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1. Introduction

Following KPI (AT2.4), this final report describes the activity: identify the most promising ICH projects;
provide assistance; finalize the projects; identify the investment strategy (public, private. etc.). After

it, the report will be circulated to Advisory Board. PP8 leads. The final report presents also the
generated business plans within the ARTISTIC project (from August until December 2019). The business
plans were produced and delivered until December 2019 by the local operators in all Partner regions.
For doing so, the local operators used and tested the ARTISTIC toolset, and recorded the generating
process of the Business Plans.

The WP T3 aims at implementing pilot actions at a local and transnational level to test the
instruments/services developed with the support of operators trained (ICH mediators). The ARTISTIC
project identified and selected 132 ICH ideas and generated and finalised 93 of the most promising
ICHs oriented business plans, to strengthen their identity and feasibility. The selected ICH ideas were
supported in their development. This process is leading to a final selection of 34 ICH business ideas
that are being taken to crowdfunding campaigns.

2. Development of a set of Key Performance Indicators
(KPIs) and evaluation system. (A.T2.4 )

The accomplishment of the ARTISTIC project depends on different factors such as internal processes
and responsibilities of each project partner (PP) that conduct to the achievement of the project goals.

In the whole process, all PPs kept counsciously in mind that the main pro ject goal is the valorization of
intangible cultural heritage (ICH) assets for local sustainable development in Central European regions.
For the evaluation of the ARTISTIC project, it
performance indicators6 ( al so known as KPIls). The developed
identify what is important to the project and provide the baseline by which we measure the
development of the ARTISTIC project in order to achieve its goals successfully. It is important to
mention, that all involved parties did agree upon the KPIsbefore initiating the pilot actions (WP T3).
The chosen KPIs are being measured and monitoredby the LP as a tool for decision -making during the

entire projectds progress.

Here follows the developed table with the selected KPIs to measure the performance of all
partners within the ARTISTIC project. The figures were ¢ ollected End of November 2019 by the LP and
were presented during the Technical and Steering Meeting in Ceske Budejovice, in the Czech Republic.
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Out of this KPI table, we realize that the project is running well and is achieving its goals with the number
of deliverables being accomplished (Stand December 2019):

Achieved until December 2019 Suggested
target
Number of tools developed for the  sustainable use of 1 toolset was developed and succesfully tested. 1 toolset
cultural heritage and resources:
Number of local ICH desks established 11 8
Number of Train the Trainers Session At | east one oO0Train the 1
realized as planned by all project partners.
Number of ICH Mediators trained 56 8
Number of open calls per PP 10 8
Number of local selected ICH projects 132 76
Number of local trainings realized 16 8
Number of ICH operators trained 162 100
Number of Meetings with ICH Operators after the 22 8
realization of training activity
Number of Study visits realized 11 2
Number of Business Plans developed 93 76
Number of Strategy for the creation of ARTISTIC 1 1
Transnational Crowdfunding Network
Number of Cr owdfunding platforms considered At least 21 8
Number of ICH projects to be presented at the 34 40
crowdfunding platforms
Number of Mid -Term Report on local pilot action 1 1
Number of Fin al Report on local pilot action 1 1
Number of Project Partners adopting  the produced 11 11
Toolset
Number other institutions adopting and/or improved 8 10
the Tools and Services developed
1 Platform (OEntrihbsutal) Rep|1 1
instruments developed
Translation of the training material into the 6 7

corresponding languages of th e partner countries
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2.1. List of local selected ICH projects (D.T3.1.2)

At the beginning of 2019, all project partners realised an open call, and published it in the website of
each partner region to select ICH ideas and projects in each partner country. The call closed on the 28th
of February 2019, and at the end of March 2019, a local jury of experts selected the best ICH ideas. After
the open call, the ARTISTIC project partners selected fo llowing ICH ideas:

2.1.1. ltaly

GO FOR WORKSHOPS...DISCOVERING THE HISTORICAL ACTIVITIES OF OUR TERRITORY

It is a marketing consulting service for operators and organizations, directly involving the Local and the
prestigious Historic Activities of the territor y. The service consists of the conception and development of a
series of events and guided tours that offer "Historic Commercial Tourism Experiential Paths" to be
supported by new technologies, interactive apps and social networks.

\

-
BRCorune
LLE -,

' Verona
elesue
g o, Botteghe Storiche

WANDERERS

It is a pl atform/marketplace where two types of travellers meet, allowing them to share their content and
allowing them to be paid for quality content.

WANDERERS “*"* w%

SAI LORS Wanderers is a community where

travelers from all over the world can

OF LI FE share their stories and content, get

useful information and get funding
‘ 2 for their own travel projects.
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CROWDFUNDING , SOCIAL
WEBSITE NETWORK

+ INFORMATION

= WANDERERS

A place to share and support, where travelers and travel lovers can share stories,
experiences and content. A website where you can create amazing travel projects and
find people wiliing to fund them.

SONGS O6NOT TO FORGETS®

Obijective: Development of new harmonizations and new presentations/representations  of popular Veneto
singing, together with greater dissemination and better performance, through the use of social media.

LIDO BY THE SEA

This business idea stems from the desire to bring the right visibility back to Venice Lido. With the project

of designing and selling coordinated mother/child swimsuits, inspired by this golden period, the proposer
wants to make known and rediscover the Lido area not only locally but also internationally. The costumes
will be made in ECONYL® from plastic recovered from the seas and oceans and then recycled. In each
costume, there will be a tag with QR Code technology. In this tag, the buyer will find information about
the local artist who created the print, news and curiosities about the history of the Venice Lido. T his kind
of storytelling will, therefore, make it possible to make adults and children aware of the art as well as
create an indissoluble link between the territory and the product.

