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Linking Destinations Through
Sustainable Cultural Routes

Giulio Pattanaro, Filippo Pistoccht

Abstract

The potential for cultural routes to promote toumisdestinations and increase
their competitiveness has been more and more resegrat both European and
global level.

Planning and developing a cultural route linkinggether different tourism
destinations is a rather difficult and complex pees. This analysis will concern
the proposal — promoted by a French-based pro-Eeragsociation — to create a
European cultural route dedicated to Charlemagnéhe main findings are
expected to serve, inter alia, as a useful toollmoxhose tourism decision-makers
who are directly involved in the design and develept of cultural routes.

Keywords. European Cultural Routes; Tourism Planning and/elxpment;
Sustainability; Destination Competitiveness; Dedion Management; Global
Tourism; Global Markets

1. An Integrated Tourism Product

A cultural route can be seen as the combinationthoée elements: the
geographical area where the attractions and plafceserest are located; the theme
which links together the different components oé tfoute; and the tourism
products and services which are provided to visiiarthe different destinations
involved in the route.

If properly planned and developed, a cultural rax#te contribute to capitalise on
both the tangible and the intangible heritage of on more geographical areas
thanks to tourism. Tourism can therefore become @omsource of job
opportunities and economic development for the gwities and regions a route is
comprised of. This also explains why cultural reut@ve been attracting increasing
interest not just at European level — mainly thiouge Council of Europe’s
Cultural Routes programme, which will be illustihia the following section — but
also at a global scale. The United Nations Worldirisan Organization recently
released, for example, a report on cultural roated itineraries collecting best
practices from all continents (UNWTO, 2015).
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In order to plan and develop a cultural route ablgenerate benefits for the local
economy, a series of elements have to be takenaotount. For instance, the
theme around which an itinerary is built needs ¢oalble to clearly link up the
different destinations while, at the same timeappealing to external visitors.

This paper will examine the key components of ducal route, as well as the
main steps of the planning process. A review ofrtiwest relevant literature on the
subject will be combined with the analysis of thepgmsal — put forward by a
French-based pro-Europe association — to createu@p&an cultural route
dedicated to Charlemagne. The main findings of plaiger are expected to serve,
inter alia, as a useful toolbox for those tourism decisiork@ns who are directly
involved in the design and development of cultw@ites both in Europe and
elsewhere.

2. Planning a Sustainable Cultural Route

As observed by Murray and Graham (1997), the essehcultural routes “...is
that they combine cultural consumption with poiofssale and are inextricably
linked — as with all heritage tourism — to a couatins re-imaging of place and
culture that draws inspiration from nostalgia, meynand tradition” (Murray &
Graham, 1997, p. 514). These itineraries have filveréhe potential to enhance a
region's attractiveness and competitiveness froth aacultural and tourism point
of view (OECD, 2009). Moreover, according to Mey2004), “...most routes are
initiated with one or more of the following objeats in mind:

— to diffuse visitors and disperse income from tauris

— to bring lesser known attractions and featurestimeatourism business/product;
— toincrease the overall appeal of a destination;

— toincrease length of stay and spending by touyrists

— to attract new tourists and to attract repeataisjtand

— toincrease the sustainability of the tourism paadyMeyer, 2004, p. 3).

The last point underlined by Meyer becomes paiditulimportant in the case of
cultural tourism and cultural routes, where gengralell-informed tourists are
searching for an authentic and participatory calt@éxperience based also on the
interaction and exchange with the local populatidfajdoub 2010; Richards &
Wilson, 2008; Rizzo, Rizzo, & Trono, 2013).

Nonetheless, planning and developing a culturater@ble to meet the above-
mentioned objectives is a rather difficult and céempprocess.

