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3. Summary / Abstract

This report describes Model Business Canvases presenting the tailored solutions for all Replicators. The
framework was designed to suit the needs of CNH. This report includes the CNH Canvas/solution for each R,
along with the description of the methodology and process and guide used to develop them.

The business model processes were organized in six Replicators during 5-11/2019. A guideline was elaborated to
guide and support the process (Annex I). A training on business models was given to the Rs at Crete in May,
2019, followed by videomeetings and demo-processes to design business model workshops. Model actions as
well as a state of the art of Replicators at different dimensions, and a deep analysis and validation of Rs’ needs
were starting points for the business model work. The business model process was designed to build business
model canvases on the Model actions of cultural and natural heritage.

Task 3.2 aims at developing replicable and up-scalable participative business models for the solutions
implemented within the heritage led rural regeneration plans in Rs. To this aim, a business model process and
the INTO business model analysis tool, which was developed in Savonia UAS, was used and applied. Business
model process includes context and participant definition, idea generation with interviews, brainstorming and
questionnaires, multicriteria idea evaluation with fast visual methods, core index portfolio analysis of results,
and a workshop to discuss the results and decide actions on implementation. The workshops were run within
the RHHs of the Replicator and are included in the activities to be developed in Task 3.5. The INTO tool will
enable participants to be involved in and committed to the process from the beginning, allowing the
development of new business models, new service concepts or products (i.e. process development and
development of offerings, and development of marketing, sales, organization, or business strategy), better
customer service or internal processes. A special CNH Canvas framework was designed to be used and applied
during the Business model process to develop tailored solutions for different actions in the 6 Rs and provide
specific recommendation to replicate such solution in a viable way from an economic point of view.

The INTO tool was successfully used for the multicriteria evaluation of CNH canvases in all Replicators. It
provided quantitative data on the process, such as idea lists, comments on ideas, numbers of evaluations on
ideas, and core index, which was used to prioritize and select best ideas for each business model.

Local participants contribution was quite remarkable: 584 ideas were evaluated online by 132 evaluators with
over 15000 multicriteria evaluations on ideas, showing great interest, commitment and participation.

The prioritization in the CNH canvases reflects the evaluations against the chosen criteria: environmental, social,
economical value, and feasibility and thus produce value added in the context of rural regeneration.

The CNH Canvas framework proved to be useful and successful tool to identify essential elements of business
model on model actions which are aimed to be replicable solutions in the regions. The feedback from the
Replicators was good.

Further discussion and development and testing of the business models will be needed on the value proposition,
needs and opportunities, key activities, key resources, financing model etc.. The work done, the CNH canvases
and prioritization of ideas gives good starting point for further development. The business model process and
workshops provided good opportunities for co-creation and learning.
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4. Introduction

This report reflects the work done in applying business model process and CNH Canvas creation around Model
actions in six Ruritage Replicators.

The report describes Business Model Canvases presenting the tailored solutions for all Replicators. The framework
was designed to suit the needs of Cultural and Natural Heritage (CNH).

The report includes the completed Canvas/solution for each R, along with the description of the methodology and
process and guide used to develop them. The tailored CNH Canvas framework was designed to be used and applied
during the Business model process to develop tailored solutions for different actions in the 6 Rs and provide
specific recommendation to replicate such solution in a viable way from an economic point of view.

Task 3.2 aims at developing replicable and up-scalable participative business models for the solutions
implemented within the heritage led rural regeneration plans in Rs. To this aim, a business model process and the
INTO business model analysis tool, which was developed in Savonia UAS, was used and applied.

During RURITAGE the model actions/best practices (Del 1.1, TEC) identified in the Role Models, and discussed in
the Participatory Workshop, forms the backdrop for the innovative business modelling process. Participating
stakeholders have been identified during the first months of the project following specific guidelines developed
by project partners (Del 2.1). The baseline study of the Replicators acts as a starting point (Del 1.4 CARTIF), whilst
the Business Models are evaluated by establishing value-based criteria connected to Del. 4.1 (CARTIF).

To guide the business modelling process, the following supports were available:

e Aninnovative Business Model Canvas for CNH has been developed and pre-tested to support the first
steps towards heritage-led regeneration plans, boosting co-creation, prioritising and co-ordination of
actions. Further feedback will be collected to learn from the BM processes in each R.

e A detailed Guide is provided on how to use this Business Model Canvas to facilitate the strategy
development.

e The Business Modelling process is complemented by the INTO tool — an online platform for making
complex decision making faster and more efficient, involving different stakeholders and providing a
transparent process. This tool is guided by Savonia UAS, and is tailored to the situation of each
Replicator.

e A training workshop was held for Replicators in Crete in May, 2019, along with face-to-face meetings
with each Replicator, to explain the process involved and to demonstrate the use of the INTO Tool
(into.savonia.fi) as a co-creation process to build actions on business models and investment strategy.

Business model process includes context and participant definition, idea generation with interviews,
brainstorming and questionnaires, multicriteria idea evaluation with fast visual methods, core index portfolio
analysis of results and a workshop to discuss the results and decide actions on implementation. The Business
model workshops were run within the RHHs of the Replicator and are included in the activities to be developed in
Task 3.5. The tool enables participants to be involved in and committed to the process from the beginning,
allowing the development of new business models, new service concepts or products (i.e. process development
and development of offerings, and development of marketing, sales, organization, or business strategy), better
customer service or internal processes.

e Support will be provided to prepare for the Business Model Workshop to be held in each RHH. Business
model process and workshop was supported by between 2-4 bilateral video meetings between Savonia
7
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and the Replicators.

e Further assistance, through a review and feedback process, will be provided with the tailored Business
Model solutions for each Replicator that can be developed in a viable way from a financial and
economic perspective.

The Business models process is guided by Savonia UAS (leading task 3.2) and WestBIC, and supported by CE,
CARTIF, UNIBO and ICLEI.

The guideline, attached at the end of this report, for the modelling includes detailed instructions on the approach,
process, as well as description of the tailored CNH Canvas.

4.1 5 Steps Towards Business Models and Investment Strategy

The development process is a creative service design process including both divergent (Idea Development/ Model
Actions) and convergent phases (evaluation and decision analysis produces prioritized list of actions). In the case
of Business Modelling for Replicators in the RURITAGE project, the backdrop is the Model Actions selected from
the Role Models that have potential for replication and tailoring for implementation in Replicator regions. This
leads to the following 5 steps:

=
‘&' SAVONIA  cNH canvas & model actions evaluation at the Replicator

Design of context & analysis of existing MC Evaluation of Canwvas with
infarmation Into tool
+ Stakeholdersidentified (Del 2.1 CE) Input by net link into.savenia.f
+ Evaluation criteria {fram Del. 4.1 KPls Cartif) -~ Fasabiiny Eannomical Sockal. By Hite 40 dinsle the
+ Replicators baseline [Del 1.4 Cartif] :
+ Model Actlons {Del 1.1 TEC) at the Participatory ws ™ ™

L —— . ——

2 Participatory Canvas completion M I

Preparing the draft Canvas(es) to be discussed
in the Local BM Warkshop
Replicatorvideomesting with Savonia, or during

MC Evaluation of model actions
with Into tool

How to develop the

the BM workshop (brainstorming, input by Into Fensbilitg  Econcenical Sodal, B 20T
tﬂDl] =1 T . |"- ——. — S T
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Figures 1a and 1b. CNH Canvas creation and Evaluation of model actions with INTO tool. Business models
and investment strategy process at Ruritage. Adapted from Kajanus et al. (2014 and 20192, Eskelinen et
al., 20172 and RURITAGE Project Plan.

Overview of the Steps

e Step 1 should already be completed as part of the Participatory Workshop, which includes a
shortlisting for the proposed Model Actions, stakeholder identification and engagement

e Step 2 is the core Business Canvas completion as part of the workshop, which is organised according
to the instruction in Section 3 and also using the Guide in Annex .

e Using the online INTO tool, https://into.savonia.fi Steps 3.1 and 3.2 involves the evaluation of the
Actions so that they can be agreed and prioritised, using a range of selected criteria. This is further
explained at the end of Annex | Guide.

e Steps 4 &5, involves decision analysis and discussion of the results as a prioritisation exercise with
the input/feedback from the stakeholders at the workshop using the agreed evaluation criteria.
Portfolio analysis occupies core index to calculate the results, and to put the Model Actions into a
prioritized list (according to Kajanus et al., 2014). The results will be organised within the CNH
Canvas framework.

! Kajanus, lire, Eskelinen, Heinonen, Hansen: Business model design: new tools for business systems innovation. Scandinavian Journal of Forest Research
08/2014; 29(6). DOI:10.1080/02827581.2014.949301.

2 Kajanus M, et al., What can we learn from business models in the European forest sector: Exploring the key elements of new business model
designsForest Policy and Economics. Volume 99, February 2019, Pages 145-156. https://doi.org/10.1016/j.forpol.2018.04.005

3 Eskelinen, T., Rdsanen, T., Santti, U., Happonen, A., & Kajanus, M. 2017. Designing a Business Model for Environmental Monitoring Services Using Fast
MCDS Innovation Support Tools. Technology Innovation Management Review, 7(11): 36-46. http://doi.org/10.22215/timreview/1119
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4.2 Timeline

The timeline for undertaking the Local Business Models Workshop is identified below, as part of the process of
developing heritage-led regeneration plans. The final timeline was extended, by the end of December, 2019.

Timeline and Project input

Local activities

April/May 2019, Serious
game workshop

October 2019, event inviting

July 2019, Event to define potential investors

business models

March, 2019 Launch event June 2019, Participatory September 2019, Round November 2019, launch of
of the Hub planning workshop table with key stakeholders the sirategies at local level

March 2019 End of May 2019 September 2019 End of October 2019

WP1: Best practices repository available WP1: inventory of lesson learned available, WP2: Second travels to RMs? WP2: Launch workshop in Appignano
WP2: Valladalid training workshop (serious Replicator baselines with challenges WP5: refined version of he DSS

game, exchange with RMs, practices identified

presentation) WP2: Development workshop in Crete

(business model workshop, LDP training,
identification of the solutions from Rs?)
First travels to RMs?

WPS: first version of the DSS, ATLAS online

Project input

Figure 2: Timeline and Project Inputs for the development of Rural Regeneration Plans for RURITAGE Replicators

To facilitate this timeline, the Training Workshop for Rs on Business Models took place in Crete at the end of May,
along with face-to-face discussions with Savonia to guide the process for the Local Business Model Workshops.

The guidance documents for organising and running the Workshop and the tools to be used were circulated in

advance so that the business model workshops were be organized by every local Hub, guided by Savonia, with
follow-up support provided according to the timeline above.

10
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5. Business Model Canvases presenting the tailored solutions for
the Replicators

5.1 Pilgrimage (R1): Arge Geopark Karavanke/Karawanken

 J

@) PILGRIMAGE AOny @57

GEORRRCIGAHE Secrets written in stones

s written in stor

5.1.1 Overall Description

The Karavanke/Karawanken UNESCO Global Geopark is a crossborder Geopark between Austria and Slovenia,
connected and divided by the mountain range with the same name. A total of 14 municipalities from Austria (9)
and Slovenia (5) form the area of the Geopark Karavanke, 1067 km2 large with a population of approximately
53.000. The Karavanke/Karawanken UNESCO Global Geopark extends between two 2,000-metre-high Alpine
peaks: the Petzen/Mt. Peca and the Koschuta Massif. It is characterized by rich geological diversity between the
Alps and the Dinarides. Exceptional geological structure was the basis for the development of mine, iron (work)
and coal mine industry. Rich cultural and natural heritage offer today numerous opportunities for active leisure
time.

5.1.2 Process description

. Selection of the 5 Model Actions (at the Participatory workshop, 12. 07. 2019)
. Business Model Workshop implementation — 7. 10. 2019 (collection of ideas)
. Evaluation — after Business Model Workshop (online)

5.1.3 Goal of the process

At the Participatory workshop (12. 07. 2019), we defined 5 model actions for which we believe that can
contribute to the successful development of our region. The business model workshop goal was to bring these
model actions “alive”. We were discuss about each individual model action and worked in detail when, what to
do and who will be involved in the model action activities.

11
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5.1.4 List of selected model actions for the BM process

Table 3. Model actions selected.

1.6 Digitalisation of the pilgrimage through websites, gis maps, apps, ...

2.3 Create a set of guided tours or organized travels tailored for different target groups

33 Definition of marketing and communication strategies for the products

8.1 Creation of a set of tourist packs composed by food, art and naturalistic related activities

5.1.5 Organisation of the workshop

Business model workshop took place on the 7th of October, in Geopark Karavanke/Karawanken Rural Heritage
Hub (Tichoja 15, Municipality of Sittersdorf). Business model workshop was divided into:

-Presentation of selected Model Actions 1.6, 2.3, 3.3, and 8.1.

-Presentation of the CNH Canvas

-Collection of new ideas

-Presentation and explanation of the evaluation questionnaire

-Homework - on-line evaluation with the INTO Tool

5.1.6 Results (CNH Canvases), next steps, recommendations (to replicate the
solutions), feedback

. 4 Canvases were drafted in the workshop and evaluated with the INTO tool

12
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Table4. Draft CNH Canvas Create a set of guided tours or organized travels for different target groups

the UNESCO recognized

area. Karavanke / Karawanken UNESCO Global
Geopark already implements some guided tours
regularly (April-Oktober), like: Hike “Sunrise in the
Geopark”, Petzen panoramic circular hike, Family
adventure hike, Culturally historical cross-border hike,
Two wheels —two countries — a borderless cycle
experience, “On the Border” hike, ...). Some tours

are already included into “Active Card Programm”
(Tourismusregion Klopeiner See - Stidkarnten GmbH).
This is regional touristic card system which is offered
as an weekly guided program for free to all tourists of
the Tourist region of Klopeinersee - South Carinthia
(overnights per year: ~ 800.000). Because

Karavanke / Karawanken UNESCO Global Geopark has
experiences with guided tours and has also qualified
(trained) guides, we think it is suitable to establish,
coordinate and promote new guided tours.

Cost Structure

- Karavanke/Karawanken UGG will need resources
for promotional activities of guided tours.