ATELIER DEL BIMBO introduceso THE DI FFERENT®

Atelier del Bimbo puts the child at the centre of the attention: if properly stimulated they can be
autonomous in understanding WHO they are and what their needs are, in respect of the natural
environment and its traditions. With the BAND ARTISTIC, the association wants to promo te a theatrical
show, THE DIFFERENT, aimed at attracting the interest of the community in the search for values through
the performing arts (music, dance and theatre.
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FACTORY OF OPPORTURNIES

@Di versamente in Danzabd, Soci al Enterprise, intends to
peopledé by creating the first integrated contemporary
differently able dancers on a professional | evel.

SHAKESPEARE WEEK

The projects would like to increase the dissemination of Shakespeare's knowledge, by promoting the
international Shakespearian week held in Verona by means of new technologies and instruments, catching
the attention of other target groups.

FUTURE PERFECT

OFuture Perfectdé has educational value and aims to s
naturalistic point of view. The idea is to create a network between rural and cultural reality that allows
everyone to know and discover the Valpolicella at 360°.

ARCHEOCOMICS

The ArcheoComics business model is divided into three points: 1. Laboratories offer ArcheoComics
didactics to schools of all levels; 2. An offer of playful learning experiences of ArcheoComics for non -
formal learning contexts; 3. C reation of illustrations, animations and educational graphic supports for
museum institutions and cultural associations
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BEST THEATER

This idea fosters a platform that wants to bring together from one hand those who manage the theater
and on the other side, those who wish to use it through technology (apps, websites, and chats).

RIECIAK COMMUNITY CINEMA

R-Ci ak Communityés Cinema is a project t hat ai ms at
cinema in Verona. A future desire is also t o create an Academy of international cinematographic arts.

Riapniamo ilgCiak!

PROMOTION AND INTERNATIONALIZATION OF THE MUNICIPAL TERRITORY OF VERONA

Core idea: promotion and internationalization of the municipal area of Verona

UAN CIU TRIBU

The main idea concerns the development of three aspects: Tourism -Events-Tv. It aims to safeguard the
traditions, tastes and typical cultures of the provincial territoriality as opposed to today's globalization.

Page5
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'n Du Tri Bu
Puntata Zero Top Secret
Escursion sul Sacro Bisso de Acua e Sbarco del Mantico
Celebrasion rievocativa nel segno del Sol Leon dele Tribir Selvadeghe del Nemus Manticus.

THE TEARS OF RILA

Skills in choreography and dance, combined with those in the educational field to create a cultural
activity that promotes Bulgarian culture in the Veneto region. Objective: to correlate the two cultures.
Organization of cultural events and shows (Bulgaria n folkloristic dances and songs, promotion of poetry,
literature, cuisine and traditional Bulgarian festivities) also to experience intercultural contamination.

THE ART OF BIRTH: THE LIVE NATIVITY SCENE OF VILLAGA

Focus on the heritage of the prehistoric caves of Villaga, in the province of Vicenza, at risk of
deterioration due to the fragile balance of the surrounding nature. Through the organization of the LIVE
NATIVITY SCENE event in the week following each Christmas. The event has been orgaized for several
years, but the project has the goal of improving its organization and sustainability.

Pres

Q Viv

Vs

..volti prestati alla storia.
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GAMES AT RISK OF EXTINCTION

Objective: the spread of free play for children as an essential tool for learning and personal growth,

t hr ouglhud®lIlblus 6

6La Ludoffici

school

S,

implemented (also in terms of equipment) and more publicized. The proposer presented a road map for

the development of the project.

Dinflo al groco

La sua azione favorische il diritto al gioco di tutti
i cittadini, con particolare riguardo all'infanzia e
all'adolescenza.

E’ un servizio culturale che cambia in positivo il
rapporto con I'ambiente e con il territorio,
strutturando al meglio gli spazi e promuovendo i
rapporti sociali tra i cittadini, bambini e genitori.
E’ un servizio sociale perché garantisce il diritto
al gioco (principio fondamentale della Carta Dei
Diritti Del Bambino dell’lONU, come il diritto allo
studio) e promuove forme di socializzazione fra
bambini di diverse eta e culture.

E"un servizio pedagogico perché si propone come
luogo di promozione di nuovi percorsi educativi
di formazione, di sperimentazione e di ricerca.

Il ruolo degh arvmalor e | infervento

Il Ludobus NON impone un‘attivita strutturata e non crea un evento di tipo spettacolare con

attori/animatori e spettatori/bambini.

Il Ludobus mette in piazza (letteralmente!) tutto il
materiale ludico che contiene e gli animatori
hanno il compito di presentarlo, di insegnare ai
bambini i diversi giochi e di osservare affinché tutti
riescano a divertirsi e a trovare il “proprio” gioco.

Il tutto avviene lasciando i partecipanti liberi di
scegliere in piena autonomia le attivita che
preferiscono e favorendo la creazione di piccoli
gruppi di gioco, secondo gli interessi di ciascuno.

VAL DOALPONE:

Bl ODI VERSI TY

N THE PLACES

Its objective it to enhance the cultural and natural heritage of the Val D'alpone (marine biodiversity of the
Eocene and other periods) towards new generati ons (students for example) and towards the local
community. The target of the project presented here is mainly the local school community through a
calendar of events and meetings with guided tours of the territory and the realization of dissemination

materials.

COLORAMISU
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The association proposes to "recolour the city of Trevizio" which, since Roman times, had richly decorated
facades within the walls, now eroded by time and war bombings. The project enhances the previous
research already funded by the Benetton Foundation and the virtual reconstruction innovations through
digital light projection to relive the historical centre as it appeared in the XlII -XX centuries.