Some interesting suggestions are provided by Ldpeméandez (2006), who
invites the planners and actors involved in theettgwment of a cultural route to
carefully take into account the elements whichraported in Table 1.
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Table 1: Elements to Take into Account in the DevelopmiatQultural Route

Indicator

Specific measuring instruments

Justification

The creation of a particular routeede to
be supported by a valiciison d'étre(e.qg.,
preservation of cultural heritage and/or
economic development of the area)

he

Main goal

Decision-makers need to have a ¢
vision of the main goal that they want
attain  (e.g., enhancing the
attractiveness of a particular area) and
goal must be realistic and achievable

touris

ear
to
m
this

Objectives or sub-goals

A series of clear and nredéel objectives

need to be identified

Inventory of the assets and information
available

Planners need to list the assets (6

g.,

monuments, museums, tourism facilities,

etc.) they can count on and gather all
information which is available

the

Market potential

Some in-depth market researcteesiad tg

understand i) the attractiveness of
theme around which the itinerary is built

the
i)

what typology of tourists can be attracted

by the cultural route which is to &

launched iii) the potential impact of the
economy of the

route on the local
destinations which are involved.

e

Design and commercialisation of the
itinerary

- verification of the accessibility of all the

destinations included in the route
—analysis and integration of the differg
assets and resources which are availa
—accessibility of the most releva
documentation
— definition of the number of suggest

nt
ble
nt

pd

stops and estimation of the time needed

for the tourist to go through all the
stops

—indication of an opening date for the

5

itinerary

- identification of the funding mechanisms
able to guarantee the long-term
sustainability of the route

- design of a logo to be reproduced in (all
stops

- definition of a joint strategy to promote
and commercialise the itinerary

- identification of some indicators to

monitor and evaluate the initiative

Source: adapted from Lopez Fernandez (2006)
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To integrate and complement the suggestions prdvigeLopez Fernandez, it is
worth focusing on three elements whose relevancetie planning of cultural
routes is particularly stressed by literature:

— collaboration among actors;
— accessibility;
— monitoring.

Although tourism destinations tend to be perceigad consumed by tourists as
“a brand comprising of a collection of supplierdaservices” (Buhalis, 2000, p.
99), in reality, many are the actors (e.g., loagtharities, private investors and
local community), groups and networks of actors vah® involved in the tourism
development of an area and who have a role to iplaie creation of both the
tourist product and experience (Bramwell & LaneQ@0Buhalis, 2000; Capriello
& Fraquelli, 2008; Fyall & Garrod, 2005; Pforr, 205hih, 2006). The number of
actors further multiplies in the case of tourismtes, where different destinations
are to be working together. This is why it is ofgraount importance that all the
players involved in the planning and developmena @articular itinerary actively
cooperate and collaborate, by combining resourecebs edforts and exchanging
information and expertise (Beltramo, 2013; Briedmmh & Wickens, 2004;
Majdoub, 2010; Mariotti, 2012). Furthermore, thdige involvement of one of
these players, the local community, may contribtdeenhancing the overall
sustainability of the initiative and may lead te throvision of a more authentic
tourism product (Bahaire & Elliott-White, 1999; Hal994).

The literature on partnerships and networks goveraa(in particular, see
Augustyn & Knowles, 2000; Bramwell & Lane, 2000;aBrwell & Sharman, 1999;
Jamal & Getz, 1995; Pforr, 2006; Provan & KenisP&0Shih, 2006; UNWTO,
2003) provides some suggestions on how to structm@ run an effective
cooperation and collaboration process among lanaidm playersinter alia, the
following elements appear to be particularly reldgvahe need for all local actors
and networks to recognise their strong interdepecetea joint formulation of the
goals and objectives to be achieved through thialmmiative process; the need to
identify and respond to actors and networks’ dersatioe presence of a strong
political will and support; and the set-up of a ntornng and feedback mechanism.
In this context, the public sector is called toyp& key role in encouraging and
facilitating cooperation among competing local camps, the so-called
coopetition(Mariani & Kylanen, 2014).

The establishment of an effective cooperation asithlzoration process among
the different actors of a cultural route frequerttgcomes a prerequisite for the
route to receive some financial support from puhblithorities. This is the case, for
example, of a recent call for proposals publishethe European Commission (EC,
2014) with the aim of encouraging the developmentoorism products on a
transnational and European scale. In the textefctil, it is clearly stated that the
successful proposal should target the “...facilitatiand stimulation of public-
private partnerships and involvement of tourismegmises, in particular micro and
small, in the supply chain of transnational themadurism products as well as into
regional development and tourism promotional stjia& (EC, 2014, p. 6).

