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Introduction

Alpine SMEs are often small and unwilling to initiate important processes of change, today more than 
ever dictated by the changed needs of customers, the need to be characterized by the fact of being 
"mountainous" and the need to enter foreign markets in a new and convincing way. 
The change that many companies are being asked to do is not so much to invest in new technologies, 
but also to give new "meanings" to what is produced and to pay more attention to users. 
These answers can be found on the one hand by starting an effective collaboration with the cultural and 
creative industries (digital, multimedia, graphic, creative professionals, etc.), on the other hand by 
enhancing - within their production and business model - the cultural riches (museums, theaters, 
musical bands, monuments, fairs and traditions, etc.) and the natural ones (the Dolomites themselves, 
parks, waters, etc.) that characterize the environment in which they work and produce. 
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Cross Fertilization therefore proposes itself as a new paradigm according to which an organization, in 
order to generate value and remain competitive, can and must also resort to external sources, as well 
as ideas originated internally, thus crossing traditional boundaries (moving from a Closed model to an 
Open model). 
This new approach involves a complete rethinking of the paradigm behind the innovation process: 
allowing projects and ideas to get out of the context in which they were generated and be 
"contaminated" by external ideas leading to a corresponding increase in the success rate of projects 
and ideas.
By stimulating collaboration between SMEs and Creative Industries, starting from a common challenge, 
the probability of finding an innovative solution to a complex challenge increases considerably. The 
network inter-business relationships will also make it easier to disseminate, share and transfer 
knowledge and exploit ideas through a wider variety of channels.

Introduction
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The following handout provides a general overview of the innovation process, explaining its 
fundamental concepts and main stages.
For the first 4 phases of the innovation process, tools and Case Studies have been identified in order to 
facilitate the collaboration between SMEs with Creative Cultural Industries, linking their innovative 
processes to cultural and natural "Motors" specific to the Alpine area.

Introduction



Cultural and Creative Spillover Effects

The terms "spillover" or "spillover effects" capture the phenomenon through which an activity carried out 
in a given area has a consequent wider impact on the surrounding space, and on society and the 
economy as a whole. 
In the context of innovation they refer to the exchange of knowledge between individuals which can 
be a starting point for the development of new products, services and processes. 
Officially introduced in 2012 as part of the international debate on cultural policies by the European 
Commission, the study on Cultural and Creative Spillover Effects showed how the cultural and creative 
industries sector can create positive repercussions that embrace different production sectors and multiple 
areas of action, stimulate the birth of innovative activities, create new jobs and increase the attractiveness 
and competitiveness of a territory.
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Three macro categories related to Cultural and Creative Spillovers have been identified: knowledge 
spillovers, industry spillovers, and network spillovers.
Knowledge Spillovers refers to all those cases in which new ideas and technologies, developed within 
cultural and creative industries, are also applied profitably in other fields, generating positive effects in 
terms of productivity and innovation. The importance of knowledge-related spillovers is given by their 
ability to stimulate creativity and its potential, to increase tolerance between communities, to strengthen 
cross-sectoral collaborations, and to facilitate the emergence of new organizational methods and 
managerial structures.
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Cultural and Creative Spillover Effects



Industry spillovers occur when cultural and creative goods and services increase the demand for 
complementary products in other sectors: for example, the widespread dissemination of digital content in 
museums leads to an increase in the demand for technological products, or the release in cinemas of an 
animated film for children generates additional revenue thanks to the sale of toys and other 
merchandising products. Spillovers that refer to production processes play a decisive role in promoting 
entrepreneurship also in the creative and cultural sectors, in encouraging private and foreign investments, 
in increasing productivity, efficiency and competitiveness of economic systems, and in fostering the 
propensity for innovation and the use of digital technologies.
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Cultural and Creative Spillover Effects



Network spillovers, on the other hand, manifests whenever the mere presence of creative industries 
within a given territory also benefits other local companies. The existence of spillovers related to 
geographical location, and their effects on innovation, are widely studied and recognized (as in the case 
of cultural and creative industries). The rationale behind their operation lies in the ability of cultural and 
creative industries to produce positive externalities, which can be transferred to the other production 
sectors present in the same territory, generating higher revenues at local level.
Similarly, individuals are attracted to a neighborhood or city because the productive activities of interest to 
them are in that particular geographical context. The importance of these spillovers translates into the 
possibility of building a more cohesive and inclusive society, improving well-being and quality of life, 
spreading tacit knowledge, promoting urban regeneration, and creating a creative milieu capable of 
strengthening local identity and increasing the attractiveness and recognition of a place or city.
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Cultural and Creative Spillover Effects



Cross Innovation
In recent years the term cross-innovation, which refers to the same phenomenon of mutual fertilization 
of industries, has become more relevant.
While “Spillover Effect” describes the effects of knowledge transfer, Cross-innovation should be 
understood as a managed innovation process that facilitates the involvement and collaboration of 
cross-sector organizations to generate new opportunities in terms of products, services and trends.
Cross Innovation riguarda il trasferimento di idee, tecnologie, sistemi, concetti o principi generali esistenti 
da un settore a un altro al fine di risolvere problemi o rispondere a domande sperimentate in quel settore. 
Ciò può avvenire attraverso tecnologie, brevetti, conoscenze specifiche o modelli di business.

Cross Innovation is a specific form of open innovation, which means that to benefit from this approach 
companies need to revisit their innovation processes to ensure that internal and external ideas are taken 
into account in the development of new products, services and processes.
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The main hurdle of Cross Innovation are the identification of other industries and access to relevant 
stakeholders in other areas where you can find solutions to your problems or offer your own solutions to 
solve their problems.
In order to promote cross-innovation processes and overcome barriers to cross-innovation, a structured 
approach is needed that modifies existing innovation processes both within companies, but also within 
regional innovation systems. national and transnational networks.
The success of promoting cross-innovation therefore depends on a change in the innovation process.
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Cross Innovation



It is in this context that the CROSSINNO project aims to promote collaborative actions between traditional 
companies and cultural and creative industries, to encourage innovation processes and to exploit the 
peculiarity of the Alpine territory to which they belong. 
In addition, precisely in order to strengthen the "proprium" of the Alpine area, the project aims to link 
innovation processes to the tangible and intangible cultural riches present in the area, so as to create a 
virtuous circuit that sees the environment, the entrepreneurial tradition and new creative skills as an 
opportunity to strengthen the industry and to promote the economy of the mountain as a whole. 
The innovative nature of the project lies in supporting the innovation processes of businesses favouring 
collaboration and transfer of knowledge between SMEs and creative and cultural industries, between 
start-ups and spin-offs on the one hand and consolidated businesses on the other, but identifying a 
cultural reference point (a museum, a natural park, a traditional fair, a bank holiday etc.) that can help 
businesses, research bodies and intermediate bodies to work together, creating new products, new 
businesses and new local development opportunities open to young people and adults.

13

Cross Innovation



Case Study: the Cirmy brand
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The Cirmy Brand represents an extremely interesting case study that 
shows how a new product can be created (Freedom), starting from the 
opportunities and values of the territory, through an idea born within the 
company and then being developed outside thanks to the contamination of 
ideas, skills, resources of a multiplicity of different organizations. 
It is a contamination that has generated and continues to generate benefits 
for the entire network involved.

https://www.cirmy.it/
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The event that triggered cross-innovation was research carried out in Austria, where researchers 
assessed the positive effects of Swiss pine wood on the stress and resilience of the human person. 