THE NATURE IS RIGHT

The objective is to start a process of recovery of the heritage of knowledge, typical of Lessinia mountain
(North of Verona), related to herbs and natural plants for medicinal, cosmetic and culinary use;
enhancement of t he tradition and natural environment of the Veronese mountain. The proponents have
outlined a road -map for the development of the project. The focus lays on the involvement of the local
population and young people in the area to safeguard a cultural herita ge that is at risk of being lost.

TRAINING AND ASSISTANCE PATH ON BUILDING GOOD PRACTICES IN THE ICH FIELD

The idea is to offer training courses on the construction of Good Practices in the field of the Intangible
Cultural Heritage. These courses have as targets the reference communities (game and community,
traditional sport) and all the public and private subjects that operate in its territory. The objectives of
these paths are the acquisition of skills and knowledge on Intangible Assets, according to Art. 18 of the
2003 UNESCO Convention, and on the development of local, national and international networks.

ORIGINS
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It should be a portal with a digital application of integrated and partially innovative processes, as a
repository of entrepreneurial and professional positive experiences from a cultural and artistical
perspective.

[y
GRILLO
\ERDEV/

BOSTEL DI ROTZ@LIVING EARLY HISTORY

The project aims to protect, study and promote the prehistoric archaeological area of Bostel di Rotzo in
the Asiago Plateau, making use of innovative and engaging communication systems and technologies to
make it attractive and accessible to the broader pu blic.

At present, the archaeological area of Bostel is freely accessible, which hinders effective
management and protection. The first step is that of enclosing the entire region and the introduction of
an entry ticket. On the site there is also a recon struction of a Rhaetian house, reproduced based on
excavation and ethnographic data. Therefore, the next step is to add other reconstructed buildings to
recreate a portion of the ancient village. Then, through the 'Living History', or historical revisitin g, it will
be possible to immerse the visitor into the Iron Age. Thanks to new technologies like Virtual Reality,
Augmented Reality, and 270 ° Cinema, it will be possible to show the many aspects of the life in the
ancient village, from those linked to eve ryday life to its destruction until rediscovery. The immersive
cinema will allow the area to be visited at different times and in various weather conditions as well as by
people with reduced mobility and by remote visitors.

Picnic/barbecues areas will be available inside the park and visitors will have the possibility of
participating in historical re -enactments or experimental archaeology activities. Setting -up historical re -
enactment events could also prove to be a great form of local community engageme nt. Telling the mood
and the daily life of the inhabitants of this area of 2500 years ago means handing down centuries of local
history, knowledge, uses and customs.

HOUSE OF THE ARTS in Belluno
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The theatre TIB wants to create the House of the Arts in t he city of Belluno, a permanent centre to
promote theatre and performing arts, to engage the local community and to favour youth participation
through training opportunities.

The centre will offer educational and artistic activities for children, student S, young people,
tourists; higher training for artists (master, workshops, encounters with artists); advanced courses for
technicians and operators, covering theatre, dance, music, and visual arts (photography, painting,
sculpture, video making, computer a rt). The House will have most advanced technical, lighting, audio
equipment and a multimedia lab for the production of interactive shows in theatres and in open spaces
reducing set-up time and costs. Use of new technologies and language codes for the cre ation of
presentations will be widely sought after and encouraged.

The project aims to address the widespread need, especially amongst youngster, for new spaces
for the fruition and the practice of art. It will help to emerge new talents, favouring knowle dge and
competences transfer, and supporting generational turnover.

HOUSE AND WORKSHOP OF THE ARTS in Verona

The cultural organisation Fondazione Aida wants to establish a cultural pole in the city of Verona for the
creation, production and fruition of performing arts, open to both professionals (artists, actors, artisans,
technicians, journalists, operators) and the broad public (students, citizens, spectators, art lovers,
tourists).

The Pole, to be set up in a building nearby the university campus, will have a rehearsal room,
classrooms and a conference room, theatrical spaces, workshops for the construction of props for plays
and musicals, a warehouse for stage materials, offices, a boarding house, a bar and restoration service.
Thanks to an agreement with the university, the Pole w
which preserves books, magazines and videos about the world of theatre.

Operating in connection with similar centres at European level, the Pole will offer: theatre plays,
encounters with authors, theatre school for children and young people, training for teachers and
educators, theatre courses for adults and for the third age, technical and lighting workshops, costume
workshops and theatrical tailoring, preparation and preliminary studies for shows, artistic performances,
exhibitions, installations. It will also be at disposa | for the organisation of other cultural initiatives.

The idea is to bring together, in one spot, a centre for research and production, a space for
studies and training, and a structure for the fruition of shows, engaging and networking several subjects
from different sectors (art, research, education, hospitality). The overall purpose of this project is to
keep alive the longstanding artistic characterisation of the city of Verona, exploiting and wide  -spreading
knowledge, and professionality and know -know related to the world of theatre and of the art in general.

CONTAINER a centre of multimedia culture

The idea is to create CONTAINER, a centre of multimedia culture for the promotion, dissemination and
information sharing on multimedia and new commun ication technologies, where to hands -on experience
the equipment under the guidance of experienced professionals and where to attend directly or via web
specialized courses on new communication strategies and on the use of particular stuff.

CONTAINER willbe a multi -purpose space, formed by a coworking area, a room for photo and
video shooting, photo and video test labs, a demo room for presenting new products and software, and a
training room for refresher courses and workshops. There will be workstations for consultation and
training especially on the use of modern equipment about which very little professional information is
available (e.g. drones for video recording, for heat dispersion and video surveillance of the properties). A
specialized library a nd newspaper library will also be created.
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CONTAINER will be a hub and reference point for several different operators and can contribute,
amongst others, to the exploitation of local natural and cultural heritage enhancing the quality of
communication pr ocesses.

