Modena Cathedha&.Route covers over 400 monuments in
total spread across eight countries. The Routeti&physically continuous route, but rather a
network of regions with Romanesque heritage.

The mission of the Transromanica network is:

to exert the Romanesque period as unifying eleraéfuropean culture, to promote together — with a
single voice — the Romanesque heritage and to dig\elltural tourism for enhancing the attractivenet
cities and regions as members of the network.

Transromanica is one of the most recent Major CalltRoutes of the Council of Europe,
having been designated in 2007.

Transromanica is a significant case study in theteod of the European Cultural Routes
because it is a relatively new Route, which urgtésrge number of regions across Europe. It is
focused on a significant element of European caltheritage and has already developed a
number of projects, particularly in the area oftardl tourism. This case study is based on an
analysis of the central activities of the Routeaashole, as well as a specific local analysis of
one partner region (Vale do Sousa in Portugal).

Participating countries Austria, France, Germany, lItaly, Portugal (from
2009), Slovenia (until 2010), Spain and Serbia

Programme participation period 2007-present

Sectors covered Monuments, museums

Activity focus Heritage, cultural tourism

Main partners International Study Centre for Cultural Heritage in

Charolais-Brionnais,  Ministry  for  Regional
Development and Transport, Tourism Association of
Saxony-Anhalt, National Tourism Organisation of
Serbia, province of Modena, Regional Government
of Castile and Ledn, Regional Direction of Tourism,
Culture and Sport Piedmont, Transromanica Austria,
Thuringia Tourism GmbH, VALSOUSA -
Associacao de Municipios do Vale do Sousa
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Funding sources National governments, EU project funding, self-
funding

Principal impacts Information dissemination and awareness-raising,
heritage preservation and conservation, marketing

3. History of the Route and nature of the organisabn

In 2003, Saxony-Anhalt's Romanesque Road celebitdeddth anniversary. On this occasion,
a new plan was launched to foster internationabperation with other Romanesque heritage
sites in Europe. As Saxony-Anhalt initiated thejgeq the region hosts the headquarters of the
Transromanica Association, which currently consits0 members.

The project started in 2003 as an EU INTERREG [pi®ject with five regions: Saxony-
Anhalt (Germany), Thuringia (Germany), Sloveniayi@hia (Austria), and the Province of
Modena (Italy). The application for a Major CultuiRoute of the Council of Europe was
prepared in 2006, together with partners from FeaBpain and Serbia.

On 31 August 2007, Transromanica received officgtification as a Major Cultural Route of
the Council of Europe. The first constitutional rineg of the Transromanica Association was
held in November 2007. Subsequently, the assonidtecame registered under the name
“TRANSROMANICA — The Romanesque Routes of Europé#gritage e.V.”, with nine
members (Saxony-Anhdlt, Thuringia, Slovenia, Carinthia, Province of Moderzuropa
Romanica, Paray-le-Monial, Serbia). Aseangetragener Vereinnder German law it has the
legal status of a registered voluntary associatibhile any group may be called\&rein
registration agingetragener Vereiholds many legal benefits because a registeretias®on
may legally function as a legal person, rather jlnaha group of individuals. The association:

— is focused on the common cultural heritage of Rasgue art and architecture in
Europe;

- combines 10 members in seven countries, formingmdResque network of itineraries
and sites;

- is led as an international non-profit organisafionpromoting and valorising this legacy
and thus supporting regional and economic develogme

— aims at studying the Romanesque heritage in thenggmaking the sites accessible to
the public, gently developing them as a marketimgl and using the monuments for
cultural and tourism purposes.

Piedmont (France), Castile and Ledn (Spain) andstmecently, Vale do Sousa (Portugal)
were later also welcomed as members of Transromanicthe last few years. However,
Europa Romanica (a network based on Romanic sttesorthern Spain and France) and
Slovenia were excluded from the association dutadk of contact and failure to pay the
association membership fees (although Slovenibhstd not been removed from all the web
pages of Transromanica).

66. There are two members from the region of Sax&miyalt.
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Figure 1. The current members of Transromanica

International Study Centre for Cultural HeritageCharolais-Brionnais (for Paray-le-Monial)

Ministry for Regional Development and Transport,uism Association of Saxony-Anhalt (for Saxony-
Anhalt)

National Tourism Organisation of Serbia (for Seybia

Province of Modena (for the provinces of Modenanig Ferrara)

Regional Government of Castile and Ledn (for thggae of Castile and Ledn)

Regional Directorate of Tourism, Culture and Sgffmt the region of Piedmont)

TRANSROMANICA Austria (for Carinthia)

Thuringia Tourism GmbH (for Thuringia)

VALSOUSA — Associagdo de Municipios do Vale do $o(fer Sousa Valley, Portugal)

As Figure 1 shows, Transromanica members includgtutions, tourism organisations and
regional government bodies. The association thereftonsists of both private and public
sector partners. Each member pays an annual membefs

— €10 000 p.a. for networks (five highlights and riplét associated sites);
— €1 000 p.a. for single sites (one highlight).

In Magdeburg, Transromanica e.V. is a registereti&dy”. The organisation has a not-for-
profit character, as it does not “primarily purghe aim of economic viability”. The following
text expresses the purpose of the associationriasifated in the statutes:

TRANSROMANICA is an international non-profit orgaation for supporting and fostering Europe's
Romanesque cultural heritage. Its aim is to stidyRomanesque heritage in the participating regimns
make aware of this heritage, make it accessible tandonvey it to a general public, and to use
Romanesque heritage for cultural purposes. In mddithe Society supports efforts to preserve these
buildings.

By paying the membership fee, regions contributeatdcuropean platform to exchange
information and share knowledge. Transromanica ldpgecommunication strategies, new
ideas and research projects, while the regionsresponsible for implementing them. The
website www.transromanica.com maintains an importarb for both external and internal
communication. Although English is the official garage, information is also available on the
Transromanica website in German and Italian andllpcojects provide material translated
into other languages.

Figure 2 provides an overview of the structurehaf &ssociation. The members are considered
intermediaries between local partners and the natenal organisation connecting
Romanesque heritage sites.
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Res1z]Figure 2. A visual representation of the structureof Transromanica
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In addition to this general structure, the assamiatlso has an executive committee (EC) and a
scientific advisory board (SAB). The EC consistdtoke members who come together every
two months to discuss recent developments. The ®ABitains a knowledge platform and its
research projects support new programmes.

CrossCulTour is another European project that geguTransromanica members in Austria,

Germany, Italy and Slovenia. Members in Francejr§prortugal and Serbia are not eligible to

participate in this project since funding is pradgdunder the Central Europe programme of the
ERDF. The project runs from December 2008 until &uber 2011. Transromanica acts as a
financing partner of CrossCulTour. All members ab§sCulTour are also connected through
Transromanica. Figure 3 shows which central Eunopegions are involved in Transromanica

and CrossCulTour.

The aim of CrossCulTour is “to search for synergiese former results and develop cross-
marketing approaches to address markets with catimpetultural tourism products together,

thereby assisting small and medium-sized enterprisecreating employment, increasing

regional income but also assuring sustainable kedgé transfer and exchange”.
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Figure 3. An overview of Transromanica and CrossCulour member regions
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Figure 3 underlines the fact that the TransromaRoate is not actually a physically linked
route, but rather a collection of different regiomsich each have their own route. Although it
is possible for visitors to travel between adjoghnegions in the Transromanica Route (such as
in ltaly and Germany), most of the regions areats from one another. However, the
CrossCulTour project enables all regions to gaimebits by sharing information and research
results. The physical isolation of the partner oegi can therefore be compensated to some
extent by transnational networking in areas sudkmasviedge dissemination and marketing.

The Transromanica and CrossCulTour projects amrtimined. At an organisational level,
three units are responsible for CrossCulTour, whagpether form the central management
unit:

— lead partner: Ministry of RD, Saxony-Anhalt (Gerrggn
- project manager: DWIF Consulting (Germany); and
— communication manager: Juliane Koch, Transromai@eamany).

CrossCulTour stands for “Cross-Marketing StratefpesCulture and Tourism”, which means
that the project aims to identify new partners, elep new marketing strategies, and create
cross-sector co-operation, all in order to promiRtananesque heritage in central European
regions.

By doing so, both Transromanica and CrossCulToor & strengthen the position of the
European regions involved. As a result, local commes should gain more income and SMEs
can take advantage of an increasing number of itietivand visitors alike. Conserving

Romanesque heritage and creating a Cultural Reutet only a purpose in itself, but the
project should also empower member regions.

Each area within Transromanica also has its owal loanisation structure. For example, in
the Vale do Sousa area of Portugal the AssociagidMdnicipios do Vale do Sousa
(VALSOUSA) is an association comprising 10 munitipes (Castelo de Paiva, Felgueiras,
Lousada, Pacos de Ferreira, Paredes e PenafiekaAteaBaido, Celorico de Basto, Cinfaes,
Marco de Canaveses and Resende), working togatheesapra-municipal basis.
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The Rota do Romanico in the Vale do Sousa formspame of the Transromanica network,
linking a number of locations with significant Ronegque heritage. The Route here started as
a local project, with the aim of stimulating hegéapreservation and economic development.

The project was initiated in 1998 by six municipaB in a rural region close to the city of
Porto. The region had significant employment intégear, clothing and furniture making,
largely based on the availability of raw materidibese industries have proved vulnerable to
global competition, and the region, which is ongha&f poorest in Europe, therefore needed to
diversify its economic base. One option was thestiggment of tourism, and cultural heritage
seemed a viable option as this would support lmtEaltity, closely linked to the history of the
Portuguese nation. As the area traditionally hagy Vigtle tourism, this was also a way of
developing new tourism potential. The basic aimghefproject were:

—  regional planning;

—  economic development;
—  education and training;
— image change.

The Cultural Route therefore emerged out of a ldealelopment project led by a consortium
of the municipalities involved. The first stagetire project consisted mainly of conservation
measures, with the renovation and/or reconstruaifoh7 monuments in order to make them
accessible for visitors.

The following phase involved the development obarism product, with the creation of a
route linking the 21 Romanesque monuments in tlea.aRoutes were developed involving
different means of transport (walking, cycling, airiving) as well as different combinations
of monuments and tour durations.

The project has been firmly public sector led aindriced (see section 2). This has created a
challenge for the development of tourism becausdipaector bodies are not allowed to make
profits. This has pushed the consortium into atieand collaboration with the private sector.

One of the problems of having a consortium of mipailties is that a certain balance has to be
maintained between all the partners. This can ntakeism development and marketing
difficult, because each municipality expects todagual coverage in all communications.

The Vale do Sousa became involved in the Transraragroject through an initiative from
the Route’s co-ordinators in Germany.

A similar locally based organisation structure aeselopment trajectory can be found in each
of the different regions involved in the Transromeanproject. There are efforts to develop
transnational working within the network, for exdmpthrough conferences and joint
marketing.

4. Sources of funding

Funding for the Cultural Route and its constitupatts has come from various sources.
Transromanica was co-financed by the European Ufiom 2003-06 as an INTERREG

project, with a grant of €1.3 million out of a tbtaudget of €2 million. Since 2007 the Major
Cultural Route of the Council of Europe has beemdly self-financing. Transromanica

collects annual membership fees (€10 000 per mapntner) from the regions. The

organisation was able to save some money oveasttddw years, which currently gives more
space to act.
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The CrossCulTour project has a budget of more #&mmillion. The European Regional
Development Fund (ERDF) of the European Union reirses (on average) 75% of the
invested amount retrospectively. This means tr@BRDF contributes €1 715 923 of the total
budget of €2 261 771. Expenditure is controlledehy/rules, which specify the uses of funding
according to the ERDF guidelines and the originadjgrt plan. This limits the financial
flexibility of the project and the ability to uséférent sources of matched funding.