Cooperation and collaboration among the differantors involved in a cultural
route is also key to ensure the overall accessilofi an itinerary. As Diez Santo
(2011) observes, the presence of monuments, musanchsother elements of
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cultural interest is not enough for the developnudrdn itinerary. Tourism services
and facilities (hotels, restaurants, bike rentahpanies, etc.) need to be accessible
to visitors in all the different destinations, at@ staff employed in these tourism
services need to be properly trained. The accdisgibi an itinerary is also related
to transportation and information. The differenésiand points of interest must be
easily reachable by as many means of transporbssiljje, and full accessibility
needs to be guaranteed within the different desting as well. Information on
how to reach each single destination — but alsahenattractions and tourism
facilities which are present within each single tohedion — must be easily
accessible. In this context, a useful tool in suppbcultural route planners may be
represented by online platforms. These platform&hich can be consulted by
tourists via smart phones while they are travellirgn a place to another — offer
the opportunity to aggregate information from difiet sources in order to provide
an almost complete overview of a route and its stapcluding feedback from
previous visitors and the possibility for the t@tiio get some personalised services
and assistance (Miguéns, Baggio, & Costa, 2008; aBuh& Law, 2008;
Pourabedin, Hosseini, & Nourizadeh, 2011).

Accessibility may become part of the elements wiasicd monitored regularly by
the planners of an itinerary. To further explore tlksue of monitoring in the
context of cultural routes, it is here worth meniig some useful indicators
developed by the Council of Europe and the Eurogeéammission. In 1987, the
Council of Europe — an international organisationiok is based in Strasbourg
(France) and promotes human rights and culturardity (CoE, 2016) — launched
the Cultural Routes programme with the aim to “..tdbate to the promotion of
European identity and citizenship through knowledge awareness of Europe’s
common heritage, and the development of cultunaksliand dialogue within
Europe as well as with other countries and regid@sE, 2013, art. 1). Since then,
33 cultural itineraries have gained the certificatof Council of Europe Cultural
Route (EICR, 2016), and the list includes well-kmomutes like the Santiago de
Compostela Pilgrim Route (certified in 1987), thanda (certified in 1991) or the
Via Francigena (certified in 1994). Since 1998 earcutive agency of the Council
of Europe — the European Institute of Cultural Rsut- is responsible for
implementing the Cultural Routes programme (EICRLG).

In the context of this programme, the Council ofrdpe and the European
Commission jointly released in 2011 a study onithpact of Coucil of Europe
Cultural Routes on the innovation and competitigsnef small and medium-sized
enterprises (CoE & EC, 2011). As part of the stualgeries of key indicators to
assess the economic impact and the sustainakfildyy a socio-economic and
environmental perspective, of a cultural route waseloped. In relation to the
economic impact of a cultural route, the study tewito regularly monitor the
following indicators: number of visitors and oveghi stays; visitor spend; number
of start-ups and growth rate of existing businessasnber of organisations
provided with training and consulting (and relatadmber of hours); number of
existing and newly-created jobs; and number of amib social media hits.

With regard to the social and environmental sustality of a cultural route, the
Council of Europe and the European Commission thiremention a list of
sustainable development indicators elaborated byrCand Dubois (2003). The
list is reported in Table 2.