MO-Vi sual reconstruction of the | ocal economy®s history

M9 is a project of reconstruction of the recent socio -economic history of the city of Vicenza and the
achievements attained by local firms over the last 50 -70 years. With the support of many visual aids, and
through the rewriting and selection of focal mo ments, new storytelling of the city will be created and
made accessible online and on-site to citizens and tourists. The project stems from the need to safeguard
the recent past and to explain to new generations, visitors and tourists, what differentiates and makes
Vicenza unique.

The project development foresees 2 phases:

1) Creation of a digital archive building upon the many existing archives of vintage pictures,
unknown to the broad public, thus generating one sole flow that tells the history of the city in the
twentieth century, accessible online through several interactive touch -screen totems, displayed
throughout the city.

2) Set up a physical space of display, full of rooms for temporary exhibits, business meeting, and

other events. This space, pl aced in a strategic location, is meant to become a city hub, a place of

social aggregation and a well-known landmark for residents and visitors, like a business card of the
city.

The project encompasses a <coll ect i ostha fhaveibecantge &sowno f Vi c
nationwide, of production sites and plants, historical advertising campaigns, of closed down firms and

discontinued products that today have become collectable items, tales of industrial patents and

i nnovati ons 0 ma dthe stramg c¥ninecteomsbetvéeen industry and sport, sections of images
dedicated to famous Vicenzads entrepreneurs and innov
i mages becomes a storytelling of the marepeesentationeobtheof t he
parallel society evolution, all showing that Vicenza is a forge of bottom -up creativity, a source of
manufacturing expertise and skills, and a place of doing business.

OFFICINA CLASSICA HUBa centre of excellence for classic  and vintage cars

The project aims at the creation of OFFICINA CLASSICA HUB, a local centre of excellence for classic and
vintage cars in the city of Padova, where activate co -working and co-sharing processes and bringing
together different local operators , both traditional ones, like craftsmen and traders, and innovative ones,
like specialised startuppers, researchers, experts of tourism and regional development, experts of
internationalisation processes.

The centre will operate in close connection with  the thousands of local vintage car clubs, real
ocatalystso of interests and knowledge, and wil/ orgar
theme parties, auctions, etc.). The centre will provide rental spaces to the various commercial and cr  aft
activities; storage spaces to private individuals, and directly manage a restaurant/bar.

The centre will also house the so-cal | ed o0Cl| assi cal Academyo6 providi
activities to all operators who, in different ways, are involved in the vintage car business. The training
component of the project specifically addresses the need to provide continuity over the years to the work
of restorers, mechanics, upholsterers, body builders, etc. The latter are generally senior and highly
experienced people, who do not always find in the family (e.g. children) or within the company (e.g. an
experienced employee) a figure that guarantees contin
Academyo will take care of nmahual work aad anaftsmgnship.emaintanancee me nt
and transfer of ultra -decennial skills, which otherwise would risk of being lost.
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The second phase of the project foresees the opening of OFFICINA CLASSICA Hubs all over the
world, located in medium/large cities  (with at least one million inhabitants) and with a strong vintage car
industry.

ORATORY OF THE CROSS, a virtual reconstruction of its original appearance

The project aims at making possible a virtual experience of the original sixteenth -century appearance of
the Oratory of the Cross by Great School of Saint John the Evangelist in Venice.

Thanks to virtual reality, in particular, a three -dimensional model, accessible via smartphone or
alternative devices provided on -site, visitors of all ages will be able to relive in the first person, the past
"lives" of the Oratory of the Cross, discoveri ng the original location of the cycle of canvases on the
miracles of the Cross that belonged to the Great School of Saint John the Evangelist and are now housed in
the Gallerie dell'’Accademia Museum.

PROCESSUB8digital manufacturing services for artist  ic productions and craftsmanship

PROCESSUS is a staup for the research and development of products with a unique and customisable
design using digital manufacturing tools and applications. In particular PROCESSUS provides multi-services
like creation and reproduction, through digital technologies, of works of art; digitisation of works of art
and handicraft objects; production of digital or physical models for artistic manufacturing, with the aid of

3D modelling and digital sculpture software; consulta ncy on 2D and 3D modelling and rapid prototyping;
support to craftsman workshops on adapting products to new aesthetic and technological standards, with
digital integration of loT and home automation systems; organisation of training e activities, conferen  ces,
seminars.

All these services can be applied in several different sectors, e.g. craftsmanship, architecture
(decoration, furnishing, and qualification), art and design, offering small businesses new sustainable
production opportunities at a very reas onable cost. Working closely with artisans, artists, designers,
researchers, PROCESSUS will enhance local traditional productions (like the furniture production of
Treviso, the artistic ceramics of Nove and Bassano del Grappa, the marble and stone producti on of
Verona, etc.) thanks to a close alliance between industrial production methods and craftsmanship culture
traditions, forming hybrid design and production models.

COLLABORATIVE WEB PLATFORM for the discovery of cultural heritage

The idea is to set up a collaborative web platform where subscribers can post and learn about places and
events of cultural interest. It will also be possible to link one place to another to create thematic
itineraries within one or more cities. Professionals and amateurs o r whoever lives nearby a spot of interest
will be able to report about any place that they deem worthy of being known, inserting such a place into a
circuit for the discovery of new cultural itineraries. It will connect not only monuments and physical
locations but also local histories, traditions, productions.