The different regions involved in the Transromanitaute also receive funding locally. For
example, in the Vale do Sousa in Portugal consideraupport has been forthcoming from
locally administered EU funds and national andaegl sources. These data indicate that the
project in Portugal has been relatively successfattracting EU funds, with over €6.6 million
having been invested in the region by the ERDF #wedEuropean Social Fund. However,
these data also make clear that it is necessahave local or national matching funding
available in order to be able to secure EU fundinghe Vale do Sousa this is not so much of
a problem because the project is run by a netwbt&aal authorities that has no problem in
meeting EU funding criteria. This is a lot more guicated for the private sector partners,
however, and this reduces the ability of the CaltiRoute as a whole to make use of EU
funds.

Figure 4. Funding sources for projects in the Valelo Sousa region, 2001-12

Project Dates Budget (€) EU National
Conservacdo, Salvaguarda e 2001-06 2 244 591 75% 25%
Valorizagéo

Programa de Formacdo para| 2005-07 421 097 75% 25%

a Promocdo e Dinamizacad
da Rota do Romantico do
Vale do Sousa

Conservacdo, Salvaguarda e 2005-06 794 901 75% 25%
Valorizacdo, second phase

Redefinicdo e Requalificacdg 2006 1293470 75% 25%
do Terreiro do Mosteiro de
Pombeiro

Arranjo  Urbanistico do | 2006 574 455 75% 25%
Centro Civico de Abragéo

Requalificacdo Urbana da| 2006 1244218 75% 25%
Area Envolvente e
Recuperacdo e Conservacap
da Igreja do Mosteiro de
Paco de Sousa

Estudos de Valorizacdo ¢ 2005-07 94 501 75% 25%
Salvaguarda das Envolventes
dos Monumentos da Rota dg
Romanico do Vale do Sousa,
fist and second phases

Programa de Comunicacdo, 2006-08 605 800 75% 25%
Informacao e Interpretacéo
Estudos para a Definicdo dgo 2005-07 90 145 75% 25%

Modelo de Gestao €
Viabilidade Econdomica e
Financeira da Rota do
Romanico do Vale do Sousa
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Plano Sectorial de Promocag 2008 428 200 71,65% 28,35%
da Acessibilidade

Conservacdo, Salvaguarda e 2008 94 080 75% 25%
Valorizacdo, Centros de
Informacao da RRVS,
Overbooking

PROVERE, Programa de| 2008 60 000 70% 30%
Valorizacdo Econdmica de
Recursos Endogenos — Rota
do Roménico do Vale do
Sousa, AccOes Preparatorias

Programa de Valorizagdo el 2010-12 985 546 71% 29%
Qualificacdo Turistica da
Rota do Roménico do Vale
do Sousa

Total 8 931 004 6 641 487 2289518

5. Levels of co-operation and partnership with SMEs

Transromanica and CrossCulTour aim to realise titenpial of cross-marketing opportunities.

Within the project CrossCulTour, Transromanicaastmuously looking out for new partners.

In general, partnerships involve non-financial ifekind) co-operation. For instance, the hotel
chain Verband Christlicher Hoteliers (VCH) is mem&d on www.transromanica.com, while
the website of hotels provides a link to the CatlRoute. In a similar fashion, co-promotion

takes place at trade and tourism fairs, while Th@msnica occasionally offers gift coupons for
accommodation — for instance, as an incentivelltodi a survey. This is an example of cross-
marketing exercises with local SMEs.

Although Transromanica does not offer concrete pectg] their website can be used to

promote offers of tour operators which share a eoian to Romanesque heritage sites. In
such cases, free display of travel offers on wwamgromanica.com can be given in exchange
for communicating Transromanica on other websites.

In addition, locally produced food and drink comigsncan become partners during events.
The co-operation with Rotkappchen Champagne isioveed here, which sponsored an event
and provided traditional drinks. In turn, the naofi¢he sponsor was also mentioned in the title
of the event.

Finally, new information and upcoming events arengmnicated in a digital newsletter to a

list of partners. The information is published ieveral languages and keeps existing and
potential partners up to date. Transromanica pegpdact sheets about the CrossCulTour
project and explained the possibilities for SMEs participate. Further information was

communicated through personal talks for which aerinew guideline was established.

In the Vale do Sousa region in Portugal there aneslwith SMEs, mainly in the tourism
sector. SMEs are also involved in providing servite the Route there, mainly in terms of
publications, merchandising and design. There &e good links with local universities,
which produce knowledge related to the Route aadistory of the area. Many of the contacts
are with SMEs involved directly or indirectly wittourism, such as hotels, restaurants and
wine producers. In the cultural sector, there ayetacts with museums and local cultural
associations. According to the project leaders aeMdo Sousa, many of the SMEs in the
region are aware of the Cultural Route there, afghey do not participate directly. This
includes firms in the major economic sectors in ribgion, furniture making and clothing. A
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number of cultural events are organised in the areigh helps to inform people about the
Route and to attract people to specific locatidoaguits length.

One of the problems in a predominantly rural argghsas Vale do Sousa is that there are not
many SMEs offering advanced services. So the septioviders for the Cultural Route often
tend to be based outside the region. An analysishef SMEs involved in the various
publications and merchandising items for the Rat&kdmanico, for example, shows that only
two SMEs are based locally (see Appendix 1). Timesproblem arises for the Transromanica
project as a whole. For example, the market rebe#oc the CrossCulTour project was
undertaken by a firm based in Munich.

6. New marketing activities and platforms

According to the latest activity report, the Tramanica website achieves 15 969 monthly
visitors (202 693 monthly hits). The website pr@sdan interactive map of all countries
involved and maps of every region and their sifBse Transromanica site is relatively
successful given the fact that it has not beenatpey for very long, and scores better than
most of the other Major Cultural Routes (see Apper&). Information on Transromanica is
also available through the websites of partnersSémbia, videos have been placed on the
Internet under the Transromanica banner, for exangsde

www.videosurf.com/video/serbia-transromanica-mosrass-of-serbia-143660415?7t=11.

Through the CrossCulTour project, Transromanicamtg started to do marketing in China

and the United States and prepare the Europeanongahisations by engagement of sales
representatives in workshops. Here, regional hatetstour operators create products for the
Asian and American market. Moreover, direct corstdmtween outgoing agencies in China
and the United States with regional service prawdeere established in order to attract more
foreign tourists to Romanesque heritage in Europe.

An approach that has been created to connect fileeedit regions is universal signposting. The
idea behind this is that Transromanica regionstfanas shopping windows for one another.
The information and logo comes from the internaloplatform, while member regions
implement the outcome of the project.

In close co-operation with CrossCulTour, Transromerdeveloped audio guides in three
different languages. In addition, a special editionchildren was made to give customised
information about monuments and sites that areited in the network. The files are available
on www.transromanica.com to listen instantly totordownload as MP3 files. Using the
“hardware” provided by Transromanica, several moewnts have taken the opportunity to
offer headsets as matching “software”. People doadihg the audio files from the website
are registered in order to monitor and evaluatettieome and impact of the audio guides.

Considering social media, a project initiated byddoa called Walkin'n Talking has set the
example. Using its own blog, Facebook and YouTubedrve a new audience, a group of
Italian girls travelled along the route of Romanesgnonuments and held several interviews
with local experts, as can be seen on a still@dipaon Figure 5. Other regions are interested in
copying this concept, but there needs to be aeglydiehind it to make it work. At the moment,
Transromanica does not have the expertise or thepoweer to follow up the idea of
Transromanica 2.0.
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Figure 5. A screenshot from a YouTube video by Walk’n Talking
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Furthermore, Transromanica will launch a new trawelgazine this summer. In 2011, the
organisation will also present a sales manual ayspd offers from regional tourism service
providers. Meanwhile, press tours take place aedgntations have been held at tourism and
heritage fairs through member regions (for examghe, AR&PA fair on restoration and
management of cultural heritage, Valladolid, ITBIB9. Recently, an article was published in
the German newspap€aszination Strasse der Romanikhile new opportunities to publish
information are still to be found.

Finally, there seems to be a shift towards evesedactivities. Transromanica will continue
to look out for new regional events and exhibitidnat provide chances to create new cross-
marketing opportunities. Future events can alsailken specific information, contacts, or
financial support by Transromanica.

In the context of CrossCulTour and as a base faketag activities, visitor research was

conducted in 2004 at 25 Romanesque sites in fdtereint European countries: Germany,

Austria, Italy and Slovenia. A total of 2 446 ves® were interviewed, 47% of whom came

from Germany, almost 25% from Italy, 10% from Aistnd almost 10% from Slovenia. The

majority of respondents were highly educated, waithost 40% having some form of higher

education qualification. Most of respondents hegb alisited other Romanesque sites in the
past. Around 30% had visited Romanesque sitesdrstitvey country, while 47% had also

visited sites in other countries. Over 80% of th&lt sample had visited more than five

Romanesque sites in total. Over a quarter of redpus indicated that the selected

Romanesque site was the main motive for travelt dusr 20% of respondents visited the

Romanesque site by chance, because it was onvwthgirThe average expenditure per person
was €12.70, reflecting the relatively large numbgday trippers. If people who reported no

expenditure are excluded from the calculations, d@ierage spend rises to almost €40 per
person (but this figure may tend to exaggeratedlaively low spend of most visitors).

There has also been limited research in the Val8alea region of Portugal. The Route there
has four information centres aimed at visitors. seheollect basic information on visitors in
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terms of their origin, which can then be used farkating purposes. Visitors are split between
organised groups (such as school parties) andithdil/visitors. Between July and November
2010 a total of almost 13 000 visitors were countkd vast majority belonging to organised
groups (9 730). The vast majority of visitors (8186jne from the surrounding Norte region of
Portugal and only nine foreign visitors were idBati during this period. Numbers of visitors

to the information centres have grown rapidly icer@ years, but from a very small base.

It seems that there are currently no figures onnilm@ber of visitors actually following the
different Routes in the Transromanica network. 8stbthere is information on visitors who
have previously visited other Romanesque sitelseeih the same country or abroad. However
detailed information on the specific Routes takefotbowed by tourists is not available.

In order to enhance the visibility of the Council Burope designation, “Members of the
association committed to include:

- name of the Route

—  logo of the Council of Europe

— mention in writing: Major Cultural Route of the Quuil of Europe

—  If possible, an explanation about the meaning dedd ‘This title signals that the Route
enhances the consciousness of common Europeaensiipp and bases on sharing
universal values.”

This seems to be respected on the central Transioaaebsite, but not necessarily on all the

partner websites, even where they refer to thesFoamnanica project.

7. Frequency of contact between the members

The CrossCulTour partners meet every six monthdeveli Transromanica members have an
annual meeting. The next meeting is planned in RGH1.

According to the Transromanica co-ordinator Julifioah, a general meeting of the members
should be held every six months. It remains harthémage projects and initiate new plans
with the current low frequency of meetings. Theioag share this opinion, but finding funds
to meet it is a problem. When specific projectshsas CrossCulTour are running this provides
funding for meetings, but in this case not for@tners. Regular teleconferencing has been
tried instead, it seems there is little enthusiasmommitment to share the latest information
with other regions. Although the member regions wwanbe more regularly updated, the
willingness to give updates is often lacking. Evemy is busy with their own issues, which is
understandable, but for the network it would bedytmshare more information and have more
frequent contact.

8. Training programmes and SME involvement

Transromanica has developed special training progras and seminars. Seminars organised
by Transromanica centrally include:

—  TRANSROMANICA Congress, 2005, Magdeburg;

—  The Romanesque Art as Origin of Modern Creati2808, Ejea de los Caballeros;

- L’art roman a travers I'exemple de quelques édifida Charolias-en-Brionnais”, 2008,
Charolais en Brionnais;

- Romanesque Architecture, 2008, La Clayette;

- Make the Holy Visible, 2008, Merseburg;

—  The Dome of Magdeburg in the European Context, 20G@deburg.
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SMEs have been invited regularly to join seminard &raining programmes, and around 10
SMEs have attended these events. However, someesohiave other target groups. Last year,
a summer school focused on culinary art (25 pasditis), while this summer a course on
symbolism in architecture will be given in AustrRarticipants can join free of charge.

