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Introduction

Why a Vademecum?

In the course of two years of the eCultVal ue project !, five partners 2 from museums,
technology and research, with networks all over Europe, confronted technology
developers (EU projects, creative SMEs) and cultural heritage institutions (museums, CH

sites) to identify opportunities and challenges of technology take -up. This Vademecum is
a response to the often heard need for clear indications on how to develop a technology
strategy, and how to implement it. Links to the respective workshops and events, as well

as on -line tools can be found in Annex 3.
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This Vademecum is meant to make the "steering of the ship" easier

Who should read it?

Main target group of this Vademecum are museums, cultural heritage sites and cultural
heritage collection owners. Furthermore, also those that finance such CH i nstitutions, i.e.
ministries, or private or public foundatio ns for the promotion of CH.

In a second step, the Vademecum is also geared at technology providers: They can find

out the difficulties, problems and challenges CH institutions face when wanting to
introduce technology solutions. The Vademecum is thus meant to teach them the
"language" that is understood by museum staff and CH people. This is, primarily, not to

offer technology, but to offer solutions  to certain situations. These situations are
described in the section on "Scenarios" below.

How to use the Vademecum?

The Vademecum provides different entry points, depending on interests, needs, but also
the background of the person that reads it. This can be best shown in two example s:

1 ecCultvalue, co -financed by FP 7 of the European Commission; GA No 601114

2 ESOCE, IT ( www.esoce.net ), ATHENA -RIC, GR ( https://www.athena _ -innovation.gr ), EMF, UK ( www.emfs.eu ),
TEMF, UK ( http://www.europeanmus eumforum.info ) and KIBLA, SI ( www.kibla.org )
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EXAMPLE 1:

Museum X wants to attract more school classes and younger people to its collection on
Renaissance pictures and artefacts. For this purpose it wants to develop a "Youth
engagement strategy"” that involves technology solutions. How can the Vademecum help

Museum X?

1. Read through part 1"  Defining a technology strategy ", This might give some hints
that were not yet considered in its general "Youth Engagement Strategy".

2. Under "Scenarios", Museum X can start with 2.4 "Scenarios according to target
groups”, and there select :"Young people ", This will allow to get a glimpse on the

technologies that appeal to young people. But Museum X wants to go a step further and

reconcile it with its ideas on how to convey Renaissance artefacts. Therefore, it will look

at 2.2. "Scenarios by collection” and select: " Pictures and artefacts " to learn what
technology can do to enhance the access to such collections.

3. Once defined where to start, Museum X can go to the Annexes and look for the
technology  or, eventually, an  in termediary (e.g. eCult Ambassador) that has a grand
overview over the technologies available to help.

EXAMPLE 2 :

Archaeological site Y saw a short YouTube film about Augmented Reality on Roman and
Byzantine sites 3. It thinks that this might be a good idea to deploy on its Neanderthal
site.

1. Site Y will check its overall strategy and mission and develop a technology

implementation plan, following the recommendations of Part 1 " Defining a technology
strategy "
2. Site Y will go to part 2 "Scenarios" and check out Section 2.1 Technologies

Catalogue , and there: " Augmented Reality ". There, different options for different
applications are given, of which Site Y can select what seems to be the most appropriate
for its purpose.

3. Site Y might need to amend it s technology strategy by a financial plan as the AR
solution that looks most appropriate involves some necessary investment like 3D
imaging and VR designs. Site Y realised this thanks to the Vademecum's scenarios'
description.

Depending on the financial i nvestment possible, Site Y can start implementing
technology solutions in small steps (e.g. first 3D imaging), following a "Benefit Plan" that
was agreed by the institution that finances it

3 www.techcooltour.comproject
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1 Defining a technology strategy

Some guidance for mus eums, cultural heritage sites and (public and private)
collections as well as public and private institutions that promote and finance CH
institutions.  An example on the difficulties and pitfalls for such a strategy is shown by

Antje Schmidt, expert to eCu [tValue:
http://www.ecultobservatory.eu/sites/ecultobservatory.eu/files/92_Digital _Strateqgy.
A_Schmidt.pdf

1.1 Why should | bother?

Technolog y is an enabler and facilitator, not a goal in itself. Technology can support
internal processes (content and asset management, preservation, restoration) and

external processes (promotion and marketing, access to archives and not exposed

artefacts, new ex periences of CH, linking up collections for educational, scientific
and/or commercial purposes etc.). The v ision for technology take -up must be
mapped with the vision and benefi ts regarding the museum 6 snission .

When discussing technology for cultural heri tage, a tendency is to put forward why
technology is not used. While some arguments are true, some are not.

3 Arguments against technology that are not valid

First Argument
filf | put images of my collection on -line, nobody comes to visit the museu m any more 0.
A Thisis nottrue. Itis even nonsense.

What are visitors looking for when
they visit museum websites?

@® Plan a visit
@ Engage in casual browsing

Find information for personal reasons
@ Find information for professional reasons
@ To book or buy something

Figurel Sourcehttp://www.intk.com/en/ideas/visitor-motivatiorrin-online-museuntaudences

Figure 1 shows striking evidence that more than 50% of museum website visitors either

plan a visit or even book or buy something on-line. For those that do not believe in

statistics, there is yet another argument: fiThe affective power of objects ¢* as Abby

Mullen termed it.  Seeing an artefact online often provoke s a desire to see it in real life.

Patrick Gallagher suggests 2, Anoften it is the wvirtual environmen

visitor to go to a museum 0. QODS.

Second argument

fiwe do not need te chnolog y as we have the real objects 0.

4 http:/ /Iwww.hastac.org/blogs/agmullen/2012/11/26/museurrend-digitattools

5 hitp://www.journalofamericanhistory.org/issues/952/interchange/index.html

6 Quod erat demonsandum
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A This argument may appear somewhat valid considering the above affective -power -
statement. However, it is not. If nobody knows about the real objects, nobody will come

and visitthem (see above) , or use them for scie  ntific description, education etc.
Technologies are gorgeous marketing tools and can help to valorise the real objects.

Accessibility 7 is the key argument for digital object S.

Third argument

fiVisitors need to be trai  ned on how to use the technology 0.

A Technology deployed in a museum should be a priori self-evident. Technology
integrated in tablets and smartphones ( e.g. mobile apps) are a good starting point as
they are mainstream tools used by almost everybody. If technology is used in real life

exhibit ion rooms, it s use should be as intuitive as possible to avoid the need for training.

3 Arguments against technology that are valid

First argument:

fiTechnology i s expensive 0 .

A Yes. Even tools free of charge need usually manpower to make them useful fo r your
purposes. Therefore, itis important to develop a technology strategy to see where the
benefits are that would justify any investment.