INFRASTRUCTURE & RESOURCES VALUE PROPOSITION CREATING VALUE

Key Resources [Key Partners Needs & Opportunities Key Activities Beneficiaries

Cultural - TVS (development agency) Create a set of guided tours | Get in touch with | TVS

resources: - Geopark Karavanke / Karawanken [or key partners in the 14

- Accomodation partners lorganized travels tailored for |region municipalities

-Archaeological | ARGE Pilgern Karnten different target groups - Sit together with | 2 countries

museum - Geschichtsverein key partners - Karavanke /

-Archaeological | Archaeological Museum \We could try to - Development the [Karawanken

excavations - Restaurations (Hemmastuberl) include new guided activity timeline UNESCO Global

(Hemmaberg) [ Church tour into “Active I Creation of guided |Geopark

- Media Card Programm”, for tours + Local

Natural - Local authorities (14 municipalities) fexample: guided - Implementation  [stores / markets

resources: tour “Pilgrimage for - Promotional - Local
beginners”. Information: Qctivities inhabitants

- Landscape Duration: cca. 6 h + Customers

- Protected \Way: St. Philippen RHH - I Tourists

areas Hemmaberg - Accomodation
- Hemmastiiberl - partners
IArchaeological Museum - + Transfer
launstein - Kristendorf - companies

Governance St. Philippen RHH - Museums

Karavanke / Karawanken UNESCO Global Geopark When? - Activities

is crossborder geopark between Slovenia and Austria |In april, maj, september, providers

and it covers 14 municipalities. We are the manager ofloctober (not to hot!) - Restaurants

Idea: At the end in our RHH
participants

receive award “Urkunde fir
erste Pilgerreise”

Relationships & Channels

Newspapers, Social
medias (Facebook, Tweeter), Web
pages, All partners

Capturing Value

Economic: Growth in local business (accommodations, restaurants,
activity providers), increased income for locals

Social: Building local identity, history, increase of quality of life
Environmental: sustainable development

FINANCIAL MODEL /INVESTMENT STRATEGY
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Table 5. INTO results. Prioritization by core index. A set of guided tours or organized travels for different target

groups.
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Table 6. Draft CNH Canvas on Digitalization of the pilgrimage through websites, GIS maps, apps.
INFRASTRUCTURE & RESOURCES \VALUE PROPOSITION ICREATING VALUE
Key Resources Key Partners Needs & Opportunities  [Key Activities

Beneficiaries

- Activity providers
- RRA Koroska

imobile application, which
will also include all

Governance

Karavanke/Karawanken UNESCO Global Geopark

is crossborder geopark between Slovenia and Austria
and it covers 14 municipalities. We are the manager of
the UNESCO recognized area that is why Karavanke /
Karawanken UNESCO Globals Geopark is best suited to
keep a broad overview of the area and be the
coordinator of the mobile application development,
done by an external expert.

Cost Structure

Within RURITAGE Project we have:

20.000 € for the Digitalization of the pilgrimage -
integration of the digitalized route within the existing
website, development of GIS maps and mobile
application

touristic offers and
informed each person
with the downloaded app
about the events along

pilgrimage route and
entire Geopark area

Capturing Value

touristic offer

- Development the

activity timeline
- Implementation
- Promotional
activities

Existing digital material TVS Digitalization of the - Get in touch with keyf 14 municipalities
(ARGE Pilgern Karnten) - Geopark pilgrimage through partners in the region [ 2 countries
Karavanke/Karawanken  |websites, GIS maps, apps, |- Sit together with key | Karavanke /
- Accomodation partners partners Karawanken
- ARGE Pilgern Karnten - Finding suitable UNESCO Global
- External expert Establishment of “live”  |external expert Geopark

 Local inhabitants

I Tourists

- TVS (tourism
agency)

- Activity
providers

Relationships & Channels

Social medias (Facebook, Tweeter)

Economic: Growth in local business, increased income for locals
Social: Building local identity, history, increase of quality of life,
bringing people together across municipalities and countries

Environmental: Sustainable development
Other: The area will be more visible, additional value for the

FINANCIAL MODEL /INVESTMENT STRATEGY
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Table 9. Draft CNH Canvas on Creation of a set of tourist packs composed by food, art and naturalistic related

act.
INFRASTRUCTURE & RESOURCES \VALUE ICREATING VALUE
PROPOSITION
Key Resources Key Partners Needs & Key Activities Beneficiaries

Cultural resources:

- Local food, local wine

- Museums

- Archaeological excavations
- Mines

Natural resources:

- TVS (development agency)
- RRA Koroska
- Geopark Karavanke
/ Karawanken
- Accommodation partners
- Archaeological Museum
- Restaurations
- Media
+ Local authorities

Opportunities
Creation of a set of
tourist packs
composed by food,
art and naturalistic
related activities

development.

Cost Structure

- Landscape (14 municipalities)

- Caves + Local food and

- Protected areas wine producers

- Waterfalls (Had’n, Salami,

Sittersdorfer wine)

+ Arlitscherhof
L Kulturni dom Pliberk /
Bleiburg
+ Koroski pokrajinski muzej
- Medias

Governance

Karavanke / Karawanken UNESCO Global Geopark

is crossborder geopark between Slovenia and Austria and it
covers 14 municipalities. We are the manager of the UNESCO
recognized area that is why Karavanke / Karawanken

UNESCO Globals Geopark is best suited to kepp a broad overview
of the area and be the coordinator of tourist packages

- Karavanke/Karawanken UGG will need resources
for creation and promotional activities of created packages.

Capturing Value

locals.

of life

- Get in touch with
key partners in the
region

- Sit together with
key partners

- Development the
activity timeline

- Creation

of packages

- Implementation
- Promotional
Qctivities

FTVS

- 14
municipalities

I 2 countries

- Karavanke /
Karawanken
UNESCO Global
Geopark

I Local

stores / markets
I Local
inhabitants

- Customers

+ Tourists

- Accomodation
partners

+ Transfer
lcompanies

F Museums

I Activities
providers

- Restaurants
- Local food
producers

Relationships & Channels

Newspapers, Social

medias (Facebook, Tweeter), Web

pages, All partners

Economic: Growth in local business (accommodations,
restaurants, activity providers), increased income for

Social: Building local identity, history, increase of quality

Environmental: Sustainable development

FINANCIAL MODEL /INVESTMENT STRATEGY
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Table 10. Draft CNH Canvas on Definition of marketing and communication strategies for the product

Cultural resources:  “Had’'n” (Buckwheat)

l@association

- Local food + Salami association

- Local wine - Sittersdorfer Wine

- Had'n - Organic farmers
(Buckwheat) (Tomazej, ...)
- Salami + Kotscnig farm

- Bauernbund (farmers
lorganization)

- Arlitscherhof

+ Local Food producers

- Local producers

Opportunities

Definition of
marketing and
communication
strategies for
the products

Governance

Karavanke/Karawanken UNESCO Global Geopark
is crossborder geopark between Slovenia and
Austria and it covers 14 municipalities. We are
the manager of the UNESCO recognized

area. Within UNESCO Geoparks GEOfood brand
already exists. It is international brand, really
well recognized. It is brand for local food in
UNESCO Global Geoparks territories and it is
registered by Magma UNESCO Global

Geopark. That is why Karavanke/Karawanken
UNESCO Global Geopark is suitable to
coordinate GEOfood brand within Its area.
Cost Structure

Within RURITAGE Project we have:

10.000 £ for food branding creation and
marketing

10.000 € for activities related with SIA Food
(organization of events related with local food
production, development of online training
courses for local producers)

INFRASTRUCTURE & RESOURCES VALUE CREATING VALUE
PROPOSITION
Key Resources Key Partners Needs & Key Activities Beneficiaries

- Get in touch with Magma
UGG where GEOfood brand
\was established

- Get in touch with key
partners (food and wine
producers) in the region

- Sit together with key
partners

- Development the activity
timeline

- GEOfood brand

Capturing Value

implementation (“bringing”
the GEOfood brand in our
region)

- Event

for GEOfood presentation

- Promotional activities
Relationships & Channels

Newspapers, Social medias (Facebook, Tweeter), Web
pages, All partners, GEOfood brand

Local food/wine producers
- 14 municipalities

- 2 countries

- Karavanke / Karawanken
UNESCO Global Geopark

- Local stores/markets

- Local inhabitants

- Customers

- Tourists

Economic: Growth in local business, increased income for locals
Social: Building local identity, history, increase of quality of life
Environmental: sustainable development

FINANCIAL MODEL /INVESTMENT STRATEGY
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Using the CNH Canvas within the workshop helped to be more efficient — not just the participants could
sort their ideas and comments, also for us in our future work, when we look at each single canvas we
clearly can check for example our key partners, or the rescources and how they are connected with each
other.

In case we must describe our Model Actions to people who are not familiar with the whole project we can
do this within using the canvas.

The idea of developing ideas within this canvas was not completely new to the participants —those who
work on projects were already working in frames like that.

Unfortunately we have no feedback (from the evaluators) about the evaluation that was made later,
online by each participant. 13 stakeholders made on-line evaluation (we sent invitation also to
stakeholders, who could not attend the Business model workshop event, but are familiar with the
RURITAGE project and actions we want to implement in the frame of the project).

For us the CNH Canvas helped extremely, we could show directly the participants the connections
between each point.

Additionally it was useful because we were actually lead through the meeting — working point by point,
not missing an important detail.

The results of the evaluation process (Savonia) were interesting for us.

It fits very well into our local process and it will help us to explain other people what actions we are
planning to implement and how we will do that in detail.
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Figures 3-5: The Business model workshop gathered 8 participants who brainstormed four action canvases. INTO
evaluation took place in 3 weeks after the workshop.
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5.2 Local Food (R2): Magma UNESCO Global Geopark

The key for tourism growth and for
strengthening the cultural and geological
values in Magma UNESCO Global Geopark

= MAGMA
22 GEOPARK

Magma UNESCO Global Geopark is a geographic area with a geology that has a major international importance,
recognized by UNESCO, and where sustainable development plays an important role. Magma geopark is in a
network of 140 UNESCO Global Geoparks in 40 different countries on 5 continents and their representatives meet
regularly. Although the background for a geopark is geology, really, it’s all about the people — both locals and
tourists, who are willing to explore, experience and share the vast possibilities of the natural and cultural
attractions in the geopark!

5.2.1 Overall Description

Magma UG is located in southwest Norway, about one hour by car or train southeast of Stavanger. The Geopark
is mostly situated in Rogaland County but the eastern sector is in Vest-Agder County (Fig. 1). The Rogaland
Anorthosite Province (RAP) and its metamorphic envelope provide the geological basis for Magma UG, but it
covers an area of five municipalities — Eigersund, Sokndal, Lund and Bjerkreim in Rogaland County and Flekkefjord
in Vest-Agder County. The four municipalities in Rogaland County also comprise the Dalane district, comprising a
total administrative area of 2.329 km?.

5.2.2 Process description

The business model process followed the guideline: context description, selection of model actions, drafting of
three CNH canvases, workshop with discussion and INTO evaluation, reporting.

5.2.3 Goal of the process

The goal was to make CNH Canvases on three model actions selected at the participatory workshop.

5.2.4 List of selected model actions for the BM process

Table 12. Model actions selected.

RM12- | Promote joint actions (also through PPP) to enhance heritage resources and create an

1 internationally recognized brand.

RM4-9 | Promote the tourist offer of all 5 municipalities through the design of a tourist route that
specifies restaurants, hotels and shops.

RM3-1 | Support local farmers and producers in innovation projects.

RM3-3 | Definition of marketing and communication strategies for the products.

RM10- | Discover and diffuse traditional storytelling and superstitions to understand the natural
1 environment and promote the place ownership.
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RM4-
10

Promote the tourist offer of both municipalities through the design of a tourist route that
specifies restaurants, hotels and shops.

5.2.5 Organisation of the workshop

The workshop was organised 5th of November, 2019 with 8 participants.

5.2.6 Results (CNH Canvases), next steps, recommendations (to replicate the

solutions), feedback

The participants were enthusiastic and positive. The first part of the workshop involved going through the Business
Model Canvases in groups. This led to good discussions and lots of engagement. We had to stop this part after
about 40 minutes, but if it was up to the participants (and us) we would have continued this instead of heading to
the INTO-tool. The key takeaway is that discussions around the table is a great way of communicating needs and
suggestions in a small group like this.

The participants preferred working in groups instead of working at computers individually. Three CNH Canvases
were elaborated. The CNH Canvas was very useful in our workshop. It started a lot of fruitful discussions and it
also gave the participants a good overview of each Role Model action selected and what is needed to activate and
implement them. 3 Canvases were drafted in the workshop and evaluated with the INTO tool:
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Table 14. CNH Canvas with prioritized ideas by core index. RM -12.1.
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Lund Bygdemuseum

FOT
Dalane friluftsrad

Lister friluftsrad

Local activity providers
Smaabyen Flekkefjord
Eigersund Neaering-

og havn

Bjerkreim
Nzeringshage

Lund Naeringsutvikling
Region Stavanger

Vest-Agder County
Rogaland County

ICounty Governor
Rogaland and Agder

\We need to
lestablish

local networks
related to
communication
between
partners.

Local food
(GEOfood) Tourism

\We need to build a
joint and common
identity within the
UNESCO
recognized area
and visualize the

Governance

Cost Structure

value of this

recognition
locally

Create food trails

Get as many local
producers as possible to
use the GEOfood

brand, as a unifier.

Guide courses in all 5
municipalities to ensure
local knowledge transfer
and quality on offer.

2. INFRASTRUCTURE & RESOURCES 1. VALUE 3. CREATING VALUE
PROPOSITION
Key Resources Key Partners Key Activities Beneficiaries

Create an

46 localities Flekkefjord, Sokndal, finternationally Promoting, and using the |Local producers

Lund, Bjerkreim, recognized Magma UNESCO Global

An area Eigersund municipalitis |orand on GEOfood [Geopark brand, on all Increased publicity

recognized by Local producers Needs & partners social medias.

UNESCO Opportunities Magma Geopark

Local stores and markets
IAccommodation

(Hotels, camping,
cottages etc.)

Local inhabitants
Museums

Activity providers

Restaurants

Relationships & Channels

Gatherings for local GEOfood producers/stakeholders

ones a year

Gatherings for all local participants in
RURITAGE actions at least ones a year

Annual report connected to this action

Building a brand through channels:

. Opplev Bjerkreim

. Visit Egersund

. Visit Flekkefjord

. Webpage Magma Geopark

4. FINANCIAL MODEL /INVESTMENT STRATEGY
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Table 16. CNH Canvas with prioritized ideas by core index. RM- 4-10
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2. INFRASTRUCTURE & RESOURCES 1. VALUE 3. CREATING VALUE
PROPOSITION
Key Resources Key Partners Design Key Beneficiaries
All local festivals @ shared calendar servic| Activities
Smaabyen Flekkefjord e for each fair of folk All municipalities
The existing network of heritage and festivals to [Establish
Visit Egersund and Smaabyen Flekkefjord promote tourism. good Magma

Visit Egersund

The brand Magma UNESCO Global Region Stavanger information

Geopark \We need a shared from local [Both counties
digital platform festivals

land events. [Local festivals and
A coordinator markets
Positive and efficient Local small-scale
collaboration with all producers (food,
local stakeholders crafts)
involved
Governance Towns/villages

Resources for a
coordinator

Cost Structure
Financial support to create the calendar.
Financial support to coordinate, update and promote the calendar.

