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What are we talking about this time?
1. Design

3. Copyright
4. Creative Commons

6. Gamification and storytelling
7.VRvs. AR
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Don Norman, again

“How it works™... Doesn't this sound a bit like our definition of model?

“A conceptual model is the underlying belief structure held by a person about
how something works.” — Donald A. Norman, “Living with Complexity”, 2011
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Design in practice

Suppose we are part of a DMO (Destination
Management Organization) or at least work for a
DMO, as hopefully you will.

When we build our destination’s web presence - the
website, the app, any digital communication product
— we may run the risk of producing something that
appeals to us but was in fact not really designed.

We may be producing something that is not really
meant to perform its task, but only to appeal,

like — as Don Norman'’s example goes — Starck’s
Alessi juicer.

S0, how do we design our content?

Roberto Peretta. IT for Tourism Services @196l #09. Design: content and usability



“ ourism New Zealand

X -

image credit to Fraser Cleme

-

<

ign: content and usab




& J

Designing may be regarded as something easy: just read a guidebook
or a brochure, re-write or edit the text, and publish...

Wrong. The managers of a should think of a number of additional
questions as far as their web Is concerned. Among these questions are

= the managers’ own , 0n a short term as well as on a medium term

= their , Which may vary in

= their (webmasters, content producers, social media managers)

= their , Which vary in time and according to market segments

= time — mainly intended as tourism and events’ span

Which content should be published, to satisfy these different needs?




Content & managers

Our lectures already took us to the point of evaluating quality.
So, we might ask ourselves how can we evaluate the quality of the content of the web
presence of a tourism entity.

For instance, could the entity’'s manacers
feel happy about the content they're
publishing in their websites and their
social presence?

Please consider that the managers’
satistaction depends on their tasks...
Which tasks have they undertaken?

Can we, as evaluators, find sources about
the tasks they have undertaken? image credit to Hugh Riley
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Another question we may ask ourselves when evaluating the
published by a tourism entity is about the

This question should be answered by | IR
users and analysing S
how tourists behave on the spot.

But when we lack these opportunities,
what can we do to evaluate the quality of
the content?

Well, we can tourists
ourselves... and pretend to belong to
other segments than ours: families with
kids, impaired people, visiting groups...




Other likely questions deal with specific content topics. Admittedly, answers here can

depend on . Yet, a reasonable balance can be kept.

Questions like these may concern:

1. Information itself. Is content clear
and sufficient?

2. Media. Is content clear and
sufficient?
3. Links. Does the website provide useful
?

image credit to
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An approach to content based on descriptions of may, however, not be
enough.

This point has become particularly clear after have published their
studies on the role of experience and In customers’ satisfaction.

As a consequence, stating the quality of the content of the web presence of a tourism
entity must also involve considering

= the communication of like concerts, exhibitions, fairs and the like — which
attract tourists emotionally — and

= the way in which attractions are communicated: is it "or “cold™?




Music and
Festivals

DUO XL

The indispensable tuba
player Sérgio Carolino and
the unmistakable pianist
and composer Telmo
Margques between them
form Duo XL, through
which the close
personal...

Exhibitions

Theatre and Dance

Manuel de Oliveira,
Jorge Pardo e Carles
Eenavent

x

ORELHA NEGRA

DJs Cruzfader, Fred, Joao
Gomes, Sam The Kid and
Francisco Rebelo have
been working on their
latest songs in the studio
and preparing this show
without revealin...

Carla Pires

With a remarkable stage
presence, Carla Pires has
an innate talent for
captivating an audience.
Her concerts are intense,
the result of great talent

and the ent...

Mare .

&
“Warm” or “cold” that
their communication
may be, the
availability of

on

scheduled events is
certainly for

the quality of the
content.



As for , a fundamental role is
played by pictures. Are they relevant? Do
they emotion? Do they inform?

As early as in 1977 in her “On Photography”

Susan Sontag pointed out that

“Photography has become one of the
principal devices for
something, for giving an of
participation.”

"'Susan Sontag
”On Photogmphy




The number of pictures produced has

exponentially since
smartphones have incorporated a
reasonably good

Technologies have made taking pictures
very . like shutting
speed, exposure or depth of field are
now solved or
exponentially simplified.
Since was launched in 2004,
pictures has become
everybody’s custom.




Moving images have also become extremely popular, but producing quality moving
images is much more complicated than producing pictures.

videos — typically on , a
community created in 2005 and acquired by
Google in 2006 — is obviously , but the

socially today is much
than for pictures.
Let's consider a typical software to

produce a video...