Second argument:

fiTechnology needs especially skilled people, we do not have the manpower to deal with
itorto educate the staffa s we are anyway short of staff 0.

A While this argument is in most of the cases correct, it should always be reconsidered:
Any technology implementation, even a "simple" website, needs at least one driver that

is convinced of its benefit . The easiness of updates or feeding content is essential and
should be one of the first issues to consider in a technology strategy, otherwise it is a
stillborn effort.

Third argument

fiWwe cannot mainta in the technology in  -house, neither can we make it in teroperable with
our management system or systems of other museums 0.

A The choice of technology depends on goal, purpose, targets etc. Hence the need for a

strategy. If several museums want to cooperate, it would make sense to go for a

common strategy. Th is would solve the interoperability problem and add the benefit of
"economy of scales" 8. Maintenance of technology (e.g. regular up -dates) should be
negotiated upfront (see below, 10 steps for successfully implement technology
solutions).

3 "caveats "up front :

1. Do not implement a technology because your "neighbour museum" does so A
integrate any use of technology into the overall museum mission ;

7 See, as an examplettp://www.3d -coform.eu/x3dom/index.html

8 See, for example, the NIMOZ initiative in Poland:
http://www.ecultobservatory.eu/sites/ecultobservatory.eu/files/2 NIMOZ M Jedralska_Ogod@ENDARI,
the Collaborative European Digital Archive Infrastructure:
http://www.ecultobservatory.eu/sites/ecultobservatory.eu/files/9 CENDARI_F_Morselli.pdf
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2. W hen selecting a technology, involve all persons in -house that are potentially working
with that technol ogy in the future, from the room guards to the director . A Engage
them, ask them for their opinions to avoid "technology enemies" ;

3. S elect a technology that can be easily maintained and up -dated A thisis a tricky part

as technology providers want to se Il and what is easy for them might not be easy for
museum staff. In this Vademecum, we try to point out pitfalls (under ALO0 st @msdé
also under different scenarios, to avoid disappointment before it is too late.

1.2 Define a strategic goal

The firs t question to ask oneself is: What do | want to achieve in using technology ?

Start from the museum 6 smission and expand to potential temporary or permanent
goals. You may also want to consider what did not work out well and where technology

can help toim prove. Some reasons for using technologies most often heard from cultural
heritage institutions:

§ Reach out to young people

§ Open up the collections (more and more a prerequisite to receive public
funding)

§ Preserve the collection digitally

§ Createauniquev i sitorsédé experience

1.3 Define target groups

The outreach to target groups is often part of t he
new target groups may be the purpose of the use of technologies. The question to
answer is: W hom do | want to address or en gage?

To look for external target groups (= visitors) is the most obvious move, but one should
not forget to consider internal staff: how to convince collaborators, how to reach
consensus on digital processes  etc.

Now, based on 1.2 and 1.3, you may want to start to

1.4ldentifyatechnology

I need to repeat it: Technology is a means, not an end. But it is very powerful if
correctly used.

Which is the most appropriate one for my needs, taking into consideration maintenance
and interoperability? Where d o | find it?

Well, | hope thatth is Vademecum will help answer these essential questions through its
scenarios and the 10 steps to a successful deployment of technology



1.5Define a "Benefits plan”

How can technology be financed? How to create a '"bene fits  plan" °?

When | first mentioned the term fibenefits pland to a
puzzl ed. ADo you mean a pension scheme?0 was his qu
business plan for non -businesses, e.g. not -for - profit institutions like museumso. As this

scheme is new to most museums, it needs some more consideration here.

The idea of a business (or benefits) plan is to determine the financial viability of an
undertaking . Before putting figures to it, it is worthwhile to do a SWOT analy sis:

SWOT ANALYSIS

Helpful Harmful
to achieving the objective ~ to achieving the objective
ck
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Figure2: Sourcehttp://en.wikipedia.org/wiki/SWOT _analysis

Example :

Your project or undertaking is to have a mobile app for your permanent collection
developed . You now scrutinize this idea for its strength, weaknesses, opportunities and
threats.

STRENGTHS: mainstream technology, easy to use, free for visitors/users

WEAKNESSES: content needs to be adapted for the app, needs to be downloaded
before a visit by user

OPPORTUNITIES: Reach out to new audiences (younger people), convey
information otherwise not available, interlink app with w ebsite and on -line shop

THREATS: needs to be permanently technically up -dated to be compatible with
new smartphone versions  1°

While the strengths and opportunities are the benefits that make such an investment
worthwhile, weaknesses and threats need to be dealt with beforehand . Possible solutions
in this particular case may include: To counteract the weaknesses: Special personnel

(maybe outsourced) that helps adapting content for the app (one -off investment as it is
for the permanent collection); Wi -Fi that allows downloading of the app in the museum.

To counteract the threats: It is only one but it is serious: as the mobile world changes

quickly, technology needs to keep pace. Best for mobile apps is to have a service

%¢KAa ARSI adaSvya FTNRY GKS S/dzZA G {dGF1SK2f RSNA S@Syi 6K
museum representat'tvs.

0 Example taken fromresentation of llse RombouSummer Stage Maribor 2014.
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contract that automatically adapts apps to the latest developments 1. This is necessary
to avoid disappointed users whose app does not work at all, or where some features are
not operational.

OK, now that it is clear that benefits are overwhelming, how can the financing be
tackled? First, you n eed to get a cost estimation from a technology provider 12 that
includes the basic development costs and a subscription to the up -dating service.

The tricky thing of fundraisihy

There are some few, rare museum species that have no problem with funds. They get
money (usually publ i c o onaneyy )through @naance fickedsr amd a
prosperous museum shop, and they may even get some donations. But these are a lucky

few. As with budget cuts and economic crisis, money for culture become scarce, it is
necessary to check out what are the options.

As you may want to attract more users through the app, there might be a moderate

increase on that side, but some initial funding for the development is needed.

Sponsors

Sponsorship is an ideal means to receive f unding, often renewed at an annual basis.
Such long -lasting sponsorships are a dream T unless it becomes a nightmare, as recently
the media circus around BP sponsoring for the Tate showed 1,

G!tf Y2ySeQa RANI& Y2y
Alex Beard Deputy Director of Tate

Well, when in need, | would rather opt for this:

dal 1TAy3 Y2y Seé Aa ! NIé
Andy Warhol

Another unwelc ome consequence of sponsor money can be that the official subvention

will be cut by the sponsored amount. This is a real story from a Portuguese museum 15
that happily accepted some private funds for a special exhibition, only to see its
subvention for the n ext year cut down 7 although no indication was given that the
sponsor will step in again.