In addition, a best-practice workshop on Cross-etang in Cultural Tourism was given in
Berlin, 2009, while Modena was host to an 82-hoourse on "Creative management of
monuments"” in 2010. Furthermore, Transromanica ciegp a chain of conferences on
volunteering (especially in villages) throughouk&ay-Anhalt in 2010.

Within such training projects, attempts have beemento co-operate with regional partners.
For example, one SME attending the training evengsco-operative of 20 local gastronomic
producers. Training is an essential part of Tramsiuica’s mission and so it is to get partners
involved. In reality though, it remains difficuth tirrange it well.

In Portugal, Vale do Sousa runs a summer schoathw&ims to increase the tourism potential
of the area. The subjects covered include:

—  animation

—  entrepreneurship
- crafts

—  web design.

9. Sources of information for SMEs

As stated before, Transromanica uses various clatmeget their message across. Not only
newsletters, brochures, and the website offer mm&tion for SMEs, a DVD and audio guide

portal were also made to introduce Romanesquealeriand the official Cultural Route. The

leaflets and brochures are often in the regiomajuage.

Scientific information can be found online sincerthis a special section on Medieval Studies
in co-operation with the scientific advisory boaBpecific communication about events forms
an integral part of Transromanica’s overarchingureatand its mission to promote regional

development.

Transromanica has produced a number of publicatidnish aim to inform (potential) SME
partners about their activities:

- Transromanica’s own brochure material;

—  flyer about the association (English, German, Hnenitalian, Slovenian, Serbian
and Spanish);

- image brochure (English, German, French, Italiash @lovenian);

- project flyer (English, German, French, Italian &idvenian);

—  sales manual (English).

There have also been a number of specific actvdimed at SMESs, particularly in the tourism
sector:

—  tourism exchange: trade fair of travel agencies tand operators in Modena, 2006 (50
participants);

—  meeting to create tourist itineraries in 2010: hbikel connecting Romanesque heritage
sites in several member regions (20 participants);

—  training of tourist guides from Saxony-Anhalt in120 acquiring competences in the
field of spirituality and cloistral experience, itilng report made available for all
partners (30 participants).
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Many regions in the network have their own mercl&ing activities. In the Vale do Sousa
region, for example, a range of souvenirs has h@educed to support the local Route,
incorporating the values of “authenticity” and “loam”. Products included in the range of
souvenirs include:

—  books

—  T-shirts

— DVDs

—  flax-growing kits.

One of the problems in terms of SME collaboratisrihe fact that the Vale do Sousa region
has relatively few suppliers of advanced and cveaservices. So, tasks such as design and
website construction have to be contracted to fitmeated in Porto (the nearest big city) or
even Lisbon (see Appendix 1). There is some paktttisource local products, but these tend
to be relatively low value compared to those caté@ from other regions. This is also related
to a relatively low number of creative people ie thcal population.

Local companies involved in the Route tend to benfa relatively limited number of sectors:

—  crafts

—  hotels

—  restaurants

—  designers.

There have been efforts to formalise a number ahpeships with SMEs. These are usually
based on a formal contract. Because the Vale de&5association itself cannot sell products,
they rely on agreements with SMEs for commercitbsa

Transromanica itself does not possess a suffiiedget to create a range of souvenirs. There
was an idea to co-operate with local producers, iwstance Thuringian porcelain
manufactures, but in the end the costs were deéooeduigh.

Last year, a Transromanica calendar was printeddestdbuted. Due to a short “expiry date”,
the monuments and heritage sites did not adoptvensal approach to selling the calendar. In
the end, some gave it away free while othersdtdirged for it.
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11. Future developments

Transromanica is consulting its members on theréutf the Route and what the regions
expect from international co-operation. Fundinghevitably one of the big issues. In the past,
the network was able to kick-start activities willJ funding. But once the current
CrossCulTour project ends in 2011, there are no BEWunding possibilities until 2014. An
application is therefore currently being prepareddnother INTERREG project, which will
centre on SMEs, entrepreneurship and tourism. dstegly one of the areas being
investigated is the establishment of “businesstetas and “virtual marketplaces”. However,
there is strong competition for EU funding nowadays the financial support also tends to be
lower, and comes with restrictions, for exampldlmuse of other means of funding.

Similar strategies are being pursued at local legelell. For example, in the Vale do Sousa
region the potential for wider collaboration witltonamercial partners is actively being
investigated, since this provides more scope ferRbute to generate revenue. They are also
looking at the possibility of setting up a qualityntrol scheme for partners associated with the
Route.

The need to bring the different partners in Tramsmnica together is clearly appreciated by the
project members. There are now plans to providenanton focus and attract attention for the
Route by staging a “Transromanica Day”, to be loeld November.

It has to be remembered that Transromanica is btieeanost recent of the Routes designated
by the Council of Europe. The whole network has/drden functioning formally since 2007,
and some members are even newer — Vale do Sousadjm 2008. In order to bring the
project partners together, there is a need fomanoon vision for the project. This also needs to
be based on a clear idea of what Romanesque herigpgesents for Europe. This will be one
of the topics to be discussed in the next Transnitaaconference, which will be held in Vale
do Sousa in September 2011.

12. Conclusions, recommendations and implementation
12.1 Conclusions

12.1.1 Form and organisation of the Route

Rather than a traditional Cultural Route, Transmiceaseems to be a new network of regions
scattered all over Europe. For the central orgéinisait remains challenging to overcome
language issues. Texts in leaflets and brochuresofien written in local languages, while
English comes in second as lingua franca. The msgput extra time and effort into the
translation of information, but there is often nmding available for this. European funding
seems to be important in enabling regions to jgecsgic projects (which often come with
geographical and other restrictions), but once ghgect is over, international co-operation
may end instantly. International collaboration ¢ a priority for each member region. Regions
may also have their own Route and logo, which dagsallow Transromanica to be actively
present at local level, thereby reducing the Viigybof the European dimension of the Route. It
may well be that some regions do not perceive @afit added value from the European
Route, which may be one reason for some membersethe consortium and for the varied
levels of involvement and commitment among others.

It is also clear that some members remain to be&igoed of the advantages of collaborative
marketing at European level. The research comnmesdity Transromanica makes it clear that
tourism links between contiguous regions are oftessible (for example, within Germany or
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Italy), but that few opportunities are being exfgdion a transnational basis. It remains to be
seen if the CrossCulTour project will develop sfigraint new initiatives in this direction.

The partners are geographically isolated, whichrmadhat face-to-face contact is necessarily
limited. This is a further problem for transnatibmerking, since it appears difficult to replace
face-to-face meetings with new technologies suchidesoconferencing. Meetings are limited
by funding, and very often the structure and fofinmeetings will be dictated by the logic of
projects undertaken to obtain funding.

There are relatively few data on tourism flows.plarticular, there are no data on visitors
travelling along the Routes as opposed to visitsgecific attractions along the way. It is

therefore extremely difficult to know how effectithe Route is in generating tourist flows

along its length or between partner regions. Ib algpears that information gathering has not
been standardised, except in the context of thesCralTour project.

12.1.2 Links with SMEs

In general, because Transromanica is a relativelyng Route, the involvement of SMEs is
still low. It seems to be too early in the develgmn of the Route to see significant
developments in terms of competitiveness, innowatioclustering functions.

The SME links that have been made seem to be depend the nature of the local network.
Clusters form around active partners, and locdiaity bodies, are dependent on commercial
partners to develop products.

Most of the links with SMEs are in the tourism secMost local partners produce information
for visitors listing local tourism service providerThere are also specific links with tour
operators who bring visitors to sites along the tRobdowever, the market research carried out
for the CrossCulTour project indicated that vistowere not generally interested in
transnational tours linking different countriestire network. This reduces the possibility of
working with tour operators and other tourism pd&rs on a transnational basis.

The strong links with the tourism sector are peshapt surprising considering the important
role of cultural tourism for the Routes, but it dopoint to a particular danger of over-
dependence on a particular type of market. Cona@mgy on tourism as the major source of
SME partners also generates relatively limited s€te knowledge and creative resources.

12.1.3 Marketing and communication

There is some innovative work being done within Th@nsromanica network, but this still has
to be spread more widely. The Italian project ooiaamedia has remained a unique concept
that quickly found a new audience. Although theewsl on YouTube are not incredibly
popular, there seems to be an online community Hhatshown interest in the topic and the
special approach. It will be difficult for Transramca to manage this in the future, because
the use of English language may not always being/ib local audiences.

The audio guide portal is another innovative feafr Transromanica. However, as evaluation
is needed for a European project, users have teteedefore they can download the files.
This measurement can be a counterproductive obstaotl consequently only about 50
downloads have taken place so far. Arguably, theag also be a mismatch between the use of
new technology and the predominantly older genamatiinterest in the Romanesque. This,
however, could also provide opportunities for igarerational contact.
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Transromanica offers training programmes and warksh It also has added value as an
international knowledge platform for Romanesqueathge sites in Europe. Nevertheless, the
distance between member regions limits co-operatn@hcross-marketing possibilities.

Considering the available budget and manpower, sfeemanica works in an effective way.
The knowledge platform and signposting create a ,newherent infrastructure. The
forthcoming magazine and research on visitor nusper heritage site may also inform new
strategies in the future. There have been int&xg@stonnections between SMEs and
Romanesque monuments and events, which may bedexten

12.1.4 Funding

Much of the funding for Transromanica and its vasigoartners has come from the EU.
However, the heterogeneous group membership meanthe network encompasses a variety
of functions and motivations, which makes it hardemanage international projects.

The high level of dependence on EU funding alsona¢ihat many of the activities undertaken
by the Routes are steered by the funding procdss. ificludes restrictions on what can be
applied for and funded, and the limitations of Euding areas and cycles. For example, the
CrossCulTour project only includes a few of thetpars in Transromanica because the
funding comes from an EU programme limited to CanEurope. In addition, the Cultural
Route is now waiting for the new round of ERDF fungdbefore they are able to develop new
projects.

In general, there appears to be a lack of criticass in some areas, which makes it difficult to
exploit the opportunities provided by the Europ&audtural Route. As there is no funding
attached to the designation, funds have to be gtsterfrom EU projects or from local
initiatives, but these very often have their owrradp. The real transnational element of the
Route therefore remains restricted to the co-otdmavho has insufficient resources to act
independently. The weakness of the central stracngans that most interaction with SMEs is
likely to be found at local level, and this collahtion is also likely to be attached to local
agendas. In practice, the main areas of collalmraeem to be tourism and service provision
to the Route itself. There is clearly awarenesshia Transromanica project of the need to
strengthen SME collaboration, but the ability toselep this seems to be dependent on the
availability of (EU) funding. This does not suggéisat the current structure is capable of
stimulating extensive self-financing activity arautie focus provided by the European Route.
This might change if specific Cultural Route-rethfanding were made available at European
level, as this would allow all partners to colladter in projects and give some substance to
transnational working.

12.1.5 European dimension

The limited resources available to Transromanic&wbpean level mean that the European
dimension of the network is still not fully devekxp Local partners are far more likely to have
resources available to work in their specific regiobut money for meetings and joint
activities is limited. This is probably reflecteal the relatively low visibility of Transromanica
and the Council of Europe at local level.

The value of the Major Cultural Route of the Colie€iEurope designation therefore appears
to lie in the brand value of the Council of Europesignation and the feeling among the
partners that they are attached to a bigger, Earopole.
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12.2 Recommendations

It is clear that the main obstacles faced by tren3romanica Route relate to funding. Most of
the funding for transnational activities and a éapgoportion of local funding for the Routes is
derived from European Union funds. Because thesdsfare usually related to specific time-
related projects or limited geographical areass difficult to maintain continuity of funding
for activities related to the European Route. Thisretherefore, a clear need for funding
sources that cover the activities of the Europeant®as a whole, on a transnational basis.
Such funding should also be available on a multitah basis to allow continuity and effective
planning of activities.