Edited by: ISTEI “University of Milan-Bicocca ISSN: 1593-0319

87



© SYMPHONYA Emerging Issues in Management, n. 1,620
symphonya.unimib.it

Table 2: Indicators of Socio-Economic and Environmental &uasiility for

Cultural Routes

I ndicator

Specific measuring instruments

Site protection

Category of site protection acaugdio the
index developed by the International Uni
for Conservation of Nature (IUCN)

Pressure

Frequency of tourists (visitor numbers)

Intensity of use

Intensity of use in peak per
(people/area)

Social impact

Ration tourists/inhabitants (averaaed
peak period)

Development control

Existence of a procedure todystuhe
environment or of true controls as rega
planning and density of use

od

rds

Waste management

Percentage of waste water treated

Planning process

Existence of a systematic plan tier
area/of the tourist destination

Fragile ecosystems

Monitoring of (rare or threat@repecies
and habitats

Consumer satisfaction

Degree of satisfaction of thsitors
(according to a questionnaire)

Satisfaction of inhabitants
Quality of life

Degree of satisfaction of the inhabital
(according to a questionnaire), barome
among the locals

nts
ter

Contribution of tourism to the local
economy

Proportion of the global economic activity

due solely to tourism, actual revenues fr
the added value of tourism

om

Carrying capacity

Composite measuring instrumentning
about the state of key factors influenci
the capacity of the site to handle varig
levels of tourism

ng
us

Site disturbance

Composite measuring instrumeinpéact
levels on the site

Interest

Composite  measuring instrument

characteristics of the site which make
attractive for tourism and which can chan
over time

of
it
ge

Customer satisfaction

Survey score

Source: adapted from CoE and EC (2011), p. 114

3. A Cultural Routein the Making

In order to acquire a better understanding of tlamrpng and development of
cultural routes, the indications provided by litera were combined with the
results of a case-study analysis. The adoption ecds&-study approach is actually
considered to allow for an in-depth investigatidrilee issues at stake (Eisenhardt,

1989; Yin, 2003).
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As case study, the authors decided to analysertimogal — which has been put
forward since 2011 by a French-based pro-Europecad®n — to create a
European cultural route dedicated to Charlemagie ifinerary is named/ia
Charlemagneand most of its stops concentrate in the area deatpbetween Paris
(France), Aachen (Germany) and the Grand Duchygembourg.

This particular case study was selected for a tldofeason: first, the large
amount of information made available to the publcthe proposers; second, the
possibility for one of the authors — based in Bels¢Belgium) at the time of the
investigation — to easily visit some of the degtovas which are part of the
proposed itinerary.

In terms of data collection, information from diéat sources (the website
dedicated to the initiative, other local tourismbsies, local press, etc.) was
integrated with the data collected by one of thinans in his visits to some of the
destinations which have been included in the pregosultural route. More in
detail, five one-day field trips were organisedthe period going from 11 October
2014 to 23 November 2014, in the following citigsachen (Germany); Liége
(Belgium); Luxembourg City (Luxembourg), Namur (Beim) and Reims
(France). The author pretended to be an ordinargsioand asked the staff of the
local tourism office for some information concemithe Charlemagne heritage in
the area.

The final purpose was to understand what eachesfetldestinations has actually
to offer to the visitors who are willing to go tlgh theVia Charlemagne
Furthermore, the authors wanted to observe whétleestaff providing information
to tourists was aware of the proposal.

An effort was made to at least partially overcomme ltmitations of the qualitative
method used: a non-academic language was usedoamthents or attitudes that
could have disclosed the real purpose of the wisre avoided.

The idea to create a European cultural route desticeo Charlemagne, the so-
called Via Charlemagnge has been proposed since 2011 by the France-based
associatiorMouvement Européen Marnehich is part of a network of pro-Europe
organisations calleHuropean Movement InternationdMI, 2016).

As it is clearly stated in the webpage of the atitie, the proposed route aims at
making people rediscover the roots of the Europeature, by following the
footsteps of an emperor, Charlemagne, who is cersidamong the founders of
today’'s Europe (MEM, 2016).

The itinerary extends from Barcelona (Spain) toaR{gatvia) and most of its
stops are concentrated in the transnational regiomprised between Paris
(France), Aachen (Germany) and the Grand Duchywdembourg (see maps in
MEM, 2016).

TheVia Charlemagnguts together towns and cities where the emp@emtgpart
of its life (e.g., Aachen) with other urban centwdsere the Carolingian heritage has
always been very present (e.g., Riga with its staifi Roland, Charlemagne’s
nephew and symbol of freedom in many HanseatieSjiti

The emperor’s seal has been selected as the bféiga of theVia Charlemagne
project.

