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Smart strategies for sustainable tourism in Llvely cultural DEStinations

WP5 D.5.1.2 - First Draft of the S.LI.DES. strategy
Local events report

BUILDING THE STRATEGY WITH LOCAL STAKHOLDERS

1. ORGANISATIONAL INFORMATION REGARDING THE LOCAL EVENT

Date 24/02/2022

M In attendance
Was the local event in attendance or online? ™ Online

™ Hybrid

Venue

University of Venice - Ca’ Dolfin, Aula Magna Silvio
Trentin

Agenda

(see ANNEX 1)

Number of participants

44

2. PRESENTATION OF THE SUBJECT AND THE PURPOSE OF THE EVENT

Characteristics of the

* Local and Regional authorities:

n. 1 (6 participants from the
* Local and regional deve
n. 1 (1 participan

Fondazione Querini,

Associations, regional innovation agencies:
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n. 3 (4 participants CNA, Confartigianato,
ECIPA)
n. 1 (7 participants from Tourist guide
associations)

= Education and training organizations
(universities, research centre...)
n. 2 (7 participants from University of Venice
and 2 from CISET)

= General public:
n. 16 participants (Venetian artisans
involved in the pilot action)

Please list below the participants in the event (SEE ANNEX Il List of participants)

Organisation

City of Venice / Vela
University of Venice/CISET
Artisans

Associations

Which method did you use to
actively involve the stakeholders in
the development of the strategy
and how effective was it?

European Regional Development Fund

Public/private Name and function (if known)
Public See Annex I
Public See Annex I
Private See Annex I
Private See Annex Il

Method: 7 minutes’ game with the following steps:

1) Welcome and introduction to the Methodology, setting the
context and putting participants at ease;

2) Groups creation — 5 groups with 6/7 representatives from
different categories and one speaker for each group
appointed;

3) Small-Group Rounds: Each round is prefaced with a question
specially crafted for the specific context. Each group has 7
minutes to discuss and to propose answers to 4 questions;

4) After the small groups discussion, the speaker is invited to
share insights or other results from their conversations with
the rest of the large group. These results are reflected
visually using graphic recording in the front of the room;

5) The main findings of the discussion will be used for the
drafting of the cross-border tourism strategy.

1 2 3 4 5

Not effective very effective
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Did any issues raise during the
event? If so, please explain

Please briefly sum up the event and list below any useful contribution to the S.LI.DES strategy you
gathered from the interaction with your stakeholders.

Through the 7 minutes game methodology, the 5 stakeholders groups have been invited to answer to the
following questions:

1. As vyou heard in the presentation, "smart tourism" projects need to have data on mobility, tourist
turnout, demand profiles, cultural and creative heritage, hospitality and services, on an ongoing, up-
to-date basis. However, the data are collected and held in a fragmented way by different subjects:
the Public Administration, Institutions, Associations, large and small companies.

What could be the initiatives to ensure that each of these subjects, for their part, feels involved and
is incentivized to give the system the data they collect (or could collect) during the exercise of their
business?

2. At this moment, what do you think may be the main obstacles that prevent, especially small
operators, from fully entering the world of digital communication and data enhancement,
increasingly necessary to reach demand in a targeted way, to know its profiles, dialogue with
customers, narrating and enhancing the distinctive quality and competence of the offer?

What initiatives would help remove these obstacles?

3. The SLIDES project has experimented with a pilot action a type of initiative to promote and enhance
the heritage of culture and creativity and the symbiosis with tourism. What other types of initiatives,
new or even already implemented in the past and to be renewed, would you like to suggest? Are
there any specific actions (training, communication, etc.), "rules", incentives, participation /
involvement that could increase the chances of success and sustainability over time?

4. What are, in your perceptions, the future scenarios of the use of data in relation to tourism?

The discussion that followed highlighted some stakeholders’ needs and proposals that can be of interest
to the development of the strategy:

e Some aspects were considered essential for a broad involvement, both of operators and visitors, in
the collection and use of data. On the one hand, this refers to security and respect for privacy, and
on the other, to the reliability of the information produced and disclosed. Note that sometimes
visitors are not inclined to leave data: we are all tracked but who assures us that these data are
respected and used correctly? Hence the need for systems that guarantee security and privacy.
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e The ability to collect data and information and use them to manage the relationship with demand
and communication is absolutely essential for businesses and organizations, even small and artisanal
ones. But one aspect strongly conditions the development of practices: the scarcity of time and
specific resources to dedicate. Companies focused on production have few resources to devote to
understanding the public, welcoming it, using advanced communication tools.

