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The rurAllure project revolves around the creation of two major assets:

A network of institutions working on the promotion of cultural venues and heritage sites
from the rural areas of Europe traversed by pilgrimage routes, in order to favour
coordination among actors and unlock the potential of pilgrimage as a catalyser for
regional development, intercultural awareness and identification with EU values.

A technological platform providing useful and cost-effective tools for pilgrims/tourists
to plan their personalized trips (including detours from the official paths into the rural
surroundings), and for small rural providers of accommodation, dining and
cultural/touristic activities to become more widely known.

As shown in the diagram of Figure 1, the driving force in the generation of these outcomes is a
set of pilots that, working on different European territories, will comprehensively test ideas to
better understand all relevant strengths, weaknesses, barriers and opportunities towards the
creation of a functional network that outlasts the project, and to progressively evolve the tools’
features so that deliver the best service and become exploitable/transferable assets.

A network of institutions

* Toliaise with stakeholders and policymakers at all levels.

An output that must outlast the project and keep producing
recommendations.

f * Experiments to generate and test ideas that may be

4 pilot generalized within a territory and exported to others.
pliots * Thedriving force of the project, creating impact from the

. local level.

+ Useful and cost-effective tools for all relevant players.

AnlIT platform * Intended to support the pilots, improve from their
experiences and become an exploitable/transferable asset.

Figure 1. The three pillars of rurAllure.

Broadly, the common goals of the pilots can be summarized as follows:

To compile inventories of points of interest along (and nearby) the corresponding
pilgrimage routes, starting from selected segments.

To utilize and help improve the IT platform, by providing content and involving users
(pilgrims/tourists and vendors).

To gain insight into pilgrim/tourist profiles, develop contents for them and organise
targeted actions.

To generate and test ideas, documenting success or failure and communicating bits of
impact within the network of institutions.



This Deliverable is intended to serve as a starting point for the coordination and implementation
of common strategies for the four pilots, as well as a reference for the actions to be proposed
and undertaken therein. Priority knowledge gaps have been identified through an analysis of the
initial contexts, grounded on methodologically-sound analysis of historical, cultural, sociological
and economic aspects. Due to the disparate characteristics of the pilot territories, though, it has
been decided to follow a bottom-up approach, progressively gathering evidence to reach
valuable conclusions and recommendations that may be exchanged not only among the selected
pilgrimage routes, but rather at the pan-European level and beyond.

The document is divided into the following sections:

e Section 2 provides an overview of the project’s work plan, first explaining the
expectations regarding its three pillars (IT platform, pilots and network of institutions) at
the end of each year, and then focusing on how the pilot coordination strategy will
pursue within the global framework.

e Section 3 presents the current “state of the art” concerning the relationship between
pilgrimage routes, tourism, and rural development based on the academic literature. A
basic overview of the context of the four pilots is provided, identifying the points in
common while highlighting their heterogeneity as a key concern in the identification of
common strategies and in the pursue of exchangeable results.

e Section 4 isfocused on the identification and segmentation of pilgrim profiles from the
perspectives of various heritage sites. This part includes two preliminary summary
reports on early results from two questionnaires launched during 2021, that will remain
open during subsequent months.

e Section 5 explains the provisions made in relation to stakeholder engagement, which is a
key element for the successful implementation of the pilots and for the creation of the
network of institutions. It presents the templates of agreements offered to new
rurAllure collaborators, including the terms offered to public bodies, agencies or
museums, to organizations working to promote pilgrimage routes, and to ongoing
projects with synergistic goals and intents.

e Section 6 summarizes the work conducted to gather references about technology-based
approaches to storytelling in cultural heritage, which aimed (i) to facilitate the pilots’
brainstorming in the creation of meaningful and coherent content packages to consume
over successive days on a pilgrimage trip, and (ii) to assist the formulation of actions that
lure pilgrims to the lesser-known heritage placed in the vicinity of the pilgrimage routes
through the use of innovative technologies and strategies.

e Section 7 describes the preparatory work related to the definition of Key Performance
Indicators (KPIs) for the pilots, that will be refined during the second and third years of
the project.

e Finally, Section 8 sums up the conclusions from the coordination work done in 2021.

The workplan of rurAllure has been designed to ensure alignment of strategies from the
beginning and to provide continuous evaluation and exchange of best practices later on, without
preventing each pilot to develop in an autonomous way, according to the needs and
opportunities of each region. The work done in the project as a whole during 2021 has led to the



identification of the expectations indicated in Figure 2 for the IT platform, the pilots and the
network of institutions. As it can be seen, the strategy for the pilots considers three stages:

At the time of writing this document (end of 2021), the pilots have been successfully
launched, at least completing a first analysis of the initial context and planning some
actions for 2022. Some of them have managed to implement some actions already in
2021, whereas others have focused on making extensive preparations for next year.

During the second year, the planned actions (and new ones whenever possible) will be
implemented and evaluated with the aid of pilgrims, vendors and stakeholders, focusing
on the topics indicated in the WP names: literary heritage on segments of the Ways to
Santiago de Compostela, thermal heritage on segments of the Ways to Rome,
ethnographic heritage on segments of the Ways to Trondheim, and natural heritage on
segments of the Ways to Csiksomlyé/Sumuleu Ciuc.

During the third year —and following the gathering, exchange and analysis of results at
the end of 2022-, the pilots may open up to new topics and/or cover new segments and
territories, trying to reach out to increasing numbers of pilgrims, vendors and
stakeholders.

2021 2022 2023
IT platform available in Platform refinement and Platform uptake by 3rd
beta version: use by pilots: parties:
« Initial uploads of + Refinements from + New routes covered under
information (POls, featured functional tests (pilots) & the terms of the

trips, narratives, etc.).

Pilots launched:

= Analysis of initial context.

* Brainstorming about local
actions.

+ Preparations for 2022,

Network starting to

form:

« Some 3rd parties involved
in pilot actions planned for
2022.

« Others paving the road for
2023,

performance and usability
tests (WP3).

+ Moredata uploaded
progressively.

« Definition of exploitation
plan.

Pilots working:

« Implementation and
evaluation of actions with
pilgrims, vendors and
stakeholders.

More agreements with

3rdparties:

« Support in communication
&dissemination events.

+ Seeking resources for
further platform
development & new pilots
and actions in 2023.

+ Definition of sustainability
model.

Figure 2. Key stages and expectations of the rurAllure workplan.

exploitation plan.

Pilots diversifying and

scaling up:

* New topics, new segments,
new territories.

Towards along-lasting

standalone network:

* Planning and
implementation of actions
within the network.

» Continuation of activities
after 2023.

