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ACRONYM 

DIVERTIMENTO 
 
TITLE 
Diversifying tourism offers in peripheral destinations with heritage-based products and 

services, stakeholder-skills alliances to internationalize locally operating micro-enterprises 

 

TRANSNATIONAL PARTNERSHIP 
 

¶ GREECE: CULTUREPOLIS 

¶ ITALY: UNICITY S.r.l. 

¶ SPAIN: HOTELOFI S.r.l. 

¶ SLOVENIA:  POSEJDON DOO 

¶ ROMANIA: INSTITUTE OF NATIONAL ECONOMY, ROMANIAN ACADEMY 
OD SCIENCES 

¶ BULGARIA: UNION OF BULGARIAN BLACK SEA LOCAL AUTHORITIES 

¶ TURKEY: EASTERN BLACK DEVELOPMENT AGENCY, DOKA 
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THE DIVERTIMENTO PROJECT VALUE MAP 
 
 

 
  

PROJECT MANAGEMENT 

(16/100) 

15% 

COMMUNICATION (20/100) 

20% 

PROJECT DRIVEN EVENTS 

(15/100) 

15% 
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STRATEGIES AND 

RESEARCH REPORTS 

(8/100) 

8% 

TRAINING AND SKILL 

BUILDING ACTIVITIES 

(18/100) 

18% 

INNOVATION 

TOOLS   (7/100) 

7% 

COMMERCIALIZED 

PRODUCTS (9/100) 

9% 

NETWORKS WITH POST-

PROJECT OPERATIONS 

(4/100) 

4% EVALUATION( 

6/100) 

6% 

DIVERTIMENTO 
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WORK PACKAGE AND ACTIVITY OVERVIEW 
 

WORKPACKAGE 1 
TRANSNATIONAL PROJECT MANAGEMENT, COORDINATION AND MONITORING 

Activity 1.1: Transnational Project Management and Administration Outputs: Grant & Partnership Contract;  3 Project Committees; the PM Toolkit; The Project Record 

Activity 1.2: Transnational  Project Coordination Outputs: 6 PM Meetings 

Activity 1.3: Transnational  Project Monitoring Outputs: Progress Technical Report; Final Financial Report; Consolidated Statement 

WP LEAD: COORDINATOR (CULTUREPOLIS) 

WORKPACKAGE 2 
TRANSNATIONAL PROJECT VISIBILITY, COMMUNICATION, DISSEMINATION AND PROJECT BRANDING 

Activity 2.1: The project's Integration, Dissemination, Visibility and Transparency Sources Outputs: Website; Training Platform;  Social Media Campaign 

Activity 2.2: Project Driven Communication Strategy for selected Target publics from the 

PPT Sector at EU and International Level 

Outputs: Communication Plan;  International Conference 7 Press Conferences 

Activity 2.3: Dissemination of Project Outputs and Project Branding at International Level Outputs: Visual  Identity Kit (Project Logo; Project Brochure; 6 Project Fact Sheets; 6 News Letters); Project 

Promotional Spot; Gamification World Congress 2017 

 

WP LEAD: PP6 (UBBSLA) 

WORKPACKAGE 3 
MAPPING SKILL NEEDS OF KEY ACTORS IN TOURISM, COMBAT STAKEHOLDER FRAGMENTATION AND PROMOTE CROSS SECTORAL COOPERATION 

IN THE PROJECT AREA 
Activity 3.1:  Identifying Stakeholder Needs and Entrepreneurial Skills Needs to produce a 

new generation of tourism entrepreneurs and stakeholder motivation 

Outputs: Demand Side Survey Study; 4 Training Workshops  

Activity 3.2 Mapping the heritage potential of the project area to reform  tourism offers 

and establish connections with PPT actors 

Outputs: The DIVERTIMENTO Heritage Accessibility Plan; The Project Area Connectivity Map 

Activity 3.3:  Launching a new tourism business model on customer insights, key 

experiences and stakeholder participation to advance the tourism competitiveness of the 

project area 

Outputs: Satisfaction Survey; Research Report 

WP3 LEAD: PP3 (HOTELOFI) 