The links between the Transromanica project as @levand SMEs are still relatively weak.

There should be more effort made to involve SMEgh@Route. There is a clear intention on
the part of Transromanica to do this, for exampieugh the project proposal related to
business clusters. However, more strategic thoungletds to be given to a more cohesive
strategy to develop SME links; as such links copidvide the basis for more long-term

funding possibilities for the Route and for incredseconomic and cultural activity, which

could provide a range of spin-offs for the project.

12.2.1 Need for more secure funding

Consideration should be given to setting up a d@edd funding stream for the transnational
activities of the European Cultural Routes suchlemsromanica. This funding should be
multi-annual and allow for a combination of diffatdypes of funding (public/private/in-kind

contributions). The lead on this should be takertHgy EU, in conjunction with the national
governments and the regions.

12.2.2 More transnational activities need to be deloped

As well as funding for transnational activitieseté is a need to support transnational working
through adequate structures and processes. Gieeaxfterience of the EICR in transnational
working, they could have an important advisory nal¢his area.

12.2.3 More should be done to develop clusters ad¥ points along the Routes

One of the areas which appears to be under-dewkliopthe Transromanica case, but which
also appears to be important for other Routesi@selatively weak articulation with SMEs. As
clustering is one way in which SME activity and Wedge exchange can be stimulated, the
national governments and particularly the regidreul play an important role in stimulating
cluster development. Incentives could be providedtiie establishment of specific clusters
covering cultural, tourism and business operatbkeg locations along Cultural Routes. This
should also be linked to the development of knogéethfrastructure through collaboration
with local universities and research institutes.

12.2.4 More visibility needs to be achieved for th€ouncil of Europe certification

It is clear that the visibility of the Cultural Rms at European level can be improved.
Although the Cultural Route concept itself seembdowell known, the individual Routes and
the link with the Council of Europe is less cle@ine Council and the EICR should review the
measures that could be taken to improve transradtiorsibility of the Routes and the

coherence of the programme. This might involve releguidelines, closer monitoring and
regular review of the functioning and continuedigieation of the Routes.
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13. Data sources and methodology

Reports and articles consulted

Demonja, D. (2008), “Transromanica: transnationaltute and tourist project and its
importance for inclusion in Croatia's tourist offe€roatian International Relations Revigew
Vol. 13, No.46/47, May 2008.

Konetnik, M. et al. (2005)Visitor market research on the 25 Romanesque, sijebljana.

Moller, A. and Deckert, M. (2009), “Project Rep®tPA 3.2.1. Best practice — Analysis in
cross-marketing”, Munich.

Rota do Romanico (2010Avaliagio de resultados relativos aos Visitantes da Rota do
Romanico: Relatorio Preliminar, 2008-2018ssociacdo de Municipios do Vale do Sousa
(VALSOUSA).

Transromanica, Romanesque Routes in Europe brachure

Transromanica (2007), “The Romanesque Routes ajdean heritage. Report to the Council
of Europe”.

Methodology

The data for this case study were collected viteeature search, website analysis and personal
interviews with key informants. The literature sgawas designed to identify key documents
and data related to the project, including repprtsduced by Transromanica and its partners,
data on visitors to sites along the Route and athlerant sources. The website analysis was
conducted using the website www.alexa.com, whidviges statistics on website traffic, users
and global ranking.

The personal interviews were conducted in MagdebGegrmany, with the co-ordinator of

Transromanica and a representative of the localisimuassociation, and in Portugal with
representatives of the Rota do Romanico, the ltmaism industry and a cultural tourism
expert. This mix of interviews was designed to jtevdifferent views of the work of the

Route from both a global and local level and tahgatdata from managers of the Cultural
Route as well as the tourism sector.

Interviews

Juliana Koch, Transromanica co-ordinator, Germany

Roland Johannknecht, Tourism Association of Saxénigalt, Germany
Rosario Correia, director, Rota de Romanico, Paitug

Susana Alves, communications manager, Rota de Romdortugal
Duarte Pinheiro, visitor planning manager, Rot&denanico, Portugal
Tomas Brysch, tour operator, Portugal

Carlos Fernandes, cultural tourism expert, Portugal
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Appendix 1. SME locations, Portugal
SME suppliers to the Cultural Route Rota do RonaimcVale do Sousa:

Ideia llimitada-Atelier de Design Lda.

R. Alex. Herculano 26, 4°-E
Lisbon
www.ideia-ilimitada.pt/work/object/41

Peres-Soctip Industrias Gréficas, SA

Estrada Nacional 10, Km 108,3, Porto Alto
2135-114 Samora Correia

Paula Teles Unipessoal Lda.

Porto-Paranhos Rua Silva Porto 512, 2°-H
4200 Porto

Norprint
Santo Tirso (9 km from Vale do Sousa)

Edicdes Livro Branco, Lda. (maps)

Rua da Lourinha, 199
Rio Tinto
Porto

Furtacores Design e Comunicacéo

Rua do Outeiro, 63
4590-347 Freamunde (Vale do Sousa)

SERVICE 4 YOU — Marketing and tourism solutionsstion

Appendix 2. Internet traffic for Cultural Routes sites

An analysis of various Internet sites was madetveawww.alexa.com website, which allows
traffic volume and visit characteristics to be camga between sites.

www.transromanica.com

The level of Internet traffic to the www.transrom@mcom website is ranked number
1 833 736 in the world according to www.alexa.cdrhe time spent in a typical visit to the

site is about four minutes, with 58 seconds spargach page view. The site's visitors view an
average of 4.1 unique pages per day. About 19%sits\to this site are bounces (one page
view only), and approximately 70% of visitors to wwransromanica.com come from

Germany, where it has attained a traffic rank of 234.
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The general Transromanica site seems to perfortarkiean most local sites. For example, the
Saxon-Anhalt site, www.sachsen-anhalt-tourismus itheee-month global Alexa traffic rank is
1 254 250, but the “Strasse Der Romanik” site ikeal 4 775 184 and the Vale do Sousa site,
www.rotadoromanico.com, was ranked 3 623 156. is sknse, the Transromanica site does
seem to provide quantitative added value to thal lsites within the network.

Major Cultural Routes of the Council of Europe

A comparison of the traffic to websites relatedhe Cultural Routes shows that the European
Institute of Cultural Routes generates more trafi@n any of the individual Routes, including
the Camino de Santiago, which is rated second.sfoamanica is ranked third, which is a very
creditable performance given the relatively re@stablishment of the Route.

Table 1. Internet traffic to Cultural Route websites according to www.alexa.com (March
2011)

Website World ranking
3-month traffic rank

European Institute of Culturalwww.culture-routes.lu 1188 326
Routes
Camino de Santiago www.chemins-compostelle.com (G122
Transromanica Www.transromanica.com 1833 736
Via Francigena www.viafrancigena.eu 2572 621
Via Regia www.via-regia.org 2 863 731
Routes of El Legado of Andalusi www.legadoandadissi. 2 884 534
The Hansa www.hanse.org 3 640 836
The Route of Don Quixote www.quijote.es 7 615 829
The Routes of the Olive Tree www.olivetreeroute.gr 7616 774
European Route of Jewish Heritage  www.jewisheritage 12 505 163
The Phoenicians’ Route www.rottadeifenici.it 17 266 794
European Mozart Ways Www.mozartways.com 20664470
The Route of the Castiliapwww.caminodelalengua.com 25592 772
language

For the Cultural Routes in general, it seems tanfq@ortant to think about the way in which
information is presented and how the visibilitytbé sites can be improved. The EICR has
managed to develop a strong position, as the umstt site comes up first on Google for a
search of the term “cultural routes”.

Knowing what visitors are interested in is cru¢@briving Internet traffic to particular sites. If
we look at the search terms used for different Bguthis becomes clear. For some Routes,
such as Transromanica, the Route “brand” has addainspecific identity on search engines.
However, in the case of the Route of Don Quixdte, subject matter of a character seems to
be more important than the Route itself.

[REBI3WWW.transromanica.com

1 transromanica.com 11.45%

2 transromanica 11.41%
3 stefania severi provincia modena  6.50%

4 www.transromanica.si 5.28%
5 dom gelander paradies 5.05%
6 pellegrino medievale motto 4.46%

7 Sunka na tavanici 4.29%
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The Route of Don Quixote

1 don quijote de la mancha 21.77%

2 don quijote de la mancha 9.14%

3 el quijote 8.28%
4 quijote 8.12%
5 el quijote de la mancha 6.26%
6 don quijote 6.15%
7 ruta de don quijote 6.10%
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The Council of Europe Cultural Routes programmeictviis formed by itineraries or series of
itineraries based on a cultural concept or phenomeof transnational importance and
significance for common European val(ié$as also revealed the enormous potential for the
development of educational and cultural tourism mgn&uropean cities and regions. This
programme contributes to the promotion of a brafidhigh quality European cultural
destinations, some of them not so well known, amcberages sustainable cultural tourism
initiatives.

Cultural labels such as the “Council of Europe @t Routes”, the “UNESCO World
Heritage sites”, the “UNESCO Immaterial HeritagestLiand the “European Heritage Label”
reinforce European identity through the promotidheritage sites associated with Europe and
European values. The decision on the Europeandgeritabel makes a specific reference to
the complementarity of the aforementioned laB&l§urther recognition from other UN
organisations, such as UNAOC or UNWTO, support sisdement. In spite of this confirmed
complementarity, there are currently no sites wattclear overview of these Routes and
projects, nor in which state of development theee &his review provides a short listing with
some comments and recommendations.

Cultural labels and recognition of UN organisations

UNESCO developed the Routes of Dialogue programsimegicultural heritage and identity as
common spaces for exchange and to promote intaralland/or inter-religious dialogue,
highlighting values and principles that have thpagity to bring people together. Old projects
include the Silk Roads project, the Routes of AdAls, the Mediterranean programme, the
Iron Roads in Africa project and the Culture in theighbourhood project. Ongoing projects
are the Arabia Plan, the Caucasus Prdjettie Intercultural Dialogue in Central Asia project
(which includes the Silk Roads project), and theev8IRoute project.

The Silk Roads

At the end of 19th century, the German geograplaeom Ferdinand von Richthofen called the
Eurasian trade routes the “Silk Roads”. Howevers flar-reaching network did not only
transport merchandise such as silk, spices or gue@tones. The movement and mingling of
populations between China and Europe also permitiedexchange of knowledge, ideas,
values and beliefs, making a deep impact on thteryisculture and civilisation of the Eurasian
populations.

The Silk Road project was launched by UNESCO irudan1988 within the framework of the
World Decade for Cultural Development.

The UNESCO project on an Integral Study of the Rikads: Roads of Dialogue (1988-97)
examined the various types of contact and exchawhesh took place along these roads and

67. Resolution CM/Res(2007)12 specifies the catdar the award of the label “Council of Europe tQtdl
Route”.

68. “Article 5: Complementarity with other initiags: The Commission and the Member States shalireribe
complementarity of the European Heritage Label witter initiatives in the field of cultural heritaguch as the
UNESCO World Heritage List and the Council of Ewetgp'European Cultural Routes’.”

69. This programme is related to the Council ofdper project to promote outgoing initiatives suchCastural
Routes in the South Caucasus: the Alexander Dunegegb and the Book Route project.
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their impact on the history and civilisation of aanodern world, shedding light on the many
identities and the common heritage of the peopiesived.

The UNESCO World Heritage Centre organised sewsmakshops for the World Heritage
sites and composed the tentative list of the Sitlad®. This list includes the proposal for a
serial World Heritage nomination of the Silk Road<entral Asia and China and activities at
other important Silk Road sites in Azerbaijan, Amae Georgia and Iran.

Within the framework of the UN-sponsored projeat flee conservation and development of
the four tourist centres of the Silk Roads — Sammadk Bukhara, Khiva and Kokand —
UNESCO carried out technical research in 1995 asped to develop craft centres in historic
sites of these cities and others, notably Tashkent.

