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JIromy OLIYIIAKOT, YTO My3eiiHOe IIPOCTPaHCTBO ocoboe. Koraa ommu
NPUXOJAT CIOfa, IKe eI TI0 JIOpOore NOPBaNy NAIBTO M CIOMAIH
IBEpb, OHM YYBCTBYIOT 371€Cb BHYTPH, YTO 3TO APYTOM MUDP — MMUD, I
ecTh nokoit. Korga na ymuige, KpoMme TOMKOTHM, IPOMCXOTAT COLMATE-
Hble M3MEHEHUA ¥ GeCIIOKOICTBA, KOTAA TAXKENO, PasHble NepexuBa-
HUSA M BCE HECTAOMIBHO, 3€Ch MIYT KaK Pa3 Ty CAMYI0 CaKPa/IbHOCTb.
BoT Mbl, OpMHTaX, — BCE PAaBHO MECTO YeIMHEHMA, IaKe KOIfla K Ham
MAYT TOJIIbL

CMEICT My3esl B TOM, YTO OH JO/DKEH CIOXKHOE CIeNaTh KPacuBhIM.
JIromn DO/DKHBI MOOMTb CIOXKHOCTHM, YENOBEK, KOTOPOTO BOCIIMTHI-
BaeT KYILTYPa, NOMKEH OBITh CIOXKHBIM. DTO HYXKHO JIA 4YeloBede-
CTBa, IIOTOMY 4TO IPOCTOM YETOBEK HE CMOXET Aajblile PasBuBaTb
LMBIUIH3ALIO.

Tenepanvubtit dupexmop ¢ "
Tocydapcmeennozo Ipmumanca JIMQ e M. b. Ilnorposcxinit



Ha coepemeHHOM 9Tal1€ BENYLIYI0 PO CPEAM OCHOBHBIX BUIOB TY-
pM3Ma 3aHMMAET KYALTYPHEIT Typu3M. Ero surencusHoe pa3entite cea-
3aHO ¢ BO3POCIUIEH NOTPeOHOCTDIO MOelt B PACITMPEHHI 3HAHMIT 110 Pas-
/IMYHBIM HAIIPABJIEHISIM, B HOBLIICHMY MHTE//IEKTYATbHOTO YPOBHA.

OCHOBOIT KYNBTYPHOTO TYpM3Ma ABIAETCA MCTOPUKO-KYIBLTYP-
HBIi1 NOTEHIANl CTPAHbl, BKIIOYAIOUNMI BCIO COLMOKYIBTYPHYIO CPeny
¢ TPAIMIUMAMM U 00BIY9aAMM, 0COOEHHOCTAMM OBITOBOI M XO3ACTBEH -
HOI fieare/bHoCTI. Takum 06pasoM, KyAbTYPHBIIT TYPH3M — 3TO OFMH
13 BUAOB TYPU3Ma, OCHOBHOM LE/IBK KOTOPOIO ABJIACTCA 3HAKOMCTBO
€ KYNbTYPOJi B €€ IOJBIHHOCTH.

PazeuTife KynmbTypHEIX GaKTOPOB BHYTPM PErMOHA —~ CPEICTBO pac-
WMPEHMA PECYPCOB i IPUEBIEYEHNA TYPUCTCKUX IOTOKOB. Bo MHO-
X CTPaHaX Pa3BUTIE KYABTYPHOrO TYPU3Ma MOXKET ObITb BIIIOYEHO
B TaK Ha3bIBAEMYIO IIOIMTUKY KYIbTYPHEIX OTHOIICHMIA.

YpOBeHb KYILbTYPHOTO PasBUTIA MOXKET OBITh MCIIONL30BAH TAKXKE
I71A CO3MaHMA 61aronpUATHOTO MMIKA KOHKPETHOIO PEruoHa Ha Ty-
PHCTCKOM PBIHKE. DIeMeHTH M GAKTOPBI KYIbTYPhl MOTYT ABIATHCA
KaHa/laMy pacnpezieneHus MHGOPMAIMI O TYPHCTCKUX BO3MOKHOCTAX
MECTHOCTH.

B Canxr-Ilerepbypre Ky/IbTYPHBI1 TYPH3M VoKe JABHO CTaT HOIY-
TAPHBIM M MacCOBLIM BMAOM Typy3aMa. C KaXKIBIM TOIOM PacTeT KOMM-
YECTBO IO, JKEMAIONIIX TO3HAKOMMTBCA € MCTOPHMYECKMMIM M KY/b-
TYPHBIMM ZOCTOIIPUMEYATEILHOCTAMM ropoja.

KynbTypHblit TypyusM MMeeT BaXXHOE 3Ha4eHME IO IIEIOMY PARY
TPIIMH:
~ OKasblBaeT INO3MTHMBHOE IKOHOMIUECKOE M COLMANBHOE BO3JIEN-

CTBME HA PA3BUTHE AECTHMHALII,
~ ABMACTCA CPEACTBOM YCTAHOBNCHMA M YCWICHMA €€ MOSUTHMBHOTO

MMMIDKA;

H
HEd gl SRl

W W RE "WEBEY

o O Q W



pac-
(HO-
€HO

[OTO

~ MOAJEPKUBAET COXPAaHEHNE KYIbTYPHOTO HACAEANS;
~ obnerdaer YCTaHOBJEHME B3AMMONOHMMAHMA MEXAY IHABMU

B pPasHbIX CTPAHaX M PETHOHAX;

~ CHOCOOCTBYET PasBUTHIO KY/AbTYPbI M TYPH3MA.

KynbTypHBIT TypM3M KaK AeATETbHOCTh HAXOMMTCA HA Iepeceve-
HMM ryMaHUTapHON cdepsl 1 chepbl TypOusHeca, ABAACTCA ONHIM 13
Haubomee NepCIeKTMBHBIX HANPaB/IeHMIT SKOHOMIYECKOTO M KY/IbTYp-
HOTO PasBHTHA TEPPUTOPUIL.