WORKPACKAGE 4 

EXPERIENCE EXCHANGE, GOOD PRACTICE TRANSFER AND DEVELOPENT OF JOINT METHODOLOGIES TO LINK SUPPLY AND DEMAND AND 

INTERNATIONALIZE LOCAL TOURISM BUSINESS OFFERS 
Activity 4.1: Making tourism businesses responsive to demand side needs by 

understanding shortcomings and benefits in heritage tourism 

Outputs: Virtual Desk and Knowledge Toolkit; e-Library 

Activity 4.2: Updating the knowledge of tourism professionals to produce a new generation 

of experienced-based tourism products and services in the project area 

Outputs: Intensive Experience Exchanges Training Programme; Pool of international tutors 

Activity 4.3: Connecting key experiences at heritage places with quality services in the 

territory for different target markets 

Outputs: Visitor Experience Diversity Plan; Pilot Project Planning Tools 

WP LEAD: PP5 (INE) 

WORK PACKAGE 5 
DEVELOPMENT OF INDUSTRY-RELATED EXPERIENCED BASED-PRODUCTS AND SERVICES IN THE PROJECT AREA TO CONNECT TO GLOBAL MARKETS 

AND AUDIENCES 
Activity 5.1:  Developing a heritage mobility and Gamification Model to combat seasonality 

at heritage places in the networked economy 

Outputs: Heritage Mobility and Gamification Model; 7 Pilot Projects 

Activity 5.2:Design and Delivery and Packaging of cognitive-emotional experiences as a 

high added value tourism product   

Outputs: EUROTHENTICA: Experienced-based Transnational Cultural Itinerary; The DIVERTIMENTO iBook for 

iOS and Android operating Systems 

Activity 5.3:  Design, delivery and packaging of cognitive-emotional experiences as high 

added value heritage tourism products 

Outputs: Project Quality Assurance Plan; Evaluation Committee; Evaluation Report 

WP LEAD: PP2 (UNICITY) 

WORK PACKAGE 6 
FORMATION OF STRATEGIC PARTNERSHIPS TO ENSURE RESULT VIABILITY & POST-PROJECT OPERATIONS 

Activity 6.1:   Forging alliances of multilevel actors to ensure viability of achieved results 

in the Project Area 

Outputs: The Heritage Charter for Tourism Business Actors and Heritage Operators; 7 Info Days  

Activity 6.2:  Developing the enabling environment for key stakeholders and players to 

launch and operate the Association of Tourism related Enterprises "EUROTHENTICA" 

Outputs: 1 Legal Association with domain specific expertise 

Activity 6.3 Commercialization of experienced-based products and services developed  in 

the Project Area 

Outputs: The DIVERTIMENTO Commercialization  and Distribution Strategy; ITB BERLIN 2017 

 

WP LEAD: PP4 (POZEJDON TURIZEM) 
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1 INTRODUCTION 
 

Heritage places cannot speak for themselves. Without the ability to access the intangible 
networks of knowledge and value transmission, cultural users cannot recognise and appreciate 
heritage items as such. Conservation is meaningless without cultural communication. We need 
to bridge the gap between monument-meaning and monument-fabric and forge connections 
with a wide array of different target publics. Heritage tourism, whether in relation to 
recreation, learning or leisure and tourism is a social phenomenon interacting with supply and 
demand. Therefore consumption incentives are based on distinctive cultural features of cultural 
assets and consumer perceptions. The PILOT PROJECT PLANNING TOOLS facilitate the 
process of understanding and unlocking the inherent values of heritage assets and introduces 
the DIVERTIMENTO Partnership to understand and apply  heritage value categories such as 
the historic, aesthetic, scientific, research or technical, social or spiritual values, guiding how to 
extract these values and their significance for different target public and different uses. The 
Toolkit consists of 10 basic tools: 
 

¶ 1/10: PROJECT SCOPE AND MISSION TOOL 

¶ 2/10: STAKEHOLDER TOOL 

¶ 3/10 AUDIENCE TOOL 

¶ 4/10: HERITAGE ASSESSMENT TOOL 

¶ 5/10 CONTENT MANAGEMENT TOOL 

¶ 6/10 LAY OUT AND GRAPHIC DESIGN TOOL 

¶ 7/10 STORY TELLING AND PLOT TOOL 

¶ 8/10 ASSET PLANNING STANDARD FORM 

¶ 9/10 WOSKHEET  TOOL 

¶ 1/10 EVALUATION TOOL 
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2 MANAGEMENT OBJECTIVES
 

PROTECTION 
1 Communicates an understanding of resources/park story/national significance 