Once the route is further developed, the proposktke initiative would like to
apply for theCouncil of Europe Cultural Routeertification (MEM, 2016). At the
time of writing, no official application has beembsnitted yet (EICR, 2016).
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Based on the information collected via both primang secondary research, and
taking into account the suggestions provided bgrdiiure, the authors have
identified a set of factors which may contributethe successful development of
the Via Charlemagneproject. At the same time, a series of shortcosiiagd
elements to be improved have been pointed out.

The first factor which may help to ensure the sasfi¢ development of the
initiative is the theme chosen for this particutaitural route. Charlemagne has
always been considered as a key figure in Europestary and back in the Middle
Ages the emperor was even raised to sainthood @b&pr2014; MVH, 2014;
Rogeau, 2014). Also today, news related to Chadmmaand his heritage are
reported quite frequently in the press (e.g., sdie&, 2014; Crémers, 2013;
Gihousse, 2014; Jacquemin, 2012; RA, 2014) andnaeioCarolingian capital city
such as Aachen has been effectively building itagenand tourism brand around
the emperor (Aachen, 2016). Therefore, e Charlemagne@ppears to have some
good market potential and attractiveness. Furthesmdhe importance of
Charlemagne for Europe’s history may also incrélasehances for this itinerary to
gain theCouncil of Europe Cultural Routeertification, as it is in the plans of the
proposers.

Based on the information provided in the websit¢hef initiative (MEM, 2016),
it also appears that both tMouvement Européen Marmaad the other players who
have already decided to join the project have arabd®mmon goal, which is the
promotion of Europe's common culture combined wiite enhancement of the
tourism attractiveness of the regions the itinersigomprised of.

The Via Charlemagnecan also count on a good and diversified tourigfar.o
Next to the Carolingian heritage, for example, ibesions like Reims or Liége are
already present in the tourism marketplace with @l-reputed tradition of
wine&food (e.g., the champagne wine in Reims) arskres of events (e.g., the
Lieége-Bastogne-Liege cycle race) able to attrasitasis from outside the regional
area. This diversified offer makes it possible floese destinations to enrich the
overall tourist experience, to attract differenpdiogies of visitors and bring more
benefits to the local economy. Tourists who areay visiting one of these
destinations for a different reason (e.g., wine&f@xperience) may be encouraged
to discover th&/ia Charlemagns sites and attractions.

The efforts put on the communication of the initiatby its proposers may also
contribute to the successful development of thitucal route. Even if some
information and some translations are still missiagvebsite (MEM, 2016) that
serves as a sort of inventory for the project igently in place; furthermore, the
proposal has already acquired some good coveraie ilocal press of the regions
interested by the initiative (e.g., see Bechet32@réemers, 2013; Gihousse, 2014;
RUA, 2014).

Part of this good coverage is probably linked te kiigh-level political support
the Via Charlemagnean count on. As it is highlighted in the webslezlicated to
the project (MEM, 2016), the initiative has alredmben supported by the President
of the European Parliament, Martin Schultz, andtliiy Representation of the
European Commission in France. In this regarderiitainly helps to have a former
Member of the European Parliament, Jean-Marie Begups President of the
Mouvement Européen Marne
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At the same time, it is the authors’ opinion thattier efforts should be made by
the proposers to illustrate théa Charlemagnenitiative to the staff in charge of
providing information to tourists in the differedestinations of the itinerary. The
direct experience of one of the authors showed dmy in two out of five
destinations the staff of the local tourism offi#eas aware of an ongoing project
aiming at promoting the Carolingian heritage. Witlte exception of Aachen,
primary research also pointed out the limited kremlgle of local tourism staff with
regard to the places and monuments related tagheefof Charlemagne. This was
particularly true in destinations like Reims, whavarism is linked mainly to other
typologies of products (e.g., wine&food and Gothrt). Furthermore, despite its
actual presence and relevance, almost no informabald be collected in relation
to Charlemagne-related heritage located just oaitdi& urban areas which were
visited. For example, during the visit to Liegedsitism office, it was very difficult
to get some information with regard to an exhibitidedicated to Charlemagne
which was taking place in the near-by town of Har@tlerstal, 2015; MVH, 2014).