In line with the progressive gain of understanding about the barriers and opportunities
concerning each pilot (which are largely different, as explained thoroughly in Section 3) and
about the exchangeability of the observations and outcomes across different territories, the
coordination strategy has been defined as shown in Figure 3, aiming to move from abstract to
concrete in asmooth manner:



Brain-
storming
about types of Question-

actions naires, , A catalogue of Manual of transfer

,?.fjf,'f%.:ﬁ action Types of good practices
i (D2.4)
+
White book of
Steady Harmonized recommendations
Ref Space for exchange of KPlsand (D2.5)
Gl autonomy and ’ experiences methods
A creativity
storytelling
2021: 2022: 2023:
First common foundations More consolidated guidelines Replicable expertise

« D2.2 "Conclusions and recommendations from
pilots gathering”
« D2.3 “Update on the common strategies”

« D2.1 "Common strategies
for pilots”

Figure 3. The pilot coordination strategy: from abstract to concrete.

e Duringthe first year, the pilots were given space for autonomy and creativity, so that the
partners working in WP4, WP5, WP6 and WP7/ could brainstorm about possible actions
considering local perspectives only. They would be given help from WP2 to identify their
key target audiences by means of questionnaires (see Section 4), to reach out to
supporting stakeholders (Section 5), to think about how to deliver narratives for the
pilgrims to interpret the territory (Section 6), and how to measure their results by means
of a preliminary set of KPIs (Section 7).

e Duringthe second year, it is expected to consolidate the exchange of experiences and
reach a harmonized set of KPIs, with shared detailed interpretations of what to count
and how. Furthermore, the spectrum of pilot activities will progressively give way to a
catalogue of action types, categorizing previous and future actions along a number of
different axes such as the following:

o Topics: literature, thermalism, ethnography, nature, gastronomy, wine, etc.

o Geographical scope: local, supramunicipal, provincial, regional, national, .../
segment-wise or end-to-end of a route.

o Territory typology: demographics, climate, relief, POl density, ...

o Distances from the official paths: from hundreds of meters to 30 kms, with or
without facilitated transport.

o Scheduling: seasonal itineraries and packages, special events on certain dates,
itinerant campaigns, etc.

o Targets: traditional pilgrims, hikers, cyclists, ...; age ranges; group sizes; specific
interests or needs, ...



o Means of promotion/recruiting: before and/or during the pilgrimage, online
and/or offline (e.g. physical signage, billboards, information booths), etc.

o Involvement of vendors: ad hoc mobilization, institutional support, etc.

The findings from the work conducted during 2022 will be documented in
Deliverable 2.2 (“Conclusions and recommendations from pilots gathering”) and in the
sequel of this document, Deliverable 2.3 (“Update on the common strategies”).

e Inthe thirdyear, the expectation is to have accumulated expertise that could be
replicable in new territories, focusing on new topics, targeting new audiences, etc. The
findings resulting from the pilots will lead to the publication of Deliverable 2.4 (“Manual
of transfer of good practices”), aiming to ease the implementation of successful initiatives
all along the pilgrimage routes involved with the pilots and elsewhere. In parallel,
Deliverable 2.5 (“White book of recommendations”) will be published, containing long-
term visions for joint policymaking in relation to pilgrimage, as well as an agenda
identifying the specific research, innovation and training needs for policymakers for
improving the cooperation of European cultural, creative and economic agents related
to the rural environment.

Pilgrimage is a reviving religious, cultural and socio-economic phenomenon, with a great global
impact (Rejmanet al.,, 2016; Araujo et al., 2021), and pilgrimage routes are widely recognized as
relevant tourist attractions that offer considerable opportunities to contribute to local and
regional growth and development (Balestrieri and Congiu, 2017; Romanelliet al., 2021). In
Europe, hundreds of thousands of people set out each year from their homes or from popular
starting points to make their way to worship places such as Santiago de Compostela (Spain),
Rome and Assisi (Italy), Trondheim (Norway), Csiksomlyd/Sumuleu Ciuc (Romania),
Czestochowa (Poland), Lindau and Trier (Germany), Lourdes and Mont Saint-Michel (France),
etc. Still, research into this phenomenon remains scarce (De la Torre et al., 2016), and even the
statistics available for tourism studies are noticeable for their absence -only the so-called
Pilgrim’s Office’ offers detailed statistics of pilgrimage to Santiago de Compostela, going back to
2004, while the Norwegian National Pilgrim Centre? does so for St. Olav Ways since 2017.

This section contains a preliminary analysis of the role of pilgrimage routes in opening paths for
the development of sustainable tourism intertwined with rural development opportunities. A
type of tourism that combines spiritual motivation with interest in discovering the regions
crossed, has gradually increased throughout the world (Hughes et al., 2013) in places associated
with almost all religions and has experienced a boom in recent decades (Balestrieri and Congiu,
2017). According to the forecast by the World Tourism Organization (WTQO), the sector moves
more than 300 million people every year (Alvarez-Garcia et al, 2019: Mariotti et al., 2021).

Tourism has been promoted in numerous sacred places with the aim of diversifying the tourist
offer, rejuvenating economies in crisis and generating funds for their preservation and
conservation (De la Torre et al., 2016). Pilgrimage routes are often valued heritage sites beyond
their religious positioning (Liro, 2020) visited for social, historical, religious, cultural, sports



reasons, etc. This approach is particularly important in rural areas often relegated to a marginal
role in planning strategies, but often traversed by these itineraries (Balestrieri & Congiu, 2017).

The lure of these pilgrimage routes is related to the quality of the environment and the
experience of walking freely and discovering unknown areas (Balestrieri & Congiu, 2017).
Routes seem to be a particularly positive advantage for less frequented areas with diverse
natural and cultural resources that attract tourists with special interests who often not only stay
longer but also spend more to pursue their particular interest (Meyer, 2004).

These secular motivations thus offer opportunities for the integration of pilgrimage sites into
regional development strategies in rural areas (Hilpert, 2018). In general, religious tourism and
specifically pilgrimage can be considered a rural development strategy and an activity that
complements agricultural activities by promoting activities linked to tourist leisure and also
provides complementary income and employment to local communities (Judrez et al., 2017).

In addition, the experience of pilgrimage routes is not only about travelling, but also enjoying the
experience by complementing it with other resources found on their route, from basic resources
such as the local gastronomy and accommodation to other types of tourism such as visiting
nearby highlights, such as museums, monuments, etc. Thus, a pilgrimage route becomes a tourist
trip whose itinerary is largely given, but which covers much more than the indicated paths
(Araujoetal., 2021).

The rurAllure project addresses one weak point hidden behind this depiction of success: the
pilgrimage routes may be traversed by thousands, but their impact is almost exclusively
perceived inthe places located directly on the paths, rarely permeating into the surrounding
rural areas. Thus, entire provinces and regions of a predominantly rural nature, which are facing
significant economic and demographic challenges all over Europe, become passive withesses of
the flows of pilgrims, whereas they could add much of content and value to the experiences. It
should be noted that these issues arise in a context marked by a growing interest in the future of
rural areas, which have long been subjected to a severe demographic, economic and cultural
crisis (Garcia Docampo, 2003). These spaces are trying to integrate into these new dynamics
through new production processes, among which the emergence of lucrative activities linked to
non-productive uses of agricultural land such as tourism stands out (Andrade et al., 2010).

The global context thus puts pressure to establish new ways of making integral use of the
endogenous resources of rural areas (Gonzalez Fernandez, 1999) that try to alleviate the
effects derived from their territorial and socioeconomic disarticulation and, within the
framework of this philosophy, tourism is emerging as an economic activity susceptible to being
part, in many cases, of development plans. In this way, in recent years a policy of promoting
tourist activity has been carried out in rural municipalities endowed with several natural and
cultural resources but with severe weaknesses on the demografic and economic perspective.

In fact, tourism has become a priority tool of rural planning orthodoxy and a lever for economic
and social development (Garrod, Wornell and Youell, 2006). Economically and socially
depressed peripheral and rural areas have often regarded it as an instrument to promote local
employment and a path towards rural regeneration, diversification and restructuring of
economies (Panyik, Costa and Ratzl, 2011). Besides, tourism is often considered a desirable
catalyst for innovations for sustainable local development (Brouder, 2012) as a result of the
conservation, intervention and recovery of heritage and the value it brings to the territory
(Mitchell and Shannon, 2018) as well as its positive role inimproving the quality of life of local
communities (Briedenhann and Wickens, 2004). In recent decades, tourism has thus been



recognized as a potential means for socio-economic development and regeneration of rural
areas, in particular those affected by the decline of traditional agricultural activities (Pourtaheri
etal, 2012; Garcia-Delgado et al., 2020). Tourism also generates impacts —positive and negative
ones- on other dimensions such as socio-cultural, demographic or environmental with influence
on the locals’ quality of life (Delgado Méndez et al., 2019).