1 This important hint was givelmy eCult Ambassador llse Rombout at the Maribor Summer Stage

2'You may want to check out the eCult tech catalodu#n://www.ecultobservatory.eu/content/tech
catalogue

13 See alsdttp://www.ecultobservatory.eu/basiepage/module5-financingict-culturakheritage

14 0n the ethics of fundraising, séép://artsfundraising.org.uk/measurdundraisingethics/

% Told at the eCult Skills workshop in Lisbon, April 2014
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Crowdfunding

Crowdfunding can be considered a kind of mini -sponsorships that altogether reach the
ultimate goal: to finance a project, an object, a restoration, etc . It becomes more and
more popular, and apparently, effective. Specialised sites offer crowdsourcing for cultural

activities 6, but most success stories are still from the USA.

Research & Innovation projects

It is worthwhile to quote The Guardian Culture P rofessionals Network 7, an endless
source of interesting articles

"How can small institutions hope to deliver on the promise of these new developments

without breaking the bank? Not by betting -profipgear 6s
project but by experimenting and co -opting users into the design process € 0 The
Guardian gives as an example a national UK project, but it can be applied to all EU R&l

projects. Indeed, the most suc cessful projects included museums such as the Acropolis

museum (CHESS) or the Alhambra (TAGCLOUD) that are the firs t to benefit from the

developed tools.
a) Funding within ~ Hori zon2020 collaborative projects : These are

QR AR
m “classical" research and innovation projects. Calls are open ev ery

year, with a bi -annual work ing programme. This is also a political concern, as can be
read in the Communication " Towards an integrated approach to cultural heritage in

Europe ". In Horizon 2020, foc us is on cultural and creative industries. In the 2014/15
ICT Work Programme (as part of LEIT), the 2015 focus lies on the support of creative
industries, social media and convergence (hence , ho focus on CH institutions), but this
may change in the coming work progra mmes. Cross-over opportunities (e.g. with
elearning, etourism, or other technologies such as the Internet of Things (sensors) or

Big Data might be an alternative.

Creative D) Funding within  Creative Eu__rope  projects: These foster transnational
Europe  cooperation, European networks or European platforms, apart from the
special programme line for audiovisual art. Details can be found in the Creative Europe -
Culture Sub _-Programme .

R SMART
SPECIALISATION
| PLATFORM

¢) Funding through European Structural and Investment

Funds : Now, these is a different type of funding. While the money is distributed by the
European Commission, it is allocated nationally or regionally according to national and

regional rules and priorities. The European Regional Development Fund is the most
interesting in the area of cultural heritage. Why? Because innovation and research, as

well as the digital agenda is among its priorities. For the period of 2014 -2020, Member
States (and/or regions) had to identify their innovative strength in so -called " smart
specialisation strategies ". On t he RIS3 map , you can for example, enter under EU

16 http:/ ;www.forbes.com/sites/chancebarnett/2014/08/29/crowdfundirsitesin-2014/ quoted on
http://www.ecultobservatory.eu/basiepage/techmodule-47-crowdsourcing

17 http://www.thequardian.com/cultureprofessionalsetwork/
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priorities "Cultural and creative industries" from the drop -down menu, and you find
immediately in the map the Members State/Region that has this as a priority.

Research & Innovation Business Areas &
Capabilities Target Market EU Priority
(Subcategory) (Subcategory) (Subcategory)

Select E‘ Select E‘ Select E‘

Region/Country Name Description of Priority  NUTS 1D

Search + Add priorities 4 g4* Export

R h & -

Name NuTS Description l:ns:\i:;::ion Business Areas EU Priority

pu P P & Target Market

Capabilities

Flemish Region 'Industria... 1. Services 1. Manufacturing 1. Cultural & creative

[BE2] 2. Other & industry industries
professional, 2. Other 2. Support to link
scientific & manufacturing cultural & creative
technical activities industries with

traditional industries

Bulgaria [BG] New 1. Creative, cultural 1. Creative, 1. Cultural & creative
technologie... arts & cultural arts & industries
entertainment entertainment
Baden- Creative 1. Creative, cultural 1. Creative, 1. Cultural & creative
Wirttemberg industry arts & cultural arts & industries
[DE1] entertainment entertainment 2. Development of

regional cultural &
creative industries

Figure3{ ONBSyaK2id 2F (GKS aolLX FdF2N¥zI gAGK (GKS aStSOGA2

This is a quick screening if ESIF money for culture is potentially available, and gives also

an indication with which regions one can collaborate. You can also find out prioritised
and linked subcategories, like tourism, traditional manufacturing industries, etc.

d) Combined funding: Though more complex, it should be mentioned that since
Horizon2020, ESIF and H2020 funds can be combined in the same project, albe it for

different activities. An example would be that you are a partner in a H2020 innovation
project, and that your region would support a pilot that falls into its priorities and would
benefit the region. For more details, have a look at the Synergy Guidelines 18,

18 The co-author and editor of this document , Margaretha Mazura , also supported DG REGIO in
drafting the Synergy Guidelines  between ESIF and Horizon 2020 and other programmes in order to
increase impact through combin ed funding opportunities.

11
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http://www.ecultobservatory.eu/users/margaretha-mazura
http://ec.europa.eu/regional_policy/sources/docgener/guides/synergy/synergies_en.pdf

2 Scenarios

This section of the Vademecum gives you an overview of technologies available, as well

as use case scenarios and/or best pract ice cases that help you select a technology for

your collection.  As not all users will have the same background, we offer 4 different

entry points:

1 By technologies : These follow the on  -line coaching modules and give an overview of

technologies currently used by cultural heritage institutions

2 By purpose : What do you want to achieve? Based on the purpose, technologies are
suggested that are in use for similar purposes.

3 By target group : This is often related to the purpose (e.g. user engagement, in
part icular special visitors groups).

4 By Cultural Heritage collection : This compiles technologies for different types of
collections. From here, based on your type of collection, you can find technology
applications in similar situations.

2.1 Technologiesatalogué®:
2.1.1 Digitisation

"Technologies" or "new technologies" i what does it mean?

It means to use digital technologies, starting by object digitisation, for the benefit of the

collection, the museum, the users/visitors. According to Antoine Isaac, R&D director of
EUROPEANA, only approx. 10% of Europe's cultural heritage is digitized. Some of best
practice cases from well  -known museums include:

7 T N

. RU KS SWD . - B v < Powefed by BankGiro

Discover the possibilities of 200,000 masterpieces | Startyour own Rijksstudio >

Rijksstudio  :The on -line Rijksstudi o of the Amsterdam Rijksmuseum offers not only
200.000 high definition digital images. It also engages the user to build their own

"Rijksstudio”, using them as "co -curators". Not unlike the MET videos below , users
define a topic, e.g. snow, portraits, the Habsburgs, sledges etc. and compile images of
the museum in this group. This opens up a new contextualisation that can give a new

inspiration to its  (professional) curators.