Access to the platform wil!/l be ofreemi umoé. Al l U s
post new content free of charge. Companies, associations, operators and professionals wanting to give
continuous visibility to their products/services will have to pay an annual fee. Local hotels, restaurants,
art galleries, museums, etc. will buy advertising spaces like banners or promotional articles.

The platform, accessible from any device, will be come an information hub that will integrate
different resources, such as interactive maps, videos, texts, links, and other materials uploaded by users.
The platform will allow everybody to cooperate with content creation and will integrate a search engine
ensuring customised search results, which, over time, will become more and more precise, updated and
relevant to whoever wants to discover something new, nice and interesting to see or do in the area.

TERRACOTTAHUB GALLERY
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Fondo Plastico, a consulting agency for the promotion of artistic craftmanship, wants to create
TERRACOTTA HUB GALLERY, a diffuse network of spaces dedicated to decorative and contemporary
ceramics in the town of Bassano del Grappa, the heart of an ancient ceramic production di strict now
facing a sharp decline.

These spaces, located in highly visible and accessible access spots in the historical centre, will
host activities for the promotion, exposition, production and commercialisation of contemporary
ceramics. The network wi Il include a temporary store (Terracotta Shop), several workshops for ceramic
craftsmen and designers (Terracotta Labs) to be shared and/or used in rotation, an exposition hall
(Terracotta Space), spaces for training and meetings (Terracotta Farm). A well -coordinated
communication will be designed for all spaces to create an attractive and identifiable image. It will also
mark a well -recognisable itinerary within the historical centre of the city for the discovery of unknown
urban places.

TERRACOTTA wilbe a collaborative entrepreneurship model, and an instrument to promote and
exploit the culture of ceramics:

9 collective and personal temporary expositions will be organised in rotation, and young
artists/artisans will have the opportunity to exhibit and  sell their products;

9 initiatives to stimulate constant interaction and networking amongst operators will also be
organised as well as specific events to engage both the local community and tourists;

9 connections with other local initiatives and attraction s will be continuously favoured.

TERZAFORMASY an artistic workshop

TERZAFORMA is meant to be an art workshop, based on tl
produce and sell artistic objects made of ceramics, wood, metal, cloth (limited produ  ction or one -piece

only). The exhibition/sale space will be directly connected with the production space, for the

appreciation of the link between the product and the producer. The user/client will clearly perceive that

TERZAFORMA is not just a mere storebut also a place to establish a direct relationship with the artist

(artist -to-consumer model), and make a true cultural experience linked to the exhibition of manual skills.

Preesal es o0advicedo wildl be given to g¢uodddceaccortimgtocust om
the personal tastes and the environment in which it will be placed. Sales support service can also include
the proposal to carry out a decorative intervention in the place where purchased / purchasable items will
be positioned. Well in line with the overall purpose of transmitting knowledge and disseminating the
culture of making an artistic Oexperienced TERZAFORMA
techniques; specialized magazines; materials and small tools for ceramic an d fine arts production.

Collaborations will be established with local businesses operating in complementary merchandise
sectors, such as:

9 florists who can use TERZAFORMA vases for their compositions,

1 furnishing galleries that can insert decorative panels and others artefacts in their interior
architecture proposals,

1 Fashion boutiques that can host works of art to embellish their sales space, independent
bookstores with which to promote author encounte rs in partnership.

2.2. Austria

Mallnitz "Hoch oben" & Exploring nature and culture

The idea of the project is to transform a camping place into a starting point for exploring and
experiencing the national park OHohe Tauerné. Di ffere
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combined with the long -established culture and cultural offers in the region. The core idea of the project
is to valorize the cultural heritage in the area, by making it more attractive both for tourists and for
locals. By creating a tourism project that offers hospitality, and creates cooperations between the various
local cultural stakeholders, the economic region will receive new impulses and get more attractive for the
younger generation to stay in the region.

RECYCLING KNOWLEDGE

By taking the idea of recycling places, these shall be enriched by crea ting sites for recycling and valuing
knowledge.
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WATER TAXI VIENNA

The aim is to find a sustainable way to keep alive the traditional boat tours in Vienna, which go from the
inner city out to nature to the national park oLobauo.

BIO MARE MILK

The 3,000-year-old product "organic mare's milk" is to be produced and distributed regionally, originally
and naturally at the Tdchterlehof, as in the previous 35 years. The excursion destination Tochterlehof
represents an optimal platform f or knowledge transfer in this regard and should be made even more
attractive with new media possibilities for visitors.

. {

WPestllt und Landuir y;m/’z

Mit viel Herz g e’hrt
\

.Hs“'-'

PRESERVATION OF RANAY LINE

On a set railway line between Hermagor and Kdétschach -Mauthen (Carinthia), a trolley company (bicycle
trolleybuses) is to be built and operated. The association Gailtalbahn is committed to the preservation and
reuse of the railway line between Koétschach -Mauhen and Hermagor. Andreas Mihlisteiger and David
Kehrer founded the club on 10.10.2016.

Unfortunately, after 101 years of operation, the closure of rail traffic on the section from
Hermagor to Kétschach-Mauthen took place.

LIFE POWER PLANTS

Page 15



miterreg &

European Union

CENTRAL EUROPE i

Rauer's harvest wants to promote the idea of "life power plant further". The point is that CO2neutral
"superfood"” is sustainably produced in harmony with nature. Long -standing regular customers should be
involved intensively.