Needs & Opportunities gathering

routines for (Geopark/UNESCO

Relationships & Channels
Communication:

All partners, including
Magmas, social medias

Newsletters from Magma
apturing value: selling
dvertisements on social media

4. FINANCIAL MODEL /INVESTMENT STRATEGY
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tion of ideas by core index. RM 4-9.
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Table 18. Prioritization of ideas to CNH Canvas by core index. RM- 4-9.

2. INFRASTRUCTURE & RESOURCES 1. VALUE PROPOSITION 3. CREATING VALUE
Key Resources Key Partners Key Activities Beneficiaries
Promote cultural, historical
The most Hotels in each and geological tourist offer Define one or  |Local producers
accessible and  [municipality of all 5 municipalities through more trails
popular localities the design of a tourist route including Local hotels
in the geopark |Restaurants in each [that specifies services restaurants,
area related to  [municipality restaurants, hotels, activities hotels, activities |Local restaurants
both and producers. and producers
culture/history |Local producers Local activity
and in each municipality Needs & Opportunities Get all formal |providers
geology/nature. “Reason to come — reason to stay” agreements
signed AIl municipalities
GEOfood/local More collaboration regarding making tourist
food packages in the area (accommodations, Magma Geopark/
restaurants, adventure and activities) UNESCO
Creating more value-
based services on our local resources

Relationships & Channels
Communication:

All partners, including Magma,

social medias

Smaabyen Flekkefjord

Activity providers

Visit Egersund

Cost Structure
. Coordinator will need financial recourses to
create, coordinate and promote these trails.
4. FINANCIAL MODEL /INVESTMENT STRATEGY
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5.3 Migration (R3): Geo-Naturpark Bergstrale Odenwald e.V.

¢t MIGRATION - b

NATUR, Working for CNH as a way for migrants’ integration

R A : :

o BN in the territory of Geo-Naturpark Bergstrasse-

’c’;} § Odenwald (State of Hesse, Baden-Wiirttemberg,
as5.09°

Bavaria)

5.3.1 Overall Description

The Geopark territory represents four major geological units, which provide a record of 500 million years of Earth
history. The western “Crystalline Odenwald” consists of plutonic rocks (e.g. granite, gabbro) and metamorphic
schists (500 — 340 million years ago). The sandstones and mudstones of the eastern “Bunter Sandstone Odenwald”
were deposited in temporary rivers and lakes (245 million years ago). The limestones of the “Muschelkalk” area
were deposited in a shallow sea. The rifting of the “Upper Rhine Graben” started about 50 million years ago and
is still active (consistently evidenced by earthquakes). Volcanic phases are documented in basalts, rhyolites and
phonolites. Periods of weathering, erosion and deposition during the ice ages (2 million to 10.000 years ago)
modified the landscape as we see it today. Geological heritage of international significance: UNESCO World
Heritage Site “Messel Pit” (located in the municipality of Messel near Darmstadt functions as northern entrance
gate and information centre of the Geo-Naturpark Bergstrasse-Odenwald) with unique fossils and climate archive
(volcanic maar structure, 48 million years). Type locality (Locus classicus et typicus) for “Loess” in Heidelberg,
Pleistocene soft rock, globally first mentioned by K. C. von Leonard (1823).

5.3.2 Process description

The business model process included preparation: one meeting at Crete and three video meetings with Savonia
UAS to define the context, goals, participants, timeline and agenda for the meeting. The INTO tool was used in the
idea generation to the CNH canvas before workshop, and their multicriteria evaluation after workshop. INTO
results (draft Canvases) were discussed to finalize the CNH canvases.

5.3.3 Goal of the process

Goal was to elaborate three CNH Canvases. Three canvases were drafted on the model actions before the
workshop.

5.3.4 List of selected model actions for the BM process

Table 19. Model actions selected.

RM7-2 provide opportunities for all ages and abilities to experience, participate and work in the arts within a
predominantly rural context

RM5-2 capacity building activities: training to migrants and residents related with organic farming, arts, built
heritage restoration

RM2-3 create a set of guided tours or organized travels, tailored for different targets

RM1-7 foster training and employment: school workshops and internships
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RM6-2 educational programmes and guided tours, specifically tailored for migrants to make them aware of the
CNH of the territory

RM3-1 support local farmers and producers in innovation projects

RM11-2 | design a framework for integrated management

RM8-2 promote and support local traditional activities

RM4-5 define an action plan for the communication of the biodiversity of the area

RM7-7 collaborate with other theatres, art centres, art programmers, in the area to provide a join up cultural
offer

RM9-2 develop interactive exhibitions to attract a broader audience

5.3.5 Organisation of the workshop

The workshop was organised 18 of November with 13 participants. The workshop venue was the rural
Regeneration Hub Lorch. Target group was visitors of the Geopark, institutions, partners who have close contact
to visitors, and municipalities. Also, UNESCO participant was present at the workshop, 1 hr was used to brainstrom
ideas, and 2 hrs to evaluate them. Three INTO environments were prepared by Savonia beforehand and evaluation
instructions were provided.

Agenda of the event

o Short Introduction to Ruritage, the business model workshop and the action plan
o Explanation of the three actions and pilot projects
. Active part where participants discuss and add new ideas to the CNH Canvases
. Demonstration of the INTO-Tool and the evaluation process
. Conclusion and outlook for future meetings
\ . r ! |
|

RURITAGE® - N

Figure 6. Business model workshop at Geo-N.
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I

Figure 7. CNH Can\}as brainstorming at Geo-N.

5.3.6 Results (CNH Canvases), next steps, recommendations (to replicate the
solutions), feedback

A lot of participants wanted to recreate previous activities from other stakeholders within their own
territory while putting a focus on migrants

There was a focus on educational projects, workshops with natural materials and the exchange of
everyday knowledge such as cooking recipes and fairy tales between inhabitants and migrants.

It is important to include migrants in existing structures and give them the opportunity to experience
local culture, rather than segregating them in a new activity, which is not sustainably integrated in the
existing framework of partners.

Feedback on the CNH Canvas usefulness and fit in the local process and workshop>
Participants struggled in the first place to grasp the meaning of all different fields (such as cost
structure, needs, governance) and needed some intense introduction.

Participants were unsure where to put their ideas, because they covered more than one field
Participants understood, that for the action to succeed, all aspects of the canvas had to be
recognized.
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tion of ideas to canvas by the core index. 1 Fiihrungen und Bildungsprogramme,

um insbesondere Migranten das Natur- und Kulturerbe der Region nahe zu bringen (Geo-N).

ioritiza

Table 20. INTO results. Pr
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Table 21. Into results. Prioritization of ideas by the core index. 2 Optionen schaffen, Zielgruppen jeden Alters die

Teilnahme und die Erfahrung zu ermoglichen, mit Kunst im landlichen Raum zu arbeiten (Geo-N)
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tion of ideas to canvas by the core index. 3 Unterstitzung von Training und
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Table 22.INTO results. Pr
Beschaftigung (Geo-N).
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5.4 Arts & Festivals (R4): Kulturno Izobrazevalno Drustvo KIBLA

KU |-_r°tu r “IBI-A Openness and Collaboration

MULTIMEDIISHI CENTER

5.4.1 Overall Description

Negova is a village in the hills in the west part of the municipality of Gornja Radgona, which is located at the north
eastern part of Slovenia namely at the area of S¢avnica valley and at the wine-growing area of the Radgona hills.
It borders neighbouring Austria along the Mura River and on the other borders with municipalities of Apace,
Radenci, Sveti Jurij ob S¢avnici, Cerkvenjak, Benedikt, Sveta Ana in Sveta Trojica v Slovenskih goricah. It measures
75 km? and is part of the Pomurska statistical region. The municipality of Gornja Radgona covers 30 settlements,
where, according to the available data for 2016, a total of 8,471 persons live. The mean age of people in Gornja
Radgona is 44 years, which is higher than the national average (42.6). The municipality is known for fairs,
viticulture and Gornja Radgona sparkling wine.

The Negova Castle, wehere meetings will be hosted, has supposedly developed from the wooden shooting manor
which was set here as early as the 11'" or 12 century. It was first mentioned in 1425 as Vest Egaw. Negova Castle
consists of three parts. The old castle originates from the 2™ half of the 14" century. The new castle, built in 1615
is the second part, and Pristava, which was used as an outbuilding, the third part. The total net floor area of all
buildings is 4839.35 m2. The Negova Castle area has been declared a cultural monument of national importance.
Since 2014, the Negova Castle has been the domicile of the Photographic Federation of Slovenia which organises
exhibitions of well-established Slovene and foreign masters of photography within the project “Fotograd”. The
Negova Castle encompasses a complex of buildings representing an architectural, tourist and business whole
suitable for business meetings, educational activities, events and organisation of celebrations and weddings. The
complex of buildings also includes a rich herbal park. The Manor House hosts a Tourist Information Centre. The
surrounding area of Negova is rich with mineral springs — natural mineral water and ponds. The Negova Regional
Park and the Negova Lake are protected as a regional park, and its surroundings are well known for their natural
and cultural values.

5.4.2 Process description.

The process started at the end of May, 2019, in a business model training event at Crete, and ended in November,
2019. The process involved 3 video meetings with Savonia to design the context, participants, goals and
organisation. Savonia also participated into the business model workshop, 27 of September at the Negova Castle.
The workshop participants brainstormed 86 ideas which were evaluated by the INTO tool against four evaluation
criteria. The results were given as a draft CNH Canvas.

5.4.3 Goal of the process

Kibla and Kultprotur set as gold to, firstly to draft four CNH Canvases, and, secondly, to elaborate one CNH Canvas
in a business model process applying the INTO tool.
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5.4.4 List of selected model actions for the BM process

Table 23. Model actions Kibla.

TAGE®

Heritage for Rural Regeneration

RM2-1 Improve services: eco-mobility, Wi-Fi connection, tourism services, signals, maps, radio...

RM8-1 Creation of a set of tourists packs, composed by FOOD related activities (i.e. he "Middle Age
Menus"), ART (i.e. Middle Age poetry performance), NATURALISTIC Activities, etc.

RM4.10 Design a calendar of each fair of folk heritage and festivals and fairs to promote tourism.

RM7.7 Collaborate with other theatres, arts centres arts programmers in the area to provide a

joined up cultural offer

5.4.5 Organisation of the workshop

The workshop was organised at Negova Castle and it gathered around 15 participantes presenting different
interest groups.

5.4.6 Results (CNH Canvases), next steps, recommendations (to replicate the

solutions), feedback

Three CNH Canvases were drafted. Ideas to one CNH Canvas (RM 2-1) were brainstormed at the workshop, and
the canvas was evaluated with the INTO tool after the workshop. 8 evaluators made the evaluation against the
four criteria, environmental, social and economical sustainability and feasibility. The draft Canvas mas made but

the final result in English was not available for this report.
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Table 24. RM 2-1. Improve services: eco-mobility, Wi-Fi connection, tourism services, signals, maps, radio...

INFRASTRUCTURE & RESOURCES

VALUE PROPOSITION

CREATING VALUE

Key Resources Key Partners

Negova Castle Ministry of
Culture, Gornja
Radgona
Municipality,
stakeholders, local
community,
companies

Governance

Kultprotur

Needs & Opportunities

Social Value: involve local
community and region and state
into complementary activities of
making the Castle as an
extraordinary cultural asset.
Economical Value: cultural
heritage, touristic packages,
handcrafts and applied art, local
food and products, cultural and
educational activities,
investments in program and
infrastructure.

Environmental Value: attractive
site and surrounding, natural
park, beautiful landscape, lakes
and water springs, bioenergy
points, forests and meadows,
Feasibility: cooperation
between key partners and
economical sector and
development policies of the
region, state and EU.

Key Activities

- establish
broadband Wi-Fi
connection in the
site

- design eco tourist
packages

- promote eco-
mobility

- enhance public
transport to urban
centers

- make a map of
the area's
interesting, special
points, handicrafts,
agrotourisms,
restaurants,
vacancies...

- create
applications for
mobile devices

Beneficiaries
employees

- guests

- tourists

- villagers

- area inhabitants
- citizens and
wider population
(EU+)

Relationships & Channels
- state (government, Ministry of Culture)
- municipality (Gornja Radgona)

- region (Stajerska)

- cultural organisations and institutions
- artists and artists associations

- tourist organisations

- partners

- associations, networks and project

consortiums
- stakeholders

Cost Structure
Wi-Fi connection:
2.000 eur

tourism services:
5.000 eur

maps: 3.000 eur
apps: 10.000 eur
media; 5.000 eur
eco-mobility: 5.000
eur

EU

Visitors
Travelers

Artists

Companies

Connoisseurs

Capturing Value

Ministry of Culture
Municipality of Gornja Radgona

Entrepreneurs

FINANCIAL MODEL /INVESTMENT STRATEGY
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Figures 8-10. Busines model workshop at the Negova Castle, Slovenia.
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Table 26. Draft CNH Canvas on RM 7-7. Collaborate with other theatres, arts centres arts programmers in the

area to provide a joined up cultural offer

INFRASTRUCTURE & RESOURCES

VALUE PROPOSITION

CREATING VALUE

Key Resources
Castle, site, area,
surrounding

Key Partners
Ministry of Culture,
Gornja Radgona
Municipality,
stakeholders, local
community,
theatres, arts centers
arts programmers in
the area,
international
partners

Governance
Kultprotur

Needs & Opportunities

Needs: technical equipment, stages
Opportunities: cultural destination,
festival venue, artistic point,
attractive program, guests, visitors,
jobs

- Social Value: involve local
community and region and state
into complementary activities of
making the Castle as an
extraordinary cultural asset.
Economical Value: cultural heritage,
touristic packages, handcrafts and
applied art, local food and products,
cultural and educational activities,
investments in program and
infrastructure. Environmental Value:
attractive site and surrounding,
natural park, beautiful landscape,
lakes and water springs, bioenergy
points, forests and meadows,
Feasibility: cooperation between key
partners and economical sector and
development policies of the region,
state and EU. 70.000 EUR

Key Activities

- initiate various pilot
art programs - invite
theatres, arts centres
arts programmers
from the area to
collaborate - design
special common
programs for the
castle - prepare
spaces inside and
outside to be venues
- prepare art
workshops and
educational courses -
make special art &
heritage packages
including local
products and food -
establish art &
culture festivals -
organise meetings,
symposiums of art
and culture
professionals

Beneficiaries

- employees - guests
- tourists - villagers -
area inhabitants -
citizens and wider
population (EU+)

Relationships & Channels

- state (government, Ministry of Culture) -
municipality (Gornja Radgona) - region
(Stajerska) - cultural organisations and
institutions - artists and artists associations -
tourist organisations - partners -
associations, networks and project
consortiums - stakeholders

Cost Structure

Musical program: 15.000 eur
Theatre program: 20.000 eur

Visual arts program: 10.000 eur

Audio-visual production: 5.000 eur
Marketing and promotion: 5.000 eur
Technical equipment: 10.000 eur

Material costs: 5.000 eur

Capturing Value

visible and attractive castle and area - appropriate infrastructure - indoor and
outdoor venues - attractive events and festivals - workshops, symposiums, meetings
- tradition - nature and landscape - unique historical settlement - peaceful location

for artistic creation

TAGE®

Heritage for Rural Regeneration

FINANCIAL MODEL /INVESTMENT STRATEGY
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Table 27. RM 8-1. Draft CNH Canvas on Creation of a set of tourists packs, composed by FOOD related activities
(i.e. he "Middle Age Menus"), ART (i.e. Middle Age poetry performance), NATURALISTIC Activities, etc.