9 Based on technologies identified in EU projects and input from eCult events, eCult Ambassadors and
partners that also were used for the respectiweline coaching modules
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https://www.rijksmuseum.nl/en/rijksstudio?ii=19&p=0
http://www.ecultobservatory.eu/basic-page/ambassadors-toolkit

Visit Exhibitions Collection Events Leam Research GiveandJoin Aboutthe Museum Blogs Shop Q

Connections Home ~ About Connections ~ CREDITS

N E
Greenhouse Bad Hair Grids Unstrung Texture
Rebecca Rabinow Peggy Fogelman Robin Schwalb Mark Polizzotti Nykia Omphroy

MET connections _ : 100 Me t staff persons , mainly but not only curators, use video to tell
astory inavery informal way. From  motherhood to sports, from smoke to greyhound,
they identify their "pet" topic and tell about it based on the museum's artefacts.

Magic Tate ball : Tate Gallery in London developed

an app to engage actual or potential visitors: base on

its digital collection including annotations of the
images, the app takes advantage of modern m obile
technology such as camera, GPS, weather, and sound

Vo
GIC TATE B4,
\S YOURS TO SHAK:L. /

A

. WHAT ARTWORK Witk A\ detection. When | tried it out, | was in Brussels, it was
&, THIS MOMENT M. silent, | held my telephone towards my wooden desk.
What | got is:

René Magritte's "Reckless sleeper". If you wonder why, you

click and get an explanation: The app recognised that you are

in Brussels, hence Magritte. It sees the wooden surface,

hence tries to match it (see wooden box of the sleeper) . And
there was no noise, hence the sleeper. It is indeed a "new,
playful approach to discov  ering art".

2.1.2 Social Media

Definition

Social medids the social interaction among people in which they create, share or exchange information,
ideas, and pictures/videos in virtual communities and networks. Social media depend on mobile and
web-basal technologies to create highly interactive platforms through which individuals and
communities share, coreate, discuss, and modify usgenerated content. Technologies include
blogging, picturesharing, vlogs (video blogs like SiouTubg, wallposting, musiesharing, etc. (Source:

Wikipedig.

Use and use cases

The "beauty" of social media is its "breadsting” (to the user community) and itsifality”, i.e. the
spreading orsuperdistribution probabilities. Some socianedia sites have greatarality - defined as a
greater likelihood that users will rehare content posted (by another user) to their social network. Many
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http://www.metmuseum.org/connections/
http://www.tate.org.uk/context-comment/apps/magic-tate-ball
http://www.youtube.com/
http://en.wikipedia.org/

socialmedia sites provide specific functionality b@lp users reshare content- for example,Twitter's

retweet button, or Tumblrs re-blog function. Social media are great teach out to large groups of
people (broad awareness raising) but you will never exactly know how many you reach. They are very
useful to spread word about your cultural heritage collection, events, exhibitions or to promote your own
website. They are beatised with other tools, likecrowdsourcing or cocreation tools (e.gtumblr,
instagran). The enhance each other, e.g. when sendingazeboolor blog entry toscoop.itand then

"twit" it on.

The use of social media is quasi unlimitétiey are usually linked to a dedicated website and should be
integrated into an overall communication strategy.

Success Story:

of Facebook is in an area that does not seem
first sight, very prone tattract Facebook users
Cultural artefacts of the (Catholic) Church
Portugal. Already thevebsite, although relatively
simple and only in Portuguese, is attractive.
facebook pageachieved more thar26.000likes in
a short period of time. How is it possible? Throu

L 8.0 8 1

the dedication of one person who keeps it-up 26119

dated and interacts with likers (not as a main job, but as a side activity when he has time!). It proves that
a lot can be done but continuous efforts need to be detdidato socialmedia to achieve an impact.

If i then scenarios and Guidance

If you want to reach out to a community that is larger as your usual database, or that has another profile
(e.g. youngsters), the use of social media might be the solution. Buiakotedia are not an automatic
panacea for ofline presence and promotion. Communities behave in different ways, and have different
interests. In this context, the experience of tBeooklyn Museumnis most int@esting: "Splitting content

to platform makes sense": While the blog was read mainly by people interested in technology and its use
in the museum environment, the content proper (images, description etc.) were not important. On the
other hand, when the muweum put its content on tumblr, it increased its visitors considerably, but those
were not at all interested in technolgg For more details, read the article.
Anaher issue is how to mix your communication tools: a revealing articlelas Social media killed the
newsletter?" that compares the pros and cons of both media ahow to best use them.

You may want to visivww.edgital.org "Talk at the edge of museum education and digital media" (from
which the upper links are taken) that regularly publishes niagresting andrelevant artides on
technology and cultural content & education.

Further reading:

t S SNJ “piesdbtation@Setting up your social media presehteld at theeCult Summer Stage

in Maribor. Itgives a thorough insight into the "Does and Don'ts" for social media. It helps you decide
which type of social media is the right one for your purpose, and how to make the best out of it. And he
gives examples how others did it (using the ningtrestingwww.museumanalytics.orgvebsite).
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http://en.wikipedia.org/wiki/Twitter
http://en.wikipedia.org/wiki/Tumblr
http://www.ecultobservatory.eu/basic-page/tech-module-47-crowdsourcing
http://www.tumblr.com/
http://instagram.com/
https://www.facebook.com/
http://www.scoop.it/
https://twitter.com/
https://www.bensculturais.com/
https://www.facebook.com/BensCulturais
http://www.brooklynmuseum.org/
http://www.brooklynmuseum.org/community/blogosphere/2014/04/04/social-change/
http://www.edgital.org/2014/06/16/has-social-media-killed-the-newsletter/
http://www.edgital.org/2014/06/16/has-social-media-killed-the-newsletter/
http://www.edgital.org/
https://www.linkedin.com/in/psepetavc
http://www.ecultobservatory.eu/sites/ecultobservatory.eu/files/Setting%20up%20your%20social%20media%20presence_light_version.pdf#overlay-context=events/ecult-summer-stage
http://www.ecultobservatory.eu/events/ecult-summer-stage-maribor-slovenia
http://www.museum-analytics.org/

Example

N TheTagcloud projecfinks its mobile
e apps with social media. See, as an
@'U@‘ SCENARIO 2 example Scenario Zhat allows to use

the mobile app to interact and dialogut
with others, discuss objects or
reference objects to other users with
similar interests.

Social community

| fin B

TAG CLOUD
SYSTEM

2.1.3 Crowdsourcing

Definition

Crowdsourcings the process of obtaining needed services, ideas, or content by soliciting contributions
from a large group of people, and especially from an online commuitywdsourcing can involve
division of labar for tedious tasks spliib use crowdbased outsourcing, but it can also apply to specific
requests, such asrowdfunding (Source:Wikipedid. One of the paradigms of crowdsourcing is the
voluntary sharing aspect, seldom remunerated financially.