There is therefore a paradox: the craftsman has understood that data can help him a lot, but for his type of
customers and for his resources this is an individually unbearable cost.

What solutions, towards what strategy?
Some indications suggest to promote:
- the use of "intelligent" tools that automate the collection of visitor data (beacons, sensors, etc.)

- the use of platforms that allow to collect and share data as easy as possible. However, it is not only a
problem of accessible technology but also of establishing clear rules in order to create sufficient trust.
Individual entrepreneurs and organizations participate if they feel guaranteed and if they perceive the value
both for everyone and for themselves.

Another interesting aspect is the advantage of complementarity: by putting together data from different
types of operators (hospitality, transport, catering, crafts, museums, etc.) each one can benefit from
information collect by others that he can't gather by himself and vice versa. The contents of the interactions
that visitors have with the different types of operators and moments of their stay are also different: from
faster and on large numbers, to more intense on smaller numbers.

With regard to initiatives for the promotion and enhancement of cultural heritage and creativity, the
importance of differentiating the contents and forms of both communication and actions was underlined.

There is a great need to exploit the peculiarities and specificities that only Venice can offer.

Communication doesn't have to be trivial and flattened. The messages on the particularities of Venice and
of living in Venice have to be univocal. Whoever communicates must know, not repeat automatically clichés.
It takes greater professionalism and profound knowledge of the city to mediate and communicate the city
to visitors. There is a certain lack of interpretation of the city and of how to present it in a appealing but
correct way.
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Another aspect concerns the precision and authority of the communication. Certain information must come
from easily recognizable official sources: it is necessary to understand when the institutions or subjects of
the city are speaking in order to distinguish them from remote or less reliable sources (problem of image
distortions, fake news, etc.).

A distinction was also made between collective tourism (of larger groups) and individual tourism (individuals
and small groups). Often today the most attentive tourists are informed, they have their own beliefs. If you
have to understand their needs and attitudes, however, you should also be more active and proactive to
offer experiences that are detached from the stereotypes that visitors may have learned from the web.

With particular reference to artisans and creative companies, it is necessary to take a step forward in
storytelling and in interacting with visitors. Artisans are "producers of emotions" but it is not easy to
communicate intensely and manage effectively a contact that sometimes lasts only a few minutes. There is
also the problem of dialogue with so many different cultures and languages. There is a gap in skills and tools
to fill.

It was suggested to try to involve subjects and actors of the city that are usually not very engaged. Artisans
have limited resources to devote to promotion / communication. One hypothesis could be to involve them
in school / work training projects, to be supported by young people. However, the initiatives must be
structured in projects that involve several subjects to increase the opportunity to offer (collaboration with
schools and training centers).

Other points reported concern the events and itineraries.

For example, the Carnival brings a lot of people but then it is not aimed at discovering the city. Therefore,
use data more to profile demand and organize differentiated paths to offer that bring together and enhance
various subjects of heritage and creativity.

A development direction is also to organize a wider range of events on specific themes, focused on equally
specific targets. There is the opportunity to capture different interest groups (music, art, fashion, etc.), even
different in terms of experience.

It is not just about imagining new events but also reinterpreting past events in a new way. For example, the
Festa de la Sensa is a fair, why not expand it and spread it in different places in the city instead of just in the
usual ones?

Another idea is to offer itineraries and routes with respect to various narrative keys: a new one could be
that of a chronological reading of the city that would lead to distributing visitors in various parts.

Some current trends, such as walking tours for example, can create a further trivialization: but in reality they
are an opportunity to offer them with local skills and organizations. Riding the phenomenon to enter,

European Regional Development Fund



1 Interreg DR

*

| Italy - Croatia [T

S!_IDES EUROPEAN UNION
alongside the banal tours, an offer of an "intermediate" level that may even be used as a train for offers of
a high cultural level.

With the aid of new digital technologies there is also the opportunity to offering a sort of kit to let the visitors
create their itinerary by their own instead of only pre-established ones.