INFRASTRUCTURE & RESOURCES

VALUE PROPOSITION

CREATING VALUE

Key Resources
Castle, site, area,
surrounding

Key Partners
Ministry of Culture,
Gornja Radgona
Municipality,
stakeholders, local
community, farmers,
local food producers,

Needs & Opportunities

Needs: Operational Permit,
Restaurant utensils Opportunities:
culinary destination, guests, visitors,

culinary program, jobs

Key Activities

- creating FOOD
program - design
special kitchen
accessories - creating
NATURE program -
organise visits to

Beneficiaries

- employees - guests
/ tourists - villagers -
area inhabitants -
citizens and wider
population (EU+)

handicrafts

attractive natural
sights - prepare

Governance
Kultprotur

culinary and art
workshops - make
culinary packages -
promote local food
and food products -
offer excellent local
products in the castle
shop - organise visits
to local food- and
winemakers and
agrotourisms,
handicrafts, best
restaurants
Relationships & Channels

state (government, Ministry of Culture)

- municipality (Gornja Radgona) - region
(Stajerska) - cultural organisations and
institutions - artists and artists associations -
tourist organisations - partners - associations,
networks and project consortiums -
stakeholders

Cost Structure

FOOD program: 10.000 eur

NATURE program: 10.000 eur

FOOD and NATURE festival: 10.000 eur
Trainings and workshops: 5.000 eur
Marketing and promotion: 5.000 eur
Apps: 10.000 eur

Restaurant utensils: 10.000 eur
Material costs: 5.000 eur

Capturing Value

- visible and attractive castle and variegated area - appropriate infrastructure - indoor
and outdoor venues - attractive FOOD events - FOOD festivals using ingredients from
the area - local chefs - workshops, symposiums, meetings - tradition - nature and
landscape - unique historical settlement

FINANCIAL MODEL /INVESTMENT STRATEGY
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5.5 Resilience (R5): Comune di Appignano del Tronto (CoApp)

) RESILIENCE @l

A Little Community Fighting for Being More Resilient
and Competitive

5.5.1 Overall Description

Appignano del Tronto is characterized by the presence of dip slope rolling hills and light blue anti-dip slope rocky
badlands which represent two sides of the same coin. This natural landscape has been shaped by three torrential
rivers, “Chifente”, “Pioppo” and “Volubile”, which create scenery whose beauty is invaluable. They represent an
eternal fight between the hydrogeological fragility and the beauty of the landscape.

This territory has a rural vocation. By cultivating the land, farmers can get excellent cereals and grapes, high quality
olive oils, PDO olives, organic vegetable and fruit thanks to the tempered climate of central Italy. The sweet slopes
host ovine, bovine and caprine animals that grow up in the open air, eat organic food and breathe clean air.

There are no industrial areas nearby, but you can find small agricultural businesses (various mills, dairies, wine
cellars, organic and typical bakeries) and craft firms (manufacturing industries producing ceramic, laces, bobbins,
embroidered jewels, etc.) which benefit from their own experience and look forward using new technologies at
the same time.

Furthermore, Appignano del Tronto is proud of an ancient culture of producing and setting up firework shows and
a traditional music band, made up of different musician generations. In one of its main districts, whose name is
“Valle Orta”, you can find a historical building complex, constructed by a local religious woman, Mother Maria
Giacobetti. Nowadays this church is a place of pilgrimage and the building is used to host political refugees. The
historical centre of the town, dating back to the Middle Ages, has been seriously damaged by the seismic crisis,
which started on 24th August 2016.

At the moment, almost 50% of the houses in the historical heart of the town were condemned and traffic is
partially interrupted. The priceless monumental churches were both badly damaged in its structure and
decorations (frescos, paintings...) and so condemned. Local people are psychologically affected to these assets.
They are worried about future conditions. Now it is fundamental to fix buildings, but it is also necessary to feel the
sense of belonging to a community.

The HUB will be situated in a building belonging to the historic centre, in the north-west part of the town. This was
a nursery school, partially renovated and subsequently converted into an auditorium. It represents a happy stage
of the existence for local people. It means lightheartedness, friendship and education for them. It is a symbol of
resilience, a place to set a basis to restart, even after a disaster. The facility has got a priceless cultural value in our
grandparents, parents and sons’ minds.
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5.5.2 Process description

The business model process started at the end of May in Crete with a first bilateral meeting with Savonia, and
followed by two videomeetings to design the process, goals and methods according to the guideline. One CNH
canvas was drafted before the workshop. Ideas both from the draft and the workshop were combined and added
to the evaluation environment at Into.savonia.fi. Evaluation was made in two weeks after the workshop.
Evaluation was quite comprehensive — 15 evaluators evaluated the ideas against four evaluation criteria. The
results were analysed by using the portfolio analysis and as result CNH Canvas was given presenting the best ideas
in a prioritized list in the CNH canvas.

5.5.3 Goal of the process

The goal was to elaborate one strategic CNH canvas, promoting business, social cohesion and resilience at the
region.

5.5.4 List of selected model actions for the BM process

5.5.5 Organisation of the workshop

The workshop was organised 14 of September, 2019 at Appignano del Tronto and having 14 participantes from
different interest groups: cultural associations, farms/companies, public-body, scientific partners, and other
local participants.

Agenda of the meeting :

16h30m 1st Introduction: Ruritage State of the art: Antonella d’Angelo (CoApp)

16h45m 2nd Introduction: Ruritage State of the art at Appignano del Tronto + Business Model Workshop rules:
Gianluca Vagnarelli PM (CoApp) and Tuomo Eskelinen (Savonia University)

17h15m Business Model Workshop18h30m Evaluation of the actions through INTO-Tool

19h Final discussion and buffet

20h End of Business Model Workshop
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Figures 11-13. Business model workshop at Appignano del Tronto.
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5.5.6 Results (CNH Canvases), next steps, recommendations (to replicate the
solutions), feedback

Table 28. Before the workshop drafted CNH Canvas at Appignano del Tronto

INFRASTRUCTURE & RESOURCES

VALUE PROPOSITION

CREATING VALUE

Key Resources

cultural resources: medieval
centre, historical churches,
historical buildings, intangible
heritage;

natural resources: calanchi
(Badlands), rolling hills, Adriatic
Sea, Appennini mountains;
other resources: local food,
wine, local traditions and
handicraft;

financial resources: European
funds, regional funds, other
public investments,
foundations, business angels;
human resources: Ruritage
staff, Ruritage Rule models,
technical and scientific
expertise, volunteers, member
of local associations, local
entrepreneurs;

infrastructure: Ancona airport,
Ancona seaport, highway,
public transport, local roads,
Rural Heritage HUB;

Key Partners

Ruritage Rule
models;
Ruritage
Knowledge
facilitator
partners;
Ruritage
stakeholders;
Private investors;
Banks and
Foundations;
Local land
owners;

Public bodies
(Municipalities,
Marche Region,
GAL);

Local Associations
(Pro loco -
Frammenti-
Oratorio);
University of
Camerino,
regional
federation of
geologists, INGV

Governance
Model of governance:
1) scientific networking to improve community resilience;

2) Ethic path for developing social cohesion and inclusion;
3) association/foundation to boost private investments;

Needs & Opportunities

Cultural Value:

1) to enhance and promoting existing
tangible cultural attributes;

2) to rediscover Intangible Cultural
aspects;

3) to strengthen local identity and
awareness;

4) to establish international networks and
contacts;

5) to strength awareness about natural
disasters;

Economic values:

1) to boost private investments;

2) to promote entrepreneurship skills and
new businesses;

3) to support company
internationalization;

4) to enhance Micro and SME
competitiveness;

5) to generate new revenue;

6) to attract new tourists;

Social Value:

1) to strength resilience;

2) to enhance social cohesion;

3) to improve social inclusion;

4) to reduce depopulation, poverty and
unemployment;

Environmental values:
1)  tocreate new nature
walks;
2)  to promote the
typical landscape;
3) to promote new sustainable businesses;
4) to enhance sustainability as cross value;
5) to reduce the ecological footprint;
6) to support cruel free products;

Key Activities

training and
equipment to
improve
community
resilience;

Rural Heritage
HUB events;
co-creation
service-design
methodology;
training activities;
incentives for
increasing private
investments in
Appignano del
Tronto;

heritage
marketing and
storytelling;

Beneficiaries

citizens of Appignano
del Tronto;

local companies;
local cultural
associations;
tourists;

local products
customers;

civil society;
agriturismi;

Ruritage stakeholders;

Relationships & Channels

communicate through storytelling approach;
communicate through “Ruritage — Appignano del
Tronto” Facebook page;

communicate through Ruritage network

(newsletter ecc.);

to target audiences: tourists, investors,

customers;

Cost Structure

- personnel costs;

- marketing costs;

- governance cost;

- training;

- Rural Heritage HUB;

- a more safe and resilient community;
investments;
- new companies and entrepreneurs;

Capturing Value

- new sustainable and social responsible businesses;

level of local identity awareness;
- a more strong and cohesive community;

level of Cultural Heritage protection and promotion;

- anincreased in the level of effective communication and marketing strategy; - new services and

local products;

- economic

- new nature walks;
-anincreased in the

- anincreased in the

FINANCIAL MODEL /INVESTMENT STRATEGY
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Ideas from the participants were brainstormed at the workshop, after combining and analysing the ideas, a total
of 148 ideas were added to INTO tool for multicriteria evaluation. 15 evaluators evaluated the ideas in two weeks
after the workshop, resulting into 3186 evaluation grades. The evaluation was done in Italian language.

N F
Figure 14: Result from idea brainstorming to CNH Canvas, Appignano del Tronto

Prioritizion of the 148 ideas to CNH Canvas was made by using the core index. The final canvas will be done by
using the prioritization and discussion.

48



RURITAGE®

Heritage for Rural Regeneration

tion of 148 ideas by using the core index.
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CNH canvas in English was not available for this report.
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5.6 Landscape (R6): Integrated Management of Madra Geopark in Gediz-
Bakircay Basins

c$ LANDSCAPE i

e Demirtnerji  Bakircay Basin of lzmir

BUYUKSEHIR
BELEDIYESI

vy izmir. bel.tr

5.6.1 Overall description

R6 is located on the Bakircay Basin of lzmir which is fertile agricultural basin has been home historically to many
ancient civilizations including the world-famous historical heritage site of Pergamon. At the outskirts of this
heritage site, there stands Asklepion, as a healing centre of the ancient world where natural treatments like
sport, theatre and music were used for the first time. Project site covers Bergama, Dikili and Kinik district
municipalities. The main source of income is agriculture. The region’s agricultural products of particular fame are
for instance the grapes and the pine nuts from the highlands of Kozak, but the region is also an olive producing
area, one of the main agricultural outputs. The highlands offer spectacular forest and mountain tourism
opportunities with a wide variety of Cultural and Natural Heritage sites.

Firstly, Izmir Metropolitan Municipality has recently completed Gediz-Bakircay Basins Local Development
Strategy (2015-2016). The idea is to provide for local sustainable development with particular emphasis on
natural and cultural assets of the region. The Municipality has decided to implement key actions of this strategy
document as a model for local rural economic development in other districts under its jurisdiction. A geopark
proposal in the north has been accepted and placed in 2030 regional master plan development report. The
proposed Geopark site located on Madra Mountain, at the northern end of Izmir. This site has remarkable
geological features like magmatic bodies (granite) and tor topography (see map). The surrounding area includes
old mining works (ancient Pergamon gold mines).

Secondly, The region is rich with local food production but is weak in geographical certification and marketing.
Important agricultural products are red-black grapes peculiar to the region, pine nuts, olives and local honey.
The region and its natural endowments are seriously threatened by mining interests. Upgrading gastronomical
dimension of the tourism services of regions are also needed rapidly. Several developments are particularly
positive in this respect; Izmir’s acceptance into the ECF’s Eurovelo cycling tourism network, the newly planned
sea line between Dikili and Lesvos will all contribute to the enhancement of this tourism networks.

Another issue has been the declining incomes from pine fruit for the last several years, a major source of income
in the villages. Several attempts have been made to diversify this income via alternative agricultural production
and the Metropolitan Municipality has supported the rural population to diversify into honey production. This
diversification will be augmented by the development of agro-forestry products by the planting of different
species of locally known trees (liquerice) and berry bushes amenable to beekeeping, on the banks of the
Gocbeyli Pond/ lakelet. The beekeeping has been providing additional income for the village.

Another issue that the only living master of the manufacture of Pergamum parchment maker also lives in
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Bergama. Bergama is home to a lively cultural atmosphere with many festivals and happenings. Many local
artisanal traditions are alive in Bergama, local food and agricultural produce festivals are plentiful. Bergama has
a lively Roma population that keeps it musical tradition alive. Musical events around their typical musical style
are organized. Plans to develop this music tradition through the formation of a local orchestra are in place. Some
examples from the arts and crafts field in Bergama and environs can be seen below.