We do not only have to a
video. | e
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Another content option concerns

digital “gifts”.

Downloadable material is in fact a

useful plus to attract the users’
and provide them with

— which can be
Interactive and even

Downloading is itself a bit of a
game...

Download Now!

Get the guide in your language

e

-

Fowered by AmivalGuides
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Copyright &

Another crucial question — strictly connected with content —
IS a legal one.

Does the official website declare the involved copyrights?

As you may know, copyright concerns the iniellectual
property of a product (a song, a poem, a piece of software, a
new type of wash basin...) that someone has created.

In a word — if we've written a best seller, we wouldn’t be

happy if someone reprints it, and earn money from the
copies sold...
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Copyright & Open Source

According to international laws, we cannot take a picture
from someone else’s website, and publish it on our website.

Why? Because that picture is not ours, while our website is!

(BTW, this is the reason why pictures in these presentations,
which are not world renowned logos or are not the property
of your lecturer, carry a declaration of their source.)

Interestingly enough, it has been suggested that the property
of a pen you bought differs from the property of a poem you 4
wrote. A poem is significant inasmuch as it is shared. open source

(BT(;/Vl, ;his may be seen as the basis of the open source initiative
model.
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In a shared world like the Web, copyright has always been a problem.

A sort of “right to copy” has always been perceived as assured on the Web — think of
Wikipedia, from which you can copy whatever you want.

The most serious attempt to contribute a solution to this problem has been run by

The infrastructure provided by Creative Commons consists of a set of copyright
licenses and tools that create a balance inside the traditional “All Rights Reserved”

setting that copyright law creates.
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In short, if we adopt Creative Commons, we can decide whether

= we allow a of our product (picture, video, text) by
someone else, provided that the original IS

= we allow a free reproduction as above, but our product to
be , edited, adapted etc.

= we allow a free reproduction as above, and also our product be

, edited, adapted etc.

= we allow a free reproduction as above, but do not allow it to be
anyway
By the way, these presentations
adopt a Creative Commons licence
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More generally speaking — beyond the content question — we might observe that the
Web, despite its open-source origins and a persistent open-source approach, is
currently run by de facto monopolies like

. for search engines and web maps

. (Instagram and WhatsApp included) for social networking

. for stylish mobility, graphic art, and music

. for operating systems

... though this is a harsh simplification, as the cases of (05 and show.

Think, on the other hand, of how important are for all of us some de-facto-monopoly
open-source initiatives like




& J

For professionals like us, it is particularly important to acknowledge that the Web is
a completely free world, and always keep in touch with what will be going on

have been — and are still — always possible.

Think for instance of

= other sorts of monopolies like and their fares, or of
= the effective availability of hot spots, or of

= government In nondemocratic countries.

Web servers — as you certainly know — can be managed in order to stop some
websites from being reachable by users in a specific territory...
and, on the other hand, s a legal problem, too.
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The most common action we perform on the Web every day is , that Is putting
our (or User-Generated Content) in someone else’s database.
= \WWhen we post on , We put in some of Mark Zuckerberg’s
databases and it to him.
= \WWhen we post comments on entities published by we put
in some of Larry Page’s or Sergey Brin’s databases and it to them.
= \When we comment on , we put in some of the Liberty
Media Corporation’s databases and it to them.
= \WWhen we post on we put in some of Larry Page’s or

Sergey Brin’s databases and it to them.




, @ writer and
researcher from Belarus who studies
political and social implications of
technology, reportedly said as early as
in 2012 that

»

Source:

ISN'T IT GREAT?
WE HAVE TO
PAY NOTHING

FOR THE BARN

YEAH!
AND EVEN
THE FOOD

IS FREE

il

FACEBOOK & YOU

If you're not paying for it, you're not the customer
You're the product being sold




We accept to make these
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Usability?

According to Wikipedia, usability is “the cxtcnt to which a product can be used by

specified users to achicve speciticd coals with effectiveness, efficiency, and
satistaction in a specified context of use.”

VISUAL
DESIGN USER

EXPERIENCE

CONTENT
STRATEGY

image credit to iwos.com
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Usability!

Web usability can be technically and informatically measured.

In a nutshell, however, design problems about usability deal with situations where
website’s visitors

= cannot ind what they are
looking for

= feel unceriain: “what should
| do?”

= stop and get ot
= feel like l0sing control
= feel exploiiec

image credit to Just Thoughts
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Usability does not
refer to web
interfaces only, of
course.