Tcrea Srl, a creative company founded in 2014 in which Trend and Technology 
merge to give life to products and projects with strong emotional impacts, 
analyzes research on Swiss pine wood and starts a cross-innovation activity 
creating a network of companies that could find solutions to a series of 
challenges aimed at creating a new product using Swiss pine wood

Case Study: the Cirmy brand
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The main challenges of the project:

● Creating a community of innovators of various kinds, as well as experts, companies and 
organizations
Creating a new product related to the territory
Using pine wood
Making a sustainable product
Reducing the use of petroleum derivatives
Eye-catching design
Using waste for circular economy
100% made in Italy with preference for local companies

Case Study: the Cirmy brand
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Case Study: the Cirmy brand



"Just as in nature trees give us oxygen and 
purify the air, so Freedom cleanses the air 
of your environment by eliminating bad 
smells, bacteria, organic pollutants and 
viruses. A completely natural product, made 
of solid wood of Swiss pine. Place Freedom 
in your home, in the office, and it'll be like 
feeling in the woods"

18

Case Study: the Cirmy brand
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Case Study: the Cirmy brand

NO TO FILTER CHANGES - NO SPECIAL WASTE
The main PCO filtering system mimics plant photosynthesis
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Case Study: the Cirmy brand
REDUCING THE USE OF PLASTIC AND PERTROLIUM 

DERIVATIVES
Made of solid Swiss Pine wood from the Alto Adige non-treated PEFC
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Case Study: the Cirmy brand

LOW ENERGY CONSUMPTION
10,6 W equal to an average monthly cost of 1,70 € 24/7
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Case Study: the Cirmy brand

CERTIFIED EFFICIENCY
Reduction of pollutants, bacteria, formaldehyde, PM2, PM5, PM10, odours   
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Case Study: the Cirmy brand

USING PRODUCTION WASTE
During the production process, we collect the woodchips that will then be used as packaging



NO ELECTROMAGNETIC POLLUTION
We have eliminated all device control through 

Wi-Fi or Bluetooth
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The cross fertilization process allowed to modify the original idea of the project by introducing two elements 
of added value for the product. The idea of reducing electromagnetic emissions and the introduction of 
aroma therapy are aspects that have developed thanks to the action of exchange of knowledge and 
brainstorming. 

AROMATHERAPY

Case Study: the Cirmy brand
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Case Study: the Cirmy brand

GROWING TOGETHER
16 local SMEs and CCIs have been involved in the making of Freedom



Creativity and organization: an 
unprecedented intertwining for 

innovation
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Creative Driven Industries

taken from the contribution of Francesco Zurlo, Deputy Dean of the Design 
School of the Milan Polytechnic
full text on
https://www.symbola.net/approfondimento/imprese-creative-driven-creativita-e-or
ganizzazione-un-intreccio-inedito-per-linnovazione/



By definition, creative-driven industries are those realities capable of aligning business aspects to a 
cultural and/or creative proposal, redefining and sometimes enhancing their own competitive advantage. 
A phenomenon that is possible thanks to the effective interaction between actors with different skills and 
competences (primarily creative) but also thanks to hospitality organizations, because they are led by 
equally creative and visionary leaders.

Beyond the boundaries of the organization, we detect, not new but unprecedented in terms of methods 
and protagonists, a creative tension within the production ecosystem, in the constellations of value that 
support businesses. In this context, creative-driven production takes shape in different, sometimes 
complementary, ways: through original production/distribution outputs or through organizational 
processes that adopt, at a systemic level, a creative mindset. On the one hand, innovation and creativity, 
typical expressions of successful Made in Italy industries, go beyond the traditional focus on the 
product/service; on the other hand, we observe the slow horizontal movement of creativity, as a strategic 
asset, in sectors that, sometimes with prejudice, we have often perceived as extraneous to this sphere.
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A first, more traditional trajectory is the one that marks the symbolic and cultural dimension of the 
creative-driven process. A dimension that intercepts the public on the basis of a narrative pattern, 
sometimes “open” that allows the reader / consumer, involved in the narration, to grasp aspects that are 
particularly significant for themselves, corresponding to values, behaviors, models of meaning.

These narratives carry multi-values, responding no longer to just functional needs but to emotional, 
reflective, self-realization needs.
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B&B Italia, for example, offers a renewed image of itself thanks to a systemic and 
integrated communication project for the fiftieth year of its foundation. Communication 
R-evolution presents 3 special, integrated and multimedia projects: a documentary 
film, a book, an exhibition at the Milan Triennale.

The goal is to involve, on a cultural level, prescribers - architects and interior 
designers from all over the world - identifying on this level the glue of "meaning" 
between the various players involved.

Creative Driven Industries



On a similar level, again referring to the furniture sector, the case of Lago Industries. The vision of 
Daniele Lago, second generation of entrepreneurs from Veneto, has always been to build a community of 
stakeholders interested in a modern culture of living, through the creation of a network that also tends to 
include end consumers. Lago thematizes its own stories on the occasion of each Salone. The narration 
becomes a message, but it also feeds the company catalog, which adopts the rooms interpreted by the 
women invited, with the result of meaning (stylistic differences, complementarity of products, overall 
mood), which he manages to transfer.
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Nino Negri rejects the traditional routine (the usual well-known branding agency), for 
the launch of a new wine: SCIUR. The product tells of attention to a delicate area - 
the dry stone walls of the Valtellina vines - and takes into account all aspects of 
potential environmental impact along the entire supply chain.

Creative Driven Industries



The second trajectory refers to an organization that, through each of its members, is creatively active to 
respond, in good time, to the demands of the social and competitive environment. It is an important 
change that changes the organizational structure of the company but also its cultural foundations. The 
goal is to stimulate "design mindfulness" by making the creative dimension a silent and tacit connotation 
of the organization.
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For example, Barilla has created a recognizable space dedicated to design 
thinking, in a pre-existing industrial area, where work groups can experiment and 
seek out new innovative solutions. The area is designed to be appropriable by the 
various components, facilitates exchange and allows for different activities thanks to a 
flexible system of furnishings. The creative organization is often recognized in 
dedicated spaces, called in jargon "war room", places that make recognizable the 
practical dimension that always implies a creative approach. A key theme is the 
experimental one: creativity is realized in the rapid prototyping of ideas, or in 
pretotyping, according to the happy definition of Alberto Savoia, an Italian engineer in 
California, at Google.

Creative Driven Industries
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The Loccioni company, thanks to the vision of Enrico the founder, makes the 
cultural/creative dimension the key to entrepreneurial success. Founded as a 
company focused on electrical systems and industrial automation, over time it has 
transformed into a company capable of offering advanced and customized 
technological solutions to its industrial customers in various sectors.

Characterized by a horizontal organizational structure, it finds in the proposal of Isao 
Hosoe, an Italian-Japanese designer, a functional reference model. Loccioni, in fact, 
is a Play Factory: the game, which is expressed through the use of tools, spaces, 
relational models, facilitates the emergence of solutions thanks to meaningful 
platforms that favor the dialogue between skills, between consultants and customers, 
between the various players in the supply chain.

Loccioni also stands out for its contribution to the territory, through actions of 
environmental qualification and engagement of local communities, or in the 
innovative proposal that concerns, in recent years, the relationship with the school, 
proposing innovative models in school / work alternation programs. (as in the 
“enterprise for all ages” project).

Creative Driven Industries



A third trajectory concerns creativity within the supply chains. A recurring theme within the industrial 
district model that has characterized our production system but which today, also in the light of a 
production reorganization in the area, manifests itself in a different way.

A significant example is that of publishing houses in their relationship with the phenomenon of art and 
culture exhibitions. If the model once saw a system of actors that revolved around the museum or art 
gallery, usually the client of the catalog created by a curator, today things seem to have changed.

The publisher, from a mere supplier, turns into a proactive proponent of exhibitions and cultural initiatives, 
following all aspects of production, not only of the book, but of the exhibition itself, of the curatorship, of 
the related merchandising system. Companies such as Silvana Editoriale, Skira, Electa and others, 
become, in some way, concept providers for museums and art galleries, developing an 
unprecedented creative quotient.