Finally, the physical location of the HUB is an old primary school building in the village Yukaribey. This ‘Village
Living Hub’ have been created via renovation of an old school building. Yukaribey is also home to an active local
tourism and and local rural development society which will have an important role supporting RURITAGE.
Included in the the Izmir Metropolitan Municipality rural development plan for Gediz-Bakircay regions is the
revival of the traditional “village hub” in a modern format, appropriately termed the “contemporary/modern
village hub”. These modern meeting places are envisaged to cover a large spectrum of cultural-economic-
marketing activities in the region.

5.6.2 Process description

The Business Model Canvas widely used in the business world have been tailored to CNH by Savonia has been a
very useful tool to think about the key elements of the potential or defined actions within the RURITAGE Project.
The Metropolitan Municipality invited the stakeholders that can support and share their experiences with their
businesses as well as to see how they can support the actions. The actions planned for the area can not be planned
as a business as we know it. There are a number of social factors that need to be overcome within the area. In a
business model the main idea is to make profit in order to ensure the continuity of the business. Although the
sustainability of the actions is one of the key aspects of the businesses in the landscape, food and arts & festivals
focus area for the Metropolitan Municipality is to find solutions to socio economic problems of the area while
uncover the historical and natural potential of the area.

All the model actions/best practices (Del 1.1, TEC) identified in the Role Models have been narrowed by the project
team to 24 actions. The pre-selected 24 Role Model actions have been discussed and evaluated within the
Participatory Workshop.

The weakness and needs that are within the baseline study done by Cartif also matches with the actions chosen.
The Business Model workshop was run within the city centre but not the RHH. Most of the stakeholders have
already joined other workshops during the course of the project. Other stakeholders were also informed about
the project and invited by phone calls.

1. Brief Presentation of RURITAGE project objectives at local level, role of stakeholders and benefits of

participation have been done explaining what have been done so far.

2. The purpose and structure of the Business Model Canvas was explained to participants.

3. Presentation of the BM workshop aims and dynamics as part of heritage-led regeneration planning
Thanks to Savonia for all the support and guidance before and during the workshop.

5.6.3 Goal of the process

The main goal of the RURITAGE project is to have a regeneration strategy, action plan and demonstration activities
in the end. Looking from the perspective of a Business Model Izmir team will be able to develop more self-
sufficient projects that might need a boost from the public in the beginning but can generate revenue to cover the
basic costs while increasing the income of the locals with new business opportunities, value added products and
services that can be offered.

This process will support to stakehlders to work for one integrated vision to ensure rural regeneration via cultural
and natural heritage of the region. This process also feeds collaboration in strategy development and participation
in business development.
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5.6.4 List of selected model actions for the BM process

Two stage selection. First list is generated as a result of participatory works. Before the workshop, the R6 project
team prioritize all role model actions depending on needs, challenges and potentials for regeneration of the area.
24 of 64 role model actions selected for assessment within the partipatory workshop. As a result of participants’
prioritization during the workshop, eight role model actions which are listed in Table 14, determined as best
practices for the area.

Table 30: Actions that were selected during the Participatory Workshop of R6

RM action SIA Name of action
RM3-1 Food Support local farmers and producers in innovation projects
RM3-3 Food Definition of marketing and communication strategies for the products

Promote the environmental sustainability of the agro-food production, packaging and
RM3-5 Food selling

RM4-10 Food Design a calendar of each fair of folk heritage and festivals to promote tourism

RM8-2 Arts&Festivals | Promote and support local traditional activities

Arts&Festivals | Enhance the narrative of the place and promote the discovering of the territory through
RM8-4 history

Promote joint actions (also through PPP) to enhance heritage resources and create an
RM12-1 Landscape internationally recognized brand

RM13-3 Landscape Local Economic and Community Plan developed for the region

Business model workshop actions are selected from this list by project team of R6. Due to the Landscape SIA has
strong relation with food and arts & festivals SIAs in the case of R6, business model canvas are developed for three
actions by participants for actions of food and arts & festivals SIAs which are also have significance for regeneration
of the site (Table 15).

Table 31: Actions of Business Model Workshop of R6

RM3.3 RM8.2 RM8.4
Definition of marketing and Promote and support Enhance the narrative of the place
communication strategies for local traditional and promote the discovering of
the products activities the territory through history

5.6.5 Organisation of the workshop

The organisation of business model workshop consist of pre-work on business canvas of selected actions,
invitation of related stakeholders, setting the workshop place and conducting workshop process which is
mentioned under the title 6.6.2. The workshop is held in the city center of Metropolitan Area of Izmir due to broad
participation request and accessibility options to the RHH in the Yukaribey Village. Variety of participants, 40 in
total, from universities, local municipalities, chambers of professional, private sector, associations and also
foundations provided valuable outputs in terms of potential collaborations and busines model.

Due to large proportion of stakeholder participation to workshop is confirmed, three different business model
canvas of different actions are prepared to work on within the workshop. Three business model canvas of different
actions are prepared before the business model workshop for supporting moderators to execute idea generation
process for each components of the business canvas. Especially the filled key actors component of the canvas are
used for identification of the participants who can collaborate for related actions which is also used for participant
invitations. Experiences of stakeholders enriched the canvases during the workshop. Ideas that are generated
under components of business model canvases are collected however evaluation of the ideas realized after the
workshop by the participants.
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Potential business models that are related with choosen actions (Table 4) are discussed within three seperate
tables. Each table had different action and at least 13 participants who are collaborated in filling components of
the busines model canvas. After each canvases are filled, roll-up session is organized to discuss all developed
business models and ideas are collected and added. Evaluation results are extracted from INTO tool of Savonia
University Applied Science.

5.6.6 Results (CNH Canvases), next steps, recommandations (to replicate the
solutions), feedback

A total of 47 participants participated into the business models workshop, representing 2 people from
universities, 6 people from individual stakeholder, 5 people from local and regional government institutions,
1 people from public service provider companies, 9 people from associations and professional chambers, 18
people from metropolitan municipality, 3 people from DEM, and 3 people from IZTECH. In addition to our
official stakeholders, different organizations working on the related to the topics were invited to the workshop.
The number of participants was quite high. Therefore, the participants worked on 3 different canvas at 3 different
tables. The participants were grouped according to the canvas subjects to be discussed. In this way, it is aimed to
create an efficient discussion environment according to the fields of interest. There was a lot of discussion on all
three tables. Many important ideas emerged for the implementation of the actions. Participants especially pointed
out very important addresses for key partners and key resources. The canvas model was a very efficient way to
enrich the content of the action and to discuss it in all its aspects. The Into Tool was not used after the workshop
to evaluate one CNH Canvas.

The diversity of the participants and their active participation in the activities enabled to obtain productive outputs
from the workshop. The feedback of the participants was generally positive.

However, it was observed that the participants had low beliefs about whether the ideas developed would be
implemented or not. This is undoubtedly a reflection of the failed participatory processes experienced outside the
Ruritage Project. This situation puts pressure on the concretization and implementation of the ideas developed.

Three business model canvases are developed in relation with three model actions that are mentioned above.
Developed canvases are given under Annex |. Cultural and agricultural assets of the region taken into account in
terms of brand creation and definition of marketing and communication strategies for products of the region in
the scope of RM3.3 “Identification of marketing and communication strategies for the products” business model
canvas.

Besides agricultural production, local products and geographical indication, unique geological features of site bring
landscape and food-oriented strategies forefront. Producer cooperatives and local entrepreneurs especially
women of the region seen as key actors in this action. Key activities mainly focused on providing research-based
solution development for fertile soils, food production to marketing processes of the products and livestock to
pasture management. Marketing tools and researches on product and service development and production are
the main areas that cost structures have to be developed. It is aimed that through improvement of agricultural
and animal husbandry activities and protection and sustainability of cultural heritage, increase in income and
welfare of local people would be ensured.
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Figure 15: The workshop gathered 40 participants who brainstormed three action canvases in three separated
tables.

Business model that is developed in the scope of RM8.2 “Promote and support local traditional activities” builds
a relation between local products and touristic activities, especially for local foods. From this point, support in
organic production and ensure quality management for the products are mentioned as needs of the site. To
extension of crafts is connected with innovative design and contemporary art and object design. Apart from
agricultural products, collection of the story of the traditions is mentioned as another important need to enable
effective and more extensive promotion.

Inventory of features and cultural assets of rural settlements, risk mapping for cultural heritage, promotion of the
site within the existing international congress and using photograph safari to increase the visibility of the
settlements in the area are the some of the key activities to be realized in order to implementation of developed
business model. To realize this promotion activities, local cooperatives, culture, art and education foundations,
chambers of professionals, local represents of central governments and local municipalities are identified to
realized such kind of activities. And last business model canvas is developed for RM8.4 ‘Enhance the narrative of
the place and promote the discovering of the territory through history’ action. Ideas that are generated for
identification of marketing and communication strategies for the products are evaluated within INTO tool of
Savonia. Ideas that are generated during the business model workshop are prioritised by the participants after the
workshop with using INTO tool of Savonia. As a result of this evaluation, tailored business model canvas is
developed to identify marketing and communication strategies of the local products (Tables 16-.

Unique geological futures of the site and fertile agricultural lands are evaluated as main resources of the marketing
and communication strategies of the region. Producer cooperatives are seen as main actor to realize this business
development action. Universities are coming fore front also with their research support in strategy development
so establishing a research center is evaluated as an important activity that will be implemented for realization of
the action to achieve regeneration target of the rural settlements and communities. Establishment of an
institutional structure that will ensure the organization of activities and assume responsibilities has significance to
manage governance of the process.
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Table 33. Tailored business model canvas for identification of marketing and communication strategies for the
products. Ideas are evaluated with INTO tool and prioritized with core index.

Key Resources

Key partners

Needs & opportunities

Key activities

Beneficiaries

1. Unique features of
site’s geology

2. Presence of mineral
soil

3. Beekeping

4. Agricultural products
of the localities
(cotton, tomatoes,
olives, grapes,
sunflowers)

5. Local foods
(c1girtma, kalldr,
bergama meatball,
bergama cheese)

6. Pasture presence and
livestock

7. Pine nuts

8. Winemaking

1. Producer
cooperatives

2. Universities

3. Local municipalities
4. Local entrepreneurs
(especially women in
home boarding)

5. Local people

6. Private sector, local
entrepreneurs

7. Chambers of
Commerce

Governance

assume responsibility

1. Establishment of an institutional structure that
will ensure the organization of activities and

2. Establishing a feedback mechanism for
monitoring the developments

1. Promote of Bergama
cotton production and
processing

2. Improvement of

pasture and herd breeding

3. Improvement of
beekeeping activities
4. Presence of

geographical indication for

certain products
5. Promotion and
branding on an

international and national

scale
6. Solutions to low

productivity of products

7. Improvement in
production costs

1. Establishment of a
research center

2. Promoting and
ensuring agricultural
production in fertile
soils

3. Establishment of
pasture management
association

4. Encouraging and
supporting
cooperatives

5. Organizing
awareness rising and
training activities for
local people

6. Development of
promotional
organizations along
with storytelling and
branding activities.
7. Establishment of
crop processing and
seed production
facilities

8. Establishing the
relationship between
artisanal activities and
local food

1. Local people
2. Producers
3. Local business

4. Non-governmental
organizations

5. Local municipalities
6. Universities and

7. End consumers
(citizens, tourists,

8. Universities and

Relationships & channels

1. Local and national media channels

2. Social media

3. National and international festivals and fairs
4. Workshops, workshops, periodic meetings
5. International cooperation, communication

network

Cost structure

Capturing value

1. Developing cost structure for marketing tools
2. Development of cost structure for researches on
product and service development and production

1. Protection and sustainability of cultural heritage
2. Increasing the income and welfare of local people

3. Improvement of agricultural and animal husbandry activities
4. Preventing internal migration and ensuring that the young population stays in

the field to participate in production

Other business model canvases that are generated during the business model workshop are given in (Tables 32-

33).
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Table 34. Developed busines model canvas for RM8.2 action during the workshop of R6

Key Resources

Key partners

Needs & opportunities

- Wine production
- Parchment
production

- Carpets and
Kozak rugs with
local patterns

- Wood carving
(woodman culture)
- Basketry

- Local agriculture /
livestock activities
and ancient
production
knowledge
(tomato
production and
drying, viticulture,
long fiber cotton
production, citrus
production, cheese
production, okra,
sunflower, etc.)

- Pine nuts
production

- Pine nuts halva

- Local people

- Fine Arts, Communication,
Business, Graphics and Chemistry
departments of universities

- Turk Egitim Vakfi (education
foundation)

- Ege GCagdas Egitim Vakfi (education
foundation)

- Bergama Village Cooperative

- Kozak Tourism Cooperative

- Bisuder

- 6*6*6 Rota Calismalari Grubu

- Tema izmir

- Ege Orman Vakfi

- izmir Dagcllik il Temsilciligi

- Atolye Deneme — Sanat ve Ekolojik
Calismalar Dernegi

- Cekirdek izmir Permakdiltiir
Kolektifi

- Bergama Berlin Film Festivali
Organizasyonu

- IBSB Sosyal Projeler Dairesi
Baskanligi

- BERKSAV

- Slow Food Hareketi

- DEPO Bergama

- Bergama Amator Fotograf Sanatlari
Dernegi

- iige Milli Egitim Mudarlikleri

- Halk Egitim Merkezi Mudirlikleri
- Genglik il ve ilce Muddrlikleri

- izmir Turist Rehberleri Odasi

- TURSAB izmir Bélge Mudurltgi

- IZTAV (izmir Turizm Tanitma Vakfi)
- EBSO (Ege Bolgesi Sanayi Odasi)

- BERTO (Bergama Ticaret Odasi)

- Herkes igin Mimarlik Dernegi

- Kinik ve Bergama Organize Sanayi
Bolgeleri

- Agro-tourism within the scope of local agriculture and animal husbandry
activities to experience, promotion, generation of products’ story

- Determination of land suitable for organic agriculture and revitalization,
maintenance and training of organic / traditional / regional / nature friendly /
ancient agriculture activities in these areas

- Opening of organic-local agricultural products markets

- Increasing organic wine production and introducing to market

- Introducing traditional pine nuts halva within the scope of gastronomy
tourism and finding innovative usage areas for pine nuts

- Encouraging local people to use local agricultural products in touristic
activities.