2 Encourages audiences toward environmental and cultural awareness 

3 Environmental Education 

CONSERVATION 
1 Tourism Carrying Capacity  

2 Modifies audience behaviour towards resource protection and stewardship 

INTERPRETATION 
1 Reveals the sense of the place 

2 Caters for experience diversity (multisensory experiences) 

3 Makes visitors part of the experience 

ACCESSIBILITY 
1 physical 

2 digital 

3 economic 

4 cognitive 

5 affective 

6 spiritual 
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3 STORYTELLING 
Storytelling, old as prehistoric times, is a powerful tool for conveying and sharing ideas, beliefs, values and 

traditions. Because stories are so effective at explaining the meaning of things, theyõre at the heart of 
interpretation. All heritage assets have a variety of stories to tell. It doesnõt have to be the oldest or most 
impressive asset in a given placeð it can still tell a story. Not all stories have the same emotional impact, and not 
all stories convey the significance of the asset with the same power and relevance. A prerequisite for successful 
interpretation is to capture the essence of the asset. If there are three or four really interesting aspects 
connecting the asset with the audience, they shall be linked together in a way thatõs memorable for the audience. 

 Creating emotional impact and regulating behavior to embrace values of heritage including protection and 
conservation objectives, is the quintessence of a quality cultural heritage service. To focus on a concise story and 
avoid causing the audience suffer mental overload, the contents of the Roving Museum are organized into 
storylines. These are the main messages, the audience carries away. Asset messages and meanings are easily 

communicated across a multicultural and multigenerational audience by telling stories that help them appreciate 
whatõs special about the places.  Storylines are crucial to interpretation, because they give different audiences 
clear threads to follow, rather than a series of disconnected facts. No matter what kind of an asset partners 
have interpreted an interesting story always captures the audienceõsõ attention. A good storyline 

¶ explains something significant about the interpreted;  

¶ is written as a complete sentence focusing on a single message we would like the audience to remember; 

¶ goes beyond a mere description of facts; 

¶ is presented at a level of detail thatõs appropriate for the audience  

¶ links tangible things to intangible ideas (explain how different aspects of the asset reflect ideas, meanings, 
beliefs, and values) 

¶ allows the audience visitors to decide for themselves what the asset means and derive their personal 
connections, while giving the opportunity to different personal discoveries. 

 
Practical considerations are important: humans understand better when seeing, listening and doing is 

combined in one activity. It is better to demonstrate how grapes are pressed into wine, than just talk about it. 
However the logistics of a given site or space and even the time may not always cooperate with your plans. 
 

COGNITIVE LOAD MANAGEMENT 

 
Cognitive accessibility is ensured by activating human perception through provocation, by relating to prior 

acquired experiences, and by providing for novelty and variety, surprise and exploration. Capturing the 
attention means to create bridges between the inherent values of phenomena selected for presentation, and the 
audiences. Far beyond the dissemination of factual information, cognitive accessibility aims to create meanings, 
so that visitors can put a phenomenon into personal perspective and identify with it in a way that is more 
profound and enduring way.  The e-Course Participants community was trained to organize information within 
the framework of Cognitive Load Theory (CLT). CLT is concerned with the effective instructional design in accord 
to human cognitive architecture.  As cognitive load (CL) is to be understood a construct that represents the load 
imposed on the cognitive system when a particular task is performed. There three specific types of loads:   

¶ The intrinsic cognitive load (ICL) is affected by the intrinsic nature of material and cannot be 
drastically altered by instructional interventions. It depends on the interactivity of the elements, on 
the nature of the material to be learnt, as well as on the expertise of learners.  

¶ The extraneous cognitive load (ECL) is generated by the manner in which material is presented 
rather than by the intrinsic characteristics of the material. It may very well be altered and even 
determined by instructional interventions. To reduce this type of loads EUROTHENTICA onsite 
performances have excluded technical terms layering information in a double format.  

Instead of telling 
visitors what to 
think, good 
interpretation 
encourages 
visitors to think 
for themselves.  
 

Instead of telling 
visitors what to 
think, good 
interpretation 
encourage s 
visitors to think 
for themselves.  
 

Instead of telling 
visitors what to 
think, good 
interpretation 
encourages 
visitors to think 
for themselves.  
 

Instead of telling 
visitors what to 
think, good 
interpretation 
encourages 
visitors to think 
for themselves.  
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¶ A challenge for the quality of information presents the germane cognitive load (GCL), which 
generally reflects the effort that familiar schemas are used to acquire knowledge and may be 
increased by instructional interventions. 