Due to its ability to promote local development, feed local economies and support the processes
of valorisation of cultural heritage, tourism through pilgrimage routes is considered a strategic
element to regenerate rural populations provided that it is better integrated into the various
instruments of local programming to make it an actual element of development and relaunch of
the affected territories (Mariotti et al., 2021). In this sense, previous research proposes
intermunicipal collaboration as a basic factor to undertake a strategic approach that
strengthens the rural territories on these routes and, in this way, the integration of the different
municipalities in a common strategy will be beneficial for each of them and for the whole
(Pardellas and Padin, 2014).

In any case, the analysis of pilgrimage routes from the perspective of tourism development
involves describing the general preconditions, the development framework and especially the
governance structures that are required (Bausch et al., 2020) since their success depends on
local and temporal context, political will, cultural and socio-economic conditions, the resources
available in the territory, the commitment of stakeholders, etc. (Garcia Delgado, 2020).

The four pilots of rurAllure aim to assess the challenges and opportunities for the symbiosis
between pilgrimage routes and the towns and villages they traverse, and the ones in their
vicinity. The specific territories that will be touched by the different pilot actions are listed in the
corresponding first year reports published alongside this document: Deliverable 4.1 for the
Ways to Santiago de Compostela, D5.1 for the Ways to Rome, D6.1 for the Ways to Trondheim
and D7.1 for the Ways to Csiksomlyd/Sumuleu Ciuc. Most of the towns and villages exhibit low
population densities, economies based mainly on agricultural activities, lack of resources and
financial innovations, peripheral position, lack of employment opportunities and high quality
services, among other defining features. Besides, they are places of high historical and heritage
interest that cross territories with important natural and environmental characteristics.

The pilot routes are, in fact, rich in heritage assets (for example, high density of environmental
goods, historical and artistic monuments, variety and quality of the landscape, etc.), but the
analysis of their initial context allows to highlight the heterogeneous strengths and weaknesses
of the local realities that affect the potential of these routes to activate tourism projects and
draw a new perspective of development. The key aspects are summarized in the following
subsections for comparative purposes. It is the shared view of the rurAllure partners that,
although all the areas share the desire of activating a regeneration by taking advantage of the
nearby pilgrimage routes, the ways to implement and evaluate this objective must be diverse.

The Way of Saint James (widely known as Camino de Santiago) is the most popular pilgrimage
route in Europe, crossing the Iberian Peninsula towards the tomb of the Apostle James the
Greater in the cathedral of Santiago de Compostela, in the Spanish region of Galicia. Since it was
promoted as a tourist product in the 1980s, the Way has become a motor of economic
development in the areas it crosses. However, a larger impact in wide areas can still be achieved
by promoting better knowledge of the territory and enhanced experiences among pilgrims,
taking advantage from the fact that a growing number of people put the emphasis on the trip
and not so much on the destination itself (Fernandes et al., 2012).



The Way of Saint James is a consolidated concept, product, brand and infrastructure,
constituting a multifaceted phenomenon of international projection and recognition (Porcal et
al., 2012; Liro et al., 2018; Sotjan and Liro, 2020). It is the largest system of pilgrimage routes in
Europe and remains an indisputable reference for organizations worldwide that seek to revive
ancient pilgrimage routes (Lois and Santos, 2015).

The pilot of WP4 wiill initially focus on literary heritage, luring pilgrims to explore the territory
they are traversing by on the steps of renowned authors and their written works. This approach
dives into literature as a tool to interpret and disseminate unknown heritage through
storytelling, and is connected to topics such as travel literature, pilgrimage literature, oral
tradition and personal experiences.

The pilot focuses on selected segments of the French Way, the Winter Way, the Silver Way and
the Portuguese Way. Specially the first three go mainly through rural settlements, covering
areas with a very low population density and inverse population pyramids characterised by
aging processes. Agriculture used to be the most common activity —today only small self-
subsistence farming, along with little cattle— although it has decreased in favour of services,
while some industry activities, linked to mining facilities, still remain. The lack of job
opportunities forces youngsters to move to other territories, a common phenomenon strongly
linked to the territories aging process. The presence of pilgrimage routes has an important
impact in these territories, with little villages whose economic activity is mainly built upon the
presence of pilgrims with hostels, catering services, small retailing shops, etc.

Table 1. Assessment of the rural areas touched by WP4.

e Abundant and relevant heritage of natural, Isolation and poor accessibility: lack of effec-

cultural and ethnographic value. tive public transportation and poor road pro-
e Recent declaration of O Courel Mountains vision.
as UNESCO Geopark. e Population aging processes.
o Certified hiking trails around the area. e Poorinfrastructure: bad Internet coverage,
. . . lack of public services, no access to markets,
e Trendsingreen tourism and slow tourism. otc

*  Location close toimportant route’s stages. Little tourist hospitality offer: lack of beds

e FUN’s previous activities in the area. availability prevents tourists from visiting the
area, while tourist low traffic makes invest-
ments risky and difficult (e.g. establishment of
new lodging facilities).

e Ahugeincrease of pilgrims is expected by
2021, Holy Jacobean Year, providing a privi-
leged framework to investigate how the pil-
grim flows may permeate rural areas to dis- Seasonality: visitors tend to concentrate in
close their heritage. the summer season.

The success in the recovery of the Way of Saint James has led associations and administrations
from various countries (most notably Italy, France, Switzerland, Germany and Austria) to
recover some of the medieval itineraries to Rome through their signage, the edition of maps and
guides, as well as the adaptation of the accommodation infrastructure.



The rurAllure pilot to be implemented in WP5 will focus on three major routes (Via Francigena,
Romea Germanica and Romea Strata), aiming to supplement their ongoing promotion with the
added value provided by the vast heritage treasured by the traversed rural areas:

e The ViaFrancigena mostly traverses rural areas and small communities. The
communities depend on agricultural activities and have a low population with a visible
decrease of population because of the domestic migration, mostly in the mountainous
areas. Pilgrimage generates significant economic benefits to local communities in terms
of creation of SMEs, provision of services and socio-cultural exchange.

e TheVia Romea Germanica crosses rural areas with low and aged population density if
compared to the national share, with the exception of the 6 Italian regions. These
regions show a good level of development in the context of an agricultural economy
mainly oriented at the international market, especially in the German part. However, the
arrival, albeit limited at the moment, of pilgrims and slow tourists represents a
significant opportunity for accommodation, shopping and sustainable social wellbeing,
especially in the hilly and mountainous areas.

e The Romea Strata crosses areas characterised by multiple cultural, historical and
productive traditions. Still in an intial stage of development, this is the only pilgrimage
itinerary mainly relying (as far as the management of the route is concerned) on the
religous communities traversed. It's mainly religious and cultural carachter, allow for
improvements on the accommodation sector.

The rurAllure network and platform will provide common foundations for works that have
commonly pursued similar goals in isolation. Indeed, Consortium partners have noticed that the
main weakness of the Romea model is the fragmented and factual management of independent
not-for-profit organizations, even if spatial planning remains the responsibility of public
administrations. The pilot will pay specific attention to thermal heritage, which is attested in
various ways, from rituals to architecture, from Antiquity to the current era.

Table 2. Assessment of the rural areas touched by WP5.

e Stronginterest and sensitivity for pilgrim- e Central areas are very content consistent VS
age and on opportunities at the tourism poor rural areas.
level.
e Low presence of low cost or donor accommo-
e UNESCO and UNESCO MAB sites along the dation.
routes.

e Relatively unknown routes and tourism prod-

Trends in green, wellness, and slow tourism.

Mapped trails and religious ways around the
area.

Relevant thermal and cultural heritage.

Contribution to sustainable tourism devel-
opment and slow tourism niche.