- Arrangement of nature walks in natural heritage areas, determination of
trails, establishment of scouting branches for children

- Conservation of historical and traditional architectural pattern of
settlements

- List of subjects that can be documented and photo safari

- Researching the history of parchment production, training about its
production method, disseminating it and adding it to today's cultural heritage
list

- Establish international cooperation to promote local musical heritage

- Transfer of local weaving patterns and techniques to contemporary object
designs

- presentation story of traditions

- Extension of basket production, provision of natural raw materials,
development of innovative basket designs

- Introducing certain cultural heritage values with symbolic value of the
region

- infrastructure improvements for in case of increase in no. of visitors
according to promotion

- Establishment of an entrepreneurial ecosystem for local, traditional events
- Identifying the cultural products and activities for branding

- Establishing quality management for each product to have marketing value
- Investigation of the effects of quarries, coal mining and thermal power plant
which are thought to negatively affect local products such as pine nuts.

Governance

Key activities Relationships & channels

- UNIVERSIAD Model

- Integrated Basin Management Plan

- Tourism Master Plan of the Bakircay Basin

- Bakircay Culture — Art Agency

- Establishment of networked business models for cultural
heritage and assets of the region

- social media

- Benefiting from social media channels of
international institutions such as UNESCO

- local media channels (radio and newspapers)
-multi-language web site

- web site of izmir Metropolitan Municipality
- billboards of metro and railway of the city

- influencers of social media

- international organizations

- activities of iZTAV (izmir Tourism Promotion
Foundation)

Cost structure

Beneficiaries Capturing value

- National / international funding sources, project writing

and management for grant programs

- Performing a detailed business model feasibility with
subheadings

- Cultural funds of Ministry of Culture

- Resources of Pergamon Organized Industrial Zone
(transfer resources to local events)

- Rural Development, prevention of migration
(especially youngers), diversity in production,
environmental awareness rising, academic
knowledge generation, improvement of
women's social position, improvement of the
entrepreneurship ecosystem, protection of
abstract / tangible cultural assets, ensuring
asset- based development

- Women, Young people,
Children, Elderly, People of
Izmir, Employees, Regional
Craftsmen, Disabled
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Table 35. Developed busines model canvas for RM8.4 action during the workshop of R6

Key Resources

Key partners

Needs &
opportunities

Key activities

Beneficiaries

- Academic studies
about the region

- Myths of Bergama
(Eylip Eris)

- From the eyes of
travelers,
Pergamum (ilhan
PINAR)

- Flora and fauna
assets of the region
- Coast Guard

- Resources and
persons for social
movements related
to Gold Mine and
Allanoi

- University
departments
related to Folklore
- Prof Dr Hayriye
OZEN (Ekonomi
University)

- Ahmet YARAS
(Allanoi)

- Craftsmen

- Ecology
Association

- Attalos
Association
founded by those
who left Bergama in
Athens

- archaeological and | - Asia Minor

recent history Research Center

studies (Osman (Athens)

Bayatli) - Local History

- Memory of elderly | Researcher

population UGUROL BARLAS

- craftsmen - Elderly population
in the region

Governance

Municipality (1ZM)

Association

- design projects to realize key activities
under the coordination of the unit to be
established by Izmir Metropolitan

Participation with; universities, IZM, district
municipalities, mukhtars, Bergama
Chamber of Commerce, BERKSAV, Local
Associations, Provincial and District Culture
and Tourism Directorates, Bergama
Museum, Presidency of Excavation, Public
Education Centers, Emre Senan Design
Foundation, Regional Tourism
Cooperatives, Pergamon Lovers Tourism

- Compilation of
stories about recent
religious, social and
commercial
structures.

- The potential of the
elderly population in
the region is
important for telling
the story of the
region

- Mythological stories
related to the ancient
period

- Recording of stories
about refugees
wishing to move to
Europe

- Creating a museum
on exchange
(population
movements especially
in Dikili and Bergama)
- Recording of
relevant stories about
the exchange period
in the region.

- stories about local
traditional craft
branches

- stories of
geothermal
formations

- Narratives about
ecological social
movements in the
region.

- Village visits and
meetings can be
held at Village
Cafes.

- Observation and
information
gathering studies in
rural areas

- Video shootings
and interviews

- Contribute to the
promotion of local
stories through the
application of
visualization
techniques

- Creating a
museum on
exchange
(population
movement
between Turkish
and other
nationalities)

- Tourism Agencies
- Village Tourism
Cooperatives

- Local People

- Transportation
providers

- Artisans and
businesses in the
region

Relationships & channels

- Social media

- Social media influencers (Cem

SEYMEN)

- national and local press

- Thematic web site

Cost structure

Capturing value

- Tourism agencies

- From the support and grants of
organizations such as World Bank and
Development Agency

- 1ZM and district municipalities funds

- Funds from Culture and Tourism Ministry

- Nature conservation and environmental awareness
- Develop the sense of belonging of the local people.
- Contribute to the development of awareness about cultural

heritage.

- Improving the quality of life of local people.
- Increase the income level of the region

- Contribute to increasing the awareness of the region.
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Figure 16. The workshop gathered about 40 participants who brainstormed three action canvases in three
separate tables. INTO evaluation took place in 1-3 weeks after the workshop.
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6. Feedback, lessons learnt

e Business model processes and workshop were organized successfully at all 6 Replicators, resulting
into 17 draft CNH canvases, and 13 of them were evaluated with the INTO tool resulting into CNH
Canvases were the ideas have been prioritized.

e All Replicators used the INTO tool to evaluate between 1-4 CNH Canvases. The evaluation criteria
were the same in all evaluations: environmental, social, economical sustainability, and feasibility.
These criteria were selected beforehand by taking the most crucial criteria for the Ruritage project
and rural regeneration. The prioritization in the CNH canvases reflects the evaluations against the
chosen criteria and thus produce value added on the rural regeneration.

e The evaluations of draft CNH canvases in all cases were done carefully by a total of 132 evaluators
and 15925 individual evaluations on ideas against the selected criteria. Most workshops focused on
the brainstorming of ideas, and the evaluations were done after the workshop, but also during the
workshop (Norway).

e Both creation of ideas locally, and their evaluations is an important contribution from the local
participants to the business model process. In one case (Austria) also the number of verbal
evaluations was considerably high, which helps in the further development of the business models.

e Creation and finalization of CNH Canvases requires more time than was planned. Further work is
needed to develop and complete the CNH Canvases.

Table 36. Summary on the CNH Canvas processes in 6 Replicators.

Replicator Nr. of CNH Nr. of CNH Canvases | Idea count Nr. of Nr. individual Nr. of
Canvases evaluated/prioritized evaluators | evaluations on | development
drafted with INTO tool ideas comments on

ideas

ARGE GEOPARK | 4 4 27,39, 24, 13,12,8,12 | 1190,1684, 28,46, 24,17

30 684,1320

MAGMA 3 3 34,26,49 4,8,9 347,470,1364 0,12,7

GEOPARK

GEO-N 3 3 32,17,18 12,12,12 1405,747,794 16,11,12

GEOPARK

KULTPROTUR- 3 1 86 8 1350 0

KIBLA

COAPP 1 1 148 15 3186 4

MADRA 3 1 54 7 1384 2

GEOPARK

Total 17 13 584 132 15925 179
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Conclusions

The INTO tool was successfully used for the multicriteria evaluation of CNH canvases in all
Replicators. It provided quantitative data on the process, such as idea lists, comments on ideas,
numbers of evaluations on ideas, and core index, which was used to prioritize and select best ideas
for each business model. Hundreds of ideas were brainstormed in the business model workshops.
Multicriteria evaluation of the ideas was done with the INTO tool. The prioritization of ideas support
the selection of ideas to the core business models.

Local participants contribution was quite remarkable: 584 ideas were evaluated online by 132
evaluators with over 15000 multicriteria evaluations, showing great interest, commitment and
participation.

The prioritization in the CNH canvases reflects the evaluations against the chosen criteria:
environmental, social, economical sustainability, and feasibility and thus produce value added in the
context of rural regeneration.

The CNH Canvas framework proved to be useful and successful tool to identify essential elements of
business model on model actions which are aimed to be replicable solutions in the regions. Also the
feedback from the Replicators was good.

Further discussion and development and testing of the business models will be needed on the value
proposition, needs and opportunities, key activities, key resources, financing model etc.. The work
done, the CNH canvases and prioritization of ideas gives good starting point for further development.
The business model process and workshops provided good opportunities for co-creation and learning.
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Table 1: Abbreviations

BM

BMC

CNH

INTO

MCDS

RHH

RM

SIA

Business Model

Business Model Canvas
Cultural and Natural Heritage
INTO tool at into.savonia.fi
Multi-criteria decision support
Replicator

Rural Heritage Hub

Role Model

Systemic Innovation Area

RURITAGE®

Heritage for Rural Regeneration
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Objective
o General Objective

Following the Participatory Workshop, the Business Models Workshop is the next stepping stone in the co-
development of heritage-led regeneration strategies for Replicators. The task aims to develop replicable and up-
scalable participative business models for the various actions to be implemented in the Replicators’ territory that
may be developed in a viable and sustainable way.

Using an innovative business model framework, stakeholders will be supported in developing tailored
opportunities and initiatives within the six Replicators, with specific recommendations to replicate and tailor the
actions identified in the Role Models.

Using the Business Canvas approach applied to CNH, this process is informed by the data gathering in the
RURITAGE project, the Model Actions and the Lessons Learnt from the Role Models and from active engagement
with the Replicators so that innovative business models and financial strategies can be defined for each scenario.
The Canvas Business Models (Del 3.3) will then feed into the next related tasks - heritage-led regeneration plans,
strategies and demonstration projects.

Approach

During RURITAGE the model actions/best practices (Del 1.1, TEC) identified in the Role Models, and discussed in
the Participatory Workshop, forms the backdrop for the innovative business modelling process. Participating
stakeholders have been identified during the first months of the project following specific guidelines developed
by project partners (Del 2.1). The baseline study of the Replicators acts as a starting point (Del 1.4 CARTIF), whilst
the Business Models are evaluated by establishing value-based criteria connected to Del. 4.1 (CARTIF).

To guide the business modelling process, the following supports are available:

e Aninnovative Business Model Canvas for CNH has been developed and pre-tested to support the first
steps towards heritage-led regeneration plans, boosting co-creation, prioritising and co-ordination of
actions. Further feedback will be collected to learn from the BM processes in each R.

e A detailed Guide is provided on how to use this Business Model Canvas to facilitate the strategy
development.

e The Business Modelling process is complemented by the INTO tool — an online platform for making
complex decision making faster and more efficient, involving different stakeholders and providing a
transparent process. This tool is guided by Savonia, and is tailored to the situation of each Replicator.

e A training workshop was held for Replicators in Crete, along with face-to-face meetings with each
Replicator, to explain the process involved and to demonstrate the use of the INTO Tool (into.savonia.fi)
as a co-creation process to build actions on business models and investment strategy.

e Support will be provided to prepare for the Business Model Workshop to be held in each RHH.

e Further assistance, through a review and feedback process, will be provided with the tailored Business
Model solutions for each Replicator that can be developed in a viable way from a financial and
economic perspective.

The Business models process is guided by Savonia (leading task 3.2) and WestBIC, and supported by CE, CARTIF,
UNIBO and ICLEI.
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5 Steps Towards Business Models and Investment Strategy

The development process is a creative service design process including both divergent (Idea Development/ Model
Actions) and convergent phases (evaluation and decision analysis produces prioritized list of actions). In the case
of Business Modelling for Replicators in the RURITAGE project, the backdrop is the Model Actions selected from
the Role Models that have potential for replication and tailoring for implementation in Replicator regions. This
leads to the following 5 steps:

-
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+ Stakeholders identified (Del 2.1 CE) nputby net linkinto.savonia.ft
« Evaluation eriteria (fram Del. 4.1 KPls Cartif) - Faaabifity Econcenical Socla, Env  Haow ta davelop tha
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Figures 1a and 1b. CNH Canvas creation and Evaluation of model actions with INTO tool. Business models and
investment strategy process at Ruritage. Adapted from Kajanus et al. (2014* and 20195, Eskelinen et al., 2017 and
RURITAGE Project Plan.

Overview of the Steps

e Step 1 should already be completed as part of the Participatory Workshop, which includes a
shortlisting for the proposed Model Actions, stakeholder identification and engagement

e Step 2 is the core Business Canvas completion as part of the workshop, which is organised according
to the instruction in Section 3 and also using the Guide in Annex I.

e Using the online INTO tool, https://into.savonia.fi Steps 3.1 and 3.2 involves the evaluation of the
Actions so that they can be agreed and prioritised, using a range of selected criteria. This is further
explained at the end of Annex | Guide.

e Steps 4 &5, involves decision analysis and discussion of the results as a prioritisation exercise with
the input/feedback from the stakeholders at the workshop using the agreed evaluation criteria.
Portfolio analysis occupies core index to calculate the results, and to put the Model Actions into a
prioritized list (according to Kajanus et al., 2014). The results will be organised within the CNH Canvas
framework.

4 Kajanus, lire, Eskelinen, Heinonen, Hansen: Business model design: new tools for business systems innovation. Scandinavian Journal of Forest Research
08/2014; 29(6). DOI:10.1080/02827581.2014.949301.

5 Kajanus M, et al., What can we learn from business models in the European forest sector: Exploring the key elements of new business model
designsForest Policy and Economics. Volume 99, February 2019, Pages 145-156. https://doi.org/10.1016/j.forpol.2018.04.005

6 Eskelinen, T., Rasanen, T., Santti, U., Happonen, A., & Kajanus, M. 2017. Designing a Business Model for Environmental Monitoring Services Using Fast
MCDS Innovation Support Tools. Technology Innovation Management Review, 7(11): 36-46. http://doi.org/10.22215/timreview/1119
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The timeline for undertaking the Local Business Models Workshop is identified below, as part of the process of

developing heritage-led regeneration plans.

Timeline and Project input

Local activities

April/May 2019, Serious

game workshop July 2019, Event to def

business models

October 2019, event inviting
potential investors

@

March, 2019 Launch event
of the Hub

June 2019, Participatory
planning workshop

September 2019, Round
table with key stakeholders

November 2019, launch of
the strategies at local level

March 2019 End of May 2019

WP1: inventory of lesson learned available,
Replicator baselines with challenges
identified

WP2: Development workshop in Crete
(business model workshop, LDP training,
identification of the solutions from Rs?)
First travels to RMs?

WP5: first version of the DSS, ATLAS online

WP Best practices repository available
WP2: Valladolid training workshop (serious
game, exchange with RMs, practices
presentation)

September 2019

WP2: Second travels to RMs?
WP5: refined version of he DSS

End of October 2019

WP2: Launch workshop in Appignano

Project input

Figure 2: Timeline and Project Inputs for the development of Rural

Regeneration Plans for RURITAGE Replicators

To facilitate this timeline, the Training Workshop for Rs on Business Models took place in Crete at the end of May,
along with face-to-face discussions with Savonia to guide the process for the Local Business Model Workshops.