Don Norman
provides an
interesting case of
,a
problem that are
people to solve.
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According to Wikipedia, web navigation refers to “the process of [M

navigating a network of information resources in the World
Wide Web, which is organized as a hypertext or hypermedia.

The user interface that is used to do so is called a web

A central theme in web design is the development of a
that maximizes ”

The first condition to be checked while evaluating the quality of any web navigation

IS whether a is always available in every page of the website, and always in
the same position.

However, other conditions may also — or rather should — be considered.

image credit to




Navigation usability is particularly crucial in smartphones.

The
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If you remember a previous slide in this presentation, you know that a situation to be
avoided is making your web visitor feel lost while visiting your website.

A widely used solution are

The term comes from the

of breadcr.umbs left by

Hansel and Gretel in the popular fairy tale.

) List example - Mozilla Firefox

File Edit View Go Bookmarks Tools Help
<:ZI v A\ @ 'E’h http://xhtml.com

You are here: Home #» XHTML » XHTML Reference

- [B/X]

v | @ Go

image credit to

1S




Pictures’ are
another usability
solution. They
appear when

Rotorua ¥ | .= over pictures.

You are here Home » Destinations > North Island » Rotorua

1007 PURE NEW ZEALAND

Destinations Things to do Facts about New Zealand Getting here Getting around Accommodation

- "

They help made
the webpage
usable when the
browser is

Instructed not to

visualize pictures.

Rotorua - the place of fascinating Maori culture, hot
springs and boiling mud pools. No visit to New Zealand




THE SMARTEST DISTANCE BETWEEN TWO POINTS

RICHARD SAULWURMAN'S 1990 ROAD ATLAS

vl =

ACCESS PRESS

0 o #mlea | s)

_et’s take it more
oroadly, for a second.

f we want to be sure
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How does information

Information
Anxiety . oo

by the ever-widening gap be-
tween what we understand
and what we think we should
understand. It is the black hole
between data and knowledge,
and it happens when informa-
tion doesn’t tell us what we
want or need to know.

In this breakthrough book
Richard Saul Wurman ex-
plains why the information
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The of the tourism entity, as published on line, may be very relevant to its brand.
And a logo must be graphic! , hot fonts...
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Gamification Vo d

If we make people play, they're going to have fun —and are more likely to remember
us in the future.

SEE THE
NORTHERN LIGHTS

hewnd now %
- ) atteee
ANG - ; :
g:»i‘ P -] '."'."
R
.

-
LAPLIFY YOUR PHOTOS PICK A FILTER INSERT OBJECTS

MAKE THE MIDNIGHT SUN SHINE

‘ LAND OF FOUR SEASONS
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Storytelling &”@@i

If we tell a story, we're more likely to be listened by our audience, and we can well put
Into our story some recommendations o buy — or at least to visit.

The story of
Bartolomeo Colleoni
can be told to
introduce some POls
in Bergamo, and the
town’s history.

Bergamo;
Colleoni - .2 Colleoni-Chapel
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Augmented Reality (AR)

Augmented Reality (AR) is an interactive
experience of a real-world environment where
real objects — usually seen through a

smartphone’s or a tablet's camera — are A ¥ 2akle *
“augmented” by computer-generated perceptual . 3 \
information. ‘. s .

Its primary value is that it brings components of
the digital world into a person’s perception of
the real world, and does so through the
integration of immersive sensations.
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AR as gamification

TripWolf provides augmented reality, itself a sort of gamification. So do others.

I ]
Explore the city and locate
all the Points of Interest

Ly W Ro
Bul1 1 the begiveng of e taernen
£erfury, I i one of the Most bert i asd
Anpoctart hastres n the couniny

salzburg/research
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AR and Wl Fl
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Note that this
function is
performed
online only.

Piazza Vecchia
enjoys the
Bergamo free
\Wi-Fi service.




Virtual Reality (VR)

To quote Wikipedia once again, “\/irtual
reality (VR) typically refers to computer
technologies that use software

to generate realistic images, sounds
and other sensations that replicate a
real environment (or create an imaginary
setting), and simulate a user's physical
presence in this environment,

by enabling the user to interact with this
space and any objects depicted therein
using specialized display screens or
projectors and other devices.”
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VR and reality .

\ . ~\“:\.;-\_
wird zum o - -
>~* - Erlebnis™
as man nicht vergifit.

image credit to Business in Vancouver
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