Involvement of universities and research
centres in route’s managing associations.

ucts.

Weak promotion of the routes and poor com-
munication to wider public, pilgrims and walk-
ers.

In some cases, poor organisation at the local
level for the maintenance of the itinerary
(managed by municipalities).

Need for better governance and event coor-
dination.



e Involvement of consolidated European As- e Insome cases, cost of maintenance of hiking
sociations, with significant geographic cov- infrastructures.
erage and strong stakeholder networks.

The pilot to be conducted within WP6 aimed to see heritage in a perspective of how people have
lived their lives along the St. Olav’s ways, the pilgrims paths to Trondheim (Norway) and make
accessible how cultural, religious and societal aspects contribute to rich historical heritage also
in the vicinity of the pilgrimage path.

The St. Olav's Ways are well developed and promoted with a steady rise in the number of
pilgrims on all parts. The recognition as a Cultural Route by the Council of Europe provided
decisive support to relive the Medieval tradition. Pilgrims are counted in the hundreds, not yet
thousands so there is potential for more regional development of locations along the route and
in accordance with the route. There is a Pilgrim’s Office in Oslo which gives advice to travellers
and a Pilgrim Centre in Trondheim, under the aegis of the Nidaros Cathedral, which awards
certificates to those who complete their journeys.

The rurAllure pilot focuses specifically on Gudbrandsdalsleden, the first of many St. Olav Ways.
Since it runs through Dovre and Reinheimen national parks there is potential to develop natural
heritage sites along the routes, too. The region of Innlandet is a sparsely populated,
mountainous region of Norway rich in cultural and natural heritage. There are approximately
370.000 inhabitants on 52.590 km?. Much of the population is centred around the lake Mjgsa
with regional centres in the towns of Hamar, Gjgvik and Lillehammer. The region has a lower
birth rate than the rest of Norway and is home to most cabins/secondary homes of all
Norwegian regions with a total of 89.212, and is also home to 11 national parks. The region has
many famous destinations and tourism is an important part of the economy. Other important
economic activities are public sector, retail, construction, hotels and restaurants, farming and
food production, logging and wood-based industries, industrial parks, higher education and
research, IT, gaming and VR companies and hydro power. The main challenge for the Innlandet
region in workplace development is a sector structure comprising a large proportion of
industries that provide either low-value or that is in decline.

Gudbrandsdalsleden was officially opened by in 1997. Today the pilgrim paths to Trondheimin
Norway, Denmark and Sweden are signposted with the St. Olav logo and have received the
status as European Cultural Route under the Council of Europe’s Cultural Route program.

Table 3. Assessment of the rural areas touched by WPé.

e Strong tourist and winter sports region with e  Fewer tourists inthe summer season.

large areas of unspoiled nature. . .
e Some sites are not so accessible.

e Standing condition of Cultural Route recog-

nised by the Council of Europe e The number of pilgrims is low in comparison

with other European pilgrimages.

e Well-developed and marked pilgrimage
routes with a highly-developed digital sys-
tem for guidance and planning at

e Little knowledge locally about the pilgrimage
routes as a possibility for local, national and
international tourism and leisure.



The rurAllure pilot implemented in WP7/ focuses on a spiritual way used since the Middle Ages,
known as the Mdria Ut, the Way of Holy Mary or Via Mariae, among other names. It is actually a
network of routes that spans nine countries: Austria, Hungary, Romania, Slovakia, Poland,
Croatia, and Bosnia and Herzegovina. The pilot focuses on specific segments in Slovakia,
Hungary and Romania, which are characterised by large rural areas. The age of population in
2018 was not far from the EU 28 median age of 43,1 years, although statistics are somehow
distorted by the presence of larger cities in all regions where the median age is lower than in the
rural areas. According to 2017 data the per capita GDP in the HU31 Eszak-Magyarorszag
region was among the lowest, only 46% of EU28 measured in PPS (purchasing power standard).
GDP in SKO3 Central Slovakia is the lowest of all Slovak regions. In general, all the regions
targeted by the pilot have per capita GDP data below 75% of EU28 average. The most rapid
growth rate in wealth generation during the period of 2008-2017 was among regions that had
lower GDP per inhabitant than the EU 28 average. Romania’s Centru Region is one of them,
with more than 4% yearly growth rate starting from a very low level in 2008. Unemployment in
these regions is low on average, less than 5% of the labour force aged 15 to 74. However, again,
these data are distorted by the vicinity of cities and industrial activity in the area.

The focus of the pilot is put on natural heritage, which offers ideal possibilities for inward-
looking yet studying the Earth of prehistoric times, its current flora and fauna and activities of
preserving it. These characteristics fit well also into the concept of “slow tourism” getting away
from the fast pace of everyday life. Accordingly, the pilot seeks to offer pilgrims a new
perspective, integrating smaller, relatively unknown rural sites into the cultural network along
the European pilgrimage routes, increasing the numbers of visitors and contributing to the
general prosperity of the affected regions. The aim is to build up a unified pilgrim’s way among
the different religious traditions of Central Europe, and to create a network between these
places.

Table 4. Assessment of the rural areas touched by WP7.

All the territories are attractive destinations
to the pilgrims mainly due to their built reli-
gious heritage.

Other cultural heritage sites are also rela-
tively well represented.

The quality of support facilities is increasing,
even if there are large differences among the
regions, especially between Hungary and
Transylvania.

Relationships with “religious” tour operators
and travel agencies have multiplied.

Multiple audiences have been identified for
communication and new channels have been
created to reach them.

People-related factors have improved signifi-
cantly.

The natural aspects have been developed in
depth only in some segments of the route.

The individual cultural heritage institutions
could share more of their experience related
to the pilgrims by establishing and develop-
ing a network.

International communication and publica-
tions in various languages need refining.

The international relations among the vari-
ous pilgrimage ways need to become
stronger. One of the main values of this pro-
posal is seenin this field.

Although the segment of children has al-

ready been targeted, there has not been a
unique proposition to raise the interest of
this age group, neither that of the parents.



e Maria Ut Association and Asociatia Via
Mariae have achieved solid involvement of
local governments, key stakeholders and vol-
unteers.

Although there is a growing number of studies related to religious tourism and pilgrimage
routes, research on pilgrimage routes as relevant tourist attractions that may contribute to local
and regional growth and development remains scarce (Naranjo, 2017). In what refers to
demand, statistics are lacking, so qualitative and quantitative analyses of this field are also a
challenge. This section presents the approach chosen to profile pilgrims in the pilot routes of
rurAllure by the identification of their main characteristics, which is needed in order to design
relevant and impactful actions.

To achieve this purpose, the community of pilgrims must be involved throughout the whole
profiling process, through interviews, forum analyses and user experience (wayfinding)
methods. To begin with, two questionnaires were designed collaboratively by the rurAllure
partners between February 2021 and April, pre-tested in May, re-designed according to the
results of the pre-test and finally launched in September:

e Thefirst questionnaire, which can be found in Annex |, was intended for pilgrims who are
already on a pilgrimage trip. It could be replied on paper and online. The partners
working in the pilots were instructed to distribute printed forms in chosen locations of
the segments of interest (bars, restaurants, inns, etc.) and to place signs like the one
shown in the Figure 4 to give pilgrims access to the link to the online form via a QR code.

e The second questionnaire, which can be found in Annex I, was intended for potential
pilgrims, either people who are planning a trip or just reading about pilgrimage in
selected sites. An ambitious communication action was started in WP8 to make the
questionnaire reach as many respondents as possible (including a paid campaign on
Facebook), and links to it were embedded in the websites of the rurAllure partners (e.g.
Fundacion Uxio Novoneyra as in Figure 5) and other collaborators.