Part of this lack of information is most probablyedto a low level of cooperation
and collaboration among the different destinatithresproposed route is comprised
of. An enhanced collaboration would help to devedomore unified image of the
itinerary and the tourist would have the feelingttall stops are part of a common
and integrated project. Furthermore, the markesingtegies of the different local
tourism operators would benefit from the exchanfydata and information on the
characteristics and demands of visitors. As a efghis increased cooperation and
collaboration, some support material providing awergiew of the Via
Charlemagneshould be made available in every stop and lamaligm operators
should be more active in promoting their own Caxgitan heritage but also that of
the other destinations included in the culturateou

Further cooperation — with the set-up, for instarafead-hoc roundtables with
participants from all the destinations — could distp to improve the accessibility
of the route by public transportation. As experaghby the authors themselves at
the moment of planning the five field trips, duethe lack of direct connections, it
iIs almost impossible for a tourist who does noveraby car to go through the
itinerary in the direction suggested by the proppg¢see maps in MEM, 2016). For
instance, no direct international train connectidretween Reims and Belgium
exist, and tourists have to go to Paris to reacmiNaLiége or another Belgian site
(SNCB, 2016; SNCF, 2016). The suggested multi-actod multi-destination
roundtables could be shaped based on the experanttee already established
ones, which have been built around the followirgntles: tourism, culture, training
and education (MEM, 2016).

The proposers of th¥ia Charlemagneshould also consider the possibility to
directly cooperate with an already existing itimgravhich gained theCouncil of
Europe Cultural Routeertification in 2007: th&ia Carolingia This cultural route
— which was promoted by Italy’s Ministry for CultirHeritage and Tourism —
crosses Germany, Belgium, France, Switzerland &gt &nd is dedicated to a
specific episode of Charlemagne’s life: his triprfr Aachen to Rome in the year
800 to be crowned Emperor of the Romans by Popellld&ICR, 2016). Both
primary and secondary research shows that there igteraction between the
proposers of the two routes. At the same time,artqular political reason appears
to justify this. It is the authors’ belief that thestablishment of contacts and
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relations between the two itineraries would be efdfit for both routes: th¥ia
Charlemagnecould benefit from the experience already acqulvgdhe tourism
operators of th&/ia Carolingia and the latter could provide its visitors with the
possibility to discover other cities, towns andattions linked to the Carolingian
heritage.

The experience which has been already acquirechéyptoposers of th¥ia
Carolingia could also help theMouvement Européen Marnelaborate and
implement a series of indicators to monitor bota #tonomic and sustainability
impact of the proposed itinerary. As it can be sigethe website of the initiative
(MEM, 2016), the proposers of this new culturalteoare frequently mentioning
the positive impact of the expected flows of visstéor the economic development
of the different stops. Nonetheless, no specifdicator to monitor this expected
economic impact seems to have been developed .sbHarsame is true for socio-
environmental issues: it is not clear how the psape are going to guarantee the
sustainability of the route in the long term, awogl negative impacts on the
environment and preserving and improving the quabf life of the local
population. Last but not least, customer satisbacti which, as it was reported (see
CoE & EC, 2011), can be included within the indicatof sustainability — is not
measured either. Here as well, the set-up ofad+fhoc multi-actor and multi-
destination roundtable dedicated to sustainabggyes could be of help.

Further action should also be taken in relatiofutading. Based on the analysis
carried out by the authors, it appears that, atmbenent of writing, no discussion
among the different destinations which are parthefVia Charlemagnéhas been
launched in relation to the way this cultural rowié sustain itself. The experience
of otherCouncil of Europe Cultural Routesan provide some suggestions in this
regard. For instance, every city involved in tHansa itinerary has agreed to
contribute with an annual fee for the developmdnthe website dedicated to the
initiative; at the same time, each city is respblesfor funding its own activities,
with the support, if possible, of private spons(C®E & EC, 2011; Die Hanse,
2015). As it was discussed in the literature revigegsion of this paper, the
possibility and the prerequisites to get some fogdit European level should also
be explored by the proposers.