JleATenbHOCTD B 06/MACTH KYNBTYPHOTO TYPHM3MA SBIACTCA COCTAB-
HOM YacThi0 HAIMOHAIBHOM 3KOHOMIYECKON cucremsl. OHa JOMXHA
IUIAHMPOBATHCA, HAIPABIATbCA M KOOPAMHMPOBATHCA KOMILIEKCHO,
3aTparMBaTh BCe ACHEKTHl Pa3BUTHA TYpH3Ma — IPaBOBBIE, S3KOHO-
MMUYECKHEe, OPraHM3aIMOHHBIE, COLMANbHDIE, MCTOPHKO-KY/IbTYPHbIE
¥ Hay4HO-00pasoBaTe/IbHbIE.

HecMOTpA Ha MacCcOBOCTb JAHHOIO BMAA TYPM3Ma, CYWECTBYET
npobneMa €ro pasBuTHA, K KOTOPOM MOAXOAAT C PasAMYHBIX IIO3M-
. OfHa TO3MIMA CTABUT BO INIABY YIaAa NpobneMbl YIPaBIeHHA
¥ QMHAHCHPOBAHMA KY/IbTYPbl, APYTas NO3HIMMA BBIPAXKACTCA B TOM,
9TO K KY/IbTYPHOMY TYPM3MY IIOAXOMAT KaK K OGHOMY M3 BO3MOXKHBIX
BUJIOB TYPHM3Ma, B HauOO/IbIIEH CTENCHM UCIIONb3YIOMEMY IIOTEHIIMA
TEPPATOPHHM.

B cBeTe paccMaTpyuBaeMot NpobieMsl pasBuTie TYPMCTCKOM OT-
PaC/I TeCHO CBA3AHO ¢ aKTHMBHOM MOMMTHKON COXPaHEHMA KYIbTYp-
soro Hacmepua CankTt-Ilerep6ypra, KOTOpOe BBICTYNAeT KaK 3HAUM-
MBI SKOHOMMYECKMIT PECYPC, BXHAA NPEIIOCEUIKA OCYINECTBICHMA
PEIMOHANLHOM CTPaTern.

Y My3eitHOro fiena B cepe CoIpanbHO-KyMBTYPHOTO CePBUCA ¥ TYPH3-
M2 MMEKTCA OTPOMHBIE IIOTEHIMAbHbIE BO3MOXHOCTH B 00/12CTH YIOB-
TETBOpeHMsA NOTPeOHOCTEN HACENEHMs B PAcCUIMpeHyM M YIIyOnerins
sHAHM 00 MCTOPMM pernoHa. VX B3anMOoeiCTBIe 3aBMCHT OT IIOCTOSH-
HBIX CBA3E My3eeB ¥ TYPOUPM, PeK/IaMbl IKCKYPCHOHHBIX PECYPCOB.

Taxkum 06pasoM, My3eHHBIIT TYPU3M — 3TO COCTABIAIINAA KYILTYP-
HO-TI0O3HABAaTENbHOTO TYPM3Ma, NYTEIIECTBME, NPeAyCMaTpuBaloiee
00A32TeNIbHOE TOCEIEHME MY3€€ER, MCTOPIYECKUX IIEHTPOB IOPOJOB,
OCMOTP KY/IBTYPHBIX IOCTONPMMEYATEIbHOCTEN, apXeONOrMYecKmX
DaCKOIIOK.

My3selHBIA TYpM3M — 3TO PasHOBMIHOCTb TypM3Ma, cremmduxa
KOTOPOTO 3aK/MIOYaeTCA B MCHOAb30BAHMM TYPHCTCKOrO IOTEHIMaNa
MY3€eB M NPMIEraloliX K HMM TeppuTopuii. [JaHHBI BUI TypHu3Mma,
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6€3yC/IOBHO, He ABIAETCA M3HAYAIbHO TPAMMIIMONHBIM HAlPAB/IEHHEM
AEATENBHOCTH My3eeB. ITo ABnenne B POCCHM BOZHUKIO CPABHUTE/Ib-
HO HEJIAaBHO — B cepepne 1990-X rogos.

Myselisblii TYpU3M ecTb, M0 CyTH, cuenmdiyeckas AeATeIbHOCTD
My3eeB B cepe MO3HABATEIBHOIO TYPH3MA 110 IPOM3BOLCTBY M pea-
3aIMM Pas/MYHBIX TYPUCTCKUX IPOAYKTOB MY3eiHOTO XapakTepa (cos-
JlaHMe SKCIIO3MINMIL, OPTaHM3alMA SKCKYPCHH, MY3€HBIX MarasiHoB
M T. ), @ TAKXKE B PAJiE CIy4aeB 110 OpPraHM3alpy TYPMCTCKOTO IMKIa
(pasmemenye, nnranme, tpancdep, MHGopMamonnoe obecnedenie
¥ Ap.).

Bonee Toro, My3eitHbI1 TYpH3M Halpas/ieH Kak Ha paboTy ¢ uHam-
BHIYATbHBIMM TYPHMCTAMM MM MAJIBIMI TPYIIIAMI, Iy TeLIECTBYONIH-
MM CAMOCTOATENBHO, He puberas K ycnyraM TYPUCTCKUX (upM, Tak
M OPTaHM30BAHHBIMM TPYTIIAMIL.

Bxmouasach B cHCTEMY TYPMCTCKONM JEATENBHOCTH, MY3€H BbICTY-
n2eT B Ka4yecTBe 37IeMEHTa MHAYCTPHU TYPH3Ma, IpuobpeTas ee CBoli-
CTBa. ()'rcxona BO3HMKACT JeneHue K}')’IbTypHO~HO3HaBaTCIIthlx T)'POB
Ha MCKYCCTBOBEAYECCKME, MCTOPUYECCKUE, MTUTEPATYPHbIE, TeaTpabHEIE,
3THOTpaduyeckue. B coxpaHeHNM 3THX PecypcoB TypHu3Ma ocoboe sHa-
deHue IpuodPeTarT PasNuYHbIC BUJILI My3eeB. B 3Toi CBA3M PONb My-
3¢ M PONb TYPM3Ma KaK PasHbIX Ky/JIbTYPHBIX MHCTHTYTOR II€perieTa-
I0TCA, CO3/1aBas eMHOE KYILTYPHOE IIPOCTPAHCTRO.

B HacrosAllee BpeMA TYPMCTCKME OPraHM3AlNIf AKTHBHO peain3y-
0T TIPOEKTHI, KOTOPbIE NPEATIONATA0T BOBIEYEHME MY3€€B-IIaPTHEPOB
B KY/ILTYPHBIIH TYPH3M.