The questionnaires will remain open in subsequent months. The following subsections,
nonetheless, contains an early analysis of the data gathered until the end of October 2021,
revealing some interesting strengths and weaknesses. Updates of the analysis will be posted on
the rurAllure website as new and more comprehensive data are gathered. The results will be
used to advance in the preparation of the catalogue of action types as explained in Section 2.



rurAllure

Are you on your way to Santiago?
Please reply to this 5-minute questionnaire!

rurAllure is an EU-funded research project that aims to make it possible for people who travel along a
pilgrimage route to easily enjoy activities, events and cultural heritage elements (monuments,
landscapes, etc.) in the surrounding areas,

Your opinions will be extremely valuable to achieve the project’s goals. You can contribute by filling in a

short questionnaire about your experience, either now on printed paper or at any time by means of the
online form accessible through the following QR code. Just scan it with your phone's camera!

Thank you for your participation!
The rurAllure project team

Figure 4. A sample sign used to advertise the questionnaire for en-route pilgrims.

rurAllure |

Figure 5. The questionnaire for pilgrims-to-be linked from the website of Fundacion Uxio Novoneyra.



The sample available for the first analysis of the questionnaire for en-route pilgrims consists of
258 answers from pilgrims on travelling on the Way of Saint James (212) or Maria Ut (46).
These correspond to early actions started in the pilots of WP4 and WP7, whereas those of WP5
and WP6 will start approaching pilgrims en route in 2022. The results have been structured
according to the following scheme:

e Sociodemographic characteristics.

e Pilgrim’s behaviour: Organization of the trip, type of transport used, flexibility in terms
of dates and number of stages, planned expenditures, motivations, etc.

e Information sources used to prepare the pilgrimage trip.
e |mpactof COVID-19.

The pilgrim profile, even within the same route, can be extremely heterogeneous. However,
based on certain features, it is possible to define subgroups of individuals with homogeneous
profiles that help the design of future development and promotion strategies.

In Table 5, the first and fourth columns show the variables analysed (gender, age, level of
education, work and nationality) and the response options in each of them. The second and fifth
columns (N) show the results in absolute frequency, and the third and sixth columns (%), show
the same data in relative frequency or percentage.

Table 1. Sociodemographic variables.

Gender Gender

Male 133 62.7 Male 22 47.8

Female 74 34.9 Female 23 50

Prefer nottoanswer 4 1.9 Prefer not to 1 2.2
answer

Blank space 1 0.5 Blank space

Total 212 100 Total 46 100

Age Age

18-24 16 7.5 18-24 4 8.7

25-34 48 22.6 25-34 4 8.7

35-44 39 184 35-44 5 10.9

45-54 41 19.3 45-54 11 23.9

55-64 42 19.8 55-64 12 26.1

65-74 25 11.8 65-74 9 19.6



Over 75

Total

Level of studies

Primary
Secondary

University

Total

Work

Unemployed
Student
Housework
Self-employed
Employed
Retired

Blank space

Total

Nationality

Belgian
British
Bulgarian
Colombian
Dutch
French
German
Irish
Italian
Others
Spanish
USA
Venezuelan

Blank space

Total

212

55
154

212

12
19

21

108
49

212

N W w NN

N

13
124
21

212

0.5
100

14
25.9
72.6

100

57

0.9
9.9
50.9
231
0.5

100

0,9
2,4
0,9
14
14
3,3
6,6
3,3
2,4
6,5
58,5
9,9
0,9
1,9

100

Over 75

Total

Level of studies

Primary
Secondary

University

Total

Work

Unemployed
Student
Housework
Self-employed
Employed
Retired

Blank space

Total

Nationality
Hungarian
Romanian
Slovak
Surinamese

Blank space

Total

46

37
46

20
16

46

W N U

43

22
100

19.6
80.4

100

22
6.5

13
43.5
34.8

100

76,1
2,2
10,9
4,3
6,5

93,5



By observing the data, it is concluded that while older people opt for paths with greater religious
significance, such as Maria Ut, young people prefer to make more spiritual routes, such as the
Camino de Santiago. Likewise, this study confirms a higher frequency of women on the Marian
route than in that of the Apostle Santiago (Irimias, Mitev and Michalko, 2016; Millan and Pérez,
2017).

Most of the pilgrims surveyed are in an age range of between 25 and 64 years in both cases
(Camino de Santiago: 80.1%; Mdria Ut: 80.05%). The largest group on the Camino de Santiago
are young people aged from 25 to 34 (22.6%), followed by middle-aged people aged from 55 to
64 (19.8%), those aged from 45 to 54 (19.3%), those aged 35 to 44 (18.4%) and those aged 18
to 24 (7.5%). On the other hand, in Maria Ut it is estimated that pilgrims could have a somewhat
higher average age, since it is those aged from 55 to 64 who have the highest percentage of
participation (26.1%), followed by those aged from 45 to 54 (23.9%), those aged from 65 to 74
(19.6%) and, finally, young people from 25 to 34 years old (8.7%) and from 18 to 24 years old
(8.7%). Regarding people over 75 years of age, in both cases they represent a very small part of
the sample, although somewhat higher in Maria Ut (2.2%) than in the Camino de Santiago
(0.5%).

By gender, the percentage of men on the Camino de Santiago (62.7%) practically doubles that of
women (34.9%), while in Maria Ut the difference is less remarkable, and the advantage towards
the female sex (50%) over the male sex (47.8%) is reversed. The number of individuals who
preferred not to position themselves in either gender is hardly significant (Camino de Santiago:
1.9%: Méria Ut: 2.2%). In relation to this guestion, 0.5% of respondents on the Camino de
Santiago left the answer blank, while in Maria Ut all chose one of the three available options.

As for work, about half of the pilgrims are employed by others (Camino de Santiago: 50.9%;
Maria Ut: 43.5%), although there is also a high percentage of retired (Camino de Santiago:
23.1%: Maria Ut: 34.4%). Next are the self-employed (Camino de Santiago: 9.9%; Méria Ut:
13%), students (Camino de Santiago: 9%; Maria Ut: 6.5%) and the unemployed (Camino de
Santiago: 5.7%; Maria Ut: 2.2%). In Maria Ut none of the participants is dedicated only to the
housework and in the Camino they are barely 0.9% of the sample. These figures agree with the
age ranges mentioned above for both routes, since to make this type of trip it is necessary to
have enough time and budget for accommodation and supply for several days. Millan and Pérez
(2017) estimated that 92% of the people who made the Camino de Santiago had an income level
of between € 600 and € 2500, and the most often salary was between € 1,001 and € 1,500.

Regarding the level of studies, it is observed that most of the individuals who make these
pilgrimage routes are university students (Camino de Santiago: 72.6%; Méria Ut: 80.4%),
followed by people with secondary education (Camino de Santiago: 25.9%; Méria Ut: 16.6%). In
contrast, no one with elementary education has answered the questionnaire of Maria Ut, and in
Santiago this group only accounted for 1.4%. This may be related to the way that both roads, like
other pilgrimage routes, have a history and heritage that makes them true cultural itineraries,
some of them recognized by UNESCO as Intangible Heritage of Humanity.

Finally, the variable nationality of the pilgrims shows great differences between the two routes.
The Camino de Santiago concentrates the highest percentage of relative frequency in the
Spanish (58.5%), American (9.9%), and German (6.6%) nationalities, in proportions similar to
those published in the statistical records of the Pilgrim's Office (2021). In Méria Ut, the highest
percentages correspond to Hungarian nationalities, with 76.1%, followed by Slovak, with 10.9%.
This distribution of nationalities seems to be related to the geographical location of both routes.