Use and use cases

Crowdsourcing is a way to find solutions to problems that, for exampleoui®e staff cannot find. Either
because they are too much involved, or they lack expertise, or because they simply lost their ability to
"think out of the box". Have a look at thé feasons to use crowdsourcihtp get a feeling to what can

be done. One fine example of early crowdsourcing was the quest for determamiggudinal position at

sea a major problem for #ficient and safe seafaring. Therefore, a prize was set out and won (after
battling) by a clock maker (and not a scholar or seafarer). This was BEEcd: Why use
crowdsourcing. It also showsdw to induce people to contribute to crowdsourcing: in that case, it was a
reward. But most often, social networking, expert recognition or simply the wish to share knowledge is
sufficient. Another example ofoebined crowsourcing with crowdfunding for culture is carried out in
SwedenCrowdCulture By the way, one example par excellence for crowdsourcing (and crowdfunding) is
Wikipedia!

Success Story

At the EVA 201416renceevent,Nicole Grafrom the ETH Library Zuriclgave a presentation on:
Crowdsourcing; new possibilities and limitations for image archiveETH "inherited"~200.00photographs

from 1910 to 2001 of Swissaifhe photographic collection came with very limited and incomplete
documentation. From 20092013, in a 4 year project, ETidedcrowdsourcing to fill thenformation gaps. It
tapped on the collective memory of former Swissair staff, from technicians to pilots. The conclusions drawn
are as follows:

1. To use crowdsourcing, you need to inventorize, digitise and put the imagkseofn the SwissAir case,
40000 pictures werdigitised)
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http://www.tagcloudproject.eu/wp-content/uploads/2013/01/SCENARIO-2.jpg
http://www.tagcloudproject.eu/
http://www.tagcloudproject.eu/wp-content/uploads/2013/01/SCENARIO-2.jpg
http://www.forbes.com/sites/katetaylor/2013/08/06/6-top-crowdfunding-websites-which-one-is-right-for-your-project/
http://en.wikipedia.org/wiki/Crowdsourcing
http://www.inc.com/peter-gasca/6-reasons-to-use-crowdsourcing.html
http://en.wikipedia.org/wiki/Longitude_prize
http://en.wikipedia.org/wiki/Longitude_prize
http://www.hypios.com/news/blog/210711/why-use-crowdsourcing-three-fundamental-arguments
http://www.hypios.com/news/blog/210711/why-use-crowdsourcing-three-fundamental-arguments
http://ercim-news.ercim.eu/en86/ri/crowdsourcing-culture-with-a-twist
http://www.ecultobservatory.eu/events/eva2014-florence-participation
https://www.xing.com/profile/Nicole_Graf14
http://ba.e-pics.ethz.ch/#1416847633767_1
https://www.library.ethz.ch/en/About-us/News-archiv/News-2010/Swissair-photo-collection-3-000-pictures-online
https://www.library.ethz.ch/en/About-us/News-archiv/News-2010/Swissair-photo-collection-3-000-pictures-online

2. To dentify former Swissair employees through PR in newspapers and at their meefiagormer

employees agreed to help, ~40 actually added descriptions, and some 6 were permanently working voluntarily,
FRRAY3I AYyT2 Ay WYWy2(iSa WFASER

3. The experienc&ielded incredible amount of transfer of knowledgeherwise lost.

4. Needs: 1st year: supervision, knowledge transfer 0.2 full time equivalent (FTE) staff for ETH; image
management (editing, uploading, answeringegtions): 0,1 FTHifle editing 0.2 FT® { 2 dzZNOSY 9! Qwmn
proceeding, pp. 129 ff.).

Another example is theArt Detectivé in the UK that exists since March 2014: Through crowdsouerimgng
experts, curtors but also the informed public, paintings in UK's public domain could be identified or
contextualised It is related to the below Your Paintings initiativetassification of public art collections by
means ofsocial tagging the project Your Paintings organised by the Public Catalogue Foundation in
collaboration with the BBC, has helped to improve the metadata of more than 200,000 oil paintings from
public collections in the United Kingdom thateaaccessible online and, thanks to crowdsourcing, made
searchable in new way€rowdfunding for restoring heritagex micresponsorship project organised by the
Monestir de Pedralbes Museum (Barcelona) to fund the restoration of severalcbfiiury muras. The

LIN22S0iQa 202S0O00GA0BS gt a G2 O2ttSO0 ewpZnnns YR o8

N} A&SR Y2NB (GKIFy e€eooXZnnn AY nn ERASBEOHP 0¢KS tFald (g2

If i then scenarios and Guidance

All person ever engaged in crowdsourcing agree that it is best when you need solutiossripl@task. In the

past, many small companies used it fsignpurpose, e.g. to create a new logor fortesting the usability of

a new software or app. In the cultural heritage sectagvedsourcing is often used to tap on the (hidden)
knowledge of thecrowd at large, or a special group of people, like in the case of the Swissair former staff
peopk. If you have a collection of cultural objects that lack descriptitlen you may want to use
crowdsourcing fosocial taggingannotation or categorisation of items.

Take, for example, this yournigdy from the Rijksmuseum painted by
Johannes Cornelizs in 1641 in Holland. How can you find her if you do not
know the museum location? The painter? The pefidthe geographical
location?

Socialor collective taggingis one way to add keywords to the picture,
such as: girl, blue dress, laces, pearls, pearl necklace, plume, feather fan,
brocade, blonde hair, fair hair etc. If you go fanternational
crowdsourcirg, you may want to use different languages, so that the girl
can be found if somebody looks for "dentelles" (French for lace) or
"Federfacher" (German for feather fan). Thusnaltilingual layercan be
added to the annotations. The Rijksmuseum does n&dhié any more as

you can find a lot of key words. But it engaged users iRiitssstudicto
become creative which led to special interest compilations that add value to the colleatidncan be
considered cecuration, for example:Habsburg representative<sirl Crafts or Girl(s) with pearl earrings

Crowdfunding Museums always neemoney, nothing new in that. Crowdfunding could be a new way of
topping up the always scarce financial resources, or for paying extras. The above example for restoring
heritage is a success storyput not all attempts meet with success. But there arecass stories irfFrench
Museums of reputation like the Louvre. Special websites (most of them American) ofi@vdfunding
platforms but conditions differ. Forbesvgis you some ideas ofowdfundingsites in 2014