32

Creative Driven Industries
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This is not new: in textiles, for example, it is the suppliers of fabrics that detect and 
transform trends into inputs, however this phenomenon extends to different 
production and industrial areas. In a sector far from exhibitions, catalogs, fabrics and 
decorations, such as packaging, the company we know for the most famous 
"tetrahedrons" in the world, Tetrapak, from its headquarters in Modena, proposes a 
value chain discovery process to its own customers, integrating creative capacity 
into their organization, to apply it to the food production chain, promoting new 
formats of drinks and food in tune with emerging and / or hidden needs of consumers.

Even more specific is the work of Fluid-O-Tech, which with its dedicated “creative” 
center, F-Lab, is involved in creatively transferring technologies related to “fluidics”, 
the technique of fluids, to sectors apparently far from these areas. Or again, in the 
supply chain of creative services (design and branding), Eligo intervenes creatively 
in the reconfiguration of the value of the supply chains, bringing together artisan 
skills and famous brands, looking for affinity (and not conflict) between them, 
proposing innovative narratives capable of bring value to the players involved.

Creative Driven Industries



In today's increasingly complex, turbulent and unpredictable market contexts, a crucial success factor is 
the ability not only to react flexibly and quickly, but to actively anticipate and provoke the new: innovation 
and creativity are therefore strategic resources for every type of organization.
Businesses that require creative interventions seek the opportunity to "see what others don't see," to 
produce new and original ideas compared to tradition and the market, or to recombine existing ideas to 
produce something different. In this sense, it is necessary to mobilise people's desire for creativity and to 
translate their spontaneous and unconscious creative potential into a reproducible research method.

Stages of Innovation

34



Creativity and innovation, often perceived as separate, are interconnected aspects of a single process in 
which creativity is a prerequisite for effective innovation. Creativity is a form of intelligence permeated by 
the aesthetic dimension, which can be translated into a method, whose learning and transmission are 
achievable through a path that makes spontaneous creative processes aware and systematic.
 
Although every real innovation is the result of a complex history made up of paths that are not always 
linear, the result of a process that takes place in and between people, there are some phases through 
which most innovations necessarily pass. 

The following framework can be used to manage spontaneous creative pathways, to understand how to 
put ideas to work, focus work groups on different methods and mindsets, and be able to convey ideas 
and knowledge to produce innovation. 

35

Stages of Innovation
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Stages of Innovation



Stage 1 – Opportunities and challenges
These include all the initiating factors like a crisis, new 
evidence, inspirations etc. which highlight the need for 
change. This might involve diagnosing the root causes of 
a problem, or identifying the opportunities that a new 
change could bring about. 
Stage 2 – Generating ideas
Most of the ideas you come up with at first won’t work. 
But it’s only through the process of constant idea creation 
that you arrive at something that is radical and 
transformative. Use creative methods like design to 
increase the number of solution options from a wide 
range of sources.
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Stage 3 – Developing and testing
New ideas are always helped by robust criticism. It is 
through trial and error that ideas are iterated and 
strengthened. This can be done by simply trying things 
out, or through more rigorous prototyping and 
randomised controlled trials. 
Stage 4 – Making the case
Before you try to implement your idea, you need to prove 
that it can work and is better than what is already there. 
Build up firm evidence to back it up and then share it 
honestly

38

Stages of Innovation



Stage 5 – Delivering and implementing
This is when the solution becomes everyday practice. It 
includes identifying what is working well, and what is not, 
as well as securing income streams that enable the long 
term financial sustainability to carry the innovation 
forward. 
Stage 6 – Growing and scaling
In this stage there are a range of strategies for
growing and spreading an innovation - from
organisational growth, to licensing and franchising. 
Emulation and inspiration also play
a critical role in spreading an idea or practice
in a more organic and adaptive manner.

39
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Stage 7 - Cambiare il sistema
Systemic innovation is where maximum social impact can 
be created. It usually involves changes in the public and 
private sector over long periods of time, and the 
interaction of many elements and new ways of thinking.

Below will be presented tools and Case Studies related to 
the first four phases of the innovation process and 
that can be used to start or link the innovation projects 
already started to the tangible and intangible cultural 
riches present in the area, so as to be able to create a 
virtuous circuit that sees the environment, the 
entrepreneurial tradition and new creative skills as an 
opportunity to strengthen the company and to promote 
the economy of the mountain as a whole.

40

Stages of Innovation



An "innovative" Museum between Made 
in Italy, art and Open Innovation: 
The Salvatore Ferragamo case

Case Study: S. Ferragamo Museum
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The first exhibition activities date back to 1985, well before the 
birth of the Museum, when the retrospective exhibition on 
Salvatore Ferragamo was inaugurated at Palazzo Strozzi in 
Florence, the first in Europe and the second in the world in which 
a fashion company presented its products as works of art and 
high craftsmanship, demonstrating that a company is not only an 
economic actor, but at the same time has an important social, 
cultural, and intellectual function.

42

Case Study: S. Ferragamo Museum



From the Manufacture to the artifact of artistic value in the video 
installation "Riflessi“ (“Reflections”)
Since the 1930s Salvatore Ferragamo footwear have been judged 
to be artefacts of artistic value, referring to a concept of art that 
focused attention on technical mastery as well as conceptual 
creativity. 
Ferragamo, in his work, took as a model the Renaissance artistic 
workshop, of which there were numerous testimonies in Florence 
and proudly claimed the role of the craftsman-artist, dear to 
tradition.

43
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An important story that the Salvatore Ferragamo Museum has 
decided to share with visitors not only to convey the value of 
Ferragamo's footwear, but also to face a further challenge: to try to 
investigate new communication and expressive areas to reach 
even the youngest audience more effectively. 
This is how the collaboration with Karmachina, a visual design 
studio in Milan, was born. It leads to the creation of video 
installations that compare footwear with their source of inspiration, 
the classical world, the East, the artistic avant-gardes of the 
twentieth century, Surrealism but also the artisan culture of the city 
of Florence.

https://vimeo.com/168616908

From the Manufacture to the artifact of artistic value in the video installation 
"Riflessi“ (“Reflections”)

44

Case Study: S. Ferragamo Museum

https://vimeo.com/168616908


The atelier becomes Mood Board and the physical space also 
becomes a mind-scape: an immersive experience within a visual 
device

The mood board is something that shows us the components that will lead to a project. It is 
where we explain the values linked to a possible product: the feeling regarding fashion and the 
idea that you want to give to the work of art. A narrative is built, a storytelling thanks to which a 
worldview is expressed. The mood board is a sharing tool, an aggregation builder, a 
definition of interests and consumption methods. This once took place in the atelier, where 
the construction of a product, a work of art, or the imaginaries related to it, consisted of several 
processes. Today everything happens in real time. To return this dynamic to the visitor, in 
collaboration with the magazine "A MAGAZINE CURATED BY", a room (curated by Alberto 
Salvadori and created by Karmachina with editing by Elisa Serravalli and sound design by 
Alberto Modignani) has been designed where the atelier becomes mood board, where 
thousands of images move and combine generating a physical space that is also mind-scape.

45
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The Innovation Flowchart gives a detailed overview of the various stages in an innovation process, listing 
the activities, requirements and goals of each stage. These include an overview of the different people,
skills, activities and finances that a project or an organisation might need in order to succeed. The 
structured overview this tool provides, helps review where you are in the process, and to organise the 
next steps in your work.
This tool helps you to spot opportunities for growth by helping you understand which resources to focus 
on. You can see this by checking where you are in the process and whether you have thought of all the 
aspects that need consideration.

Innovation Flowchart

46



Innovation Flowchart
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How to use it

The worksheet gives an overview of the various stages in an innovation process, and it lists 
stage by stage the activities, requirements and goals of each stage. Use this overview to 
check where you are in the process, and whether you have thought of all the aspects that 
need consideration. This check may help you to identify what things need special attention. 
The overview comes with a handy reference to the tools and activities that can support you 
in each stage.

The following pages will present some tools that can be used in each of the first 4 phases 
of the innovation flowchart

Innovation Flowchart
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Stage 1: Opportunities and challenges

49



Innovation means carrying out new actions and processes that can bring real and quantifiable benefits. It 
is an active process that relies on the ability to create something new or add value to the existing.