According to the results obtained, the profile of the average pilgrim on the Camino de Santiago
would be aman (62.7%), from 25 to 64 years old (80.1%), employed by others (50.9%), with
university studies (72.6%) and Spanish (58.5%). In Maria Ut it would be a woman (50%), also in
an age range of between 25 and 64 years (80.5%), employed (43.5%) and with university studies
(80.4%), but Hungarian (76.1%).

Based on this, it is concluded that the biggest differences in relation to the pilgrim profile on
both routes are found in sex and nationality. Likewise, it should be noted that when subdivided
by age groups, the most common age on the Camino de Santiago was between 25 and 34 years
(22.6%), while in Méria Ut it was between 55 and 64 (26.1%).

One of the issues of greatest interest for a destination is the degree of repetition, which reveals
satisfaction with the product (Rios and Santoma, 2008). Pilgrimage routes tend to have higher
percentages of satisfied consumers than other types of trips (Millan, Morales, Pérez, 2010).

The results of this study show that nearly 60% of pilgrims make the Camino de Santiago for the
first time, while on the route of Méria Ut 78.3% repeats (see Figure 6). This may be due to the
fact that the route of Maria Ut has a more religious character than the Camino de Santiago and,
as observed by Millan et al. (2016), there is a significant association between religious
motivation and repetition of the visit.

80%
59,9%
60%
40%
21,7%
20%
0%
Camino de Santiago Maria Ut
Camino de Santiago Maria Ut

Figure 6. First time making a pilgrimage trip on Camino de Santiago or Maria Ut.

The continuous technological transformation that society is experiencing has a direct impact on
the generation of new forms of travel organization. These changes force the tourism sector to
transform and adapt to this evolution, hence the importance of knowing how the trip is
organized and, specifically, the accommodation.

Onthe Camino de Santiago, the vast majority of the sample claimed to have planned the
itinerary on their own (88.2%) (Santos, 2006), compared to a significantly lower percentage on
the Maria Ut (50%) (Figure 7). These results are probably related to the information available
for pilgrims to organize the trip themselves, so the bodies responsible for the management of
Maéria Ut should review the system and content of the information they provide to their users.
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Figure 7. Way of travel arrangements.

Data similar to the above are shown concerning the specific case of accommodation booking.
80.7% of the pilgrims on the Camino de Santiago declared to take care of their own organization
compared to 54.3% on the route of Maria Ut (see Figure 8). The causes of this consumption
behaviour could result in different nature, future research could investigate this aspect.

100%
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80%

60% 54,3%
40%
20%
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Camino de Santiago Maria Ut

Yes, | made the hospitality arrangements by myself

Figure 8. Way of travel and hospitality arrangements.

In this type of trip, hostels are usually the preferred accommodation for pilgrims to stay
overnight and recover before continuing the journey (Santos, 2006; Millan and Pérez, 2017). In
this way, the present research confirmed that a high percentage of users on the routes studied
opted for this form of accommodation (Camino de Santiago: 81.1%; Méria Ut: 67.4%) while, on
the opposite side, the spas (Camino de Santiago: 0.9%; Méria Ut: 1%) and camping sites (Camino
de Santiago: 7.1%; Maria Ut: 8.7%) were the least used. However, it seems that users of the
Spanish route tended to use premises of higher categories -hotels- (Camino de Santiago: 41%;
Maria Ut: 3%), while the pilgrims of the Marian route opted for lower category accommodations
-inns- (Camino de Santiago: 17.9%; Méria Ut: 32.6%) or in the rural environment -rural houses-
(Camino de Santiago: 18.9%; Maria Ut: 39.1%), as shown in Figure 9.
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Figure 9. What places are you using for accommodation?

Since ancient times, the pilgrimage has involved the search for the spiritual (Secall, 2009)
through a physical sacrifice (Lopez, 2011) that is materialised in the act of walking. However, in
the current era there are other possibilities to make this type of journeys. Therefore, in this
study the pilgrims on the Marian and Jacobean routes were asked what means of transport they
used during their trip, with multiple answer options.

Figure 10 confirms that most pilgrims travelled both routes on foot (Camino de Santiago:
88.7%; Maria Ut: 82.6%) and barely used the taxi or the van (Camino de Santiago: 0%; Maria Ut:
1.9%). However, it is striking that on the Hungarian way, in comparison with the Spanish one, a
significant percentage of people would have chosen the car (Camino de Santiago: 0.9%; Maria
Ut: 26.1%), the bus (Camino de Santiago: 4.7%; Méria Ut: 23.9%), the bicycle (Camino de
Santiago: 11.8%; Méria Ut: 23.9%) and the train (Camino de Santiago: 2.4%; Méaria Ut: 21.7%).
This result could be related to the average age of the users or the tradition on each route.
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Figure 10. Means of transport.
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The length of the pilgrimage trip involves fundamental implications in the destinations,
especially for the impacts it generates on the territory it goes through. On the other hand, the
days to complete the route depend on the location of the sanctuary (Mora, Serrano and Osorio,
2017) and the means of transport used. In this way, and according to the results shown in

Figure 11, the pilgrims who make the Camino de Santiago have had to dedicate time longer than
those on the Maria Ut. In percentage, 44.8% of users of the Spanish route claimed to have
invested 6 or 7 days, 20.3% 10 days or more, 13.2% 8 or 9 days, 12.2% 3 days or less and 8.5% 4
or 5days. In Maria Ut, 45.7% spent 3 days or less, 28.3% 4 or 5 days, 13% 10 days or more, 8.7%
6or 7 daysand 4.3% 8 or 9 days.
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Figure 11. Planned days to travel in the pilgrimage route.

However, and as mentioned, this data must be analysed in its context, taking into account the
departure and arrival points. Therefore, the following tables show the pilgrim percentage at
each departure points. Table 6 shows that the highest number of pilgrims concerning the
starting point for Santiago de Compostela is concentrated in the farthest location, Saint-Jean-
Pied-de-Port (17%), more than 700 km from the Cathedral of Santiago. The rest are distributed
at an average distance, such as Ledn (16.5%), about 300 km; Ponferrada (14.6%), 200 km; O
Cebreiro (10.8%), 150 km; and Astorga (9.9%), 260 km. Roncesvalles (6.1%), which is the second
starting point located more kilometres from Santiago, is in the sixth position of the list. The
remaining 25% of pilgrims choose other locations. Regarding the arrival points, Santiago de
Compostelais positioned as the final destination in most cases (68.9%), although the number of
pilgrims who decide to continue on their way to Fisterra (13.7%), another route frequented
since ancient times to see the “end of the land” (Pérez, 2008; Herrero, 2009) has grown
exponentially for 10 years after the promotional actions carried out.

Table 2. Started and ending point.

Saint-Jean-Pied-de- 36 17% Santiago de Compo-

[o)
Port stela 146 68.9%



Ledn 35 16.5% Fisterra 29 13.7%
Ponferrada 31 14.6% Sarria 10 4.7%
O Cebreiro 23 10.8% Muxia 5 2.4%
Astorga 21 9.9% O Cebreiro 2 0.9%
Roncesvalles 13 6.1% ALaxe 1 0.5%
Others 10 5.0% Fatima 1 0.5%
Villafrancadel Bierzo 10 4.7% Monforte 1 0.5%
Triacastela 7 3.3% Porto 1 0.5%
Burgos 5 2.4% Triacastela 1 0.5%
Logroio 4 1.9% Don't know 1 0.5%
Pamplona 4 1.9% Blank space 14 6.6%
La Laguna 3 1.4%

Sevilla 3 1.4%

Madrid 2 0.9%

Pedrafitado Cebreiro 2 0.9%

Zamora 2 0.9%

Blank space 1 0.5%

Total 212 100% Total 212 100

With regard to Mdria Ut, the results shown in Table 7 show that the starting points of the
pilgrims are varied since it is not a linear route but is made up of several routes in themselves. In
fact, more than half of them (55%) did not select any of the proposed options or did not answer
the question (13%), and only about a third of the sample claimed to leave from Budapest (28.3%)
and, to alesser extent, from Zalaegerszeg (4.3%). Likewise, although the majority of the sample
aims to reach Maria Ut (21.7%), a significant percentage chose several arrival points or did not
answer the question (34.8%). Based on this, it is confirmed that the length of a route is directly
related to the distance between the starting point and the destination, since while on the Iberian
route the distance is more than 700 km, on the ways in Eastern Europe the approximate
maximum distance is 500 km.