Heo6xommMo 0TMETHTb, YTO B PAMKAX B3auMomencTsnd chep Kyab-
Typbi M Typu3aMma IIpaBuTenscreom PO 6pi1a yreepikaena rocyfapcTse-
Has nporpamma «Passurire KymsTypsl i TypusMa» Ha 2013-2020 rogsl,
KOTOpas BKIHYaeT (efepalbHYI0 LiefieByio mnporpammy «Passurme
BHYTPEHHETO ¥ BBE3JHOro Typu3ma B PO (2011-2018 rr.)», a Takxke
noauporpaMmMsl «Hacnegue», «VckyccrBo», « Typusmm.

B nenoMm, ganubiit DOKYMEHT HE TONIBKO OMPENE/IAET PasBUTHE KY/lb-
TYPH! M TYPU3MA HA YKa3aHHBI NEPHOJ, HO M NPEJCTABIACT CUCTEMY
MEPONIPHMATHIL ¥ MHCTPYMEHTOB TOCYIAPCTBEHHOM MOMMTHKH, obecTie-
YMBAONIKX B PAMKAX PeaTi3aliii KII04eBbIX FOCY/IaPCTBEHHDIX PYHK-
I JOCTIDKEHME IIPMOPUTETOB ¥ M€/IeH TOCYAAPCTBEHHOM MONMMTHKH
B cpepe KYILTYpPHI M TYypu3Ma.

TaxuMm 06pazoM, rocnporpaMma peaeT TP OCHOBHbBIE 3afjayM:
COXpPaHeHME MCTOPUYECKOro M KYALTYPHOTO HACHedns, NOBbIIIEHIE
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Ka4ecTBa yCIyr e c<bepe BHYTPEHHETO M MEXTYHAPOOHOTO TYpH3Ma, CO3~
aanne 6GnaronpPUATHBIX YCIOBMIT V1A Pa3BMTHA KY/IbTYPbI M TYPH3Ma.

COTpYAHNYECTBO KYIbTYPHBIX M TYPUMCTCKMX OPraHM3alyil Mpesi-
nosaraer B3auMHoe MHPOPMMPOBAHME KAXKION 13 CTOPOH 00 OCHOB-
HBIX HANPAaBACHMAX pabOTHI ¥, KaK CACACTBME, OKA3BIBACT NOIOMXKM-
TENbHOE BO3ZEICTBIE Ha 9KOHOMMKY FrOpOAa M pernoHa.

E. B. ITankeBuy
IIpedcedameny Komumema
no passumui mypusma Canxm-Ilemepbypea



B arom rogy mcnonsgerca 20 1€T ¢ MOMEHTA CO3J@aHNA Otpena
TYpM3Ma M CHEIHaJBHBIX IporpamMm. JocyAapcTBeHHbIT IpMUTAK
CTa/ MEPBBIM POCCHMCKHMM MY3€EM, OIPENeMBIIMM TYPHCTOB KaK
OfIHY M3 CBOMX I[E/IEBBIX ayAMTOPHI, MMEOUIYI CBOM 0COOEHHOCTH
¥ Tpebyromyio co3JaHuA, BHEIPEHHA HOBbIX Gopm paboTsl ¢ moce-
irensmy. HeoneHnMy®o Hay4HO-NPAKTHUECKY POIb B PasBUMTHM
sToro Hampasaemus chirpan Kpyrasit cron. Muorume upeu, $pop-
MY/ZMPOBKM, BIEPBEE Mpo3Byyasmye Ha Kpyriom crone, BOLIIM
B OOMXOA CHEnMaIMCTOB, BONJIOWIEHE! B MY3€HHbIE, IPMMUTAKHLIC
IPOEKTHl M NPOrpaMMEL. B mepeom saceganmu B anpene 2003 roza
NPVMHSAIYM YIacTHe BCEro UMb 17 Yel0BEX, B 3TOM FOAY TO/BKO JIO-
KragunKos 52. Ecau BHagane OCHOBHOM TeMOi ob6cyxaeHna 6pumo
«KaK TIpMBEYb [IOCETHTENEN B My3eit», TO B IOCAENHME TOJBI Ha
IepBbIt MIaH BBINITH IPOGIEMbl «CBEPXTYPU3MAn», «CBEpPXIIOCeIa-
eMbIX» 0OBEKTOB 1TOKa3a, paboTa My3eeB B YCIOBUAX IOCTOAHHO pa-
CTYLIETO TYPUCTHMUECKOTO IIOTOKA.

C rojilaMy pacuIMpsAeTCs He TOMbKO TeMaTHKa AOK/IAfIOB, HO M Teo-
rpadua yYacTHUKOB. Hapaly ¢ DOCTOSHHBIMM YYACTHMKAMI, TAKHMI
kax B. M. Axyzos (Jocyaapcreer=si pycckuii Myseit), P. A. 3axaposa
(AcTpaxaEcxas rocyZapCTsesHan KapTunHag ranepes um. I1. M. Jlo-
raguua), V. . Adanacsesa (A308CKMIl MCTOPHKO-APXEOIOTHYECKMMA
¥ maneoHTONOrHEeCKI My3eit-3anoeenuk), H. H. Tapumna (Cankr-
IleTepGyprossgt TOCYR2PCTBERALNT MHCTUTYT KyneTypsl), T. P Ilym-
ovpuEsm (llecwmocsont MCTODHMYECKMIT M XYAOXKECTBEHHBIA MY3eif,
, DOSEASITCS BE TOALKO HOBBIE JIMIL, HO ¥ LeJIBIE eIeTamy.
rozy 5 paborte KpYIZOro crona OpMHANA yyacTie OGonblas
IPYRN: COTPYREMEOS MY3€eB M NPEACTABMTENEH TYPHCTHYECKHX Op-
rzEmIaoeE _aTEEE B0 rmase ¢ Paitucom CHATCOM, BO3IMABIAOMMM
Accommamg TypuaM2 Bugseme.
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B 2019 rogy B cOopHuke nmpeacrasnensl: AbakaH, A30B, AcTpa-
xams, baky (Asepbaitgxan), Benropop, Bena (Asctpna), Bonrorpay,
¢ Bzusropr (Peciy6muka Komm), larumna, Iyces, 3yeska (Kipos-
cx2z obmactp), Kaszans, Kamuuuurpap, Kemeposo, Kynryp, c. Koxuno

bpasckad 06macTs), JIaxeHnoxna (Pecrrybmmka Kapemnsa), Munan

Jiramua), Munck (Benapycn), Mocksa, Hepbsanck, Ilepms, IleTposa-
sozck, Canxt-Iletepbypr, Coprasana, Crasponons, Teeps, Tyna, Y-
Kawenoropck (Kasaxcran), Yepenosen, Iecuc (JTareua), Apocnasns.