UNESCO promoted the creation of research centreh ag the International Institute for
Central Asian Studies (IICAS) in Samarkand (Uzbigkiy inaugurated in 1995 to stimulate
and co-ordinate scientific research work in Cen#ala, especially on the tangible and
intangible cultural heritage of the region from altidisciplinary point of view. Another of
these centres is the International Institute fer $tudy of Nomadic Civilisations in Ulan Bator
(Mongolia), officially established in 1998, whicbduses on a multidisciplinary approach of
nomadic cultures.

Projects and activities connected to European casnt@re mainly focused on Armenia,
Azerbaijan and Georgia. The Caucasus project isexample for action in this region,
following the UNESCO resolution that promotes simsthle development at a national,
regional and inter-regional levBlwhich embraces all areas of the organisationisities.

Other proposals connected to the Route include dMddritage sites such as Venice (ltaly) or
(on the tentative list) Lucca (Italy) and the Sklfbaravanserais on the Route from Denizli to
Dogubeyazit (Turkey).

The Slave Route project

The Slave Route project was approved by the UNE&€@eral Conference (27 C/Resolution
3.13) in 1993, and launched in 1994 in Ouidah (BEni

The objectives have been defined in the 29 C/Ré&sal39 and 30 C/Resolution 34:

—  to put an end to the silence surrounding this el@so history by bringing universal
attention to the issue of the transatlantic, Indean and Mediterranean slave trade and
slavery, and elucidating their underlying causasrandus operangli

—  to objectively highlight the consequences of thavel trade — in particular the
interactions between the peoples of Europe, Aftita,Americas and the Caribbean, and
the pluralism inherent in the ensuing intercultutialogue;

— to contribute to the establishment of a culturetaérance and peaceful coexistence
between peoples.

In 1995, the Accra Declaration on the UNWTO-UNESC@tural programme The Slave
Route was signed in Accra (Ghan@he International Scientific Committee of the &dvoute
project provides guidance on implementation.

After the expectations expressed by member stgpesticularly in 2004 during the
International Year to Commemorate the Strugglerageblavery and its Abolition, UNESCO

70. Resolution 30/C/DR34, http://lunesdoc.unescdraeges/0011/001175/117585e.pdf.
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established an evaluation process (conducted i®)2@0ich involved the development of a
new strategy.

One of the proposals was to develop a joint styateith the World Heritage Centre and the
UNWTO in order to identify heritage sites and biplaths of memory which have the capacity
to promote cultural tourism.

In Europe, there are some UNESCO World heritages sielated to this Route, such as
Liverpool (United Kingdom), with an important agendo-ordinated by the International
Slavery Museum. Other important initiatives are Beute of Slave Abolition and Human
Rights® (France) or the Indians Towns Network — Xarxa denMipis Indian& (Spain), with
cultural, educational and tourism proposals.

Other UNESCO Cultural Routes initiatives include tRoutes of the Olive Tree, the Cocoa
Route and the Great Volga River Route. The Roufeth® Olive Tree are motorcycling
itineraries, lasting between three and 40 daydisesharound a common theme: the olive tree
as common element of culture and dialogue amongeébele in the Euro-Mediterranean area.
This initiative is managed by the Cultural Foundati‘Routes of the Olive Tre&® and the
Messenia Chamber of Commerce.

The Routes of the Olive Tree project was elected Afrld Cultural Itinerary by UNESCO in
2003, an international recognition for its conttibn to cultural dialogue between
Mediterranean countries and peoples. The initiatigs also formally awarded the title of
"Major European Cultural Route" during a ceremontha European Cultural Centre in Delphi
in 2005. The Greek government highlighted the irtgooze of this distinction, awarded in
anticipation of their official "Year of Olive Oillh 2006. This Route is included in other related
proposals, such as the Mediterranean Routes dlike Tree’* financed by INTERREG IIIC
South with the participation of Croatia, Francee&@e, Portugal and Spain.

The Cocoa Route projett,co-ordinated by UNESCO-Quito and the Regional @ffof
Culture for Latin America and the Caribbean, ierasted in the local development of the
cocoa area in Latina America and the Caribbearectsiby in regard to the safeguarding and
management of cultural heritage. It seeks to im@rthe living conditions of communities
living in the cocoa areas.

Other countries in Africa (Equatorial Guinea) andrdpe (Belgium, France, Spain and
Switzerland) have also manifested an interest tabishing a link with this initiative in
association with their own industrial heritage (cblate factories), their traditional chocolate
shops and their culinary heritage.

Furthermore, UNESCO educational initiatives inclule Great Volga River Route and the
Blue Danube River project. These initiatives areomdinated by the UNESCO Associated
Schools Project Network (ASPnet). The Great VoljeeRRoute (GVRR) (2004-07 was a

71. www.abolitions.org.

72. www.facebook.com/pages/Xarxa-de-Municipis-lndid&red-de-Municipios-
Indianos/118127444884691?v=info.

73. www.olivetreeroute.gr.

74. www.oleotourisme.org.

75. www.rutadelcacao.org.

76. www.unesco.org/new/en/education/networks/gloteddvorks/aspnet/flagship-projects/great-volgatrive
route-2004-2007.
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UNESCO project that united the Baltic, Black ands@an seas in order to foster (ICT
supported) education for sustainable developmemigu$Vorld Heritage and Biosphere

Reserve sites. This project aimed to bring youngpfee together through the use of
information and communication technologies (ICTg)d ainterest them in sustainable
development. Some 45 sites from 16 countries welectd for the project. The sites have
been chosen according to their geographical ora@oenproximity to the Volga River or the

three seas.

The Danube River proje€t unites the 10 countries participating in this pobj launched in
1991 to combine environmental education with intéiteal learning. It intends to encourage
young people’s participation in environmental peotiten, as well as their appreciation of the
common heritage related to the Danube River. ligenglinary approaches for environmental
and cultural education and appropriate teachingnads for secondary schools are developed
and introduced in ASPnet schools. Students anthéeacan attend summer camps and visits.

World Heritage List and Tentative Lists

At the 17th Session of the UNESCO General Conferewbich was held in Paris in October-
November 1972, a document of global significance adopted — the Convention concerning
the Protection of the World Cultural and Naturakikége. The convention has been signed by
187 countries since. So far 911 cultural and natsitas have been selected to make up the
World Heritage List. To organise their protectitiee World Heritage Fund has been set up.

The World Heritage Committee works in co-operatisith every state party through the
World Heritage Convention as well as through ite¢hadvisory bodies: ICOMOS, IUCN and
ICCROM, in order to make greater strides in divgnsg the World Heritage List and make it
truly balanced and representative of the worldisthge

“Cultural Routes” is also a category for World Hage sites, including pilgrim Routes such as
the Saint James’ Way (Santiago de Compostela Rilgroutes), which includes the French
trail in Spain (since 1993) and the four ways iarfee (since 1998). Cultural corridors as
historic trails, borders or railways can also beluded in the World Heritage List as cultural
landscapes, for example, the Rhaetian railway & Aibula/Bernina landscapes or the
Frontiers of the Roman Empire (German limes, HasigVall and Antonine Wall).

In continuation, ICOMOS created an Internationale8iific Committee of Cultural Routes
and promoted the creation of an ICOMOS Charter wifu€al Routes as approved in 2008 by
the General Conference in Quebec (Canada) witkar definition of the differences between
Cultural Route, cultural corridor and cultural tson Route.

The Silk Road in Europe includes several World tdge sites in the Caucasian Countries.
Three Armenian monuments were inscribed in the Wadderitage List: the Gekhard
Monastery and the Upper Azat Valley; the Hagpa &adahin monasteries; and the cathedrals
and churches of Echmiadzin and the archaeologitsab$ Zvartnots Temple. Azerbaijan also
possesses a number of impressive world heritaggidos including the ancient walled city
complex with the Shirvanshah Palace and Maiden TawBaku, the country’s capital.

Other related sites are included in the UNESCO aterd List, including some Roman ways
and borders, such as the Bavay-Tongres Trail orRtirean Way from Boulogne to Cologne
(Belgium), Via Appia — Regina Viarum (ltaly), Viadmitia (France), the Frontiers of the
Roman Empire — Ripa Pannonica (Hungary), Limes Rausa Middle Danube (Slovakia) and
the Silver Route. Other examples are the Mozarall 7o Santiago de Compostela (Spain),

77. www.unesco.org/new/en/education/networks/gloiedivorks/aspnet/flagship-projects/blue-danuberrive
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Caspian Shore Defensive Constructions (AzerbaijBr@nshumand& — The Royal Shepherd’s
Track (Italy), the Saint Francis Xavier CulturaliRe (between Orient and Occident, proposed
by Spain and passing through Spain, the Philippamesindia), and the Mercury Route on the
Camino Real (Spanish Royal Way, as a joint prdjetiveen Mexico, Slovenia and Spaih).

UNESCO Immaterial Heritage List

When considering the vast activities of UNESCO aina¢ the revival and conservation of

numerous Silk Road cultures, one should also nststiiving to preserve oral and intangible
cultural heritage. Indeed, there is much eviderfdbe uniqueness of oral folk arts created by
the peoples of the Silk Road region and severtiierh are included on the list, for instance the
Georgian polyphonic singing “Shakrulo”, the Azefhai singing genre Mugam, the traditional

art of Azerbaijani carpet weaving and the Duduk @mdlusic (Armenia)(2005).

In Spain, the acknowledgement of flamenco (paridylin Andalusia, Extremadura and
Murcia) should be associated with the European &ofiRoma Culture and Heritage.

UNESCO Memory of the World

Another UNESCO programme, the Memory of the Wodidns at the preservation and
dissemination of valuable archive holdings andaliprcollections worldwide. Associated with
the Silk Road, it includes the Mashtots Matenadar@rient manuscripts collection (Armenia)
and a collection of medieval manuscripts on medieind pharmacy (Azerbaijan).

UNESCO Creative cities

Seville — a UNESCO Creative City of Music — is wioik for the promotion of flamenco, one
of the most important immaterial cultural expreasiin Spain where the Roma community is
involved.

UNESCO Convention on the Protection and Promotion fathe Diversity of
Cultural Expressions

The convention on cultural diversity could involgertain European Cultural Routes, such as
the pilgrimage trails (namely, Via Francigena, $dmmes’ Way), the Jewish heritage routes,
Arab heritage circuits and itineraries (Routes bAmdalus) or the Routes of the Roma
community in Europe. This proposal is also encoagghird countries to include Cultural
Routes in their development policies on culture. Sigport this, a recent signing of an
agreement between the EU and UNESCO over a €lomilkxpert Facility has been
undertaken. The facility was designed to suppoviegaance in the cultural sector and enable
the governments of developing countries to takeaathge of experts' knowledge in devising
effective and sustainable cultural policies.

78. EU funds as in the case of the Leader progranon&ibute to developing different actions in Buedor the
study and valorisation of the old transhumancéstiaiEurope.

79. The Camino Real in Mexico was included as aftBRO World Heritage Site in 2010. Following its cess,
there are additional initiatives to promote the @anmReal from Panama to Guatemala through Centnadrica,
among others by the Central American Integratiost@n (SICA), which is defending a strategy to depel
itineraries focused on cultural and natural heata@nother interested actor, the Spanish Agencyrfi@rnational
Co-operation to Development (AECID), is promotimg tcreation of the Colonial and Volcanoes Route.itso
part, the French co-operation agency collaboratiés WNESCO France Funds in the creation of a World
Heritage sites Route in Central America. Finalhe tuxemburg co-operation agency is working in Kagaia on

a pilot project regarding the development of thikucal corridors there.
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MAB programme: biosphere reserves

Several European sites associated with olive andyard landscapes are included in this
programme.

United Nations World Tourism Organization — UNWTO

In addition to the aforementioned heritage prograsnthe 12th Session of the UNWTO
General Assembly adopted a resolution on preservaif the world heritage for the new
millennium.