Before starting an innovation process, it is good to understand the sectoral and/or territorial context 
within which projects will take place, with reference to situations defined and represented by quantifiable 
indicators.

The analysis of the needs of the cultural “motor" recipient of the project and of the end users who will 
benefit from it is also an essential starting point for any activity that brings innovation. 
Three tools that can be useful at this stage are:
- Experience Tour
- Problem Definition
- Causes Diagram

50
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Going on an Experience Tour means immersing yourself totally in a particular environment (like for 
example a museum) so you can gain a first-hand perspective of the situation or context.

In a context of collaboration between CCI, museums, SMEs Experience Tours can help ‘ground’ your 
thinking; they give you a clear perspective for developing ideas that are intimately connected with the 
people you’re working for. 

This tool provides a structure for reflecting upon and collecting insights from your first hand experiences. 
There are guidelines to help you focus on the experiences of the people you are trying to understand, 
and to collect the type of materials you will need afterwards to start developing ideas.

Experience tour
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Experience Tours are a good way to spark inspirations by learning first-hand about what 
makes a great experience - or even what not to do, in the event that you encounter a negative 
experience. 
As going on an Experience Tour often means being out and about, it may be difficult to make 
structured notes on a worksheet. Take a good look at the questions on the worksheet before 
you go out to get some prompts on the things to look out for.

Experience tour

52



How to use it

You can either fill out the worksheet as the Experience Tour progresses, or use it to jot down 
quick reminders and then sit down later to fill in all the details.

The idea is to really try and reflect upon the experience and understand the deeper layers - 
think about how it made you feel, as well as exactly what happened. You can complete one 
worksheet for every tour you make and later compare these to find relevant connections or 
even differences. 

The questions on the worksheet are examples, you can customise the worksheet to make it 
relevant to your work.

Experience tour
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Experience tour
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Defining a problem is a deceptively simple task - what at first seems to be the problem is often merely a 
symptom of a deeper problem. This tool works to both open a problem up - presenting it in a way that can 
be examined from a number of angles - as well as helping to define the wider context and associated 
issues involved.

This is particularly effective when trying to focus a team of people on the key problems at hand. This tool 
has been designed to structure the analysis of a particular problem in a way that makes good use of your 
time. It introduces a small set of key criteria by which an issue can be articulated and assessed, which 
makes the activity highly efficient. 
It also gives you a standardised way to compare several different problems which might seem to be very 
different on the surface.

Problem Definition
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How to use it

Go through the Problem Definition worksheet individually or in small teams and reflect on a specific issue 
you have identified, exchanging thoughts while writing down your notes. The key aim here is to capture, 
compare and discuss different viewpoints on the problem. You can then review the notes and discuss with 
your team members whether you are making the same assumptions, and whether you are framing things 
in the same way. 

This exercise may lead you to ‘reframe’ the problem you initially addressed – for example, what happens 
if you see older people as having capacities, rather than needs? Reframing problems in such a way can 
offer clues to how the solution can take shape.

Working on a Problem Definition worksheet with not only your team members, but together with other 
stakeholders, will usually bring up new contexts. For instance, working with service users, staff or 
volunteers may provide a slightly different angle to the tool than when working with managers or 
entrepreneurs. Feel free to experiment and rephrase questions in the worksheet to keep them relevant in 
such situations.

Problem Definition
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It is recommended to work with this tool, not only with members of your team but also with other 
interested parties: it usually opens up to new contexts.

For example, in the museum sector, working with staff or volunteers provides a different view of the tool 
than if you were working with museum curators alone. 

It is important that everyone feels free to experiment and reformulate applications in order to make them 
more relevant depending on the situation.

Problem Definition
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What is the root cause of a problem? Often there isn’t one simple answer. The bigger the problem, the 
more likely it is that the roots will be widespread, and mapping out the causes can quickly get out of 
hand, making the task seem overwhelming. 

The Causes Diagram helps you think of a problem in a thorough manner and provides a structured way 
to analyse it. It pushes you to deconstruct all possible causes for the problem rather than the obvious 
ones. You can use it both to analyse a new problem and to highlight the gaps in an existing one.

It differentiates causes from effects or symptoms, giving you a better idea of the solutions needed to 
solve a problem permanently, and helps to build a shared understanding of what it is you’re working on.

Causes Diagram
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How to use it

First, identify and write down the core problem you 
are trying to resolve.

Working your way from this starting point, write 
down the direct, underlying and contributing 
symptoms you see as a result of it. These may be 
people involved with the problem, systems, 
equipment, materials, external forces, etc. Try 
drawing out as many contributing factors as 
possible. 

Causes Diagram
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Now fill out the causes that correspond to these 
symptoms. Once the worksheet has been filled 
out, go through each symptom and cause with 
your team and consider if they are correctly 
placed, and discuss what you can learn from this 
in terms of clarifying your aims.
Be careful to not mix the causes of a problem with 
its symptoms as you note these down - a cause is 
the reason why something happens, while a 
symptom is usually what we see as the end result 
of the problem.

Causes Diagram
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Small narrating museums: 
stories to resist the pandemic (and help students in distance learning)

Case Study: Piccoli Musei Narranti
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To give voice to closed museums, the Association of Small Museums has promoted the creation of online 
videos with the choral project Piccoli Musei Narranti.

Never as in these months of museum closure due to the Covid-19 epidemic, the desire was born to 
discover the 'behind the scenes', to listen to the voices of those who live and work closely with museum 
collections. 

The Piccoli Musei Narranti project responded to this need with a marathon of readings and stories 
published online between November 2020 and January 2021. 

The ethnographic, archaeological, craft and popular culture collections preserved in museums that are 
part of the National Association of Small Museums (APM) have thus become closer to their audience, 
especially teachers and students.

In this difficult moment, when many students have lived the experience of distance learning, the Small 
Museums have found a way to support teaching. 

Case Study: Piccoli Musei Narranti

64



During the first lockdown, which began in March 2020, many institutions decided to experiment with the 
potential of social media and web content. 

So did the Association of Small Museums: with the hashtag #chiusimanonfermi it invited its members to 
keep the programming active by transferring it as much as possible online and transforming it. 

Even then, for example, the Giovanni Fattori Civic Museum in Livorno had drawn up a real editorial plan 
with daily columns on social channels to talk about the permanent collection, the headquarters – Villa 
Mimbelli – and the characters related to the history of the museum. Even the educational proposals 
normally provided in presence have been translated into educational tutorials, virtual tours and online 
meetings.

Case Study: Piccoli Musei Narranti
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So the Association launched the proposal 
Piccoli Musei Narranti: a marathon of 
video readings, from November to 
January, in which each of the Small 
Museums told itself, its community and the 
territory to which it belongs. 

Case Study: Piccoli Musei Narranti
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The Association wanted to make room for the creativity of individual museums with the sole 
request to prefer oral narration and maintain as constant a frequency as possible in 
publication. 
In most cases, museums have chosen to read pieces by ancient and modern authors, 
connected with the institution. 
The participation was wide, exceeding the expectations of APM: 150 museums participated, 
with an average of 4 video content each published on the respective Youtube and social 
channels. No target has been specified, so as not to fad the enthusiasm. Video stories for adult 
and passionate audiences generally prevail, but there is no shortage of narratives specifically 
produced for children. 

Case Study: Piccoli Musei Narranti
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Browsing through the published videos you 
can notice that the solutions adopted are the 
most varied. 
Videos from the Museum of History and the 
Postal Rate of Camerata Cornello (BG), for 
example, tell curiosities about the travels 
and ancestors of modern couriers and letter 
carriers, starting with a text from 1771, The 
Real Guide for Travelers. 

http://www.museodeitasso.com/it/news-ed-eventi/Piccoli-Musei-Narranti-00001/

Case Study: Piccoli Musei Narranti
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Or again, starting from a letter from 1795 kept 
at the Museum, they explain the original use 
of the at-symbol that we all use in email 
addresses: this modern symbol has its roots 
in the 18th century!