TocTyoKeHMeM OCIEAHNX JIET CTalO UCTIONMb30BaHIE TEXHMIECKIX
SOSMOXHOCTEN, I03BONAIONIMX BECTM MHTEPHET-TPAHCIALMIO, YTO
pacmypseT ayJUTOPHIO, TaeT BO3MOXHOCTD YYacTBOBATh B 3aCeaHM-
=X 3209HO.

JzTepec k Kpyrnomy cromy €O CTOPOHBI COTPYAHHKOB My3ed, Ty-
DRCTIHEECKOTO COOOMIECTBA, CPEACTE MaccoBoit uupopmamuu Io-
CTOSHHO PACTET, UTO CBUAECTENbCTBYET O TOM, YTO HAIlpAB/IeHME, Bbl-
SpamHOe JBAJIIATD JIET TOMY Ha3afl, aKTYa/IbHO I MMeeT IePCHeKTHBEL
P23BHTHA

B ¢soe spemsa B. 10. Marsees, kypuposasmmni Kpyrasui cTon, or-
yees2aT, 9TO «3IPMUTKHBI KpYT/IBt CTON, B IEPBYIO 0YepeAb, IIPHEBTIE-
5257 PODECCHOHATOB BO3MOXHOCTBI0 MX O3HAKOM/ICHMA ¢ HOBBIMU
=2npasIeHMAMM U TEHASHIAMI PaboThl My3€eB C TYPHCTHIECKON ay-
THTODMEN, CHIOCOOCTBYET MOXMY3EHHOMY OOIIEHMIO It YCTAHOB/ICHHMIO
SOBHX Je/I0BbIX KOHTAKTOB».

0. B. Apamosa

navaavHux Omoena mypusma u CNeyuUanbHbLX NPoZPamm
Tocydapcmsennozo Spmumaxa



P. Frey

TOURISM FACT & FIGURES.
THE IMPERIAL COLLECTION OF THE HABSBURGS

The Kunsthistorisches Museum Vienna with its imperial Habsburg
collections is one of the largest museums in Austria and one of the most
important in the world.

Unique masterpieces by Rubens, Rembrandt, Raphael, Vermeer,
Veldzquez, Titian and Durer, as well as the world’s largest collection
of works by Bruegel document the patronage and connoisseurship of
the art-loving members of the House of Habsburg. The Kunstkammer
Vienna invites you to marvel 2,200 unrivalled artworks, among them
the celebrated Salt Cellar (Saliera) by Benvenuto Cellini.

The entire KHM-Museumsverband includes the Kunsthistorisches
Museum Vienna, the newly opened Weltmuseum Wien (World Museum
Vienna), the Imperial Treasury Vienna, the Imperial Carriage Museum
Vienna, the Theatre Museum and Ambras Castle Innsbruck.

With around 1,7 million visitors per year it is the most visited museum
in Austria, and one of the most important sights in Vienna for tourists. The
sharp increase in visitor numbers in the tourism segment is attributable
to the b2b foreign market development and the internationalisation
strategy in tourism. Tourists account for around 70 %.
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Alfredo M. Ronchi

ONCE UPON A TIME THERE WAS THE AGE
OF «CULTURAL TOURISM»

« Tourism: appearance and evolution

To better deal with Museums and Cultural Tourism we will start tak-
ing into consideration tourism and the main stages characterizing its
evolution starting from the era of aristocratic tourism, «grand tourers»
and then moving on to mass tourism and finally reaching cultural tour-
ism and sustainable tourism, the latter often associated with the cultural
one. This to better understand evolution of Tourism and Tourists in-
cluding the newcomers.

Before the twentieth century, tourism was reserved for a category of
privileged travellers. Tourism was in all respects a luxury asset. The rich-
est and most affluent classes leave for vacation or long adventure trips
without financial worries. The eighteenth century marks the beginning
of tourism, the beginning of the industrial revolution in England cor-
responds to an evolution of Western society, this habit extended in the
nineteenth century. Writers like Rousseau and the pre-romantics dis-
cover the importance of nature, Lord Byron in 1810 visited Athens and
Cape Sunion [AkpaTipio Zovvio — Akrotirio Sotinio] where was rapt
bv the beauty of the Poseidon temple. Similar tours in Rome, Naples and
Sicily where «grand tourers» discovered the beauty of classic Greek and
Roman architecture and arts.

The development of transport induced by the industrial society pro-
vides tourism with better means and a more abundant clientele: the
bourgeoisie, anxious to see and to show itself. The large hotel thus be-
comes a very lucrative investment, which stimulates the entrepreneur-
ship of characters who have become famous, like the Swiss César Ritz.

Another great classic of tourism sees the light in 1900: the first edi-
tion of the Michelin guide. In 1910 the Office National de Tourisme was
created in France, in 1913 the law on the protection of historical monu-
ments was promulgated.

The beginnings of modern tourism can be found around the Thirties.
By the end of the 1950s, however, with the spread of the automobile and
the expansion of the motorway network throughout the countries inter-
nal tourism became increasingly common, developing the accommoda-
tion system of hotels, villages, campsites, holiday homes and the like.
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« The development of «mass tourism»

'The process of diffusion or «democratization» of tourism originat-
ed at the beginning of the twentieth century, the growth of population
wealth and the consequent increase in consumption were the basic sig-
nals of the birth of mass tourism. After the second world war, tourism
has considerably developed. But it was a mass tourism, first of all the
«bathing tourism» that invaded the planet. People essentially seek rest,
peace and the sun. Later on, in the 1960s this tourism was defined, in
English, the 4S (sand, sea, sun, sex). Over several decades this mass tour-
ism has consumed without discernment, without respecting the bathing
areas, the urban and heritage areas and even the mountain areas. In the
last decades under the «tourism umbrella» many other branches arose
like: spa, surgical, dentistry, even criminal and more.