The guidance documents for organising and running the Worksh
advance so that the business model workshops will be organize

op and the tools to be used are circulated in
d by every local Hub, guided by Savonia and

WestBIC, with follow-up support to be provided according to the timeline above.
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How to Organise the Workshop

o Venue

Ideally, the venue for the event is the local Rural Heritage Hub. The venue should facilitate both plenary sessions

with all participating stakeholders, as well as smaller groups (4-7 people each) at round-table workshops, to

provide inputs to the Canvas Templates.

If the RHH has insufficient space, considering the estimated number of participating stakeholders and the

workshop format, the organisers should identify another suitable venue in a location close-by.

O Target Groups

Similar to the Participatory Workshop, all potential stakeholders at the Replicators, including:

Policy: regional and local governing bodies, territorial development institutions, mgt of CNH sites, etc.
Public: local residents, associations, schools, local action groups, civil society organizations, etc.
Research: universities and research institutes, etc.

Industry/services/investors: tourism industry representatives, key value chain representatives, centres
for territorial development, foundations, transport, health and leisure providers, media, press, etc.

o  When to Engage Stakeholders?

Most stakeholders will already be engaged with the RHH at this stage, including for the previous Participatory
Workshop. For the Local BM Workshop, it is recommended that invitations to the relevant stakeholders are
issued well in advance (at least 15 days before the event), to maximise participation.

o Proposed Agenda

4. Brief Presentation of RURITAGE project objectives at local level, role of stakeholders and benefits of
participation (if new stakeholders are present).

Brief Summary of the Results of the Participatory Workshop, including selection of Model Actions
Presentation of the BM workshop aims and dynamics as part of heritage-led regeneration planning
Circulation of Templates and Guides to be used

Presentation of the draft Canvas completed for each Model Action (see 3.7 below)

Group work to review and complete the Canvas boxes, following the Templates and Guides provided

. Plenary sessions to present the outputs and agree the results

. Identification of any additional Actions emerging, and not already considered and compete similar process
. Introduction of INTO tool for Evaluation of selected Actions and Decision Making on priorities

. Circulation of BM Workshop Evaluation Questionnaire to Participants

. Overview of next steps and Hub activities foreseen

Further information on the running of the Workshop is included in Section 3.8 overleaf.
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o Duration

A half-day session of 3-4 hours is recommended, according to the proposed Agenda, with a mid-session coffee-
break. The actual duration will depend on the number of stakeholders participating, the number of Model Actions
selected, the level of engagement and preparatory work already undertaken. However, a longer session is not
advised due to potentially reducing the interest of participating stakeholders.

o Preparation and Materials

In order to prepare for the Local BM Workshop, the R’s are asked to:

- Understand the role of the BM Workshop as part of the rural regeneration planning process

- Complete the Participatory Workshop to pre-select Model Actions of relevance to the Replicator
region.

- Familiarise with the Canvas Templates and the BM process by consulting the guidelines provided

- Familiarise with the INTO tool at https://into.savonia.fi/about

The Business Model Canvas template and the Guide to its completion are provided to be used during the
workshop, and beforehand for draft canvas preparation, (see 3.7 below). These may also be circulated in advance
to Stakeholders as part of the participation invitation, if this is convenient.

o) Before the Workshop — Preparing a Canvas Draft

To provide structure to the Workshop and to save time in the event itself, prior to the workshop the Rs should
take the selected Model Actions from the Participatory Workshop and develop a draft BM Canvas for each selected
Action (using their preferred Canvas Model) and instructed by the guide that is provided in Annex |. Savonia and
WestBIC are available to provide feedback on the draft canvases that are prepared prior to the Local BM workshop.

The draft Canvases will then be presented to the Stakeholders at the BM Workshop for discussion and
completion.

o During the Workshop

The workshop will follow a participatory format, with plenary sessions and smaller group workshops using the
Business Model Canvas Template and Guide provided. The aim of the workshop, the format and the agenda
should be presented clearly at the beginning of the event.

According to the Agenda, after presenting the overall RURITAGE project and results of the Participatory Workshop
and selected Role Model Actions in plenary session, the next step is to present the Business Model Canvas
Template and Guide (Annex 1) that will be used. These can best be explained by using the examples of the draft
Business Model Canvases that are pre-prepared for the selected Model Actions by the Rs.

Then it is time to arrange the participating stakeholders into round-table discussion groups (e.g. 4-7 persons per
group) so that the draft canvases can be discussed, the information can be evaluated and new suggestions
provided to improve and complete the canvas according to the guide. As an interactive session, this can be done
through the use of sticky-notes to be attached to the relevant boxes of each Canvas Template as part of the review
and feedback process, so that is can be presented at a plenary session afterwards, using the template, flipcharts,
etc. as aids in the process.
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It is envisaged that each draft Canvas will take approx. 30 minutes to review/complete. It will also take a further
5-10 minutes for the plenary presentation of each Canvas and to get feedback from all participants. Depending
on the numbers of participants, and also the number of Model Actions selected, if may be feasible for each group
to contribute to each draft Canvas and provide specific inputs/feedback. If there are additional draft Canvases for
discussion, to complete the workshop within the suggested time limit, it may be more appropriate to divide the
draft Canvases into smaller lots across the discussion groups to review, improve and complete. The specific groups
can present their completed Canvases and can get inputs from the other participants through the plenary
feedback sessions.

Towards the end of the session, assuming successful Canvas completion for Model Actions, it could be discussed
about whether there are any other relevant Actions worth considering for the region in the context of heritage-
led rural regeneration. If new proposals emerge, then the Canvas preparation work can be undertaken (in groups
or plenary) so that a draft may be prepared. This can then be discussed with UNIBO and CE, to discuss the potential
and justification for including new Actions within the heritage-led regeneration planning.

The next Steps include the Evaluation, decision making and discussion using the online INTO tool, further explained
at the end of Annex I.

At the end of the Workshop, participants should be invited to complete the Workshop Evaluation Questionnaire
(Annex II).

o  After the Workshop

After the workshop, the draft Canvases should be updated and shared with Savonia and WestBIC for review and
feedback so that they can be finalised and then used as part of the heritage-led regeneration planning and
investment strategies.

The Replicator/Hub Co-ordinator also needs to complete the Business Model Workshop Event Report according
to the Template provided in Annex Ill.

Expected Result

The Principal result of the process is a strategy for CNH business and investment presented in the CNH Canvas
framework, focusing on the selected Model Actions. A business model canvas can be completed for each Model
Action, using either the CNH or traditional Canvas depending on the Action selected. Each R is expected to have
identified and prioritised a number of specific Actions they want to develop further. These can then be used
for the further development of their regeneration plans.

Costs for Local Workshop

Costs relate to providing the workshop location/facilities and providing catering to participants. Assuming the use
of the Rural Heritage Hub as the local workshop venue, the envisaged costs should then be approx. €500 - €1,000.
In some cases, local sponsorship arrangements may be possible for some of the costs.
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Tools and Materials

e The CNH Canvas Framework and guide to its use (Annex I)

e INTO Tool: https://Into.savonia.fi/about provides case examples, video and demos on the INTO tool

e Multi-media Projector for presentations, presenting the BM process, the pre-selected Model Actions
and draft Canvas(s) that are prepared in advance

e Paper, pens, sticky-notes to assist the participative workshop format

e Flipcharts to present small-group activities in plenary sessions

e Attendance Sheet - for participant signatures

e Business Model Event Evaluation Questionnaire for Stakeholders (Annex Il)

e Business Model Event Report — for Hub Co-ordinators (Annex Ill)

Dissemination

Partners shall refer to the Dissemination and Communication plan (Del. 7.1, ICLEI) for the dissemination of this
activity. Similar to the Participatory Workshop, additional suggestions as provided as follows:

Before the event: distribute flyers/invitations to stakeholders, place posters in key locations, and disseminate
the event through social media channels and website. Issue press releases to relevant newspapers.

During the event: place posters, roll-ups, flyers, leaflets and other communication material in visible locations.
Potential for some ‘live’ dissemination of the event on social media, posted on the accounts of the partner
organisation and by tagging the project accounts and using relevant hashtags, using short video/ audio
interviews and group photos with participants.

After the event: publish pictures, videos and news about your event on the project website, your own website
and possibly stakeholder websites as well as on social media and other relevant channels. Issue press releases
to relevant newspapers.

Monitoring of the activity

FOR PARTICIPANTS:

e Business Model Workshop Evaluation questionnaire (refer to template in Annex )

FOR HUB COORDINATORS:

e Business Model Workshop Event Report, within 15 days (refer to template in Annex Ill)
e Completed Business Model Canvas for each Model Action
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ANNEX I: The CNH Business Model Canvas Framework & Guide

What is a Business Model?

A ‘Business Model’ is a common phrase used to explain how the different elements of an ‘enterprise’ work
together to deliver value to the end-user or customer. It describes the rationale of how an organisation creates,
delivers, and captures value, in economic, social, cultural or other contexts. It also describes how ‘profit’ is made
from this ‘value proposition’.’

The term business model is used for a broad range of informal and formal descriptions to represent core aspects
of a business, including purpose, business process, target customers, offerings, strategies, infrastructure,
organizational structures, sourcing, trading practices, operational processes and policies including culture.
Technological development, digitalization, changing consumer values and behaviour are examples of drivers
changing business models in several industries.

What is a Business Model Canvas?

A ‘Business Model Canvas’ is simply a tool to capture a visual format of a Business, centred around the Value
Proposition. The original Business Model Canvas, developed by Osterwalder and Pigneur® and illustrated below,
consists of 3 key elements:

e Value proposition: what the customer or end-user wants?

e Value creation and delivery: What is needed to create and deliver the value proposition (Key
Partners, Activities, Resources, Customers, Channels, etc.)?

e Value capture: This includes an analysis of the proposed Cost Structure and the Revenue Streames, i.e.
how much will it cost to deliver the value proposition and how to generate income from the product or

service that is delivered?

The Business Model Canvas

Key Partners & | xeyActivities & | value Propositions o2& | customer Relationships QP | customer segments S

Key Resources .&H Channels .-_n

®

Revenue Streams A

Cost Structure

®) strategyzer

strategyzer.com

(SIGISICHO]

Figure 3: The Original Business Model Canvas

"Magretta, J. (2002). "Why business models matter." Harvard Business Review 80(5): 86-92.
& Osterwalder, A., Y. Pigneur and C. Tucci (2005). "Clarifying Business Models: Origins, Present, and Future of the Concept."
Communications of the Association for Information Systems 16(1).
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The purpose and use of the original business model canvas is well documented. Some useful video links that
clearly explain how to use this Business Model Canvas are given as follows:

https://www.youtube.com/watch?v=IPOcUBWTgpY
https://www.youtube.com/watch?v=g4E3fhybhGM
https://vimeo.com/89106474

Business Model Canvas Design for Cultural and Natural Heritage

For RURITAGE Replicators, a specific Business Model Canvas Framework has been developed to capture the
various aspects of Cultural and Natural Heritage situations. It is adapted from the original Business Model Canvas
(BMC) and from other adaptations of the Canvas applied to related contexts, as an easy-to-use tool to help capture
the visual ‘story’ or strategy for heritage-led regeneration initiatives. It learns from various adaptations of the
original BMC including the triple-layered sustainable BMC approach by Joyce and Paquin®, as well as specific BMC
applications to related scenarios, e.g. BMC for Nature Based Solutions®.

This CNH Business Model Canvas is illustrated overleaf, which is divided into 4 key parts as building blocks of the
overall Business Model:

1. Value Proposition: The Value Proposition remains at the centre of the CNH Business Model. However,
in the case of heritage-led regeneration the needs and opportunities can be expanded to consider not
only economic propositions but also cultural, environmental and other aspects that may be addressed.

2. Key Infrastructure and Resources: A key consideration is the Infrastructure and Resources that can be
applied to develop heritage-led rural regeneration and resultant value. Both CNH-specific resources
that provide a USP as well as other generic resources are required, alongside mobilising the relevant
Partners as the building blocks to generate value. Governance is also introduced, which is key to ensure
a sustainable and long-term management approach.

3. Value Creation: To create value, the development and implementation of key activities is placed
alongside the main beneficiaries that are targeted, given their interdependent nature in rural
regeneration strategies. The interactions between them are captured within the important
Relationships and Channels box.

4. Financial Modelling/Investment Strategy: The overall Financial Modelling/Investment Strategy is
achieved through implementation of a suitable cost structure for both capital and operational aspects,
along with capturing value through appropriate revenue modelling, mindful that direct revenue is not
always the only measure of value to be considered. Other measures, including environmental, social
and cultural value/returns may also be relevant considerations

These building blocks are further elaborated in the following pages, along with a full guide to its use. A blank CNH
Canvas Template is also provided with this guide.

The Canvas may be used for capturing the overall strategic planning for regeneration of the territory, as well as
undertaking a Canvas exercise for each identified Model Action selected.

Note: Replicators are free to use the CNH Business Model Canvas, or the original Business Model Canvas if
they prefer this format for their local situation.

% Joyce, Alexandre & Paquin, Raymond. (2016). The triple layered business model canvas: A tool to design more sustainable business
models. Journal of Cleaner Production. 135. 10.1016/j.jclepro.2016.06.067.
10 siobhan McQuaid, Trinity College Dublin & Horizon Nua, A Guide to using the Nature-Based Solutions Business Model Canvas, April
2019
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Figure 4: Business Model Canvas (with guide notes) for Cultural and Natural Heritage

2. INFRASTRUCTURE & RESOURCES

1. VALUE PROPOSITION

3. CREATING VALUE

Key Resources Key Partners

Governance

Needs & Opportunities

Key Activities Beneficiaries

Relationships and Channels

Cost Structure

Capturing Value

4. FINANCIAL MODEL / INVESTMENT STRATEGY
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Use of the CNH Business Model Canvas

The Business Model Canvas for CNH is designed to be used as a tool to support the planning and implementation
of Heritage-led regeneration in Replicator regions involved in the RURITAGE project. In particular, it has the
following identified uses:

Strategic Planning: Focusing on the model actions selected by Rs in the participatory workshop as a starting point,
The CNH Business Model Canvas is a useful first step for individuals or groups to plan the implementation of CNH
projects and initiatives. It helps in considering all the basic building blocks to develop a successful long-term and
sustainable project.