DAS KOSTBARSTE AUS
DER NATUR

HAND-BLOWN GLASS PRODUGIN

The old craft of "hand -blown glasses" is to be increasingly brought back to Austria to produce the highest
quality glasses and pass on this ancient knowledge to other generations. Sophienwald Glassworks, over
centuries famous for their unique, hand -blown glasses, was founded in the year 1725 near Alt-Nagelberg.
Based on this remarkable old tradition, the name Sophienwald® for glassware was brought to life again.
The brand Sophienwald® stands for tradition & handmade in wooden moulds & combined with
contemporary design and luxury.

c%/)/zimmw/(/ i

ASSOCIATION BIOREGNOMUHLVIERTEL

The association BioRegion Muhlviertel is a network that includes agricultural organic, direct marketing
companies, gastronomy and hotel industry, schools, organic artisans and commercial organic food
processors. The association uses natural qualities and ecological knowledge, strengthens cooperations and
participation, and creates closed value -added cycles in the organic sector to secure sustainable regional
development. The goals are a deep and comprehensive anchoring of organic farming, organic food
production and a sustainable way of life.

— DER VEREIN BIOREGION MUHLVIERTEL -
MARKE UND NETZWERK

MARKET PLACE GRAZ

Create an adaAmazono |ike |l ogistic concept for Il ocal pro
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INNOVATION STORIES

A local film production company wants to create innovation stories about traditional local SMEs to
encourage entrepreneurs and other SMEs to be innovative although being traditional at the same time.

CARINTHIAN CIRCULAECONOMY

A circular economy is an economic system aimed at minimising waste and making the most of resources.
This regenerative approach is in contrast to the traditional linear economy, which has a 'take, make,
dispose' model of production. In a circular system resource input and waste, emission, and energy leakage
are minimized by slowing, closing, and narrowing energy and material loops; this can be achieved through
long-lasting design, maintenance, repair, reuse, remanufacturing, refurbishing, and recycling, all
implemented via corporate and social entrepreneurship. Proponents of the circular economy suggest that

a sustainable world does not mean a drop in the quality of life for consumers, and can be achieved
without loss of revenue or extra costs for manufacturers. The argument is that circular business models
can be as profitable as linear models, allowing us to keep enjoying similar produc ts and services. The area
Lavantal in Carinthia wants to realize this concept.

CABLE CAR MODERINIZAON 6 ECONOMIC VALORIZATIDOF THE REGION THROGH TOURISM
EXPOLOITATION

Rural regions in Austria fight hard to preserve their cultural heritage, to make  staying their young people
in the villages and find niches for economic exploitation. Especially in the Alps, tourism is a valuable way

to valorize a region economically and thus improve its attractiveness. The 90 -year-old cable car, whose
license expired in October, last year, had low capacity. With the new concept, skiers and snowboarders in
winter as well as bikers, and those seeking relaxation in the summer can enjoy their stay. For visitors to
the adventure park, whether families with baby carriages, s eniors or perturbing guests, the trip to the
Mariazeller Birgeralpe is stress-free and pleasant. The "Blrgeralpe Express" is scheduled to open in
December 2019 and contributes to preserving local cultural heritage in Austrian mountain regions.

BEESWAX BREAD BAG

Natural packaging of food beautiful and plastic -free finally found optimal storage for the bread.

Bee Fresh Beeswax bread bag is made of high quality 100% cotton, covered with organic beeswax and
then a beautiful bag is sewn.
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Our daily bread stays fresh for longer. At the same time, the beeswax protects the bread during
mould, has an antibacterial effect, is washable and can be used repeatedly.

Something with soul

Something special is our siebenstein trankerl, which has a refreshing effect. With its radiant red, the
siebenstein trankerl becomes a gift with soul. With seven different appearances, the beautiful trankerl
not only dances out of line in terms of taste. Unique by the combination of Aronia, apple and stinging
nettle it is sprayed with a hint of carbon dioxide. Our 0.33I trankerl may feel free, free of added sugar,
artificial aromas and alcohol. With its valuable ingredients, it has an invaluable health value. Thus, it
enhances the well-being for small and large trankerl connoisseurs.

WOLLGENUSS REINDL

Wollgenuss is the merger of sheep farmers from the volcanic land since 2004. We aim to show what
valuable renewable raw material we have on our doorstep. With the sheep, our beautiful cultural
landscape has cared for the soil. They provide us with precious meat and digestible milk. Felt is the
original form of apparel that was flown long before spinning and weaving. From our volcanic wool, we
manufacture stable, robust Filzunikate. Unfortunately, wool is not perceived by many as an economic
factor but as an annoying by -product. At our felt courses, we find that the participants come from all
fields of work, but no sheep farmers.

This should change! We are happy to pass on our knowledge and our many years of experience in
felt courses. Fifteen years of Wollgenuss, -15% on the summer felt classes at the 1st Styrian sheep's wool
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jute at the Weltmaschine site, Kaag 12, 8332 Edelsbach . May - September, Thursday and Saturday starting
at 9 o'clock with advance notification possible. In the region's schools, sightseeing visits from farms should
be included in the syllabus and replace a walking day.

VO DO THEATER, AN OFSHOOT OF DAHIER THETER

VoDo takes care of the processing and interpretation of cultural assets in theatrical form. Three female,
fixed characters experience different things in everyday life. They exp erience the typical daily life of
women in different eras and craftsmanship, as well as songs and dances.

PUXBOX

The dogs and cat beds are handwoven from Organic Willow with a cuddly hand -sewn organic cotton

padding filled with kapok fibres. In a second line, upcycling materials are used to make unique pieces.

Puxbox combines the love of pets and the environment with the respect of interior design. Impeccable

quality and the highest artisanship inspire confidence. Only those who are trusted can be dragged into

their own four wall s. Puxbox makes dogs and cats® hear
A melding of local artisanship with handcrafted unique designer pieces with top -quality functionality.
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They convey quality, aestheti cs and sense of design and sustainability and enables a unique symbiosis of
tradition and modernity. The traditional craftsmanship, which stands for quality and longevity, blends
with modern design elements and a contemporary spirit, which is characterized by ecological thinking.