In the second half of the 20th century the intellectual level of the
populations has increased thanks to the increase of the level of educa-
tion and knowledge, the strengthening of communications, faster trans-
port, computer science, the Internet. As recently underlined if a factor
of 50 in communication speed has led to the incredible development
enjoyed in the transition from horse to jet, perhaps we cannot even
imagine what will bring us a speed increase equal to that offered by new
forms of communication.

« Tourism and Globalisation

Globalisation is one of the key terms used to describe actual trends,
but there are many aspects of this concept that should be carefully con-
sidered, such as the impact on cultural identity’. There is a need to pre-
serve and transfer to future generations people’s cultural identity many
times jeopardised and blurred by dominant cultural models and lan-
guages; local cultural behaviours, life style, food, artistic expression and
more tend to disappear under the pressure of global trends. Uniformity
is the nightmare concerning our future, one currency, one language,
one «culture», one food, one taste, ... Cultural diversity as bio-diversity
means richness, it is an asset that needs to be preserved, and to do so
cultural models must be considered. Cultural diversity is the engine of
cultural and economic growth; it provides incredible richness as well as
traditions.

The internet, among different potential benefits, gave an incredible
boost to globalisation trend, platforms and regulations-vacancy opened
the way to new monopolies deeply influencing society. In such a scenar-
io Museums? can play a relevant role in reconnecting globalised people
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with their own cultural roots. In the age of «googling» information and
consuming them without any further critical evaluation and elabora-
tion, a kind of surface «culture» made by islands and archipelagos of
information quite different from knowledge and «culture», museums
through their active role in communities can elicit a positive behaviour.

The explosion of tourism world-wide, a kind of «global» tourism,
was boosted by the increasing number of low-cost airlines and the
opening of new markets in the actual millennium, due to the opportu-
nity and increasing interest to travel abroad that animated people liv-
ing in big countries that before were «closed» within their borders or
even metropolitan areas. This phenomenon boosted both internal and
international tourism, their airports once populated by foreign travel-
lers are now crowded by locals. Consumers have greatly appreciated the
offers by «low cost» companies and have favoured short distance jour-
nevs. These companies will continue to develop, even if, the general eco-
nomic conditions improve, because the public has easily adapted to the
new standards of service appreciating the savings achievable. This new
scenario can benefit both cultural tourism in general and specifically
museums thanks to the opportunity to spend a weekend abroad visiting
museums or even flying abroad daytime to enjoy a specific temporary
exhibit. In fact, travellers have become increasingly accustomed to the
low prices charged by these airlines. At the same time, they appreciated
the convenience of small airports to get later by bus to the main loca-
tions, e.g. Cultural Capitols. This custom to use cheaper airports located
sometimes in a different country close to the main destination offered
the opportunity to revitalise some heritage assets located outside the big
of well-known locations on the way to get from or to the small airport®.

Nevertheless, some areas and location/museums are still suffering
the overcrowding problem that, if one side can jeopardise heritage, on
the other side generates a citizen’s negative feeling. Different approaches
have been applied to minimize these aspects: to limit the number of visi-
tors, to differentiate the offer adding some alternative appealing loca-
tions, to offer virtual visits or create clones to set up temporary exhibits
travelling around the world.

A slow onset change is represented by the general aging of the popu-
lation, mainly in Europe and in the United States, but not limited to,
this will soon lead to the development of types of travel, such as cruises
or cultural holidays, to the detriment of traditional holidays. We add
to this that the development of e-commerce offers consumers greater
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flexibility and allows them to organize their trips in their own way;
holidays «sew» increasingly tailored. The «adventure» holidays will
have to be more developed, as they are appreciated by both young con-
sumers and the elderly. A certain part of the population increasingly
avoids organized holidays, for these consumers the holidays represent
the freedom, the lack of schedules, the absence of commitments and
constraints. It is foreseeable that short-term holiday offers will develop,
stays will become shorter and more frequent.
« Cultural Tourism

Time ago we have heard of a new kind of tourism, «cultural tourismy.
Cultural Tourism is an umbrella that groups different types of tourism.
Tourists can have different cultural interests and different approaches to
cultural opportunities in addition many times they are part of a cluster
that can be represented by a family or a touristic group. This means that
we must consider any kind of cultural topic from music to architecture
passing through ceremonies and food; in addition, tourists can be found
and competent of a specific topic or simply curious or passive subject of
a «must»*, In addition, as already mentioned, they can belong to a group
having to negotiate their time/interests with the group.

If tourists choosing adventure tours or mountaineering on rock are
subject to a preliminary selection so the interests and competences or
attitudes are homogeneous and, of course, the same happens with tour-
ist that choose a tour organized by an archaeologist or a speleologist,
this doesn't happen, in general, in case of «cultural» tourists. In most
cases tourists have as a main aim to enjoy vacations, relax, and possibly
maximize the payback of the «investment» done visiting or experienc-
ing interesting locations. Recently, this un-homogeneity was compen-
sated by the propensity to organize targeted visits designed for opera
lovers, imperial residences, gardens or renaissance palaces and more,
so thematic tours grown up. Thematic tours many times are designed
to enjoy both public and private collections as it happens in «case of
historic cars lovers mainly in the United Kingdom?®.

« Different profiles and different interests

If the «mission» of «heritage managers» includes the aim to reach and
«capture» a wider audience they must be able to intercept the potential
different profiles capturing their curiosities thanks to aimed actions and
offers. As we introduced before, the evolution of tourism through the
centuries met «Cultural tourism» as one of the trends, some years ago
this approach was many times merged with the idea to spend vacations
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in historical towns, arts cities, enjoying monuments, museums, art gal-
leries and sometimes adding operas, concerts and, why not, food and
drinks if typical in that area. Of course, this option is still valid but, in
the meantime, many relevant things happened and on one side the taste
or, if preferred, the expectations of citizens changed, on the other side,
due both to changes in socio-political conditions and the continuous
need to invent new appealing offers.