Case Study: Piccoli Musei Narranti
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Among the small museums there are also widespread ecomuseums or museums that have 
focused their narratives on the story of territories, traditions and popular cultures. One of them 
is the Historical Ethnographic Naturalistic Museum of the Codera Valley (SO), which is not part 
of the APM but has also joined the initiative. In his videos the identity of the valley is narrated 
through the stories of the inhabitants, shepherds or wise granite quarrymen. Similar in style, 
but faithful each to their territorial identity, are the video stories of the Parks of the Val di Cornia 
(LI) or the MINE-Museum of Mines and the territory of Cavriglia (AR).
Among the small narrating museums that have proposed content for a very young audience, 
the Museum of Natural History of the Mediterranean Sea of Livorno and the Paleobotanic 
Archaeological Museum of Perfugas (SS) involved, for the realization of the videos, some 
classes of primary schools and children participating in the summer camp 2020.
 

Case Study: Piccoli Musei Narranti
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https://fb.watch/5cWMJWuSU4/

Case Study: Piccoli Musei Narranti
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The Bora Museum in Trieste has also joined the initiative.
Opened in 2004, more than a museum, it is a curious space. It is the laboratory, the showcase 
of an idea: that of creating the Bora and Wind Museum in Trieste. The bora is one of the most 
famous features of the city, and deserves to be celebrated in a special place that will sooner or 
later be born. This place wants to be a "museum in progress" to become familiar with the Bora 
Museum project®, in an intimate and collected dimension. It's the "small" museum.

Case Study: Piccoli Musei Narranti
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https://fb.watch/5cWQoMlpY_/

Case Study: Piccoli Musei Narranti
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In today's increasingly complex market, companies and cultural assets are called upon to systematically 
create opportunities to introduce discontinuities (product, service, process) compared to the past.

Added to the complexity of the market is the vibrant and constantly changing technological context, 
where process and product innovation is essential to acquire new customers/public, maintain current 
ones and seize new opportunities

In this context, it is no longer enough to achieve the efficiency of its products and services, but it is 
essential to trigger a process that can produce new ideas in a continuous and systematic way.

The ability to generate ideas and above all original ideas is therefore a fundamental asset to support the 
processes of change, adaptation, innovation.

Stage 2: Generating Ideas
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The potential benefits of generating ideas based on collaboration between cultural “motors", SMEs and 
cultural and creative industries have repercussions on all actors: exchange and mixing of skills, sharing 
and reduction of market uncertainties and related costs, improvement of creativity and time to market, 
increased flexibility, expansion of the product/service portfolio and better access to distribution channels.

By supporting the process of hybridization and cooperation, the transfer of techniques and 
methodologies between the cultural world, CCI and SMEs it is possible to create a multiplier effect on the 
territory and experiment with an operational mode that can be easily replicated also in support of other 
cultural institutions.
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A Creative Workshop is an opportunity to bring together and collaborate with a number of different people 
involved with or affected by your work. They might include the people you’re trying to reach, the partners 
you’re working with, experts brought in from similar fields, or any combination of these (and other) groups 
who would benefit from talking to each other. It is a good way to both collect and share different 
experiences, as well as co-create potential solutions. 

Creative Workshops can provide invaluable insights into people’s perspectives on particular issues. And 
they offer a setting where this knowledge is shared as soon as it’s gathered. Structuring sessions that 
involve different people from several different backgrounds however is something that needs careful 
planning. This tool provides a checklist for planning your session effectively, helping you make the most 
of the group dynamics.

Creative Workshop
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How to use it

Creative workshops can have different purposes:

• Generating and exploring a range of ideas

• Selecting and building upon the best ideas

• Creating a clear vision for how the ideas can be made real 
at a later stage

Creative Workshop
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A clear step-by-step schedule of activities, and timings for 
each activity will help make the workshop a success. It is 
important to plan your workshop well.
Here are some points to consider while planning one:
• How long will the workshop be, and where will it take place?
• Who will attend the workshop, and what is the mix of 
knowledge and skills?
• What will be the schedule for the day?
• Will you be working in small groups? How will they share 
their ideas?
• What materials and tools are you intending to use?
• How will you document the results?
The following worksheet is only one example of how a 
Creative Workshop can be conducted. Depending on your 
needs/constraints, feel free to modify (add/subtract/reorder) 
each time you plan a workshop

Creative Workshop
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This tool allows a team to generate ideas by looking at a problem or opportunity from a range of 
perspectives. This helps come up with new ideas for potential solutions, and also strengthens current 
offerings, as it challenges it from different approaches. Comprised of seven approaches, or
challenges, you can choose the ones that seem most applicable to take the
topic at hand further, thus using the tool to inspire further discussions.
The Fast Idea generator helps frame ideas, problems or opportunities in relation to different scenarios. It 
stretches the thinking around a concept in different directions, providing a stimulating discussion that will 
further strengthen the concept. To use the tool effectively, the starting point (problem, opportunity, 
concept idea or existing proposition) should be clearly laid out.

Fast Idea Generator
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How to use it

Step 1 is to start from an existing concept, problem or opportunity and then apply the seven challenges 
suggested in the worksheet. These are simple steps to help come up with alternatives that bend, break 
and stretch the ‘normal rules’ in such a way that you can generate many surprising ideas in a short 
period of time.
Step 2 is then to review the ideas and select the best ones to further flesh them out into workable 
innovations.

Fast Idea Generator

83



https://www.museomix.org/

Case Study - MuseoMix
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We often talk about old and inaccessible museums, unvalued collections, boring and distant visiting 
routes from contemporaneity. We make trips to Europe and the world and returning "home" we say how 
in these countries the concept of museum is a creative and collective experience of different nuances 
that colour different contexts and social experiences. 

To face these, and other challenges, in 2016 the first edition of MuseoMix arrived in Italy, a co-creative 
international initiative that every year, at the beginning of November, sees communities activate within 
different museums around the world. 

A laboratory to reinvent museums, an opportunity to unite innovative ideas and people, an opportunity to 
design and prototype new experiences and activities of digital museology. For three days, professionals 
with different skills invade a museum to experiment with new techniques for the use of cultural content.

Case Study - MuseoMix
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Prototypes made through Museomix:

● MMaBot

● Tastin’ MuDEV

● C’eraMix

Montelupo Fiorentino Museum of Ceramics

Case Study - MuseoMix
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Creation of a new (autonomous) way of visiting the museum

The visitor must access (or download) the Messenger application on their device, and search for "MMABot".

Once you open the conversation with MMABot, clicking on the "start" button starts the chat that invites you to 
follow a path.

Case Study - MuseoMix
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User experience

● Build the route on the visitor's choices/emotions
Curiosity/pill narratives about objects
Reverse and play with respect to the traditional visit route (visit can start from the last room)
Interact, by turn on multimedia content: audio, video, images, text, games (from the museum to the 
visitor); and making the visit multisensory.
The visitor can tell something to the museum (from the visitor to the museum and therefore the 
museum has the opportunity to collect data / impressions of visitors, on which they can reflect to plan 
strategies towards the public)

Case Study - MuseoMix

88



A multisensory path between art and wine 
tastings. 
A synthesis between culture and territory, where 
the masterpieces of art blend with unique flavors 
and scents in search of common stories and 
languages

How does it work? The public is welcomed into the museum and accompanied in an itinerary consisting of 
three different stages of participatory knowledge of the works on display and types of local wines. The 
participants are called to interact with the guides who are not only art experts and professional tasters, but 
also play the role of mediators and aggregators: in this way viewers can learn to read and interpret the 
works of the great local artistic tradition and at the same time know the characteristics, history and 
processes that lead to the production of the wines of the territory to which they belong.