Thousands of tourist Routes have now been establishd are currently being operated on all
continents. The most attractive and longest amdmgnt with a length of some 12 800

kilometres, is the Great Silk Road. Today’s togristllow the paths trodden by expeditions of
merchants, missioners, and geographers of the lpastmuch due to these tourist itineraries
arranged along the Great Silk Road that the wodpufation has access to global heritage
beyond their geographical domains.

The public interest in the Great Silk Road grewearly-1990s, when five Central Asian
countries, the territories of which were intersdctey the main caravan trails of the past,
achieved their independence. The idea emergedvieerghe ancient highway as a main
channel of world co-operation in the areas of dipoy, culture, science, trade and tourism.
The concept was presented at the UN General AsgemiBali, Indonesia, in 1993. In this
sense, the World Tourism Organization played aromant role in succeeding with a proposal
for a long-term tourist project, the Great Silk Hodn order to integrate all countries and
private persons interested in the revival of theiemt highway, the UNWTO, together with
UNESCO, convoked in 1994 in Uzbekistan the firgeinational meeting of the Great Silk
Road. All 19 countries participating in the confeze adopted the truly historical Samarkand
Declaration on Silk Road Tourism.

At the first in a series of Silk Road internatiorfarums held by the UNWTO, a new
international marketing strategy was adopted byh&llparticipating countries in Xian (China)
in July 1996. This forum included as well 110 tdlasempany leaders, tour operators, owners
of large hotels, scientists and journalists fromc@bintries as well as UNESCO and UNDP
representatives. For the first time, the UNWTO hhd opportunity to assist Silk Road
countries in building close business relations vitie tour operators of the leading tourist
markets. The main goal of their market strategy twasreate a steady and constantly growing
demand for the new travel product.

The UN General Assembly session, which was hel@datober 1997 in Istanbul (Turkey),
enabled the Silk Road countries once again to agether and analyse the progress of the
project developed by the UNWTO. The session redultea number of new resolutions passed
by its participants. The action plan on creatingl @eveloping the Silk Road handicrafts
training centres was adopted, using the broad epm=r of a similar UNDP project which had
been implemented in Uzbekistan. The progress ofithgketing strategy was also stimulated
by UNWTQO’s thematic stand on the Great Silk Road.

The participants of the fourth international megtimf the UNWTO approved the Bukhara
Declaration on Silk Road Tourigfh(2002), in which the UNWTO resolution on openihg t

80. www.unwto.org/silkroad/events/en/pdf/Microsoftvii-BukharaDeclaration.pdf.
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Silk Road International Office in Samarkand wasestaThe Samarkand Offiteco-ordinates
the interrelation and regional co-operation of ®itk Road countries and promotes their
participation in travel fairs and in other eveni®ied at the development of the tourist product
"Silk Road".

The Bukhara Declaration on Silk Road Tourism stdsthe benefits of the development of
sustainable tourism and outlined specific stepstitaulate cultural and ecological tourism to
Silk Road destinations. European countries involwethis project are Armenia, Azerbaijan,
Georgia, Greece, Italy, the Russian Federatiorkéyuand Ukraine.

“Silk Road Destination$” is a regional project focused on Central Asia aided at the
consolidation of the efforts of tourist companié$sok Road countries in the promotion of that
tourism product in the markets of developed coeaatri

The management model is the Silk Road Travel Assioti, created by all the participants of
the region’s tourist market: national tourism adstrations, tour operating companies, tourist
agencies, hotels, airline companies, transport nisgdions and the like. It strives to

accomplish a number of tasks aimed at strengthesmmigpromoting the tourist image of the
region in the world’s tourist market. The activafthe Silk Road Travel Association is based
on the experience of such regional associationh@sacific Asia Travel Association, the

African Travel and Tourism Association, and theibh@&merican Travel Association.

The idea of setting up the Silk Road Travel Assiimimi which endeavours a consolidation of
the efforts to develop tourism in the region, isesto get encouragement from the UNWTO,
not least due to its experience as a successfobmrtor of the long-term tourist project the
Great Silk Road. Nineteen countries and many osgdéions and individuals have been
involved in the realisation of this project. Theoject includes the following joint actions:

promotion of the tourist product in the markets ddveloped countries; participation in
international travel fairs; publication of printeativertising and promotional material; and
promotion of Silk Road travels.

The list of project members includes the best stucompanies of the Silk Road countries:
Armenia, Georgia, Azerbaijan, Turkmenistan, Uzbikis Tajikistan, Kyrgyzstan, Kazakhstan
and China (Xinjiang).

The Silk Road Destinations project includes varifaums of cultural and active regional tours.
The most popular among them are the following: igburiangle tours offer visits to three
neighbouring countries within one trip; circulamute offer travellers a tour around several
neighbouring countries with the tour starting amdshing in the same country; transnational
tours offer travels which start in one country dingsh in the third, fourth or fifth country after
crossing the territory of these countries; andataidiurs imply staying in one country as a base
with one-, two- or three-day trips to neighbourawintries.

The Silk Road Destinations project also elaborgigd projects and puts into practice large-
scale tourist projects: international tourist expeds (“In the footsteps of Marco Polo”,

“Tracing Alexander the Great’'s Military Campaign Asia”, “In the Footsteps of Genghis
Khan along the Great Silk Road”); an internatioaato motor rally across the Silk Road
countries; and the multinational tours “The Treaswf World Heritage on the Silk Road” and
“Cultural and Adventure Tours on the Silk Road”.

The UNWTO is also very interested in intercultuaat inter-religious dialogue, and promoted
in 2007 the First International Conference on Temri Religions and Dialogue of Cultures, in
Cérdoba (Spain), with the important presence oéss\pilgrimage Routes.

81. http://unwto.silkroad.travel.
82. www.silkroad.travel.
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The UNWTO promotes the Ulysses Award, the most mamb recognition for a tourism
initiative. In the year 2011 the prize for the mashovative experience has gone to the
European Cemeteries Route.

United Nations Alliance of Civilizations — UNAOC

The Alliance of Civilizations was launched in 200% the former Secretary General of the
United Nations Kofi Annan, with the co-sponsorshipthe Prime Ministers of Spain and
Turkey, José Luis Rodriguez Zapatero and Recepipdndogan, with the aim of improving
understanding and co-operative relations amongomsatiand peoples across cultures and
religions and, in the process, helping counterftihees that fuel polarisation and extremism.

During the Third UN Alliance of Civilizations Forunselebrated in Rio de Janeiro (Brazil) on
May 2010, a session on “The role of Cultural Rourelsuilding the Alliance of Civilizations”
was organised by Abraham Path Internatididlhey explained that, in the past two decades,
travel with a focus on cultural, historical andigelus based Routes had skyrocketed in
popularity. The session drew on the experiencarefkt existing Cultural Routes — Abraham'’s
Path; the Santiago de Compostela Pilgrim Routabttaa Via Francigena. The panel asked the
following primary question: How can these Culturadutes and other tourism-related products
help in the creation of the Alliance of Civilizatis?

Cultural labels and recognitions of the European Cmmission

European Heritage Label

The aim of this new label is to highlight sites ttlealebrate and symbolise the history of
Europe, European values and the building of theogan Union. The European Heritage
Label will complement other existing initiatives ihe field of cultural heritage such as the
UNESCO World Heritage List and the Cultural Routéghe Council of Europe. It will be
awarded to sites on the basis of their Europearbsiimvalue and educational work, rather
than on their architectural qualities or beauty.

The original concept of the European Heritage Lameérged in 2005, was promoted by the
Council of Ministers of the European Union on 20vember 2008 and was adopted on 9
March 2010. It was then sent to the European Paglia and the Council of the European
Union to negotiate the final version of the text.

On 19 March 2011, the national ministers for cdtum the Council reached a political
agreement on the new European Heritage Label. Thencll's agreement is the result of
negotiations with the European Parliament on ttseshaf a proposal by the Commission.

Following this recent confirmation of the Councillitical agreement, the decision
establishing a European Heritage Label should newfhcially adopted, first, by the Council
in July and, secondly, by the Parliament in theuswrt of 2011. Preparatory work to set up the
label will be carried out in 2011 and 2012, and fitet selection procedure will take place in
2013, with the first sites expected to be awartieddbel in early 2014.

To date, a total of 64 sites have obtained themmedhry label, of which two are associated
with the concept of European Cultural Routes artth laoe proposed by Germany: the sites of
Reformation and the Iron Curtain Trail. Other sifesm part of the Council of Europe’s
Cultural Routes (see Table 2), as is the case &meinisterre (Spain), associated with the
Santiago de Compostela Pilgrim Route in Spain, Hiséoric centres of Riga (Latvia) and

83. www.abrahampath.org.
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Kaunas (Lithuania), associated with the Hansa RalbéeAbbey of Cluny (France), the central
focus point of the Cluniac Sites in Europe Routeqj Zale Cemetery, part of the European
Cemeteries Route. Other sites are associated widr &uropean Cultural Routes, such as the
Royal Monastery of Yuste (Spain), which is parthed Imperial Route of Charles V.

Cultural Routes as part of the cultural dimension & the EU’s external actions

Europe, “United in Diversity” is the official mottof the EU, defining us as a culturally diverse
community of values, in which culturean and should be a facilitator for development,
inclusion, innovation, democracy, human rights, cadion, conflict prevention and
reconciliation, mutual understanding, tolerance ameativity. Cultural co-operation and
cultural dialogue, which are building blocksaefltural diplomacy, can serve as instruments for
global peace and stabilf/and to consolidate a cultural dimension of exteastions®

According to the “Report on the cultural dimension§ the EU’s external actions”
(2010/2161(INI))*® presented by Marietie Schaake to the Committee Cafture and
Education, culture needs to be taken into consiideran all EU external policies, and, in line
with Article 167(4) TFEU, plays a role in bilaterabreements on development and trade,
notably through measures such as the Europeamimsiits for Democracy and Human Rights
(EIDHR), for Development Co-operation, for Stalyiliand for Pre-Accession, the European
Neighbourhood Policy (ENP), the Eastern Partnersiiigl the Union for the Mediterranean,
which all allocate resources to cultural programmes

EU policies emphasise that transatlantic co-opmmatind co-operation with neighbouring
European states are important to advance jointaste and protect common values.

The European Agenda for Culture sets the stratelgjective of promoting culture as a vital
element in the EU's international relations.

In 2008, the European Parliament’s resolution orcwaopean agenda for culture in a
globalising world “recommends that the Council &mel Commission support and promote the
Council of Europe's European Cultural Routes progne, launched in 1987, since the Routes
in question constitute exemplary networks enconmpgs®gions and local communities and
bear witness to Europe's heritage and shared yiistor

With this in mind, a co-ordinated strategy betwé®ssn EU and the Council of Europe focused
on Cultural Routes that could play an important pathree ways:

84. See the United Nations Millennium Declarati@®0), in particular the articles “Human rightsyrderacy
and good governance”; and the United Nations réisoilentitled “Keeping the promise: united to ackiehe
Millennium Development Goals” of 22 September 20th& 2005 UNESCO Convention on the Protection and
Promotion of the Diversity of Cultural ExpressigtfNESCO convention), the United Nations resolutaritied
“Culture and development” of 20 December 2010.

85. See Decision No. 1983/2006/EC of the Europeaniafent and of the Council of 18 December 2006
concerning the European Year of Intercultural Djaile (2008), the Council conclusions of 20 Noven#i#8 on

the promotion of cultural diversity and interculildialogue in the external relations of the Unéoml its Member
States (2008/C 320/04); the ACP-EU Partnership ément signed in Cotonou on 23 June 2000, as finshded

in Luxembourg on 25 June 2005 and as amended éosélbond time in Ouagadougou on 22 June 2010; the
Protocol on Cultural Co-operation annexed to thelehéree Trade Agreement; and the report of the rGittere

on Culture and Education (A7-0112/2011).