» Museums and Communication

‘The classic term Mouseion (Greek povoetov) and its original mean-
ing «Temple of the Muses» or «Institution of the Muses», home of the
custodians of arts but even philosophical school and library. Accord-
ingly with ICOM (International Council of Museums) the definition of
museum evolved through the time from a prevalent role of acquisition
and conservation of artefacts and relicts to the prevalent role of commu-
nication, fruition/enjoyment and education. The history of museums is
of considerable importance because it parallels the development of hu-
man culture (humanistic, scientific and technological). Nowadays in the
age of mass fruition of information heritage and much more cultural
heritage must improve the ability to attract, communicate and interact
with visitors.

Dealing with museums we face a wide range of «objects», assets
and expectations. Science and technology museums since a long time
zgo developed the attitude to establish an interaction with visitors, the
«hands on»® model was further developed and improved joining digi-
zal technology. Archaeological Museums took much more time to de-
welop a better interaction model, the traditional approach was aimed to
experts and researchers, visitors and tourists suffered the lack of com-
munication ability due to objects pertaining to a different age, differ-
ent civilisation/society, and different location (e.g. the excavation site).
How many times have we seen descriptions such as «Terracotta Frag-
ment - Second Century B.C.», objects removed from their usual context
or function, and artefacts on display without a «code» that can help us
=0 understand their function or meaning. Following the approach that
subdivides objects in two main classes: utility tools and communication
obiects once a utility tool does not perform anymore its function it may
become 2 communication object but if doesnt communicate it’s not
wseful, so a relict must «communicate». ICT should help to solve such
problems, since it should provide context, customised information, ref-
srences, virtual reconstructions and interactive applications.
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One of the main roles of the «communication manager» must be to
rebuild the original context of the work of art in such a way that it is
possible to «communicate» it together with all of the elements required
to make an objective evaluation.

In order to evaluate the potential benefits, we must refer to the added
value applications and services that are enabled by new technologies.

The communication process associated with cultural heritage in-
volves a reasonable degree of complexity. We can present a work of art
and propose an interpretation of it, or try to offer visitors all of the ele-
ments required to evaluate the work of art autonomously. As already
outlined, some of the main intrinsic difficulties with the cultural heri-
tage communication process arise from the fact that the work of art usu-
ally pertains to a different historical and cultural context from its current
situation; indeed, its original location may not be accessible anymore.

This ability to «communicate» doesn't only pertain to archaeological
items, even architecture, sculptures, paintings, frescos, music and more
can «talk» with the visitor, the key point is how to enable this conver-
sation. Of course, the «conversation» can be activated according with
different visitor’s profiles, from storytelling, relevant facts and events to
sophisticated technical aspects. One of the main ways of evaluating the
effectiveness of a (real or virtual) visit to a museum or general exhibit is
to ask for feedback about it. Do users exiting the museum believe that
they know or understand more about the exhibits than they did before
the visit? How do they score the experience? And what about feelings
and emotions? As already reminded artefacts are mainly «communica-
tion objects», so they must communicate with the visitors. ICT has to
ease this process by breaking the barriers that sometimes disable the
communication process.

+ Re-shaping the market: the power of platforms

Change in technology and user profiles cannot avoid impacting the
market. The market is evolving in a very significant way. One of the
first effects was the transition from the purchase of plastic boxes on the
shelves containing DVDs plus printed user manuals to the online pur-
chase and download of applications with pdf or eBook manuals’. The
idea to buy something «immaterial» on line transferring the right to use
in an immaterial way is now largely accepted by the market. iTunes as
a kind of rule breaker promoted this approach in the field of the online
music market many years ago. This may be considered a kind of second
digital revolution after the first transition from mainframes to PCs.
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At the same time, we witnessed a significant shift from few expensive
software solutions to many «tiny» and cheap APPs. This happened after
a long period of time, software developers were mainly cut out from
the market and the necessary skills and efforts to develop applications
were relevant. This is in some way related to the interesting re-opening
of the software market to single and small groups of software developers
due to the availability of new successful development platforms® to be
«populated» by applications and the advantage of the new software mar-
ket model based on online distribution and support. The last aspect has
relevant effects on the software industry because on one side it bridges
the gap between micro and small software enterprises and medium and
big companies, both offering a set of very well-known e-commerce plat-
forms and creating business opportunities for compact and well-focused
zpplications. This may recall the dilemma between multipurpose de-
wices, many things at an average level, and ad hoc devices, few things in
the best way. Many years ago, — «many» of course in the ICT time scale -
z «guru» in the field of interaction design, Donald Norman’®, proposed
his own solution to this problem creating the iPod™. Apps in general
wsed to follow this last approach; you may need many single apps in or-
der o accomplish 2 number of different tasks. The proliferation of APPs
thanks to the increasing number of developers offered the opportunity
= enrich the number of digital guides to museums and collections; the
swolution of enhanced reality, once limited to expensive and limited ap-
plications, is now one of the leading technologies in the field of cultural

wourism. A touristic interactive visual geo-referenced guide based on
the expl oratmn of the surroundmgs outhmng the presence and Iocatxon

-g enjoying thanks to the smartphone’s display the original furni-
mure or decoration, the opportunity to aim our tablet toward an artefact
o= exhibit in 2 museum and enjoy a rich set of information about it or
the znimation of its use and function can offer a different experience to
mmmseum’s Visitors.

We are in the age of «platforms», platforms make the difference. Plat-
“orms are the real «silver bullet» that created mayor opportunities and
=ez! impact on society and economy. Global markets are easily reachable
w2 business (biz) platforms, revolutionary business models are based
sm platforms, innovative services, crowd™ based initiatives and even
mnovative financial and trading activities share the same component.
Thanks to digital platforms and a lack of legislation a number of market
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giants have grown up managing incredibly huge assets owning none of
them, simply think about RB&B or Uber but the list is almost endless.

The diffusion of platforms if on one side creates new opportunities
on the other side «kills» 2 number of existent businesses. The access to
global service platforms creates a shortcut between offer and demand
cutting out major part of the traditional added value chain, as it was
long time ago for malls it is now for platforms. The big difference is that
you don’t need to invest relevant capitals to feed your business, the key
investment is the creation of the digital platform, the asset you own is
the number of users both on the offer and demand side.