Table 3. Started and ending point. Méria Ut.

Others 25 55% Csiksomlyé 10 21.7%
Budapest 13 28.3% Bodajk 2 4.3%
Zalaegerszeg 2 4.3% Mdrianosztra 2 4.3%



Blank space 6 13% Mariapdcs 2 4.3%
Bakonybél 1 2.2%
Bélapatfalva 1 2.2%
Dobogoéké 1 2.2%
Eger 1 2.2%
Godolls 1 2.2%
Malsa 1 2.2%
Mdriagyd 1 2.2%
Mariazell 1 2.2%
Marosvasarhely 1 2.2%
Szentendre 1 2.2%
Szombathely 1 2.2%
Zeteleka 1 2.2%
Zirc 1 2.2%
Zsambék 1 2.2%
Blank space 16 34.8%

Total 46 100% Total 46 100%

Other important questions that this study offered was to find out if the pilgrims who made the
routes had flexibility regarding the number of days dedicated to the trip. In both cases, as
Figure 12 shows, more than half of the respondents indicated that they had a closed calendar
(Camino de Santiago: 58.5%; Méria Ut: 71.7%), especially on the Marian route. However, a
significant percentage acknowledged that they could use a couple of days more than initially
estimated (Camino de Santiago: 40.6%; Méria Ut: 26.1%) and very few preferred not to answer
the question (Camino de Santiago: 0.9%; Méria Ut: 2.2%).
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Figure 12. Do you have flexibility regarding the dates of the resto f your current trip?



When comparing these data with the ones in the previous paragraph, it is a striking fact that
pilgrims on the shortest route have less flexibility in the dates, especially if it is taken into
account that in the Camino de Santiago a greater number of workers were registered as
employees (Camino de Santiago: 50.9%; Maria Ut: 43.5%) and a smaller number of retired
(Camino de Santiago: 23.1%; Méria Ut: 34.8%). However, it is possible that this is due to the
greater interest in making a Slow trip on the Camino de Santiago.

According to the results obtained through the pilgrims-to-be questionnaire, it seems that they
would be willing to deviate from the route if they found reasons for it. For this reason, the
individuals in the sample were asked to score on a scale from 1 to 5 (1="strongly disagree”;
5="strongly agree”) whether they would be willing to leave the pre-established route to visit
natural environments and heritage in the rural surroundings if there were cultural activities (and
transportation, if necessary), and if they had time to engage in unexpected activities that
postponed their stages for a few hours, for aday or even longer. As Figure 13 shows, the
responses on both routes were very similar. Thus, natural environments (Camino de Santiago:
4.2; Méria Ut: 4.1) and cultural heritage (Camino de Santiago: 4.1; Méria Ut: 4.0) are the issues
that seem to arouse enough interest to alter the planning in both cases. On the other hand,
pilgrims on the Marian way are more willing to deviate if there were complementary cultural
activities (Camino de Santiago: 2.8; Méria Ut: 3.1) and yet pilgrims on the Camino de Santiago
are less willing to postpone their next stages for a few hours, for a day or even longer (Camino
de Santiago: 2.8; Méria Ut: 2.5).

I may have time to engage in unexpected activities by
postponing my next stages for a few hours, for a day
or even longer.
| would be willing to review my planning to deviate
from the main route and explore the rural
surroundings if | were offered a complete package...

2,5
2,8

3,1
2,8

| am interested in the cultural heritage of the rural 4,0
areas that surround this pilgrimage route. 4,1

| am interested in the natural environment of the 4,1
rural areas that surround this pilgrimage route. 4,2

0 05 1 15 2 25 3 35 4 45
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Figure 13. Reasons for detours.

The experience of the trip varies according to the accompanying people, so it has also been
considered relevant to ask pilgrims about this issue. As shown in Figure 14, more than half of the
participants in the study on both routes claimed to make the trip with friends (Camino de
Santiago: 31.6%; Maria Ut: 30.4%), with their partner (Camino de Santiago: 13.2%; Mdria Ut:
21.7%) or with their family or relatives (Camino de Santiago: 10.4%; Méria Ut: 15.2%). However,
there is alarge difference between the percentage of people who pilgrimage alone to Santiago
de Compostela (38.2%), in comparison with those onthe Maria Ut road (10.9%). In this sense,
previous studies confirm that walkers on the Compostela route usually have this type of
behaviour (Santos, 2006), unlike other pilgrimage destinations (Millan and Pérez, 2017; Mora et



al., 2017). Likewise, the number of individuals travelling in a group on the Marian route is
striking, compared to the Compostela route (Santiago de Compostela: 1.4%; Méria Ut: 10.9%).
These last data seems to be related to the way of planning the trip (it is recalled that in the case
of the Spanish way, 80.7% of the sample declared to plan it on their own, compared to 54.3% of
the eastern way).
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relatives
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Figure 14. Who are you traveling with?

Santos (2006) estimated that on the Camino de Santiago each pilgrim made an average daily
expenditure of 59.6 euros. As can be seen in Figure 15, a similar result was obtained in the
present study, with the spending ranges of more than half of the sample in both cases between
21 and 35 euros (Camino de Santiago: 36.8%; Méria Ut: 43.5%) and between 36 and 50 euros
(Camino de Santiago: 29.7%; Méria Ut: 15.2%). However, it can be seen that on the Spanish way
there is a significant percentage of pilgrims who spend from 50 to 75 euros per day (Camino de
Santiago: 20.8%) or more (6.1%), while, on the contrary, on the Eastern Way there is a tendency
to spend less than 20 euros (Camino de Santiago: 6.6%; Méria Ut: 41.3%). These data could be
related to the number of days used to make each of the routes: more days on the route would
mean greater average daily expenditure.
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Figure 15. Daily expenses.

This section ends with a presentation of the results about the languages used in each of the
routes (see Table 8). In both cases, English is in the top positions, although the percentage of
English speakers on the route of Maria Ut (58.7%), practically doubles that of the Camino de
Santiago (29.1%). In addition, while the Spanish route is dominated by the national language
(36.1%), followed by French (8.1%), German (5.1%), Italian (3.2%), Galician (2.8%) and
Portuguese (2.30%), on the eastern route, after English, German (26.1%), Slovak (15.2%),
Russian (10.9%), Czech (8.7%), French, Hungarian, Italian and Romanian (with a percentage of
4.3% each) predominate. It is worth mentioning that the variety of languages registered on the
Camino de Santiago are due, in part, to the polylingualism of Spain, since this country has six
official languages (Burguello, 2002), but also to the international attraction that this route has
aroused (Garcia, 2009), especially in the last twenty years.

Table 4. Languages.