Whenever you consider crowdsourcing, you need to keep two issues in mind: a) you newhéagethe
crowdsouces and b) you need tedit the contributions received. Themanagement partrefers to a timeline,
and may include certain distribution of works (as in the Swissair case where photos were distributed in weekly
batches). For theditorial part, you may accepall (e.g. for tagging, but doever forget to include aspam
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http://www.thepcf.org.uk/artdetective/about
http://www.bbc.co.uk/arts/yourpaintings/
http://360.eai.eu/articles/a9cfc552a6ea3b9a8e6aa6208899592d#.VHNaa8lsNuA
http://en.wikipedia.org/wiki/Folksonomy
https://www.rijksmuseum.nl/en/rijksstudio/175036--edith/collections/portretten
https://www.rijksmuseum.nl/en/rijksstudio
https://www.rijksmuseum.nl/en/rijksstudio/37927--kees-teszelszky/collections/habsburg-representation
https://www.rijksmuseum.nl/en/rijksstudio/69639--yvonne-klop/collections/meisjes-handwerken-girls-crafts
https://www.rijksmuseum.nl/en/rijksstudio/69639--yvonne-klop/collections/meisje-met-de-parel-girl-with-pearl-earring
http://news.artnet.com/in-brief/can-crowdfunding-save-french-museums-125831
http://news.artnet.com/in-brief/can-crowdfunding-save-french-museums-125831
http://www.forbes.com/sites/chancebarnett/2014/08/29/crowdfunding-sites-in-2014/

filter!) or to edit format, length, style, language etc. to fit into your requirements. Naturally, the more you
need to intervene, the more time is needed from your side. But as can be setite lgxample of Swissair,
there is no doubt much less time needed by staff than when all work is done by professionals.

Further reading

More tips for using mwdsourcing can be foundere where thePro's and Con's for Crowdsourcing are
discussed.

Even inthe USA where crowdfunding is already more mainstream, not all campaigns are sucdgssful
worthwhile toreadNY Times articler look at theLinkedIn group on Museum Planning

Examples

Europeana Sountfies to crowdsource soundwith diverse
results.

European 19141918crowdsourced (since
2011) what it termed: WWI in everday's
documents.As can be seen on the website,
you can "add your story" to it.

3 europeana

4 1914-1918

Home Add your story Browse

2.1.4 3D models

Definition

In 3D computer graphics3Dmodeling is the process of developing a mathematical representation of any
three-dimensional surface of object via spedati software. The product is calle@@a model

Use and use cases

3D documentation is an affordable, practical and effective mechanism for long term documentation of
tangible cultural heritage and 3D printingloreover, it allows folan ubiquitous acced® objects usually
not or not always easily availabbe accessibléo the public, including views from different angles.

3D models can be used

- to investigate e.g. incomparing artefact§rom different sources;

-to reconstruct e.g. in scanning fragments and creating 3D modelsdgeate destroyed artefacts

-to replicate e.g. forpreservation of originalthat are too fragile to move; but also for making replicas
commercially available;

- to interpret: e.g. 3D models can help tmderstand the pasof an object or place;

- to share e.g. topool 3D resourcefor common models, to compare 3D tools etc. [all samples taken

from 3D-COBORM
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http://www.hongkiat.com/blog/what-is-crowdsourcing/
http://www.nytimes.com/2014/03/20/arts/artsspecial/soliciting-funds-from-the-crowd-results-will-vary.html?_r=0
https://www.linkedin.com/groups/Best-Museum-Crowdfunding-platform-4346566.S.5849595369930899457
http://www.europeanasounds.eu/tag/crowdsourcing
http://www.europeana1914-1918.eu/en
http://www.3d-coform.eu/index.php/component/content/article?id=110
http://www.3d-coform.eu/index.php/component/content/article?id=111
http://3dcoform.eu/index.php/tools?id=113
http://3dcoform.eu/index.php/tools?id=114
http://3dcoform.eu/index.php/tools?id=115
http://3dcoform.eu/

Success Story

Browsing 3D artefactfom the Victoria & Albert Museunkraunhofer IGpresents anew 3DCOFORM
demonstratorthat brings3D Cultural Heritagenline for everybody using the3domtechnology.Users

can moe the 3D image with their cursor to see otherwise hidden parts, or zoom the 3D models!
Another use case was recently reported in the German newspaperZeitabout the Fraunhofer
CultLab2’ 3D scanning Lab and its potential use for natural history museums.

There are different technologies to capture 3D imaga®m high sophisticated scanners as the above
developed, to freeapps that allow to create 3D images from mobile phones, as, for exaf#{#€) catch
The 3D turtle videathat was created during the eCult Summer Stage in Maribtr this tool, in less than

2 hours

Another option is to "hire” 3D tools and expertise. One who offers (successfully) his services for this
purpose is eCult Ambassador Antonino (see below Annex 1).

Further reading:
Watch our eCult Ambassad#iajds 3D presentation, an introduction to theet of 3D modelling

If T then scenarios

When should you think of using 3D modelling? The answer to this question is not straightforward as it
depends on the usage of the 3D models that you plan (see above). Maybe you have a doubt what 1D and
2D is?Have a look at the diagrams, then you can immediately see what the different dimensions mean:

x
_—

1D C D [Source: http://paulbourke.net/geometry/hyperspace/

If you have already your collection digitised in 2D (i.e. digital images), you may want to find out how to
use the 2D images to create 3D models. If you do not yet haything digitised, you may want to skip
any 2D images and go directly to 3D. You can have a lookdifrent 3D tools

If you want to use 3D models for investigation or reconstruction purpose, yomedgtl high definition
models which very accurately capture the properties of the object. If you want 3D models for
documentation or sharing purpose, lower resolution images may be suffi@snin(the turtle example
above).

Step 1lis always: develop a 3frategy, identifying WHY you want 3D models, and then investighteh

tool is the best optionStep 2is: Can | afford it? You may want to prioritise the objects to scan to stay
within a given budget3ep 3 If you want the 3D models for investigation purpose, make sure that the
ultimate format is compatible/interoperable with most other 3D formats. Answers to this can be given by
the tech provider you choose as there are many different formats availabl

Examples

| Most links and examples given here stem from &ie
@p 1 ) F )E@r U COFORMproject. Have a look at this (nice ar
N\ Tools & Expcmoc for 3D Collection Formation instructive)video. Youcan check out our tech sheet «
3D-COFORM's Community Presentér and contact

the indicated contact person for further information.