86. www.europarl.europa.eu/sides/getDoc.do?pubRERATEXT+REPORT+A7-2011-
0112+0+DOC+XML+VO//EN.

87. European Parliament resolution of 10 April 2@d8a European agenda for culture in a globalisiogld
(2007/2211(INI)).
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—  transference of knowledge and innovation from aativben the experiences and best
practices of existing European Cultural Routes thd&hd neighbouring European states
(practically all members of the Council of Europe);

—  the extension of European Cultural Routes to theoEétseas countries and territorfes,
and especially to the Mediterranean, the Amefie4«;P countries and Asi&;

—  co-ordination with other global initiatives for trenational Cultural Routes which
involve Europe and its neighbouring and third coest(that is, UNESCO'’s Routes for
Intercultural Dialogue).

Cultural European Routes financed by the European dion

Cultural Corridors of South East Eurdpés a project implemented by the Association for
Cultural Tourism in collaboration with the Europdastitute of Cultural Routes, with the help
of the Government of Luxembourg, and forms para ofiacro-regional project for South-East
Europe as promoted by the Council of Europe, th@ean Commission, UNESCO and other
institutions, such as ICOMOS and the British Colrstriving to foster intercultural dialogue
and advance the activities in and about World ldgétsites and the immaterial heritage in the
region. This partnership unites great efforts armbiges outstanding results.

The project promotes notably nine Cultural Routes:

—  the Danube Road as fluvial cultural corridor aléhg Danube River. The opinion of the
Committee of the Regions on the Danube Region &jyat(2011/C 166/083
recommends the creation of a Danube macro-regios tal the particular geographical,
historical and cultural significance of the Danufegion, adjusting the South-East
Europe co-operation area under the European Teeatit©ooperation (ETC) programme
(strand B);

—  the Diagonal Road passing through South-East Europe, and connedimgpe to
Asia,;

—  the Eastern Trans-Balkan Road, crossing South{Hasipe in a north-south direction,
connecting important monastery centres and the GlsiQultural Route Via Regia (the
Royal Road) in Ukraine;

—  the cultural corridor Sofia-Ohrid, passing througtlgaria and “the former Yugoslav
Republic of Macedonia” and connecting the monasseyglomeratior®é around these
two historic towns;

88.Willemstad, Curagao, a UNESCO World Heritage witth the oldest synagogue in the Americas, cdddan
important place to develop the European Route wiskeHeritage in the Americas. In the Caribbeanaeghere
is an important Sephardim and Ashkenazi legacyrubA, Barbados, Bolivarian Republic of Venezuelab&;
Dominican Republic, Jamaica, Netherlands Antiliaint Kitts and Nevis, Suriname and the Virginnsls.

89. In 2010, the Legacy of al-Andalus Foundatigmed an agreement with CONACULTA (Mexican Ministrfy
Culture) in order to promote the Route of the Madéj Mexico as one of the trails in the Americas.

90. The Chinese Tourism Academy or Organizatiolbefo-American States has for instance alreadyesgad
interest in benefiting from European experience exqkrtise in the development of Cultural Routes.

91. www.seecorridors.eu.

92. http://eur-lex.europa.eu/LexUriServ/LexUriSdn”uri=0J:C:2011:166:0023:0029:EN:PDF. There is no
mention of the Danube as a cultural corridor, e document “stresses that the unique naturalyrediland
ethnic diversity within the Danube region shouldrbaintained as part of cultural projects and madeessible
and tangible by means of sustainable tourism cdatépoint 43).

93. This Route has had various names — Via Diaggndia Militaris, Carigradski drum (road, Greekjia de
Ragusi or Via Ragusina in the region of Croatiasfda and Herzegovina, Serbia and Montenegro. Thgdbial
Road, since the period of the Roman Empire ungilgtesent day, is the most important axis betweemast and
west.

94. Some of them are included in the World Herithigeé the Boyana Church (Bulgaria), Stari Ras &oghocani,
the Decani Monastery (Serbia and Montenegro), aedchurches in Ohrid (“the former Yugoslav Repullic
Macedonia”).
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Via Adriatica, which spreads over the entire wast®aboard of the lonian and Adriatic
seas, and symbolises the results of the interratierchange among the Aegean,
Roman, Byzantine, Dalmatian and west European isiibns.°> connecting in its
northern part with the Council’s Cultural RoutesSafint James’ Way and Saint Martin;
Via Anatolia is a cultural corridor spreading alathgee seas — the Sea of Marmara, the
Aegean and the Mediterranean Sea, connecting twquercultural centres: Istanbul and
Antakya (former Antioch), where it meets one of branches of the Silk Road coming
from Esia, and crosses a Bronze age sea trade Roaten as Via Maris, connecting
present-day Turkey to Egypt, the Red Sea and tiarirOcean;

Via Egnatid® is an ancient road, built around 146 BC, during Boman Empire, to
facilitate communication between Rome and Constapte (present-day Istanbul). It
remained one of the most important roads in theaByme Empire, connecting Durres to
Lychnidos (Ohrid), Thessalonica (Thessaloniki), iAdople (Edirne) and, finally,
Constantinople (Istanbul). This cultural corridorasv very important for the
dissemination of Orthodox Christianity in South-EdSurope and, later on, of
monkshood. It was also an important way for Europgfgrims to reach Jerusalem with
an important link to the Via Francigena. Also iesing is its link with the Route of the
Castilian Language and its expansion to the Maditeran, where the Sephardic Routes
to a great extent exist alongside the Via Egnatat® Later, the Via Egnatia was
fundamental for the expansion of the Islamic reimgin the Balkans;

Via Pontica is the cultural road spreading over st and south coasts of the Black
Sea, from the Danube Delta, reaching the footbill€aucasus, and crossing Romania,
Bulgaria and Turkey. It was a meeting point amoeg sultures — Greeks, Vikings,
Venetians, Genoese, with the land cultures of Skisacians, Daces, Goths, Bulgarians,
Slavs, and Romans;

the Western Trans-Balkan Road crosses South-Easp&un a north-south direction
connecting western and central Europe with the Argand the Mediterranean seas,
crossing consecutively the Danube Road, the DidgRoad, the Sofia-Ohrid Road and
Via Egnatia.

Apart from these Routes, there are other importatiatives funded by European Commission
programmes, such as:

Art Nouveau European Routg;

Ambert Road;

Baltic Fortress Culture and Tourism Route;

European Route of Brick Gothic (EuR0B);

European Route of Historic Theatr®s;

European Route of Industrial Heritage (ERIH);

Imperial Route of Charles V;

Mediterranean Route of the Olive Tri8;

Roman ways (several projects), for example, the ROpfoject

95. Along the cultural corridor a great number ddtdrical towns are recognised as World Heritagessat
present — Pote Sibenik, Trogir, Split, Dubrovnik (Croatia), Kat¢Serbia and Montenegro) and Gjirokastra
(Albania).

96. Since the 2nd century the cultural corridor besn named after the Roman proconsul Gnaios Bgnati

97. From the north, the Viking Routes follow the lgiuropean rivers — Wista, Dnieper and Don — tvarat the
waters of the Black Sea, the Mediterranean an€Ctspian Sea.

98. www.copdefuet.eu.

99. www.georgiantheatreroyal.co.uk/media/perspdutim.

100. www.oleoturisme.org.

101. www.romit.org.
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- Route of Fortifications (Spain and Portugal).
European Tourism Day 2010 focused on European Cultal Routes

The European Tourism Day 2010, organised by thefaan Commission on the occasion of
the World Tourism Day on 27 September 2010, wasredron “The role of cultural heritage
in the renewed European tourism policy”. A partégufocus was given to the European
Heritage Label and the European Cultural Routdsvasof the main cultural strategies for the
new political framework for tourism in Europe (adeg on 30 June 2010). The Iron Curtain
Trail was the selected experience for the Europdaritage Label. The Via Francigena, the
Saint Martin of Tours Route, the Legacy of al-AntaRoutes, the St James’ Way, the Routes
of the Olive Tree, Phoenicians’ Route, Europeant®aid Historical Thermal Towns and the
Route of St Olav Ways were portrayed as represeesadf the European Cultural Routes.

The enlarged partial agreement (EPA) and the futureof the European Cultural
Routes

The setting-up of an enlarged partial agreemenivdrst the Council of Europe and the
European Union will continue and enlarge the ouatiteg work on Cultural Routes through a
fresh partnership for the development of new Eumopé&ourism products as part of the
European Tourism Strategy.

According to Committee of Ministers Resolution CN&R2007)12% the criteria for eligibility

of Cultural Route themes must focus on values, @gtolerance, respect for diversity and
intercultural understanding as is the case forShat James’ Way, the European Route of
Jewish Heritage, the Legacy of al-Andalus Routed #rve Route of Roma Culture and
Heritage. A second objective demands that the Rdageconducive to tourism initiatives, with
both objectives expected to strike a balance irfitted Route project. An additional aspect in
the procedure for awarding the label has recerggnlintroduced under the supervision of the
enlarged partial agreement in consultation with CRT and CDPATEP, and is meant to
guarantee the pan-European nature of the labisliriportant to remark that resources for the
support and development of Cultural Route projeslisbe managed by the Governing Board
of the enlarged partial agreement. In order to eaphe prospects of European tourism and
add a new dimension to European cultural co-operatthe Route should enable the
participation of other countries as partners.

One of the best examples for the coexistence sktdédferent steps for a Cultural Route — and
which already is included in the UNESCO World Hagi¢ List and the Tentative List — is the
Santiago de Compostela Pilgrim Routes in Spainfthst Council of Europe Cultural Route,
managed by the Consejo Jacobeo (Saint James’ Qp@see Figure 1). This project also
includes Fisterra, a heritage site on the trainfi®antiago to the coat

Figure 1. The Santiago de Compostela Pilgrim Rouse— UNESCO and Council of
Europe labels

Red point: Santiago de Compostela, a UNESCO World &titage site
Brown line: the first Cultural Route as World Herit age site

102.

https://wcd.coe.int/ViewDoc.jsp?Ref=CM/Res(2007) 12aguage=IlanEnglish&Ver=original&Site=COE&Back
Colorinternet=DBDCF2&BackColorintranet=FDC864&BaaiGrLogged=FDC864.

103. Fisterra, on the Galician coast, is also anlist of the European Heritage Label, a new sitd kbel
included on the Santiago de Compostela Pilgrim &aut
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Blue line: trail in tentative list to be included as World Heritage site
Green line: new sites to be included in the Tentate List
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Other significant European Cultural Routes

Footsteps of Saint Paul the Apostle

When Romans destroyed Jerusalem in A Apostle St Paul decided to spread the word of
Jesus. The trail of Saint Paul the Apostle stamtedntioch (now, Antalya, Turkey), from
where he sailed to Cyprus, and further westwardGieece visiting Kavala, Filippi,
Thessaloniki, Veria, Athens-Piraeus, Corinth, anel island of Cephalonia. After a halt in
Malta, the trip concluded in Rome, where St Paalght the gospel to Europe. Some scholars
defend a possible trip to Hispania, and notablyda@r (today, Tarragona, Spain) as the city
which he most probably visited. Saint Paul's Waw i€ultural Route that combines religion
and history connecting Cyprus, Italy, Egypt, Greelmgdan, Malta, Turkey and Syria. Some
operators combine destinations, and it is even cemmiadised in thematic cruises and included
in sailing and yacht tourism offers in the eastlediterranean. Other destinations connected
to St Paul include a walking trail in Turké? One of the most important tour operators
offering this Route is the Opera Romana Pellegghag

Great Tea Road

The Great Tea Road is the name of a famous catea@® route from China to Russia, which
provided tea to Europe between the 16th and 19tkuges, and is largely conceived as an
analogue to the Silk Road. This Route in particestablished trade and cultural ties between
the peoples of Russia, Mongolia and China. Theeeimportant heritage cities and towns,
postal stations and inns, churches and school®rias, markets and, of course, tea shops. The
total length of the route is about 10 000 kilometr&long with such trade goods as jade, silk,
salt, cinnamon, tin, wine and slaves, the GreatRead played an important role in the history
of mankind and especially in the establishment @fnemic, diplomatic and cultural ties
between the peoples it connected.