Following the schema of some of the recent revolutions the idea was:
digital technology is disruptive cancelling a number of businesses but
new businesses will be created, the key point is that the specific nature of
digital technology is actually creating less positions than the one elimi-
nated. The visible effect now is an increasing number of workless people
replaced by software and robots. In some fields the transition is car-
ried out adding some digital intelligence to optimize workers activity to
evolve later on to fully robotized systems. By unit of product/service it
costs less a hamburger of electric energy? Do we agree with this scenar-
io', are we happy to live in symbiosis with «computers»? How can this
approach impact museums and more in general heritage and culture?
Many years ago, a new business model for museums was inaugurated
thanks to a wide network of museum’s shops or agreement with petrol
stations to sell books and merchandise usually available in museums.
Apart from other «traditional» online services will 3D printing stations
and «makers» enable new opportunities?

Another relevant innovative trend is the use of «crowds» to provide
data and services not foreseeable before the Internet; simply think about
APDPs like TripAdvisor or the one providing the local gas price daily or
real-time traffic bottlenecks, can we foresee a «heritage-advisor»? It seems
to be a completely new paradigm of software development beyond user
groups and open software, the only way to face huge projects and compete
with key software enterprises. The average «size» of «social» products and
services is now affordable only by crowdsourcing. A number of services
that do not find a proper economic dimension or even do not have the
required appeal in order to be provided by companies can only rely on
crowds, crowds and platforms. This approach enabled innovative solu-
tions like project funding or collaborative film production®. In the global
society crowds are playing the role of «public services»™.
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none of The affordable availability of both access and connectivity together
dless. with the diffusion of smart mobile devices enabled a real universe of
tunities new applications and services, some based on voluntary information
cess to

provision, some based on big or open data. Such services were almost
lemand unthinkable before.

it was To conclude, we cannot forget that the computer scientist concept of
- is that «Clouds» captured the users, s0 we moved from local storage and pro-
the key cessing to cloud computing in its various declinations (SaaS, Paas, TaaS,
ol Haas); a number of devices, such as tablets and smartphones, offer cloud
services to their owners. So, clouds are now populated by business data
S as well as by back-ups, photo albums, video dlips and songs. Apart the
ses but rest of useful services, the introduction of clouds solved a typical night-
ture of mare of e-Citizens, the need to change their personal device, phone, tab-
elimi- et or computer because it doesn’t work anymore, it was stolen or they
people bought a new model. The diffuse use of «clouds» contributed to adding
s znother degree of freedom to e-Citizens; many times, this was 2 seam.
v1'ty w0 s transition, so the idea to show their «selfies» or share a document
vice it wherever they are and whenever they want from a notebook, a tablet
ST, o 2 smartphone is a consolidated habit and a powerful driver of inno-
n this vztion. Some cloud-based applications have been already tested in the
Iture? Seid of heritage to collect personal contributions about historical facts
rated a=d events, to share experiences and visual content, to suggest or evalu-
petrol ze/comment visits.
- = Calture Counts: The Economic Dimension
ions The present paragraph refers to one of the most misjudged but
. acvertheless important aspects of culture and cultural services: the
ovide sconomic dimension'. We all know that «La culture, ce mest pas une
about marchandise comme les autres», and that those that work in the field
ily or of culture usually try to shield it as much as possible from the world
ecms

of money and business. Of course, such actions are admirable, but we

dret ~zmnot ignore the fact that money has a huge influence on the everyday

pete work of cultural institutions; it impacts on the restoration, conservation,
> :.and <2<, protection, research and enjoyment of cultural content. Very of-
e ==n cultura] heritage, tangible heritage especially, is perceived as a pure
5 the cost - something we are committed to investing in without any actual
o or future return on investment (ROI). This sometimes this happens be-
"011)‘;1 czuse those that earn money from cultural heritage are often not the
o

same people that are willing to invest in and preserve cultural heritage.
Depending on the country, most of the revenue from cultural heritage is
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usually shared among travel agencies, hotels, restaurants, merchandise
suppliers, etc. Direct revenue, such as entrance fees, usually represents a
minor or even insignificant part of the revenues.

This was one of the key problems in the early days of e-Culture, al-
though cultural heritage enthusiasts created websites, they were often
only interested in the cultural value of these websites and so largely ig-
nored the issue of how to make such websites sustainable over the long
term (i.e. revenue generation). Such applications and services were very
hard to maintain; banners and online advertisements were not enough.
Even market models, which were widespread at that time and were
based on subscriptions or e-commerce of images and reproductions,
did not succeed.

The idea of obtaining revenue from the high-quality digital repro-
duction of artefacts was the reference market model for quite a long
time. Museum curators and superintendents were concerned about the
digitisation of artefacts, although not because of any potential damage
to the physical object during the digitisation process. Concerns mainly
focussed on potential losses of control over the «ownership» of the ar-
tefact, some of them become key parts of t-shirts, bags, advertisements,
etc. Nevertheless, high-quality digital reproductions represented the
core business of the digital division of museums for a decade. The op-
portunity to take pictures of artefacts was sometimes granted some-
times denied, sometimes granted for free to professional photographers
sometimes only to amateur photographers. This business wasn’t easy to
manage: some of the issues that had to be dealt with included advertise-
ments, IT experts and data management, small payments, and media
and/or reproduction delivery. In the middle of the 1990s, one poten-
tial solution to these issues was to look for a trusted institution with I'T
skills and an ability to manage complex I'T systems, that is also adept at
handling small payments and at customer care, and that also possesses
a network point-of-presence in the same territory. The best fit to these
criteria would appear to be banks.