Stakeholder engagement: The CNH Business Model Canvas helps to identify partners or beneficiaries that may be
interested in getting involved in the planning and implementation. It is a useful tool to present heritage-led
regeneration proposals to stakeholders and to get partners acquainted with the key elements of the project
methodology: Systemic Innovation Areas (SIAs), 6 Capitals, and Cross-cutting themes in the RURITAGE approach.
It also:

e Provides participants with experiential opportunities to learn about model actions

e Creates opportunity to express diverse stakeholder perspectives and foster mutual understanding

e Creates a safe space for brainstorming new innovative projects.

Investment Strategies for CNH: The CNH Business Model Canvas addresses the core elements of the overall
Business Case to be made in creating value, identifying the capital/investment costs, stakeholders/partners and
revenue modelling scenarios. In this regard it is a useful tool as the first step in identifying how to finance the
development of CNH and heritage-led regeneration proposals.

Taking an innovative approach, it may throw up creative solutions through the combination of various
stakeholders and resources to deliver on the value propositions identified and how to reach the target
beneficiaries. This is one of the next steps in the RURITAGE approach to heritage led-rural regeneration support
for Replicators.

Communication tool: Deriving economic value from CNH is a relatively new concept for some, and may be difficult
to explain to stakeholders without the use of easy-to-use and accepted tools. The CNH Business Model Canvas
provides a relatively simple way of communicating what you want to do and why, who should be involved and
how that can successfully happen. The Business Model Canvas is an approach that is becoming widely understood
by people from many different backgrounds.

Guide to Using the CNH Business Model Canvas

The CNH Business Model Canvas is supported by this Guide, a facilitated Group Workshop for Replicators as part
of the RURITAGE project and individual consultations with R’s, including support for local Business Model
Workshops to be undertaken in Rural Heritage Hubs in Replicator regions.

The implementation of the BMC takes into consideration the Good Practices and Lessons Learnt from Business
Modelling and Investment Strategies of Role Models within the RURITAGE project. It also draws on the
Stakeholder listing, Baseline data and KPIs identified for RURITAGE monitoring as a method of capturing and
monitoring the results of the process.
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1. The Value Proposition of CNH-Led Initiatives

The first section of the CNH Business Model Canvas to be considered is the Value Proposition, with a focus on the
value that can be offered through addressing customer/end-user needs and also for delivering on the
opportunities identified for targeted Beneficiaries.

INFRASTRUCTURE & RESOURCES | 1.VALUE PROPOSITION CREATING VALUE

Key Resources Key Partners Needs & Opportunities Key Activities Beneficiaries

Relationships and Channels

Governance

Cost Structure Capturing Value

FINANCIAL MODEL / INVESTMENT STRATEGY
Figure 5: CNH Business Model Canvas — Focus on Value Proposition

From the RURITAGE Role Model analysis, the types of value proposition can be quite wide ranging. In the case of
CNH it is important to look beyond the obvious products and services that deliver value but to also consider
other potential value that may be relevant as part of rural regeneration, including:

e Economic Value - address key economic challenges in the region
e Environmental Value - addressing environmental challenges
e Cultural Value — Enhancing and promoting existing cultural attributes

e Social/societal value — addressing key social challenges in the community

It is also important to consider if there are further direct, or sometimes indirect value propositions that can be
developed through rural regeneration strategies. The list of model actions, along with propositions that are
generated across stakeholders may also lead to trade-offs amongst proposals, which can be both positive and
negative. This will require further discussion and agreement within the context of the overall Business Model
Canvas to achieve the overall aims.

78



RURITAGE®

Heritage for Rural Regeneration

2. Infrastructure and Resources

The second part of the CNH Business Model Canvas to be completed concerns the Infrastructure and Resources
from which value creation can be generated. This is divided into three parts on the left side of the Model:

e Key Resources
e Key Partners

e (Governance

2.INFRASTRUCTURE & RESOURCES VALUE PROPOSITION CREATING VALUE

Key Resources Key Partners Needs & Opportunities Key Activities Beneficiaries

Relationships and Channels

Governance

Cost Structure Capturing Value

FINANCIAL MODEL / INVESTMENT STRATEGY
Figure 6: CNH Business Model Canvas — Focus on Infrastructure & Resources

Key Resources: From a CNH perspective, a unique relates to heritage-led regeneration resources concerning
cultural and natural and built infrastructure that can form the basis for the specific Value Proposition and set it
apart from other regions as a potential USP. This is combined with other relevant resources, including financial,
human and physical that make up the overall resource scenario that can be integrated and applied towards value
creation.

Key Partners: Despite having many CNH Resources, regions will not fully benefit from its potential without the
involvement and participation of Key Partners. As the Stakeholder listing shows, the interested Partners can be
wide ranging as depicted above. Of note, often partners in various regeneration projects can also be key
beneficiaries from a value creation perspective, discussed later.

Governance: Given the interdependence between various partners and stakeholders and the relevant resources,
there is a need to adopt a good governance model for the management and operation of the CNH-led activities.
These can sometimes be complex with many different partners and beneficiaries and priorities involved, therefore
it is useful to consider this at an early stage to maximise the potential for long term success.
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3. Creating Value

The next part of the CNH Business Model Canvas relates to Value Creation - mobilising and organising key
resources and developing actions to deliver on the value proposition, which encompasses the following:
e Key Activities

e Beneficiaries

e Relationships and Channels

INFRASTRUCTURE & RESOURCES VALUE PROPOSITION | 3.CREATING VALUE

Key Resources Key Partners Needs & Opportunities Key Activities Beneficiaries

Relationships and Channels

Governance

Cost Structure Capturing Value

FINANCIAL MODEL / INVESTMENT STRATEGY
Figure 7: CNH Business Model Canvas — Focus on Creating Value

Key Activities: This is the core of the ‘action’ in terms of deciding how to deliver on the value proposition to
address customer needs and capitalise on opportunities identified. Activities may be very focused in nature
to deliver specific tasks, but may also be more strategic to develop long-term plans for implementation to
address needs in a structured way. The list of Role Model Actions provides a useful starting point for
consideration of suitable activities for Replicators.

Key Beneficiaries: The term Key Beneficiaries is used as a wide definition to broaden the understanding of
who may be the target customers and user groups. In the case of CNH and regeneration there can be many
interested and affected parties, including project partners/ stakeholders in some cases. The value proposition
and proposed activities should be developed appropriately to meet their varying needs.

Relationships and Channels: The methods of communication and engagement with user-groups and
beneficiaries is critical to the success and sustainability of any project. Awareness creation and inclusion are
important at the outset whilst focused approaches may be required for specific audiences.
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4. Financial Modelling and Investment Strategies
In the final part of the inter-related CNH BMC, the costs associated with the activities and value that can be derived
from their delivery are evaluated, aimed at developing a sustainable (or profitable) model and drafting an
investment strategy according to the objectives of the proposal being considered.

INFRASTRUCTURE & RESOURCES VALUE PROPOSITION CREATING VALUE

Key Resources Key Partners Needs & Opportunities Key Activities Beneficiaries

Relationships and Channels

Governance

Cost Structure Capturing Value

4.FINANCIAL MODEL / INVESTMENT STRATEGY
Figure 8: CNH Business Model Canvas — Focus on Capturing Value

Capturing Value: In the original Business Model Canvas, Capturing Value normally describes how enterprises
make money from their value proposition. In the case of CNH-led rural regeneration, a wider approach is often
relevant, reflecting the varied nature of these activities.

In particular, for some types of regeneration initiatives, producing substantial direct revenues, at least at the
outset, can be challenging. This can be the case where there is a predominant public or social good, or an
environmental or cultural bias. If relevant, such criteria may be used as indicators of Value Capture themselves.
In these cases, Model Actions identify other funding sources, including grants, subsidies, donations and other

creative options.

Cost Structure: The lessons learnt from the business analysis of Model Actions identifies the need to consider
financing solutions and funding for both the capital aspects as well as operational costs as a key part of the
business model. Cost reduction strategies may also be relevant, including the consideration of partnership
approaches, volunteerism and the methods of sustainable operations.

The combination of these factors will form the basis of the overall Financial Modelling/Investment Strategy,
aimed at developing a sustainable model for the proposed action(s). This often requires innovative approaches

to satisfy the needs of multiple stakeholders.
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Multi-Criteria Evaluation of Proposed Actions with INTO Tool

Each Action will be evaluated according to the set criteria. In the fast-track
evaluation as part of a workshop, an optimal number of evaluation criteria is
around 3-5 and takes about 30-60 minutes to perform.

The evaluation criteria will be decided before the business model workshop and
will be added to the INTO evaluation environment in local language.

Financial Cultural
Capital  Capital

Human Natural
> | Ccapital Capital
Business models are frequently evaluated by criteria like business potential,

competitive advantage, sustainability, feasibility, and potential for economical social Built
impact or potential to attract investors. In Ruritage, our goal is that the actions Capital Capital
would increase cultural, natural, built, social human and financial capital.

Figure 9. Community capitals by Butler Flora, 2008.
The following criteria are recommended:

Environmental value: Does the action promote environmental sustainability and limit the use on non-renewable
resources? 1 not at all, 7 very much

Social value: e.g. Does the action promote social sustainability, transparency, wellbeing, equity, community
engagement?, 1 = very little, 7, very much

Economical value: does the action bring potential for sustainable economical impact? Does the action boost
new economies? : 1 not at all, 7 very much.

Feasibility: Is the action feasible in short-medium term, 3-5 yrs? Are the resources needed (in terms of
knowledge, economic, human capital) available for the implementation? 1 not at all.. 7 very feasible

Idea ENVIRONMENTAL VALUE  SOCIAL VALUE ECONOMICAL VALUE FEASIBILITY Comments
(Evaluated 1/53) 1.7 -7 “-7 (1.7

: Doas the action promote e.g. Does tha action promote does the action bring pofential Is the action feasible in short-

social for medium term, 3-5 yrs? Are the
and limit the use on non- transparancy, wallbeing, equity, impact? Doas tha action boost  rasources needed (in terms of

Evaluate - DEMO STRATEGIC CNH CANVAS WITH INTO TOOL

Ideas are evaluated against four value-based evaluation criteria”

Environmental value: Does the action promote environmental sustainability and limit the use on non-renewable resources? 1 not at all, 7 very much

Social value: .g. Does the action promote social ity, wellbeing, equity i 2, 1= very little, 7, very much
Economical value: does the action bring potential for sustainable econamical impact? Does the action boost new economies? : 1 ot at all, 7 very much

Feasibility: Is the action feasible in short-medium term, 3-5 yrs? Are the resources needed (in terms of knowledge, economic, human capital) available for the implementation? 1 not at all.. 7 very feasible

Relationships and channels (7 ideas)

Social medis OUR COMPANY IS EAGER TO DEVELOP A NEW SOCIAL MEDIA APP TO PROMOTE
Social media :r |m— :;-_- :?-_ CULTURAL HERITAGE TOURISM IN OUR REGION

Meeting with the landowner

Mestings with the landowner
(Wal) (Wal) (Nah) (Naly

Figure 10. INTO -evaluation environment can be tested at a demo process CNH CANVAS at:
https://into.savonia.fi/cnh-canvas/Evaluate Key: Rur2019
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Annex ll: Business model event evaluation questionnaire
Objective

As part of the monitoring procedures in terms of efficacy and efficiency of Hub activities, a qualitative assessment
will be made after each event asking for stakeholders’ feedback on several aspects.

Indications

1. Translate the following questionnaire into your local language (or in English if considered)
Distribute the questionnaire either in paper format and/or through an online form (Google form, Microsoft
forms, etc) or both. In case of paper format, make sure that these are placed in a visible place (e.g. in a stand or
table nearby the entrance, next to the registration list). If in online format, make sure you send out the link to all
participants and that you specify the deadline to fill it out.

3. During the event, take a few minutes to explain why this data is being collected and how participants should fill
out the questionnaire.
You should at least collect 10-15 answers.

5. After the event, complete the online survey placed on your event folder with the participant’s answers OR upload
answers in English in the SharePoint (Excel), within 15 days.
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BUSINESS MODEL EVENT QUESTIONNAIRE

Please mark your answer

VERY MUCH MUCH FAIR INSUFFICIENT
NOT AT ALL

How satisfied are you of the event organised?

To what extent do you feel confident with the
general aims of the project?

To what extent do you consider this project
relevant for your territory?

To what extent do you consider relevant your
involvement in the development or strengthening
of the innovative strategies for promotion of
cultural and natural heritage in your area?

EXCELLENT GOOD FAIR INSUFFICIENT

VERY SATISFIED QUITE NOT
SATISFIED SATISFIED SATISFIED

1. PRE-EVENT ORGANISATION

Did you receive the invitation in good time?

Did the invitation offer a clear picture of what the
event was about?

If not through invitation, how did you learn about
the event? Please specify

2. OBJECTIVES

Do you have a clear picture of the purpose of the
Business Model Canvas?
Do you have a clear picture on the business models

and investment strategy process?

Do you have a clear picture of the purpose of the
INTO tool?

How well did the evaluation criteria fit to your
business models process?

How well did the event correspond to your
expectations?

& HOW WOULD YOU RATE THE FOLLOWING?

Business model Canvas usefulness

INTO tool usefulness

Quality of presentations — speakers (if any)

Documentation & Visual aid
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Quality of moderation and of the Hub team

Structure and overall design of the event

Level of interaction among participants

4. LOGISTICAL ASPECTS

On-site organisation and support

Venue’'s facility (Hub)

Did the venue offer an environment that supports
creativity?

5.

COMMENTS

1. What did you most appreciate during the event?

2. Do you have any recommendation for the improvement of the organization of the next Hub activities?

3. After this event, are you interested in participating in future events?
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ANNEX Ill: Business models event report - Hub Co-ordinators

[Name of the organisation in charge of the event]

Venue

Date

Duration

Type and number of stakeholders involved Please include the name of the different stakeholders involved and also
and role in the event the different SIAs they represent, if applicable

i.e. local government
3 local food company
2 university etc.

Total number of participants

Number of female participants (indicative)
Number of male participants (indicative)
Number of disabled people, if applicable
Number of migrants, if applicable

Agenda of the event
Please include the agenda of the event.

Photos of the event
Please provide some pictures from the event (making sure you comply with GDPR regulations)

Event assessment
Overall how would you rate the success of this specific event? (mark only one option)

[ Very successful

[ Fairly successful

[ Not too successful
I Not successful at all
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Please briefly describe the event including:

Your key takeaways from the BM workshop

Max. half page

Feedback on the CNH Canvas. How useful was it? How well did it fit in your local process and workshop?

Max. half page

A qualitative assessment will be made after each event asking for stakeholders’ feedback on several aspects, with
guestionnaire format included in Annex Il.
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