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Heritage Values

TOTAL ECONOMICG VALUE OF IMMOVABLE HERITAGE Non-instrumental

value
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© DIRECT USE VALUES © OPTION

INCOME FROM RENTAL, PLACE OF LIVING, MAINTAINING THE OPTION TO
PLACE OF CONDUCTING ECONOMIC ACTIVITIES, TAKE ADVANTAGE FROM THE
INDUSTRIAL PRODUCTION, CRAFT PRODUCTION USE VALUES IN THE FUTURE
PROVIDING SERVICES, LEISURE AND

«INTRINSIC

RECREATION, TOURIST CONSUMPTION, CULTURE
AND ENTERTAINMENT CONSUMPTION, PLACE
OF WORSHIP, MEANS OF COMMUNICATION

© EXISTENCE

AUTOTELIC VALUES SUCH UNIQUENESS,
ARTISTIC VALUE, SYMBOLIC VALUE

VALUE»

© INDIRECT USE VALUES

IMAGE, QUALITY OF LIFE, AESTHETIC VALUES,

SPIRITUAL VALUES, SOCIAL INTEGRATION, © BEQUEST

SOCIAL CAPITAL, INDIVIDUAL AND COMMUNITY HISTORIC LEGACY, ALTRUISM
IDENTITY, EDUCATIONAL AND COGNITIVE VALUES FOR FUTURE GENERATIONS

Cultural heritage counts for Europe, 2015
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Giardino della
Minerva,
Salerno

The place of the

ancient Medical
School, the most
ancient therapeutic
botanic garden in
Europe







# Recovery of traditional water system

# Nature regeneration

# Jobs creation
# Regeneration of knowledge

# 10.000 visitors / year



ORIGINE DEL SISTEMA DELLE ACQUE
: INTERNO AL GIARDINO

IL GIARDINO DELLA MINERVA

e LOCALE ANTICAMENTE
DESTINATO A LAVANDERIA

FONTANA “DELLA ROSA DBl VENTI™
gacorata con inserti di “schivma di mare”
(tartaro di travertino) ¢ conchiglie

= FONTANA A NICCHIA PROFONDA
scavata nel terrazzamento

___—— FONTANA "DELLA GORGONE™
sorgente autonoma od gardino

PANCA
con seduta in battuto d lapillo

__— DIANTO MURALE

—

INGRESSO
da via Ferrante Sanseverino

SCALEA PERGOLATA
costruita sulla anta
nmurana medevade

PESCHERA
3' UVELLO el Bl
AP0 terazamento

TERRAZZO BELVEDERE

PARTERRE
ddle conplessony
eddle grackond

1" UMVELLO
quota 0,00 m (49,0 msl.m)
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The project: a European Cultural Route of the
historic therapeutic botanic gardens

- HUMAN RIGHTS DEMOCRACY RULE OF LAW EXPLORE ~ o E nt re p re n e u rs h i p_ | e d
COUNCIL OF EUROPE historical Cultural
. Routes

* Develop the
entrepreneurial

Cultural Routes Activities ¥ Certification EPA ~ EICR EU Joint Programmes ¥ Newsroom

Congress of Local and Regional

Authorities of the Council of

Europe: Cultural Routes ecosyste m i n h e rita gE'

programme presented at the 37th

=1 « Session relatEd SECtO rs
. ' - . | .‘- On 30 October, li*;‘: Cultural Routes o the ¢ E n h a n Ce t h e (( i n t ri n S i C

value» of this tangible
s and intangible, cultural
e and natural heritage

Explore all Cultural Routes

Launched by the Council of Europe in 1987, the Cultural Routes demonstrate, by means of a journey through space and



Entrepreneurial ecosystems
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Daniel Isenberg, Head of Babson University’s Entrepreneurship
Ecosystem Project — Urbact BlueAct project in Salerno, Italy
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Pillar companies

Universities

Human Capital

Investment Capital

Mentor Network

Values
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Actors
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Successes

Funded Startups

Failures
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The Startup Common, adapted from
“Startup Cities”, P. Cohan, 2018



Entrepreneurial ecosystems: ACTORS

Pillar Universities & || Human capital
companies Research providers

Investment
capital Mentors
providers




Potential heritage-led entrepreneurial sectors

 agri-food products (linked to the Mediterranean diet — UNESCO world heritage)
e cosmetics and pharmaceutical research

* arts, crafts

* wellness

* medical research

* business tourism (e.g. linked to congresses)

* health and digital health

* inclusive tourism offers (e.g. providing opportunities for families, children,
disabled people)

 cultural activities such as theatre, festivals, performances



The Business Model of enterprises
involved in cultural heritage regeneration,
valorization and adaptive reuse



Traditional Business Model

Desi Designed by:

The Business Model Canvas

Key Partners \:“/—‘f Key Activities B& Value Propositions | D= | customer Relﬂriunshin Customer Segments
e - - -
Summary of potential CE business model elements to consider
Key Partners 69 Pmm :""" “":':" m;.”;".‘:: Customer o Customer O
of Sl 16 0 S, Relaﬂon:f::cm e Segments
uipplier of circular mterlals focyclabilty; matarlel mbettSonaie)] o orformence: Provides oiacome | @ subscripbion, pa ol atongtarm | New GUstomer segreris Sais s s
Reverse logistics: Executed in- and level of performance relationship service, etc. different customer segment
Roverse logistics: Provided by a - - M'{f?:ww;:ﬁ.
hied party? Service provision: Provisianol | output:etc.). Includes product- Transactional? Single sala, one- | Vertical customer? Customer
addod services (.0, preventative | 2°7Vice Sysiem models. off transaction. outside of main product value chain
'::’M: Partners providing maintenance, asset diagnostics etc.) mcamdm-;“
- Key Resources !ﬂ& greater range of choice. Models Channels [N
e St platior: include: Pay-as-you-go. rental; Re-sale channel: Distinct sales
AU RS i leasing. channel, n::nu from ‘new’
Booking. paying. tracking assets. Sinler
= Sustainability: Provides
Spacialised production process: e o e et i VR HAE CONERG IR
© o <30 valued by the customer channel for product at end of ife.
m:\}hcm\q; P (environmental, social, etc.). Secondary material market:
Cost Structure Revenue Streams 2 P - — Co-value: Vaiue provided 1o a M-::b for sale of recoverad
» - o syt pragosaedsghissns ‘vertical customer’ outside of the materials (co-products: scrap:
k\g available to provide as a service. priebigmipageding recycied. otc.)
Cost Structure 6’ m— Revenue Streams
Financial Incent : To
Labour: Labour cost incentivise take-back or return of m:mﬂ : Sale of oﬂmy(m‘*mlp) : Sale of service
, or material
(increase or reducton?)  yyageq Disposal: Cost of product. ("‘”"“" - pon! ) " w—
Materials: Malerials Saposnia Weak oulpits Financing cost: Cost of product-service from wasta or co-product being used
‘wwwbusinessmodelgeneration.com Semtinaime e (m_,,; s Sancliv {8 2 B e s instead of disposed
feattop ) bundle (customer-owned)
Social and environmental ‘ @ Reduced waste to landfill.
e : : : Potential decrease of jobs innew _ Potentlal increase of o ‘g« " increase of jobs in circiilar
Key partners Key activities : VALUE : Customers : Customer B o o & e materials! ropair and
. . . . H Due to lower item cost, access refurbishment! service/ recovery
) : PROPOSITION : relationships : segments pigsomien; offered on an ad-hoc basis to and recycling sector.
1. meant to deliver the : = & Mevabavend traiteral : users unable to afford purchase
value proposition = . bmemdsand S
«  Public institutions 3 meant to build :  Coreidentity values forlocal @ o 0 eholders I« Cultural
' ianahicewi : it : : i gyzer. Adapted by R2Pi
relationships with : communities ¢+ Opento cuttural audiences ~ : audiences OOOO stategyzercom by
« Other institutions partners . 3 and local stakeholders o
(e.g. 3. meantitocieate:and Sense of belonging H /;qdience dFe)viIgpment : « Local - e
Soprintendenza) reinforce engagement : ° Private vs. Public Use communities (to
with target audience : Services and produc'ts with - : gqc)la(lnc:t:g??/rs“,tllefihancement : be involved)
+ Cultural and non- and local communities : cultural and creative  + Local economic activities :
profit : connotation L e : « Business R 2 - C - -
organizations : : : stakeholders I I r‘ u a r u S I n e S S o e
9 Key resources : : Channels : p
. : Added value for: : :
Local +  Physical assets : . Users : + Events and activities .
develc?pment « Prod ¢ + Traditional communication
agencies + Fihanciairesouicas roducers channels (print, tv,...)

» Enhancers (brand

% = + Internet and social media
reputation) :

*  Public-Private- *  Human resources

Partnerships Type:
* Intellectual Property H g;viged
= + Earned
Costs = Revenue streams

+ Cultural products or services sold

. - . L] -
e — g™ ROCK heritage Business Model
« Use of public spaces i+ Rentto other organizations

1+ Receive additional funding for cultural productionand CH enhancement

« Restoration of the site




Ecanomic Business model Canvas

Partners Activities Value Customer Customer
OO Proposition  Relationship  Segments
"‘ | . o ¥
\ Resources .ll Channels =<
' Costs ' Revenues |
é
Ervircrmantal Life Cycle Buiness model Canvas
Supplies Production Functional |End-of-Life | Use Phase
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The Triple Layered business model canvas to

move towards sustainable business models

Saoal Stakeholder Buiness model Canvas
Governance

Local v
Communities "r
w Employees

Social Impacts o o

Societal

Culture

Social End-User

Value

O

Social Benefits ¢ @

. -
Scale of
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The CLIC Circular Business Model:
towards a proposal



Key partners Key activities

Key resources

Costs

VALUE
PROPOSITION

Social Complex Value
of cultural heritage =
(TEV, I)

JVERYEES
(direct and indirect)

*Non use values
(Option, Existence,
Bequest)

e «Intrinsic value»

Customer
segments

Customers
relationships

Channels
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Revenue streams

Social impacts, Environmental impacts and Economic
spillovers




Structure of this workshop



1. WHICH STAKEHOLDERS ARE PART OF THE
ENTREPRENEURIAL ECOSYSTEM? (10 min)

2. WHICH ACTIONS CAN STAKEHOLDERS TAKE TO
ENHANCE THE ENTREPRENEURIAL
ECOSYSTEM? (10 min)

3. WHICH QUESTIONS ARE RELEVANT FOR
HERITAGE-LED ENTREPRISES TO RUN THEIR
CIRCULAR BUSINESS? (10 min)