Finally, some observations regarding the use of web mass communication tools with respect to the
objectives of enhancing specificity. The communication tools that are successful today are standardized on
mass parameters. Social media communicate with levers that are based on a common perception that
highlight stereotypes and simplifications that tend to flatten things. The challenge is to be able to collect a
standardizable and normalizable data (therefore on large numbers) but able to represent the
"differentiation", the richness of the particularities and then hand it back to audience and visitors. It is not
easy to do a "marketing of specificities". It is easier to propose always the same things, focusing on points
of interest that are easy to communicate, which cost zero to those who propose them and easy to resell.
But the challenge of competitiveness and sustainability is to be able to propose different and peculiar
experiences.

3. CONCLUSIONS

The LSE was organised in conjunction with the Open Regional
Workshop Event. The entire event received significant media
attention, in particular:

= Press officers attending the meeting: Corriere del Veneto, City

Please, describe the of Venice press officer, Ca’Foscari press officer
communication activities you = Articlesn.7
carried out to promote the event = Several Post on social media:

https://www.facebook.com/DetourismVeneziaOfficial/
Ca' Foscari (TW, @CaFoscari; IG @cafoscari, FB ) Dipartimento

di Management (Facebook, Twitter) Ciset (TW ) e prog Slides
(EB e TW).

= Agenda-—Annex|

= Attendance sheets — Annex Il

« Speakers’ presentations — Annex Il

» Local stakeholders’ groups division Annex IV
» Pictures / screenshots — Annex V

Attachments

European Regional Development Fund



iterrey

Italy - Croatia .
SLIDES EUROPEAN UNION

S.LI.DES.
Smart strategies for sustainable tourism in Llvely cultural DEStinations

Open Regional Workshop and Local Stakeholders’ Event
Il progetto S.LI.DES.: strumenti e strategie per un turismo sostenibile a Venezia

24 febbraio 2022 - Aula Magna Silvio Trentin - Ca’ Dolfin, Venezia

Il progetto europeo S.LI.DES. : attivita e risultati
14:45 - 15:00 Registrazione dei partecipanti
Saluti e benvenuto
15.00-15.10 Assessore Simone Venturini, Comune di Venezia
15.10 - 15.20 Saluti e introduzione al tema e all’agenda della giornata,
' ' Michele Tamma, Universita degli studi di Venezia Ca’ Foscari
15.20 - 15.40 Il progetto SLIDES: obiettivi e strumenti
' ' Valeria Minghetti, Centro Internazionale di studi sull’economia turistica (Ciset)
15.40 - 16.00 L:.a dashboard come strumento per la gestione dell'overtourism
Simona aceto, Ecipa
16.00 - 16.20 Itinerari alternativi e valorizzazione dell’artigianato a Venezia,
' ' Stefania Battaggia, Direzione Turismo, Comune di Venezia
Dialogo con gli attori locali — workshop
Costruzione di una strategia per la promozione del turismo sostenibile e la
16.20-18.00 valorizzazione delle imprese culturali e creative

18.00 Aperitivo

European Regional Development Fund www.italy-croatia.eu/slides
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Open regional workshop/Local stakeholder event

The seven minutes game

S.LI.DES.| Ecipa

Venezia| 24 Febbraio 2022
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REGOLE DEL GIOCO

NOMINA PORTAVOCE

4 DOMANDE

7 MINUTI CIASCUNA

RISPOSTE NEI POST-IT

RESTITUZIONE CONDIVISA AL TERMINE
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TASK #1




QUALI SONO GLI OSTACOLI?

PER DIALOGARE CON | CLIENTI
E
NARRARE E VALORIZZARE QUALITA DELL'OFFERTA

SNV
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TASK #2

PROMUOVERE E VALORIZZARE IL PATRIMONIO

INIZIATIVE DA INTRAPRENDERE?
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TASK #3

RUOLO ATTIVO/COINVOLGIMENTO STAKEHOLDER

RACCOLTA DATI INTEGF
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TASK #4
IMPATTO DELL'USO DEI DATI?
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S.LI.DES. EUROPEAN UNION fa crescere/'la tua impresa
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GRAZIE!

Simona Aceto
Giulia Bologna

" 041.928638
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