20 Martin Ritz, cedeveloper at Fraunhofer, also presented the Fraunhofer 3D scanner at the eCult Stakeholders event in
Hamburg in 2014.
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http://www.3d-coform.eu/x3dom/index.html
http://www.igd.fraunhofer.de/
http://www.3d-coform.eu/x3dom/index.html
http://www.3d-coform.eu/x3dom/index.html
http://www.x3dom.org/
http://www.zeit.de/2014/47/roboter-museum-digitalisierung-kulturerbe
http://www.cultlab3d.de/de.html
http://www.123dapp.com/catch
http://youtu.be/d3Ys-46PZlc
http://www.ecultobservatory.eu/users/kajaantlejyahoocouk
http://www.ecultobservatory.eu/sites/ecultobservatory.eu/files/Kaja_3D-CH_2014-05-28.pdf#overlay-context=events/ecult-summer-stage
http://paulbourke.net/geometry/hyperspace/
http://3dcoform.eu/index.php/tools
http://3dcoform.eu/index.php/tools
http://3dcoform.eu/index.php/tools
http://3dcoform.eu/
http://3dcoform.eu/
https://www.youtube.com/watch?feature=player_embedded&v=4k0dwPJMyJM
http://www.ecultobservatory.eu/project-showcase/community-presenter

2.1.5 Mobile Apps

Definition

Amobile app(application software) is a computer program designed to run on smartphones, tablet
computers and other mobile devices.

Use and use cases

Mobile apps can take many forms that may depend on the purpose of the app. Generally, one can distinguish
3 mahn purposesfor a mobile app for cultural heritage:

- Ubiquitous informationon specific artefacts/spaces: These apps can be an improved audio guide type; or QR
codes that link to websites; or more sophisticated city guides that let you know about monurmeptair
vicinity. There might be the question coming up: What is more usefaiohile websiteor a mobile ap® A

good analysis of both are given atiobile webvs. mobile app A mix of both might be useful, see, for
example, MOMA mobile.

- Access to artefactsisually not visible or not easily accessible: The mobile app can provide views on artefacts
not easily shown in aexhibition, e.g. moving objects or automatons. Here again, the question is: Is a YouTube
video sufficient- or is an app more attractive? The cost factor will surely play a role (apps being more
expensive to develop, maintain and adapt to new generatidnsamdheld devicesvhile a professional video

may be a oneff investmen).

- User engagementhrough playful knowledge transfer: Here, the mobile apps are clear winners. To engage
users, an entertaining, maybe even surprising mobile app can convey mestedea website can never
achieve.

In addition to these three main purposes, mobile apps can be enhancédRbgugmented realityfeatures to
"recreate” the past (sealso aboveAugmented Reality). AR comes often together with "digital storytelling” on
mobile apps: narrations around an object, given by experts or users or interactively linked.

Further reading:
If you want some insider viewfllow the excellent discussion or\fe museum apps boring?

The use of mobile apps for cultural heritage, museums, collections, exhibitions is continuously increasing. Here
are some examples for the different mobile app use case scenarios:
Ubiquitous informatiornt Check out theMalta culture guideand itsanalysis Many tourist places provide free

apps that allow targeted information once you are near to a monument. More anck roities provide free

WIFI access so that no roaming costs occur!

Access to artefacts Watch the YouTube video of the 16th centumyusical ship automatorof the
Kunstkammer (Vienna) or download theobile appon Tipu's Tigefrom the V&A website.

User engagement The currently most exciting museum mobile app is probably lttegic Tate Ballin
combining dynamic parameters (geolocation, noise, weather, image) with statiemo(drt from the Tate
Gallery), this app proposes a painting that fits your current surrounding. And it really (@ekabove)

"Maybe we need to take ourselves a bit less seriously to create interesting &pps
(http://www.edgital.org/2013/08/08/are-museumappsboring/)

If T then scenarios

If you want to provide information on your museum, permanent collection or temporary exhibition, you
may want to opt for anobile websiteinstead of a mobile app. What does that mean? It isebsite that
is accessible from a handheld mobile devicgich as a smartphone or a tablet, connected to a mobile
network or other wireless network using browdeased Internet services. For this, the websitust be
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http://hswsolutions.com/services/mobile-web-development/mobile-website-vs-apps/
http://www.moma.org/m
http://www.edgital.org/2013/08/08/are-museum-apps-boring/
http://www.maltacultureguide.com/
http://arxiv.org/ftp/arxiv/papers/1207/1207.3422.pdf
https://www.youtube.com/watch?v=14y_7yNEnG8&list=UU4n0woAs2nZXNCTY-Dlo1hw#t=66
https://itunes.apple.com/app/tipus-itiger/id334681090?ign-mpt=uo%3D6the&mt=8
http://www.vam.ac.uk/content/articles/t/tippoos-tiger/
http://www.tate.org.uk/context-comment/apps/magic-tate-ball
http://www.edgital.org/2013/08/08/are-museum-apps-boring/

adapted to the small screen of a smartphone, and other features such as navigation or speed.
Advantages are obvious: it is cheaper to create and easier to update. The user gets the updated content
automatically (through the browser or a QR codattlinks to the website) while an updated mobile app
needs additional downloading to be fully operational. On the other hand, if you plan an app that is based
on the mobility of the user (e.g. walking through a site or a city), therohile appis the beter choice.

This way, every user can download the application using WIFI, and avoid the often very high roaming
costs. Also, navigation runs more smoothlys a user of mobile devices will expect it. Mobile websites
are not optimised for important feat@s such as social sharing, uploading images and real navigation.
BUT: Do not forget: a mobile app is only as good as its interoperability with different generations of
smartphones available. New ones appearing needlaigs that can come expensive. If sugidates are

not done, user frustration is the consequence (as the app won't work!).

Step 1 Find out what is the purpose for a mobile app! Just a "nice to have" is not sufficient. Building an
application does not start with technology. Whether it is altdéor marketing, education or visitor
services: start by thinking of what both you and your visitors need. Museum visitors: to give them a more
personalised tour? City tourists: to give them an interesting package on what to visit? General public: to
raiseawareness of your artefactsBtep 2 Once the target groupentified decide on the tool: mobile

app or mobile website. Tablet, smartphone or rental device on Sitep 3 Once decided on the tool,

give the user something interesting and innovativend make sure that it meets the users' desire and
needs! You want them to come back or touse the app!Step 4 Once your design is finished, don't
forget about the essentials: If you provide-tine ticketing, make sure the app or site connect to it. idse

will want to share the amazing experience you've created: don't forget connecting to Instagram,
Facebook, Twitter et¢see also above: Social Med&tep 5 Innovative design is greabut do not forget

about professional content. Videos, photos, lalgo 3D audio, 360 degrees images, will strengthen both,
your messages and the experience of the ustep 6 Once your app or site is published, you do want
visitors to download it so sit down with your marketing team and make sure people know ablout it

Examples

Most examplesboveare taken from the Internet, inspired by some presentations at EVA 2014 Florence.
The eCult Summer Stage in Slovenia showed a hamgsesentation of oueCultAmbassadotise
Rombout Mobile storytelling apps