Even IT companies tried to enter this business sometimes as key
actors sometimes in association with museums curators and cultural in-
stitutions, although some of them quickly reshaped the business into a
«Museums Yellow Pages», supported merely by banners, while others that
tried to maintain enhanced services decided to open up the service in
order to provide a wide range of e-commerce offers, including ticketing,
books, cultural travel, merchandise and other related goods, high- quality
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documentation and services. The most active players on the museums
side tried to improve their budgets by attempting to manage the «memory
institution» by applying a more up-to-date organisational model and add-
ing a marketing branch and a sales branch to the usual cultural expertise
branch. They started to expand their offers in both the B2B and the B2C
directions. In this case, the business-to-business market includes tempo-
rary «turnkey» exhibits that can be offered to other museums, agreements
with tour operators, television programmes, «the making of» shows,
high-profile stages for advertisement, ticketing and info services, among
other sources of revenue. Of course, ICT plays an important role when
implementing these strategies; a key aspect of designing temporary turn-
kev exhibits is the availability of «digital originals» and their derived prod-
ucts for lease or sale with the exhibits. The business-to-customer market
includes merchandise, restaurants, bars, post-visit services, annual sub-
scriptions, special events and other services.
- Turnover of the Cultural Heritage Sector

Cultural heritage is of great value to other industries'®. Cultural land-
sczpes, townscapes and individual buildings are used as inputs or back-
Zrops for many PC games, by the film and television industry, and by
susinesses in their marketing and customer-relation-building activities
when they organise spectacles and PR/reception activities for clients in
s.storical palaces and museums. These aspects pertain to the «smart
wzlue» approach aimed to clearly identify the whole set of potential val-
2es associated to a specific heritage?”. While this use value is not calcu-
med here, it should be mentioned. The tourism sector is the industry
that makes the most extensive use of cultural heritage as support for its
sackbone activities, like hotel accommodation, transport and catering.
¥ s estimated that cultural tourism accounts for 40% of all European
mrism; 4 out of 10 tourists choose their destination based on its cul-
mral offering'®. Cultural heritage is a major contributor to the income
“om tourism, which stands at 5.5% of the EU’s GDP, generates more
than 30% of its revenues from trade in external services, and employs
&% of the EU workforce. Tourism and, more specifically, cultural tour-
w=m are blooming thanks to new travellers coming from China and In-
2.z and some Latin American countries. Long distance travellers are
mamy times interested in visiting museums to capture on the fly most
me.evant aspects of the country. There are clear indications that cultural
neritage tourists use to spend more money when travelling than other
wrists”. This is one of the reasons why some countries or locations are
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investing relevant efforts in establishing or even importing «museums»
and memory institutions in their own countries. Even «virtual» muse-
ums are part of the game, where the term «virtual» not always refers to
digital technologies.

» Heritage Economics, Value and Socioeconomic Theory

«Each time cultural heritage contributes to artistic, educational or
social development, it is a source of value: aesthetic value, experience
value, existence value; its production implies economic movement, and
not to take this into consideration would lead to a lack of fundamental
understanding»®.

In order to set the value of cultural heritage objects we must make
use of socioeconomic theory. Cultural heritage must be treated as (con-
sumable) goods. Further, according to socioeconomic theory, cultural
heritage objects are «common goods». Common goods are character-
ised as being?":

Non-exclusive: goods are nonexclusive when a user cannot techni-
cally be stopped from enjoying/consuming those goods;

Non-rivalling: the level of enjoyment/consumption of the goods by
a user is not reduced when other people consume it at the same time.

The private (and profit-driven) market cannot produce or supply
sufficient non- exclusive common goods. The reason for this is simple: if
you cannot force someone to pay to consume specific goods you cannot
generate any profit! If profit cannot be achieved for specific goods, then
the mechanisms of the private market ensure that such goods are not
offered on this market. Therefore, if the mechanisms of the private mar-
ket alone decided which (immovable) cultural heritage objects should
be protected, only those with a high market value would be. This logic
applies to all common goods. Now, if this is the position of cultural heri-
tage in the marketplace, how can we find out the values of these goods?
From the perspective of value creation/definition, there is no defined
and unified methodology for specifying the socioeconomic values of
cultural heritage objects. However, standard economic calculation
methods can be used to define the value of a cultural heritage object,
or better, an aggregated group of cultural heritage objects. The value a
consumer gets by consuming a market good is equal to the highest sum
of money the consumer is willing to pay to secure that good for his own
consumption?. Consequentially, the value of a cultural heritage good is
the highest sum of money that a consumer is willing to pay to consume
the good. This is the use value of the good. However, just as for other
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common goods, cultural heritage objects are non-marketable goods and
2lso non-renewable goods. Note that the values of such goods must be
defined by analysing two types of values: the use value and the non-use
walue. In this section we will concentrate on trying to analyse the use
value of cultural heritage from a socioeconomic perspective. The non-
use value is a value that must be added to the use value to be able to ac-
curately gauge the total value of cultural heritage to society. This is not
done in this paper.

Usually studies of cultural heritage and its economic effects make use
of the following indicators: turnover, employment (direct and indirect)
znd frequentation (number of visitors). Such studies also make use of
= number of different approaches, such as basic cost studies, economic
impact studies, contingent valuation and choice modelling and regres-
=on analysis. There are also hedonic, travel cost and property value
studies. In this work we have chosen to analyse the sector using its turn-
ower and employment capacity as primary indicators.

= Conclusion

The present paper provides some basic insights about tourism, cul-
wural heritage and museums, we started from the evolution of tourism
= identify the evolving typology of tourists and their main interests
and expectations, the need to offer many times an extended set of op-
portunities to satisfy different participant profiles, the wide range of
museums and cultural institutions that may face the touristic market,
_zst but not the least the economic dimension, both in terms of asym-
metric market and economic value. If we consider the expectations
of visitors we can outline that: if we consider «conventional» cultural
aeritage (museums and galleries), this sector, in average, lacks exper-
tse and experience in marketing and business promotion, which also
makes it difficult to develop credible business models and plans, and
w attract investment; there are analogous problems in the cultural
wourism sector. There are hundreds of projects and initiatives related
o cultural tourism in Europe, but they have often been designed based
o «supply-oriented» thinking; the needs of the customer, the cultural
mourist, are rarely investigated, human factors and user centred design
zre often neglected.

More generally, the problem of a lack of mutual understanding be-
mween the cultural sector, the service industry and ICT experts, due
o their different ways of thinking, makes it difficult to achieve fruit-
2l interdisciplinary cooperation in areas ranging from education to

23



mulitimedia production, where the availability of cultural heritage con-
tent could open up very promising development perspectives. In order
to be able to develop innovative and marketable products and services
with real cultural added value, the personal and direct involvement of
experts from the relevant cultural area is absolutely required. Despite the
above mentioned issues, there are nevertheless a number of interesting
examples and initiatives, on various scales, of the successful economic
promotion of cultural heritage around the world. Unfortunately, they
often have only local or regional visibility, and their positive (and nega-
tive) experiences cannot be fully exploited and shared by other projects.
As a consequence, the same mistakes continue to be made; in short, the
wheel keeps on being reinvented.
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