The tea route sets off at the city of Wuhan, andiveded into several land and water routes
that pass through more than 150 cities. Movemertooioys from the Russia to China and
back went mainly through the following agglomeraso Moscow, Pereslavl, Yaroslavl,
Kostroma, Vologda, Veliky Ustyug, Nizhny Novgorottbit, Solikamsk, Yekaterinburg,
Verkhoturye Turinsk, Tyumen, Tobolsk, Tomsk, Omskhim, Novosibirsk, Krasnoyarsk,
Kansk, Yenisei, llim, Nizhneudinsk, Irkutsk, Verldudinsk, Selenginsk, Kyakhta, Sayshana,

104. http:/itrekkinginturkey.com/StPaulContent/atteewalk.html.
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Urga, Ern-Hoto, Kalgan, Beijing and other citiesdaiowns. In Beijing, Russian merchants
played a major role in the development of the Idade.

This Route was slowly abandoned with the use ofsée route between China and Russia
through the ports of Shanghai, Guangzhou, Vladoloahd Odessa, making the transportation
of tea cheaper. Finally, after the constructiothef Trans-Siberian Railway in 1903, the end to
the caravan trade was sealed.

The history of the Great Tea Road provided a weaftimaterial and opportunities for the
development of cultural tourism and the creationtlué world’s largest transcontinental
international tourist route. Tourism projects aldhg Great Tea Road developed from 1992
with the support of more than 50 organisations fritwmee countries: Russia, Mongolia and
China. The projects aim to develop a major inteonal tourist destination with historical and
cultural heritage and promote the brand of the GFea Road. There are many active projects
in the Russian Federation, mainly in the Perm Re@ierm and Kungur), Kyakhta (Republic
of Buryatia) and in the Sverdlovsk region. Heres thur "Tea Roads Urals" communicates
Moscow with Yekaterinburg and promotes the mostdasnRussian fairs — Irbitskoi, Talitsa,
Pyshma Kamyshlov, Bogdanovich, Krasnoufimsk anaoeirse, Irbit.

Other routes

—  The maritime republicsRepubbliche Marinare of Amalfi, Genoa, Pisa, Ragusa and
Venice developed control of European trade with taldle East through the
Mediterranean and the Black Sea between the 8th 1&tk centuries with a key
relationship with the Ottoman Empire. The Catalaagbnese expansion through the
Mediterranean, with the control of the western Melanean Sea, is another example, as
is the colonial expansion of the Portuguese spanthia Atlantic, Africa and Asia from
the 15th to 20th centurié$

—  Scenic railway routes with tour packages throughoge such as the Orient Express or
the Danube Express (London/Brussels-Budapest-Istarthe Trans-Siberian or the Silk
Road which communicates Russia with Siberia andn&hiand in Spain, the
Transcantabrico, which covers the Santiago Comfgo&eute by the Cantabrian coast
and the al-Andalus de luxe train, which circulaesween Granada and Seville; or, in
Sweden, the Inlandsbana though Sweden's Arctitinort

- River cruise routes. The most popular are the Rhwa cruises, which can be combined
with cruises on the Moselle River, the Danube lLibiee, etc.

VisitEurope/European Travel Commission

Apart from these, VisitEurope also promotes otlegianal Routes such as the Painters’ Trail
along the French Cote d’Azur through the landscdlpatsinspired Cézanne, Van Gogh, Léger
and Chagall; national routes in Switzerland suclthasSalt Route, religious routes, and even
the route that Thomas Cook took, the creator ofjtgantic travel company (founded in 1863);

and transnational Routes such as the Route offiEatitbns centred on a series of fortified

towns between the west of the province of Salamé®pain) and Portugal.

This organisation also promotes five pan-Europeanogrism routes, crossing Europe along
its most important iconic heritage sights. Speaténtion is hereby paid to include and
emphasise UNESCO World Heritage sites (naturalechiand cultural landscapes), UNESCO
biosphere reserves, national parks and region&kphut also to combine nature with culture.

105. A network of World Heritage sites of Portugresigin has recently been created.
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These five routes are the Atlantic Pan-Europeantd&kdbe Central Pan-European Route, the
Mediterranean Pan-European Route, the Nordic Paopean Route and the Western Pan-

European Route. They are co-ordinated by the Earopéetwork of National Parks and the
Bird Life International Partnership.
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Input

Outputs

Outcomes

Impact (i.e. net outcomes after removing
deadweight and displacement, and
accounting for longer term sustainability)

Renovation of cultural asset

Investment of x euros in renovatin

important cultural asset

gRenovated cultural asset

Increase of x number of visitors to site wl
also spend y on other facilities in the town
X schools now visit the site instead
travelling to alternative venue

ho
Tourism growth, leading to increasg
pbusiness and employment opportunities

2d

Increased civic pride and image for the townReduction in carbon footprint of local
Volunteer time in assisting with work X volunteers given work experience Volunteers have improved self-esteem, skjllschools

and job prospects Increased property prices

Increased levels of employment
Organisation of cultural event
X euros spent on organising a major cultura{ cultural activities held, e.g. musical eventGreater awareness of cultural heritgg&reater community cohesion leads [to
event cultural market, children’s activities amongst local community reduced social isolation and crime
Y people visit the events

Volunteer time helping with organisation | X euros generated from ticket sales to eveptSreater community cohesion Local economic growth through new

X jobs and business opportunities created
those involved in the event

Y increase in sales for local businesses

Z volunteers given work experience

for

Volunteers have improved self-esteem, sk
and job prospects

Increased business start-up and survival rates

business and employment opportunities

ills

I nvestment in new website for Cultural Route

X euros spent on new web design New website degdland attracts x hits Increased information available abdutncreased tourism in area boosts logal
per week Cultural Route attracts x% increase |irrconomy, creating new business
Web designer gains x days of employment visitors to key cultural assets and y%epportunities
increase in hotel nights
Web designer’s business grows
Development of new tourism trail
Staff or volunteer time spent on researchjny signs installed X new visitors attracted to the area Increased tourism in area boosts logal

Route
X euros spent on new signposting, maps
guides, and marketing

Y maps produced
ardmarketing leaflets printed

Y extra spend generated in the area
Z extra has to be spent on clearing
damage to the environment produced

economy
upnintended negative environmental impact
bgnd costs

visitors
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Appendix ree:02: AR illustration of the different models

Consider the scenario of a cultural event basetheatown square (normally used for a street markehich attracts visitors to the town who spend
money on both tickets to the event but also onl Boeommodation, food and other purchases fromllboginesses or stallholders at the event or in

the local area. The different models for measunmpact can produce quite different results.

Return on investment (€)

Cost—benefit analysis (€)

Economic multiplier model (€)

Expenditure Costs Direct impacts

Cost of organising the event Cost of organising the event Organisers salaries and costs 20 000
(performers, staging, etc.) 50 000 (performers, staging, etc.) 50 000 Contractors and suppliers costs 50 000
Marketing costs 10 000 Marketing costs 10 000 Marketing expenditure 10 000

Total costs 60 000 Loss of parking fees 2 000 Visitor spend at event 5 000

Loss of normal market square fees 5 000

Income to local businesses 20 000

Income Total costs 67 000 Hotel and accommodation costs 50 000
Grant funding and sponsorship 20 000 Total direct impacts 125 000
Ticket sales for event 50 000 Benefits Less displacement and leakage (5 000)

Total income 70 000

Direct return on investment (ROI)
(income — expenditure)
i.e. 17% ROI

10 000

Grant funding and sponsorship 20 000
Income from ticket sales 50 000

Income to stallholders at event 5 000
Income to local businesses 20 000
Gross benefits 95 000

Less deadweight, displacement (5 000)
and leakage

Net benefit 90 000

Cost — benefits 23 000

Net direct impacts 120 000
plus multiplier (say 0.25) 30 000
Total impact = 150 000 or the equivalent of five full-

time (FTE) jobs
(assume average salary costs in the sector are@0 (

NB this is a very simplified version of how the @malhtions would be made in practice.
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Impact measurement model Appropriate methodologies

Activity type Economic Visitor Business Traders Participant Analysis of | Analysis of
product web page

CBA/RO i) iy surveys surveys surveys evaluations
models ¥ y Y sales hits

Heritage
preservation
Educational
activities
Cultural
exchanges
Events and
festivals
Marketing
and ) ®
promotion
Business
support and ) [ )
training
Development
of tourism ° ° ) ® )
activities
Development
and sale of
tourism
products
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Cultural Routes of Switzerland — a tourism projecbrdinated by ViaStoria — joins together local
Routes in Switzerland with a goal to make them-sedtainable projects. Although specific quality
sustainable tourism criteria have not yet beenndefifor SMEs, Cultural Routes of Switzerland
established a set of indicators based on which Rbates are selected for participation in the
programme. Many of the tourism partners are alrealyfied with national quality labels such as the
Q label, the Steinbock label, the designation Swhssoric Hotel, or the seven criteria for good lijya
hiking trails of the national umbrella organisati@wiss Hikingios

The graphic below represents four main focus asé#ige Cultural Routes of Switzerland programme.

. ViaStoria‘ ,

2 CULTURAL ROUTES OF SWITZERLAND

In Switzerland, every Cultural Route project cotssif two main steps:

— assessment of the conditions and objects of théendé@en in order to gain basic information
about a candidate Route, to signpost and docunhetd develop a quality guide, and to
provide information to visitors — Cultural Landseggrogramme;

— development of a tourism offer in the form of bobleapackages — Tourism programme.

If suitable, these two steps can be then accomgdnyiehe other two components — regional products
and/or didactics.

- Cultural Routes of Switzerland also use a spedijickesigned tool kit for Cultural Route
operators, local authorities, SMEs and their chsst@his tool kit offers the following
criteria for Cultural Routes selection.

106. www.wandern.ch/index.php?id=214.
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Criteria for Cultural Routes selection: general corcept of the Cultural Routes of
Switzerland programme

—  contains one or more typical regional anchored #&m

—  can clearly be distinguished from other Routeshayrte;

- includes the Inventory of Historical Traffic Rout@sSwitzerland (IVS);

- includes the network of official hiking trails;

— incorporates public transport (at least both thet sind end are connected);

- includes federal inventories of landscapes andralattionuments;

- includes an inventory of the heritage areas (fangxe, national and regional places of
interest);

- includes the UNESCO World Heritage sites;

—  considers protected areas (national parks, naarkes pAONBS, etc.);

- includes inventories of cultural assets;

—  considers regional priority areas (nature and leapoks);

- considers regional nature reserves and geologtest s

—  considers other landscape values (areas with ragitmvelopment/management plans);

- includes isolated monuments, historic hotels asthtgants;

- includes regional and local specialties (culinasyitage).

Cultural landscape programme

— isincluded in a regional development concept oo\rall management plan;

- is based on the interests of the region and thanisgtions concerned (authorities, trails,
etc.);

—  has professional project management that is unlfjoamplicable to other Routes;

- conducts regular controls and evaluations to ensomstant quality standards;

- is documented over the entire course;

—  develops a guide about the cultural landscapentleats quality standards;

- Is part of the programme’s global marketing adtgt

- is involved in communication and networking struesi(of the programme);

— ensures sustainability by applying specificallyntiiied and verifiable sustainability criteria.

Tourism programme

Every tourist offer:
Is based on the Cultural Route;
- meets certain quality criteria (checklist to beinked by the programme);
—  has professional project management;
receives annual quality control for a continuoupriavement process.

Cultural Routes of Switzerland also use an estadtisCultural Route project management plan that
lists the fields of action to be undertaken whetal@dshing a Cultural Route project. The structafe
the plan is presented below, where the “cultunatiézape” component is highlighted in green, and the
“tourism” component highlighted in yellow.
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Steps in the development of a Cultural Route ptojgmagement plan
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