2.1.6 Augmented Reality

Definition

Augmented Reality(AR)is a (liveyiew of a physical, realorld environment whose elements are
augmented(or supplemented) by softwargenerated data such as sound, video, or (3D) graphics. As a
NBadzZ 6 (GKS (GSOKy2f 238 cufednypédeptienyofireality®By cdnfrast, virDal y 3
reality replaces the real world with a simulated one]. (Source: Wikipedia)

Use and use cases

AR in a cultural heritage contesan be used in three main wayButdoor guides they take advantage of

the user's geolocation and poinbtmonuments or places of interest, often through images from the
past; Interpretative mediation (of a museum, collection of exhibition) al&torytelling enhance the
experience of users thanks to a profiling and related choices of museum paths or artedadbined with
narratives, or use it to reinvestigate the past; amlv media art/virtual exhibitions the use of AR in the
creation process and/or the featuring of this art in overlaying it in public or exhibition spaces (e.g.
Manifest AR
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http://www.ecultobservatory.eu/users/ilse7scenescom
http://www.ecultobservatory.eu/users/ilse7scenescom
http://www.ecultobservatory.eu/sites/ecultobservatory.eu/files/MobileApp.pdf#overlay-context=events/ecult-summer-stage
http://manifestarblog.wordpress.com/about/

For cultural heritage and museums, most exciting use cases would indideal reconstruction
whereby AR is used to show things at scale, such as a building, room or massive objects like ships, using
3D modés. AR can be also used to bring edttianimals back to life (see, for example, tti@osaurs at

Ontario Museum) AR for storytelling and interpretationthat allows for tailor-made, usefrcentric
itineraries through collections. AR storytelling using tablets is one of the success stories Gl &S

project that was lised by The Guardian among tH&® R&D technologies that are changing arts and
culture.

Further eading:

A good overview gives theticle of Stuart EvéUniversity College London) that includes the Museum of
LondonStreet Museumand the CHESS project at the Acropolis Museumaddition, you may want to
read about'Dead men's nosg a way to enhance the experience of AR through smells, quite intriguing.

If i then scenarios and Guidance

If you have artefacts from ancient times or ancient ruins at your site, you may want to make them more
attractive by using augmendereality (AR) (see below, the project showcases CHESS and TechCoolTour).
If you own a photo archive of your city, you may want to invest into a mobile AR app that, based on the
GPS of the mobile, its direction and camera view, shows images of the evedt trner from times
bygone (see for example theondon Street Museun If you have interesting architecture or buildings,

you might want to enhance them throughRA(see below, TagCloud project). Last but not least, you can
use AR to reinvestigate the past, in particular how people lived in areas where nowadays there are only a
few stones left (see the blog article @R inthe Bronze Age

AR becomes more sophisticated (e.g. through Google glasses, H&éRadworn devices, sensor
wearables etc.), but a good AR experience is expensive. The least invasive way through smartphones and
tablets is maybe the most interestinrgand affordable- for many museums and cultural heritage sites.

Step 1 What do you want to use AR for? Most often, the user engagement is the core for AR, in
particular to make "boring stones" attractive to young visitors and the general p@ip.2 Youneed to

decide on the delivery tool: smartphone, tablet, or wearable hardware (e.g. headgear, glasses). This
decision will depend on the budget available. But even a "simple" smartphone solution needs the
software that links smartphone data (GIS info,wseetc.) with the images and/or 3D models to
"augment” the reality.Step 3 This links to steps 4 to 6 of theobile apps module practical info,
professional content andpromote the tool!

For wearable devices, see also below 2.1.8.

Further reading:

If you are interested in the latest trends in Augmented Reality, you may want to subscribe (ee)
Augmented Rddy Trends

Examples

Several projects dealt recently with AR for museums:

TAGCLOUproject:
Alhambra in Granada.

ScenarioandPilot sitesfor mobile storytelling using AR, e.g. in the
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http://www.theglobeandmail.com/technology/tech-news/dinosaurs-roar-to-life-with-museums-augmented-reality-app/article4420174/
http://www.theglobeandmail.com/technology/tech-news/dinosaurs-roar-to-life-with-museums-augmented-reality-app/article4420174/
http://www.chessexperience.eu/
http://www.chessexperience.eu/
http://www.theguardian.com/culture-professionals-network/culture-professionals-blog/2014/jun/20/global-research-development-projects-arts-culture
http://www.theguardian.com/culture-professionals-network/culture-professionals-blog/2014/jun/20/global-research-development-projects-arts-culture
http://asorblog.org/?p=4707
http://www.museumoflondon.org.uk/Resources/app/you-are-here-app/home.html
http://www.digitalheritage2013.org/acropolis-chess/
http://www.dead-mens-eyes.org/archaeology-gis-and-smell-and-arduinos/
http://www.museumoflondon.org.uk/Resources/app/you-are-here-app/home.html
http://asorblog.org/?p=4707
http://www.ecultobservatory.eu/basic-page/tech-module-42-mobile-apps
http://www.augmentedrealitytrends.com/
http://www.tagcloudproject.eu/
http://www.tagcloudproject.eu/?page_id=51
http://www.tagcloudproject.eu/?page_id=486

CHESSroject AR on tablets for the collection of the Acropdsiseu

TechCoolTouproject: watch thevideoon their Roman an@yzantingtineraries
app with AR.

2.1.7 Intelligent Hardwar

Definition

Intelligent Hardwareis a term not yet entered into Wikipedia or the mainstream technology for cultural
heritage. It is basically a real object that became "intelligent" through the integration of digital
technology. The most interesting examples stem ftbmmeSch projectmeSch caseand theloupe.

Use and use cases

Real showcases faultural objects are enhanced with technology to interact with users. This allows for
an analysis of the user behaviouhow long did they look at the object? Did they tweet about it? And
provide additional information about the object. The case can i&yact with the onlooker. In case of

the loupe, it is a hardware interface faugmented reality The tooluses the metaphor o& rather big

loupe (magnifying glass) that, if held towards an exhibited object, shows augmented reality images and
tells staies "behind" the object*!

In the meSch pilot at the Museon Den Haag, the shovases were mounted with sensansthin each

case that would detect visitors approaching to look at the object inside the case. By monitoring how close
visitors came and howohg they stayedhey could determine their level of interest in the object. A
number of cases could be set up together and then a type of popularity contest could be created:
monitor levels of interest in each object over a set period of time and theracepthe least popular
object at the end of the time period (Sourceteschproject.eu/creatingthe-meschcase3! It provides
visitors with additional info while at the same time interactinghaihem. Thebelow example refers to

an ancient cap typically worn by members of a royal family:

21 as was shown by meSch partner Waag Society athét Summer Stagthe Living Labs Sofia case and the Athens
Winter Stage.
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http://www.chessexperience.eu/

















