HLW FELDBACHYCORPORATE AND SERHBIANAGEMENT (JUNIOROMPANY)

Corporate and Service Management (UDLM), including the junior company, is an integral part of the CPR
training. The goal is to prepare our students as practically a s possible for their careers. The new subject
UDLM is currently being developed in terms of content. It integrates the previous project task -training
firm (junior company) and should be upgraded strategically by new content. Intangible cultural heritage is
the framework for this. The focus will be on food technology in the coming years. In this junior company,
much research and experimentation can be done to cast old knowledge into new forms.

AUF DOBELTERN SCHAUEN

Caring becomes more and more of a problem. That is why Mrs Froschauer is convinced that an essential
pillar for the future management of the care of our parents (or family members), will be the care in the
family. One could avoid many care mistakes, mental, physical and mental problems of caring relatives and
public financial expenditures, if professional support in the form of consultation, instruction and
implementation on the spot by a DGKP would be given. Furthermore, this could also be a relief for the
dwindling family doctors, since activit ies in the co-responsible field of action could be taken in
consultation with the family doctor. The trend from one -family to multi -generational homes would again
have the positive side effect that reciprocal learning, passing on of traditions, knowledge a nd customs
could take place again. However, since many family members do not have the know -how and do not feel
confident about this responsibility, preventative measures such as information, guidance, support, good
conflict management and the necessary fin ancial support, would be required.

BEING HUMAN

The BEING HUMAN © Academy bridges the gap between work and meaning. It offers consulting, training,
business training and coaching. It is based on cultural awareness and identity as a starting point for
healthy development. The BEING HUMAN © method is baseé on a pro-creative inner attitude, the
adequate expression of which is learned in staged dietary training. Karola Sakotnik developed it, based on
the 70/20/10 model and creative techniques of the performing arts, inspired by the resilience and
salutogenesis model of Aaron Antonovsky and the Theory U approach of Otto Scharmer. It is aimed at
anyone who wants to leave a positive footprint. In the first step, it is directed to innovative companies, to
small producers and artisans, to educational institutions and development of interested individuals. The
training takes place in the area of expression, meaning, communication and service awareness. It will
cover topics such as objection and conflict management, innovation, agile work models and creativity.
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It is consciously located in the Styrian volcanic land to integrate the human aspect of the created
potential into working, educational, social and private life together with regional development, education
and economy.

CIVIC CROWDFUNDINGIISTEIRISCHES VULHKAAND

To make the crowd available as a development partner for many smaller projects, we run a crowd
development as a base capital. Goal images, accessibility, integration, participation up to the funding and
the reward system are processed and exemplifie d. After the crowd is built as a base, this can be used by
other initiatives, without having to go through all the elaborate steps again. Each subsequent initiative or
project contributes to networking and the system and extends it. Over the years, many pr omoters can
benefit from this without having to spend their money on a campaign themselves. For small initiatives and
actors, the threshold for funding crowd campaigns is 1,500 - 4,000, for SMEs around 5,000. - At the same
time, it is being explored as an example of whether parts of volcanic land development can also be
financed and processed via the crowd. This, in turn, can be the basis for a new project culture of direct
participation in regional development projects.

2.3. Slovenia

SELECTED IDEAS FROJARINA (PP04)

SLIPPERS OF A DWARF POLESNJAK

Vesna Arh

Vesna Arh produced a lot of designed children's slippers and named them after the hero from the local
fairy tale, the Polesnjak dwarf. Such slippers as he can carry everyone. It is just that it is not cold, and it's
quiet. She will make a copy in several different variants, as you do with a particular story or a parable for

a subscriber. She will write and print this fairy tale in a preprepared book. Therefore, the gift will be
perfect.
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PRESENTATION OF CHEISE PRODUCTION ON THEOUNTAIN AND IN THEHRAVELING DAIRY

Lucija Gartner

They produce cheese and other dairy products on the farm. In the summer, with cows, they move to the
mountain of Laz. Their idea is to elevate the traditional knowledge of making cheese and offer cheese on
the market, which they produce in the mountain in  gift boxes, with the story. They want to provide:

1 Mentoring on the production of cheese in the mountain - in a way that max two people stay and
work with them

Presentation of the cheese production in a travelling dairy
Cheesemaking workshops according b the traditional procedure for max five persons

Design cheese packaging and design a promotional campaign

=A =2 =2 =4

Currently, they are just before the renovation of the dairy and the increase in activity

IZDELOVANJE TRADICIRAL NI H GORJ UGKPESNE DR

Srenko Lotrin

As well as great-gr andf at her |, grandfather and father, Srenko h
cedars and Pipes made out of the wood of fruit tree species. | decorate them with an intarse pearl nut.

Pipes are not precisely a sales item, so he developed a new line of products, especially jewellery and
decorations for the home, made of wood dyed with pear.|
to get a higher added value. He also notes that his products need gift packaging and a good story. For the

promotion, a website will present the production. In addition to the products | already manufacture, |

would like to develop new, useful and sales.

MANUFACTURE OF SPEMIIZED BACKPACKS ANMANDBAGS WITH LOCALSTORIES AND
HANDICRAFTDETAILS.