 
CULTURAL COMMUNICATION  

 
 Communicating culture is an extremely complicated activity that includes many different topics and 
skills. It is not about òfind and showó, it is an interpretation, giving emotional elements, which maintain an evident 
trace of a specific rational path. Cultural communication shall stay away of any possible suggestion and avoid 
excessive schemes and interpretations that may produce distorted images. Cultural communication has always to 
be at the service of a specific theory in order to avoid any possible effect that is an end to itself, as this could 
lead to mistrust and superficiality. òThe World of Frederick IIó for example (Pilot Project PP2) represents the 

history of ideas rather than the facts, using all typical audiovisual codes and signs, illustrating the relative expert 
accounts, as well the entire historical thesis received by the scientific editors and experts. The political and 
historic personalities are represented in the personal dimensions, who reveal their thoughts and by doing so they 
bridge the gap with todayõs spectator.  
 Multivisions allow using very big screens with resolutions that cannot be achieved by any other media, 
i.e. they are producing vast screens with a resolution unattainable by any other means creating thus the enabling 
technical environment to enhance the possibilities of the photographic medium in animation. This allows to fully 
exploit animation and use archives and documents of any kind and all real deposits of culture. Multivisions may 
exploit the infinite potential of static archives as providers of photographs, documents, newspapers, by enriching 
them with new elements and infinite possibilities. Thus multivisions may provide the market for rich media, which 
otherwise would stay limited. The last issue is a tremendous opportunity for the media market and is at the same 
time an opportunity to infiltrate this market by using content and subject coming from peripheral centers of 
production.  
 This challenge is of cognitive-linguistic nature: it allows us to read as a single story, which is actually built 
with separate and discontinuous parts composed together. This is the starting point of the work and one of the 
keys that allows new digital formats: to have disparate elements by type, origin and quality, with a common 
theme and transform them from discontinuous elements in a set interactively able to inspire the intellect and the 
imagination of the audience.  
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4 CONTENTS 
 

PRINCIPLE 01 

¶ Interpretive text units shall be built upon (overall o n e central message 

idea/theme) that is the quintessence of the whole interpreted content. The 

prerequisite for the successful creation of the interpretive message is a succinct 

and precise Statement of Significance. 

¶ No more than 5 main ideas support the central message. 

JUSTIFICATION 
Relating the different parts of text contents to one central message helps Museum Visitors 

connect details and facts to the overall conceptual framework. This central message has the 

strongest impact on the visitors. 

The central message also serves as a common guideline for the team that is developing 

interpretation. Later it should be perceivable for visitors. 

Any interpretation should be able to answer the following: "After visiting the facility visitors 

should have recognised that..." [the Great Hospital of the Knights in Rhodes is the first 

organized European Hospital in the modern sense, where the shift in medicine has taken place 

according to the value of a human centric life on earth ].  

A central message should be expressed in one complete sentence. Don't circumvent this 

principle by using 'and' to link two sentences expressing different concepts. 
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SIGNIFICANCE FOR SUCCESS 
Without a clear, short and succinct central message, interlinked to the Statement of 

Significance, the deliverable will not be admissible. 

Of very high significance for the overall success. 

 

 
 
 
 
 
 

Natureõs Memory Bank  
 
In the Big Plains of Lepida something happened:  pollen seeds have 
remained unchanged since the Ice Age. The turf that has been piled up 
throughout the years is a pool of information about the development of the 
vegetation. In this way palaeobotanists document the history of vegetation 
in the Rodopi Mountains. Thay is why the Big Plains of Lepida  are called the 
òmemory bankó of vegetation history.  
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PRINCIPLE 02 
The central message of the each heritage asset relates to the inherent original 

phenomenon of the location and reveals its significance. Photographic material and any 

other medium shall relate directly to the phenomenon discussed. 
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JUSTIFICATION 
Visitors perceive the phenomenon both mentally and emotionally. The central message 

explains the significance of the heritage asset in a concise, short and succinct way. This meets 

the (latent) need of visitors for experiencing authenticity and identification with the visited 

site. The visit acquires added value for it is revealing many aspects and thus weights more as 

entertainment or to read a book. 