Case Study - MuseoMix
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http://www.museomix.it/i-sogni-qualche-volta-diventano-realta-da-museomix-nasce-tastin-mudev/

Case Study - MuseoMix
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C’eraMix

A new way to tell the Montelupo Museum. An integrated visit that can ideally interconnect the three "souls" of 
the complex: museum, library and archive.

Case Study - MuseoMix
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The presence of a sensor placed inside the structure built assembling books around a large clay vase 
allows the visitor, simulating the launch of a clin inside the prototype, to listen to some passages, recorded 
in audio files and in various languages, faithfully reporting quotations taken from bibliographic and archive 
sources.
The visit continues along the rooms of the ceramic museum, where some books will be placed, taken from 
the library and concerning the history of ceramics connected to the reality of Montelupo, which will have the 
task of providing an integrated path to the visitor, feeding a kaleidoscopic view of the space used.

Case Study - MuseoMix
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Once at the final space, that of the library, the visitor will find scattered among the shelves some tablets made 
of terracotta and painted in tempera, which will have to be read to find some clues. The text on the same 
tablets will catapult the visitor from the library space back to the museum route. A continuous reference 
between textual and visual dimension, realized through the creation of highly iconic images taken from the 
ceramics exhibited in the museum itself.
At the end of the journey visitors will be invited, if they wish, to record their own audio. They can do this by 
choosing one of the library's texts and thus integrating the spirit of the entire route. The voice of the individual 
visitor will enrich the many "souls" of the well, which will constitute the true memory history of the museum and 
can be heard by future visitors.

Case Study - MuseoMix
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The goal of C'eraMIX aims to make visitors to the museum participate: they will be able, after listening to the 
various audios, to record their voice at the end of the journey using some passages read and identified by the 
various books of the library or by the archive sources viewed along the way. 
In this way a real audio database will be created available to the museum and containing testimonies from the 
various visitors. 

The visitors themselves thus become an integral part of the museum itinerary, generating a real symbiosis 
between the visitor and the Museum, aimed at making the route participated, alive and innovative. 
The goal of the yellow track route aims to visually connect the ceramic section of the library (ground floor, 
northeast wing) to the rooms of the pottery museum, which are located on the immediately upper floors. The 
goal of the "tablets of clues and curiosities" placed in the library aims to symbolically, visually and tactilely 
bring parts of the collections into the library.

Case Study - MuseoMix
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Stage 3: Developing and testing
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Any action that brings innovation within a particular context, needs a moment of 
forecasting on the possible repercussions, results and improvement effects that this can 
bring.

The idea of a new product or service almost always comes from market observation, the 
identification of new needs or the discovery of a better way to meet old needs. It is 
therefore clear that market research techniques (including creativity techniques) can play 
a key role.

After devising a new idea, the analysis macrocategories are:
- The validity of marketing
- Feasibility
- Economic and financial viability
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Evaluating the idea is a fundamental strategic action that allows to "explain", in the design phase, the 
desired results, the changes and expected impacts in the learnings within the organization, in the 
beneficiaries of the project, in the territory and in collaborations with other organizations.

If, at the design stage, purposes, recipients, actions, methodologies and activities are well detailed 
and specified, the identification of the project dimensions being evaluated and the identification of the 
relevant data will be a sufficiently "immediate" operation. 

If, on the other hand, the design is generic, vague, little declined, even the choice of evaluation 
dimensions and related indicators risks being a rather ordinary and of little use during the 
implementation of the project.
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Why do you do what you do? The Evidence Planning tool is a quick way to help articulate and 
improve what you are trying to accomplish. It gives you an easy way to define and share what 
you’re trying to do, and the assumptions and evidence upon which this is based. By making you 
think more broadly about your work’s effect on target beneficiaries, society and other 
organisations, Evidence Planning helps you construct an evidence-based case for the impact 
you want to have.
The Evidence Planning tool provides a structured way to project the effects of your activities 
onto the future. This will help you reflect on what you may want to change or retain. This tool 
also helps to highlight at an early stage any potential problems or easy to make mistakes. 

Evidence Planning
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How to use it

Start by filling out the key focus for your work or 
organisation in the middle of the worksheet. Then 
use the questions in the four quadrants to reflect on 
what your key focus enhances, replaces or even 
limits. Think of changes that your work would make 
in the sector, on other public and private bodies, as 
well as the effect it would have on society. This offers 
you a window to consider the impact your work may 
have.

Evidence Planning
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Look at the key aspects from diverse points of view. 
While filling out the four quadrants think of :
•The wider world. (Think as big as possible.)
•Your particular field or area of interest. (eg. How it
Might impact current practices)
•Your beneficiaries (What benefits will it bring them?)
•Yourself (What impact could it have on your 
work/life?)

Evidence Planning
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SWOT stands for Strengths, Weaknesses, 
Opportunities and Threats. A SWOT Analysis can 
be carried out for a specific project, organisation or 
even a whole sector. This analysis leads to a richer 
understanding of what the project or organisation 
can offer, the key weaknesses that need to be 
worked upon in order to succeed, and where to 
bring in external partners for assistance. 

Completing a SWOT Analysis involves identifying 
and mapping the internal and external factors that 
are assisting or hindering you in achieving your 
goal. The SWOT Analysis provides a good 
framework for reviewing current strategies and 
directions, or even to test an idea while exploring 
solutions. It is particularly helpful to do a SWOT 
Analysis before the start of a project.
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How to use it

You must complete each quadrant on 
the worksheet depending on what 
you identify as the strengths and 
weaknesses of your organization or 
workgroup, as well as the external 
opportunities and threats that could 
help or hinder the realization of the 
project. 
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Here are some tips to help you further:
• Be prepared: Get your facts and figures in place before you do the analysis.
• Be comprehensive: Include all details, from the smallest ones (e.g. for issues at the most micro level 

like discussions in your team) to large ones (e.g. for new government regulation) that can impact your 
work.

• Be self-critical: SWOT Analysis is there to stimulate critical reflection, not just to please yourself 
and/or others. Be open and don't get defensive. It is normal to have weaknesses as well as strengths, 
and to see both threats and opportunities. Sometimes talking about weaknesses or threats can even 
help you recognise strengths and opportunities.

• Test your analysis with others: Include others or maybe even ask an outsider (like your partner 
organisation) to do the same exercise and compare their views with your findings.

• Repeat the analysis: As you go on with your work, new learnings and factors are bound to come up. 
Re-visit the SWOT Analysis to align your work and its course once every quarter or twice a year.

• Use it as a guide: Don’t rely on SWOT too much – it’s a guide that can help scope the way for further 
development.