Perhaps, this delay in the elaboration of indicatord funding mechanism is due
to the early stage of development of ¥ Charlemagneproject. If this is the
case, the authors would strongly recommend talinyenecessary steps to tackle
these issues as soon as possible. An agreemeravoriohfund at least the joint
activities, together with the identification of coran and measurable indicators for
socio-environmental and economic impact, is exgetdaeinforce the commitment
of the stakeholders and destinations involved @ ithitiative and to increase the
chance of obtaining theouncil of Europe Cultural Routeertification.

4. A Toolbox for Tourism Decision-Makers

This paper aimed at identifying the elements ardtofa which facilitate the
planning and development of sustainable culturate® linking together different
tourism destinations. Based on the suggestions ngprfrom literature and the
results of the analysis of théia Charlemagneinitiative, planners and actors
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involved in the development of a cultural route amgited to pay particular
attention to the following nine elements:

1. theme the cultural itinerary needs to be centered adoam appealing theme,
able to attract visitors and tourists;

2. goal the players from the different destinations imeadl in the development
of a cultural route have to agree on the main divjes that they want to reach
through their initiative;

3. destinationsto reach out to different typologies of visitoitss recommended
to develop a cultural route where tourism offelassdiversified as possible
(e.g., well-reputed wine&food destinations to bembined with famous
cultural heritage sites). The possibility to co@terand/or integrate with other
already existing itineraries should also be exmlpre

4. inventory the assets and resources of the different déistnsaand attractions
involved in the itinerary must be carefully exandrand catalogued;

5. accessibility planners and developers need to guarantee thacitgssibility
(easy access to information, easy access to touasifities and services,
easy access by public transportantion) of all #sidations which are part of
route;

6. communication the cultural route must be effectively commurechtand
promoted (development of a common logo, creatiorarofonline platform,
etc.);

7. political support getting the support of key political figures masip to give
visibility to a cultural itinerary and to attractew actors (e.g., new
municipalities);

8. funding the cultural route needs to be able of sustasifitpossibly with the
support of some external funding sources (e.g.,of@an funds, private
sponsors, etc.);

9. monitoring it is important that all the aspects of the rodt¢he economic
benefits it has been generating, but also its sesieronmental sustainability
and the satisfaction of visitors — are constangeased, and monitoring
schemes developed in the context of other cultorgtes can be applied.

These elements imply the presence of a preconditiactor: the existence of an
effective and continous cooperation and collaboraamong the different actors
and the destinations involved in the planning aadetbpment of a cultural route.
As it was clearly stated by literature, cooperatmia collaboration among actors is
key to provide a unique and coherent image of theerary. Furthermore, the
exchange of information and know-how helps locarafors to better meet tourist
demands and expectations and often constitutesei@equisite for the route to
receive some financial support from external sairda addition to this, the
involvement of all the local actors (local resideimcluded) may contribute to
developing a more sustainable tourism product.

The elements and suggestions which have beenrdtadt in the previous
paragraphs are expected to work as a useful todilmoxhose tourism decision-
makers who are directly involved in the design dadelopment of cultural routes
in Europe and elsewhere.

At the same time, the authors are aware of thedions of their work: the case-
study analysis concerned one cultural route prdposly. Furthermore, primary
research was limited to five one-day field-trips which one of the authors
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pretended to be a visitor asking for some infororatt the local tourism offices.
The visit to a larger number of destinations arel drganisation of interviews and
focus groups with local tourism operators and atties would have certainly
provided a more in-depth understanding of the giktbe-art of the initiative and
the issues involved.

It is therefore here suggested to keep on examimd) @mparing theVia
Charlemagneand other similar projects. The authors stronglyielle that a
continous and thorough analysis of this type dfiatives will help to ensure the
economic and sustainable development of the arehsgl@stinations interested by a
particular itinerary, which is the main reason wdutural routes are planned and
designed.
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