Central messages shall connect the heritage parts of particular bigger ensemble: 

 

 

Patient 
Ward 

Åcentral 
message  

Surgery 
Åcentral 
message  

Pharmacy 
Åcentral 
message  

GREAT 

HOSPITAL OF 

THE KNIGHTS 

in Rhodes 

ENTRANCE 

GROUND 
FLOOR 

UPPER 
FLOOR 

GARDEN 
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SIGNIFICANCE FOR 

SUCCESS 
 

Cultural communication is set apart 

from other methods of knowledge 

transmission because it enables direct 

encounters with the original object in a 

cognitive and emotional way, 

facilitating prior knowledge and 

interactivity. 

Of very high significance for the 

overall success. 
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 ñIf we are correct, 

the construction that 

takes place within the 

framework of the city 

plan is massive; its 

length is huge and it 

has 5 floorsé  

 

What will the value of 

the opposite building 

be after the 

completion of Mr. 

Spiererôs tobacco 

house?  

 

And how will the air 

flow between the 

buildings henceforth?  

 

What will the general 

situation be for the 

residents after the 

influx of thousands of 

workers at the area of 

Aghia Varvara?ò* 

 
Excerpt fr om the Local Newspaper, 

THARROS (Courage), 7th of May 1925  

EXAMPLE; THE SKY SCAPER, 1925 

 
COLLECTING BULDING INFORMATION 
 
In 1924 the tobacco trader Hermann Spierer, a Swiss 
of Jewish origin bought two plots by the waters of 
Santa Barbara on behalf of the company '' Herman 
Spierer and Co ". In these plots built a huge tobacco 
warehouse, the" Skyscraper Spirer "at the press of the 
period. The warehouse was used for tobacco 
processing. The 4-storey-buiding is called the 
òSkyscaper Spiereró. It urges the local community in 
1925 to publicly complain for the height and the 
volume of the construction. 
 

 

On January 20, 1932 Herman Spiererbought the 
building the ''Afstroelliniki Company Tobacco SA'' which 
continued in this process. In the WWII under Bulgarian 
occupation work has not stopped. In 1974 the tobacco 
processing was given up as in almost all tobacco 
houses of Drama. Today the building is a luxury hotel.  
 
 
 
 
 

LOCATION  

Located  at the spings of Aghia Varvara in the city of 
Drama, the complex comprises the tobacco warehouse and offices. It is remarkable 
architectural creation of the Austrian architect Konrad von Vilas, exemplifying the 
architectural use and operation. 
 

COMPOSITION 

The composition of the building is the result of general trends in the architecture of this and 
differs markedly from that of the first tobacco warehouse that was built in the city for 
Portokaloglou Street Perdikas. 
 
It is a four-storey building with a rectangular plan and aspect ratios. The ground floor is 
divided through a transverse wall into two parts, with separate entrances for each. For the 
vertical transport of the tobacco parcel is provided the lift installation.  
 
On the east side of the building and in contact with it is the smallest in volume and area office 
of the company. The basement, deep and large, hosts the selection of the tobacco leaves. The 
floors serve to the processing and storage of the tobacco leaves. 
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4th 
FLOOR 

3rd 
FLOOR 

2nd 
FLOOR 

1st 
FLOOR 

BASEMENT 

 

CENTRAL MESSAGE 

An issue of dispute  

 

Built to process and store huge amounts of tobacco, the four storey and 7.000 sqm 2 

building is the cityõs sky scraper, has provoked the local community in 1925. 

 

 

 

 

 

 

  

TOPOGRAPHY: 

TOBACCO 
WARE HOUSE 

HERMAN 
SPIERER 

ENTRANCE 

GROUND 
FLOOR 

UPPER 
FLOORS 

Aghia Varvara 
Springs 
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PRINCIPLE 03 
 

Presentation of heritage assets (topics, messages, units, narratives, graphic design) 

shall relate to the visitorõs horizon in both a cognitive and a visual way.  

If features, objects, plants or animals are presented that are unknown to the 

visitors, information shall be provided, on how to recognise and distinguish them 

from others. 

 

JUSTIFICATION 
Empirical research shows that information which people cannot relate to will almost 

certainly be ignored. For people to remember, information must be meaningful, i.e. 

relate to their personal experiences and/or values. 

Making information really meaningful can be difficult since meaning and relevance 

depend on the audience. The best approach is to really get to know your audience 

(who are they, where do they come from, why do they visit here, what do they expect 

etc).  
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