105

SWOT Analysis



MEVE - Memorial Great War Veneto Montebelluna

Case Study - MEVE
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STRENGTHS
- Opened in November 2018: new
- Prestigious location: Villa Correr Pisani
- Place of interpretation of the key theme "war", from the First World War to today, 100 years of history.
- National reference point
- Contemporary, experiential, emotional approach
- Innovation and IT: interactive and multimedia museum
- Tangible and intangible assets
- Staging storytelling: digital component, virtual reality, immersive installations, important filmographic 
documentation, sound-design
- Priority targets: citizens (involvment), students (awareness)
- Pushed from local to international
- Clear definition of opening times and ticket differentiation
- Clear proposal of guided tours, themed workshops, excursions in the area (Montello, Monte Grappa, 
along the Piave, Vittorio Veneto, etc.)
- Card for accessing to the Museum
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WEAKNESSES
- Difficult topic
- Limited target groups that can be activated: school (for learning) and senior citizens (for memory), 
organized in groups, intermediated, with medium-low spending capacity
- Leisure tourist should be attracted in "leisure" mode
- Visits and excursions designed up to now for schools
- Integration between local resources in progress
- Social investment vs economic investment
- Complex work to be done on the international component of tourist demand and residents (interest 
in the theme from the Provincial Observatory survey at IAT offices 2011: 44% Italian customers 36% 
foreign customers 16% residents)
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OPPORTUNITIES
- Important provincial hub (South-North)
- Dissemination and a number of other resources related to the Montello Itinerary theme with museums, places, 
monuments, ossuaries, cemeteries, etc. in the area and in Veneto
- Important production district Sport System Montebelluna (from ski boots to other productions): about 1200 
companies, 14,600 employees
- Presence of relevant economic subjects but also incubators, start ups, ass. category, training institutions
- Proximity to Unesco area: Prosecco hills
- Catering tradition and quality products (Montello mushrooms)
- Strada dei Vini dell'Asolano and Montello
- Architecture of the foothills
- In the tourist destination Ogd City of art and Venetian villas in the Treviso area
- In the local IPA Montello-Piave-Sile with tourism enhancement objectives
- Vibrancy in tourism initiatives: choice to start own local DMC which coordinates actions with Ogd
- Destination offers «leisure» itineraries in the places of war: walking, cycling in Montello: outdoor tourist
- Business tourism
- Mainly domestic customers (75%)
- Tourist card planning that links the different tourist resources
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THREATS
- Use of the attractions in the area by locals
- There are forms of hiking but limited tourist flows, structured and predictable
- Limited presence of international component of tourist demand in the area (about 25%)
- Stronger positioning of neighboring areas activates forms of improper hiking in the area
- Failure to manage future tourism dynamics in the wider area



MAN - Adria Natural Archaeological Museum

Case Study - MAN
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STRENGTHS
- Uniqueness of the archaeological heritage connected to the context (glass collection, Etruscan section)
- Polo Museale Veneto: guarantee of conservation, protection
- Good internal services
- Development of educational activities for school groups (main target group)
- New area
- Creativity of the set-up
- Organization of exhibitions, events, linking conferences with the territory and institutions
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POINTS OF WEAKNESS
- Far from the main Veneto axes
- High% non-paying visitors (75%)
- Limited income (about Euro 10,000 per year)
- Presence of resources to enhance the interpretative and informative 
apparatus?
- Still limited effective collaborations with the tourism system
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OPPORTUNITIES
- Municipalities in the Delta Po Biosphere Reserve area recognized by Unesco in 2015
- Community projects that persist in the area (e.g. various Interregs)
- Existence of the Regional Park
- Environmental sustainability initiatives (Emas)
- Lively associations
- Culture-Landscape-archeology: tourism themes in the DMP
- 50% international demand and 50% domestic demand
- 50% of domestic demand are from Veneto: they can return to visit in other periods
- 30% "mature" German-speaking tourists who can be activated: interest in cultural values
- Punctual forms of accommodation and excellent catering
- Potentially "mature" forms of tourism interested in experiences can be activated: river tourism 
between the Adige and the Po, outdoor tourism, birdwatching, fishing tourism. Integrability
- Horizontal integration between attractors (Via Annia planning)
- Limited internal competitiveness between resources



Further examples
http://www.unioncameredelveneto.it/userfiles/ID277__ATTRATTORIVENETI_Isnart_UnioncamereVeneto_short_22lug19_def.pdf
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THREATS
- Weight of other forms of tourism (seaside) with accentuated seasonality
- 75% accommodation offer in seaside resort areas (Rosolina)
- Concentration of seasonal tourist demand and difficult to activate
- Seasonal adjustment strategies by tour operators?
- Lack of infrastructure (moorings, small ports)
- Rural, cultural and landscape heritage often abandoned
- Forms of international tourism in transit (Korea, China)
- Greater appeal of more accessible attractions in known tourist areas (e.g. activities in the lagoon) 
and more consistent with the destination themes
- Uncoordinated entertainment offer



Have a plan for building evidence from the outset of your project. All innovators, 
commissioners, service users and investors need evidence to know whether the 
products or services they develop, buy or invest in make a positive difference. In fields 
such as medicine, using evidence is much more common and offers interesting 
opportunities to learn from. The main benefit of regular and systematic reviewing of 
evidence is that it enables a more effective way to use data or information to test 
assumptions, continually improve, and create a more sustained impact. 

Use of evidence
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Using evidence as a natural part of projects and decision making should be common 
practice for organisations. 

And not just evidence on your current projects: understanding what has worked before, 
and awareness of what works in the wider landscape makes it easier to evaluate and 
replicate success.  

The following is a useful framework that Nesta has developed to show the different 
standards of evidence that you should aim to build up throughout a project to show that it 
is making a difference

Use of evidence
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MAN - Adria Natural Archaeological Museum

“The reasons of the heart" stars nine women who tell 
nine finds of the heart. A narration of the museum, 
therefore, all female designed by the museum 
management and the Studio D Association. A way to 
give voice to this "timeless place" forced once again to 
close its doors due to Covid. Stories are discovered 
and suggestions evoked; stones and objects speak to 
us.
You can hear the various narrations directly from the 
voice of the women directly from the Facebook page of 
the National Archaeological Museum of Adria.
https://www.facebook.com/Museoarcheologicoadria

123

Case Study - MAN (2)



MAN - Adria Natural Archaeological Museum

The Beware of the Wolf project implements the Museum Alive app with new 
content.

The content is dedicated to the visit of the National Archaeological Museums of 
Adria, Este and Fratta Polesine through the story of a legend collected by the 
historical geographer Strabo and spread since ancient times in the territories of 
the Venetians.

They will be active in spring 2021 by going to the Museums dedicated to them.

Museums, in addition to being more or less extraordinary collections of objects of 
life and art, also contain something very ancient and at the same time innovative: 
the possibility of telling stories.

Talea Teatro has been pursuing dialogue with these Places of Culture on sites 
with shows and site-specific projects for several years, carrying on the 
experience with Teatrocontinuo, renewing the modalities and converting the 
cultural offer with the use of technology when necessary.

https://adria.italiani.it/scopricitta/un-museo-aperto-e-vivo-questo-il-man-di-adria/
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MAN - Adria Natural Archaeological Museum

A participatory cultural environment is the basis of an educational process of 
enrichment of the entire community. 
The relationship with the students is of extreme importance for the National 
Archaeological Museum of Adria. There are many projects that have been 
developed with excellent results. Proof of this is the outcome of the "Digital 
School" competition that saw the Liceo Bocchi in Adria win the first prize with a 
video made drawing inspiration from the museum's finds.
 The fifth grade of the classical curriculum of the same institute, then, chose the 
museum as the starting point for Dante's celebrations. The videos made by the 
children under the guidance of Italian Professor Antonio Fabris are particularly 
interesting as they are finding the links between the verses of the Divine Comedy 
and the finds of the Museum.
By clicking on this link you can view the first of these videos published on the 
occasion of Dantedì.

Case Study - MAN (2)
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Stage 4: Making the case
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Creating the case means making something abstract tangible and will primarily serve the people involved 
in cross-innovation to physically "see" the outcome and the result. 

At this stage the goal is not to realize the final result already, but an "artifact" that people can see, 
experiment and on which they can offer their point of view. A sort of simple, fast and low-cost prototype 
that will allow you to evaluate the final product or service in its phenomenology, utility, feasibility and 
functionality. The prototype does not have aesthetic evaluation functions: opinions should not be sought 
but deeper reflections that justify it.

To give shape to an idea, a product or a service it takes the ability to imagine putting yourself both on the 
side of those who create and putting yourself on the side of those who will see it or benefit from it for the 
first time. 

But it also takes courage. When we prototype we lay bare an idea, we let it out to present it in a simple 
and immediate way.

Stage 4: Making the case
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Even at this stage, creativity plays a fundamental role. To create the case you can:

● use the timeless post it on ad hoc template
use 3D models that recreate the convergence of spaces and touchpoints
use paper prototypes to mimic interfaces
use lists and schemes to mimic informational architectures
use systemic or sequential maps
use basic object reconstruction
draw storyboards and vignettes
recite or mimic a service
experience first-hand the experience.