Pri moh Rutar

Primoh manufactures specimadeiHealdo desired  sedek of backpacls tamdm
handbags for everyday use. Now, he would like to present these items on the market through various
channels. He has established online media, and he also prepares a website. Products would be launched as
locally manufactured products on the market, from verified materials, of course, upgraded with local
stories and handicraft details.
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"HOUSE OF TRADITIONS

Handicraft Cooperative Cduo, rokodelska zadruga z.b.o.,s0.p

"House of traditions" is an upgrade of the 16 years of operation in the field of preservation and
development of their intangible cultural heritage, which they provide in the area of pottery and

the development of modern ceramics. In the renovated object of the building cultural heritage,
they will introduce extended contents of the display and transfer of traditional craft skills of the

local area (pottery, glassware -pohor sk gl ahut eent recyckhg alueiwiumcas @ t
design challenge. They will arrange a sales gallery, a restaurant with local cuisine, and studios
with a lecture room.

TRADITIONAL CRAFT SKLS - POTTERY, OFFERED ASAN EDUCATIONAL, EXPRIENTIAL
TOURIST PRODUCT

Tatjana Hlan e r

Potential of intangible heritage, traditional craft skills - pottery, they want to offer as an educational,
experiential touristic product. The pottery workshop is located in the renovated farm building of the
former farm. It is with the associated la nd, a testimony of some time, which adds to the primary content
a specific taste, which is further enhanced by the knowledge of the habits of the ancestors and findings in
the ethnological research, the concrete homesteads (Pr 'Koren, on Perovem, and in Ka mnik) and the wider
environment. Following UNESCO's definition of intangible heritage, the products of traditional
presentation skills, impressions, knowledge transfers, products.

SELECTED IDEAS FROBDVEC(PP05)

DIFFUSED HOTEL INSDA VI L L AGE

Mr Peter Della Bianca is preparing a diffused hotel based on cultural and other heritage. In addition to
accommodation, food and activity services, their primary focus will be events, workshops and concerts,
connecting with the locals and our cultural heritage. Anyone who deals with homegrown products or other
services will be able to carry out our program or sell products in the most natural environment.

INTERPRETATION OF BZEC TAILS

Interpretation group Bovec wants to present a content related to local tradition and social practice
through interpretation, games or recitation. Various content relates to local legends, fairy tales or stories.
Games, performances, interpretations would serve both the presentation of content to the local
community, schools, and for tourist purposes.
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COMMONCHEESE MAKING PLACE

Bovec Farmers' Association of Breeding recognized that for several years, it strives to establish a model to
develop and upgrade the cheese industry in Bovec as an essential economic and tourist story. The basic
idea is the integration of farmers who produce milk in the municipality of Bovec and the establishment of

a "cooperative" cheese factory. Bovec cheese is recognized with an appellation of origin, which is the most
prestigious mark for a quality class in the EU. Therefore, they would like to preserve it as such. The
reason for a cooperative cheese factory is not only in raising awareness, but also in making visible
problems such as cheating the cheese, lowering costs, and so on. The cooperative will be a relief for
farms. In the end, it is difficult for a farm to carry out agricultural, food and marketing activities. Due to

the fragile system of farms, they decided to look for  opportunities for a joint cheese factory. They want
to create a business plan to find out whether a cheese factory is an economically justified investment.
They also plan a shop and a tasting room with a kitchen.

CYCLING TOUR ON THEHEESE ROAD

Petra Repin is the owner of Outdoor Galaxy Agency, ani
only with sports but also with our ICH. She has the idea of taking interested pers ons on a gui ded t
the cheese routeso with electric bikes. They would be
the valley of Logka Koritnica and Bovec. They would s

would see also the process of cheese making, and they would try a shepherd lunch.

NATURAL CULTIVATIONDF VAGITABLE AND HEBS

Gaja Kozar and Al jah Gi ni go-frientiyaloca fodd tor Iscal used. &laey wanttop r o d u c e
preserve small agriculture production, as they were in history. Because of its climatic characteristics,

Bovec region was never an area of intensive vegetable production, but the natives always tried to produce

enough seasonal source of vitamins for their own needs in their natural habitats. The idea | ays on
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sustainable, biodynamic production of greenery in the greenhouse and outdoors, which will provide the
local people with a fresh, healthy source of essential vegetables and herbs in all seasons.

HARVESING AND NATURANOOL COLOURING

Mojca Benedejnin wants to transform the existing fam
cultivation of herbs, wool -dyeing plants, cultivation of other cultivated plants, sheep breeding and the  use

of local sheep's sheep wool into finished fabrics. The products are ecological, free of chemicals, natural,

preserving the tradition of painting and dyeing with natural dyes. Products are designed for home

decoration and general use Various workshops with painting, wool painting and the cultivation of herbs

and colouring plants will also be offered.

HERBALISM AND MEDITAON WITH THE NATURA ELEMENTS

David Zorn wants to upgrade his herbalism and expend
people can enjoy the natural elements, relax, eat everything thati s packed in the forest or homegrown
and even heal with naturally prepared aromas, medicine and so on.

.

PROMOTIONAL PACKAGESITH TCE CONTENT OHHE IMPORTANT CULTURL HERITAGE

Tjaga Korbar and Mirjam Stajnar are both young, crafty
to honour it by designing gift sets that relate to old and new knowledge. Examples:

1 beekeeping gift set (with a glass of honey, a candle from beeswax, a voucher for apitherapy ),
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1 cheese making gift set (a map of all cheese making places of the Bovec municipality, a piece of
cheese),

1 Shepherd gft set (a souvenir from the sheep wool, a coupon for a guided tour of a farm or pasture
with a sheep).

All products would be linked under the joint brand name &Bov gko (Bovec region).

PERMANENT EXIHIBITIDOF THE RECENT HISTRY OF NEZSGEA VI LLA

Mi randa Komac Kopan wants to embrace the passion of N

show it to the world. A permanent exhi bi toin@an womltdhéer e
up at the cooperative home in Nezsona. The exhibition
period ofco-oper ati on between the SF