Stage 4: Making the case
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Improvement Triggers

Improvement Triggers provides a collection of questions which can be used to help you look at your work 
a bit differently. Inspired by the tool ‘SCAMPER’ (Eberle B. 1997), these questions are designed to 
provoke you into new ways of thinking, and are structured in a way that lets you approach either your 
existing offering or a potential new solution from a number of directions

How to use it

Each of the questions on the worksheet should give a slightly different perspective on your work. Note 
your answers in the space provided, but try to keep it brief - the idea is to end up with something that will 
give you a concise overview of how your work is different, and how you could potentially improve it
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Improvement Triggers
SUBSTITUTE
What materials 
or resources can 
you substitute or 
swap to improve 
your work?
What other 
process material 
could you use?
What rules could 
you substitute?

COMBINE
What would 
happen if you 
combined 
different aspects 
of your work, to 
create 
something new?
What if you 
combined 
purposes or 
objectives?
What could you 
combine to 
meximise the 
uptake of your 
work?
How could you 
combine talent 
and resources to 
create a new 
approach?

ADAPT
How could you 
adapt or readjust 
your work to 
serve another 
purpose or use?
Who or what 
could you 
emulate to adapt 
your work?
What other 
context could 
you put your 
work into?
What other 
products or ideas 
could you use for 
inspiration?

MODIFY
What could you 
add to modify 
your work?
What could 
emphasise or or 
highlight to 
create more 
value?
What element of 
your work could 
you strengthen 
to create 
something new?

PUT TO 
ANOTHER USE
Can you use 
your work 
somewhere 
else?
Who else cound 
benefit from your 
work?
How else could 
you do your work 
- perhaps in 
another setting?
Could you reuse 
some 
ideas/things from 
a previous 
project?

ELIMINATE
How could you 
streamline or 
simplify your 
work?
What elements 
of your work 
could you make 
more fun?
What elements 
of your work or 
even rules could 
you eliminate?
What could you 
have in its 
place?

REVERSE
What would 
happen if you 
reversed your 
process or 
sequenced them 
differently? 
What if you did 
the exact 
opposite of what 
you’re trying to 
do now?
How can you 
re-organise your 
work?
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Prototype Testing Plan

Prototyping is something we all do in our daily lives when we try out new things - from 
trying out new recipes while cooking to trying out different routes while going somewhere - 
it simply involves trying out an idea to see how it can be improved. At work however, 
prototyping is more than just ‘trying out’; it is a structured way to check that you have an 
efficient and fitting solution or approach before rolling it out or making a big investment in it.

The Prototype Testing Plan gives a basic, but useful overview of the different ways in which 
you can test your work, as well as when to test it. You can build a prototype using various 
materials, or simply draw or act out your idea. The Prototype Testing Plan also helps 
structure the testing process. It is most efficient if you go through a structured series of 
steps. This way you can continually improve your work, while avoiding getting lost once 
feedback collected starts piling up. The worksheet indicates two periods when it is usually 
beneficial to test your idea: in the early stage of development, and in the later stages just 
before full implementation.
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Prototype Testing Plan

How to use it

Prototyping is often carried out in various stages of a process with the aim of either searching for new 
ideas or testing an existing idea to see whether it works and how to make it better. Prototypes can be 
made as often as possible. The key is to keep it easy and cheap to build, focusing more on the core 
offering rather than smooth finishing. Feel free to use what is easily available around you as long as it 
helps you try out your idea rather than just talking or thinking about it.

Use the worksheet as a basic guide to help plan your prototype tests. Always clearly specify the main 
idea you want to test out through your prototype. Make sure to note down any learnings on how to 
improve your work by reallocating activities, resources, people or materials. 
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Prototype Testing Plan
Hypothesis. Quickly try out your idea to 

judge whether it can work in 
real life.

Test your idea again after 
having developed it further, to 
examine details before 
launching it.

Make a list of all the things that 
you need to make your idea 
real.

Specify  the main ideal/hypothesis 
that you want to test.

Build a small model of your idea 
using cardboard/ paper, children’s
blocks, toys or any material you 
see lying around. This is so you 
can see your idea in three 
dimensions and check whether it 
would work smoothly or has gaps.
Act out parts of your idea when 
you meet with your target 
audience. Pretend that your idea 
is launched. How will they know of 
it and use it? You can use the 
Experience Map as a guide. Try 
acting out different possibilities to 
learn about alternative ways of 
doing things. Draw the experience 
of finding out and using your work 
in the form of a story to see if 
you’ve not missed any step.

Build a new model of your idea. 
Since you have developed your 
idea further, you should now have 
more details and elements in it to 
test and check whether they all 
work in synchronisation. Act out 
your idea again. You can use the 
Blueprint as a guide to check 
whether the different elements are 
matching up properly? Again draw 
the experience of using your work 
in more detail than before. Test 
out if all the steps in your story are 
working well together.

List things like activities, 
resources, people and materials 
that you need to make your idea 
realistic enough to implement.
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Lanificio Paoletti is a historic textile manufacturer specialized in the 
creation and production of fabrics in pure full-cycle carded wool. 
Founded in 1795 and led by the tenth generation of the family, the 
lanificio collaborates with the major Italian and international fashion 
brands, combining tradition with sensitivity and enthusiasm to research.

Case Study: Lanificio Paoletti (Follina)
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Case Study: Lanificio Paoletti (Follina)

The oldest architectural environment of the lanificio hosts textile and 
documentary collections since the nineteenth century, preserving samples of 
fabrics and yarns, production management registers, design and processing 
tools, manuals and specialised magazines, historical photographs, 
correspondence.

The space annually hosts thematic documentary exhibitions in dialogue with 
interventions by emerging artists.

“The work carried out over the last ten years in the collection and cataloguing 
of documents, samples, photographs, fabric samples ranging from 1830 to 
the present day has allowed us to understand our past, interpret the present 
and reason about the future. The historical archive is a continuous stimulus to 
the research and development of new fabrics with a view to enhancing our 
heritage” (Paolo Paoletti - AD Lanificio Paoletti)

The company's historical heritage as an innovation tool
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Artists, Designers, Creatives, Actors, and other 
representatives of the CCI world collaborate 
closely with Lanificio Paoletti. 
They create representations, imagine the 
different use of new fabrics but also warehouse 
stocks or production waste, create installations 
and works of art. 
The Lanificio becomes a hybrid space in which 
economy and art contaminate themselves, 
creating new ideas, new products, new 
representations, new social and work 
opportunities for the territory.

Cross-Innovation between the Lanificio and CCIs

Case Study: Lanificio Paoletti (Follina)
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Case Study: La Via della Lana
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Case Study: The Wool Route

The project "La Via Della Lana" underlines how important it is, today more 
than yesterday, to recover and strengthen the traditions that have 
impregnated the history and traditions of the territory, an operation to 
recover the historical memory of entire generations, to enhance the identity 
of a community, ancient and complex knowledge from which to rewrite the 
future.

Inside the Lanificio Paoletti, the review of events on wool culture develops 
with natural charm, finds fertile ground inside an establishment, a 
monument of industrial archaeology, which since the late 1700s has 
designed the space and rhythmized Follina's time.

But "La Via Della Lana" also aims straight at the revaluation of new design 
products, using an ancient material, wool, in order to stimulate comparison 
and reflection on the productive opportunities for economic growth and 
recovery that can and must start from the ancient, the tradition, the history.
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The Via Della Lana is an opportunity for the village to which it belongs and 
beyond. Promoting awareness of the extraordinary that surrounds us is a 
fundamental process from which to start again to return and restore the 
value of Follina.

The continuity and development of this initiative allow us to look far ahead, 
to a centuries-old past and a near future with the aim of transforming 
tradition into culture and culture into tangible value, favouring the research 
and innovation process to develop new job opportunities, linked not only to 
the relaunch of the tourism and food and wine sector, but also and mainly 
of the textile sector.

Case Study: The Wool Route
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