Spanish 170 36.10% English 27 34.60% 58.70%
English 137 29.10% German 12 15.40% 26.10%
French 38 8.10% Blank Space 11 14.10% 23.90%
German 24 5.10% Slovak 7 9.00% 15.20%
Catalan 19 4.00% Russian 5 6.40% 10..90%
Others 19 3.8% Czech 4 5.10% 8.70%
Italian 15 3.20% Others 4 5.10% 8.70%
Galician 13 2.80% French 2 2.60% 4.30%
Portuguese 11 2.30% Hungarian 2 2.60% 4.30%
Basque 4 0.80% Italian 2 2.60% 4.30%



Dutch 4 0.80% Romanian 2 2.60% 4.30%
Blank Space 3 0.60%

Danish 3 0.60%

Valencian 3 0,60%

Bulgarian 2 0.40%

Hungarian 2 0.40%

Japanese 2 0.40%

Russian 2 0.40%

Total 410 100% Total 78 100.00%  169.60%

When designing promotion strategies, it is necessary to know which are the sources of
information most commonly consulted by users (Recinos et al., 2019). Therefore, a series of
options were offered in the questionnaire, which included the main means of promoting tourism
products, and that pilgrims should value in a range from 1 to 5, according to their contribution in
the planning of their trip (1="has not contributed at all”; 5="has contributed significantly”). As
Figure 16 shows, online information, through social networks, blogs, websites or applications
(Camino de Santiago: 3.2; Méria Ut: 3.2), and word of mouth, through friends and family
(Camino de Santiago: 3.2; Méria Ut: 3.2) were the most used means by users of both routes. Itis
followed by articles, news, reports or advertisements in the press, radio, television, etc. (Camino
de Santiago: 2.0; Maria Ut: 2.8), films, documents or series (Camino de Santiago: 1.9; Maria Ut:
2.2), tourist guides (Camino de Santiago: 1.8; Maria Ut: 2.4), travel brochures (Camino de
Santiago: 1.3; Maria Ut: 2.2), leaflets (Camino de Santiago: 1.2; Méria Ut: 1.4) and, finally, travel
agents (Camino de Santiago: 1.2; Méria Ut: 1.3).
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Figure 16. Information sources.

The reasons that move individuals to make a pilgrimage route have been widely studied by the
academic community (Rocha and Cavalcanti da Silva, 2016; Mora, Serrano and Osorio, 2017;
Parellada, 2018), in order to observe the possible differences between pilgrims and tourists. In
this case, based on a previous literature review, several items were selected that were included
in the questionnaire. When conducting the surveys, the pilgrims were asked to score each of
these sections on a scale from 1 to 5, according to their degree of importance (1="not important
atall”; 5="very important”). The results obtained confirm what has already been stated
previously in the analysis of the previous questions where the Camino de Santiago presents a
more touristic profile than the route of Méria Ut which, clearly, is visualized from the religious
field by its users. Thus, for the route of Santiago de Compostela it is interesting to see that the
variables close to the value 4, and that therefore have a greater importance, are enjoying the
landscape and having direct contact with nature, with an assessment of 4.32, followed by having a
different personal, spiritual or psychological experience, with 3.99. On the other hand, the
motivations of greatest importance in the route of Maria Ut are those belonging to the spiritual
and religious sphere, with an average of 4.59 in religious experiences and 4.65 in having a different
personal/spiritual/psychological experience.
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Figure 17. Motivations that took you to make a trip on this route, indicating the corresponding level of
importance.

In this same line, if the activities carried out or planned to do during the route are analysed, it is
corroborated, as can be seenin Figure 18, that in the case of the Camino de Santiago highlights,
firstly, Experiencing the diversity of the landscape, flora and fauna (76.4%) and, secondly, Visiting
cultural places (museums, writers' houses, historical sites, etc.) (56,1%). However, on the Mdria Ut,
Visiting religious sites stands out (91.3%) followed by religious services and related events
(71.7%).
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Figure 18. Activities you have made or plan to make along the route.

Similarly, when analysing the religious practice of the sample, it is observed that in the case of
the Camino de Santiago the highest percentage corresponds to non-believers or atheists, with
35.40%, followed by the non-practicing believer, with 27.40%, the spiritual person, with 19.30%
and the believer and practitioner with 16%. On the other hand, for the route of Méria Ut the
values are opposite, obtaining 78.3% the category believer and practitioner, followed by believer
and non-practitioner, with 15.2%. The lowest values correspond to the non-believing sphere,
where the category spiritual person receives 4.3% and non-believers or atheists 2.2%. From these
results it can be deduced that this variable seems to have a great interrelation with both
activities and motivations when taking into account the spiritual and religious sphere.
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Figure 19. Religious practice.

Finally, it was decided to ask travellers directly whether they felt more like pilgrims or tourists.
As seenin Figure 20, the results obtained in this aspect are very similar in both routes. However,
the percentage of people who feel like pilgrims in the case of Méria Ut (56.5%) slightly exceeds
that of the Camino de Santiago (47.2%), which could reconfirm the prevalence of a more
religious sense on the Marian route in comparison with that of the Apostle.
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Figure 20. Which of the following options defines better your experience on the route?

Impact of COVID-19

The consequences of COVID-19 are seen internationally and, although its scope is still
unknown, clearly the pilgrimage routes do not escape its effects. On this occasion, respondents
were asked to make a 1 to 5 rating of the question “How much has the COVID-19 situation
affected your experience on the route?”. In the case of the Camino de Santiago, and according to
the previous study carried out by Bande (2020), it is estimated that in 2020, from January to
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October, the number of users of the French Way was reduced by 83.6% in comparison with the
previous year. However, as Figure 21 shows, this time the results do not corroborate the data
offered by previous research and, in both routes, the impact of COVID-19 does not seem to
have significantly affected the experience. Of course, it is also necessary to contextualize that
the fieldwork of the present research was carried out in autumn 2021, when in most European
countries the health situation had improved and, therefore, the restrictions were lower.
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Figure 21. How much has the COVID-19 situation affected your experience on the route?

Finally, the questionnaire inquired about which aspects the situation caused by COVID-19 had
influenced the most. In this sense, it has been verified that, although the order of assessment
does not coincide in both routes, two of them clearly stand out: prevention and security
measures and avoiding crowded places, as shown in Figure 22.

The sample available for the first analysis of the questionnaire for pilgrims-to-be consists of 480
answers gathered (up to the end of October 2021) from visitors to the websites of the project,
the rurAllure partners or other collaborating organizations, as well as people reached via the
project’s social networks or the paid campaign on Facebook. The questionnaire will remain open
and the results updated on the project’s website.

The results have been structured according to the following scheme:
e Sociodemographic characteristics.
e Personal data: gender, age, nationality and language.
e Interestsin certain aspects of cultural and natural heritage.

e Interestin activities that may be done by taking detours into the rural surroundings of
the route.

e Elements that could influence the decision to engage in the activities.



As can be seenin Table 9, the characterization begins by the descriptive analysis of the
sociodemographic variables. The first and fourth columns contain the variables under study and
the answer options offered in the questionnaire for each of them. The second and fifth columns
(N) represent the absolute number of individuals who selected each of the variables. The third
and sixth columns report the same information in percentage format.

| think this route has proper prevention and security 3,6
measures. DO 8
I've changed my disposition to engage with people 26
along the route. 22
| know people who have decided to postpone their 2,9
pilgrimage plans. 23

I've changed the number of days spent on the route. Ly 20

I've changed my preferences for accommodation

2,1
along the route. S 2

I've changed my choice of places and tourist

2,5
attractions, because | want to avoid crowds. 0 29
3,6
| prefer less-congested routes. L 36

| prefer to avoid the peak tourist seasons. _32 3y

| have greater interest in the touristic and cultural

offer of the rural enVirOnment, to the detriment of _ 31

urban destinations.
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Figure 22. Please indicate whether you agree or disagree with the following statements.

Table 5. Sociodemographic variables. Frequency value and percentage.

SOCIODEMOGRAPHIC CHARACTERISTICS

VARIABLES N % VARIABLES N %
Gender Nationality
Male 143 298 Italian 221 46
Female 201 419 Hungarian 53 11
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Prefer not to answer 11 2.3 United States 31 6.5

Other 1 0.2 French 23 4.8
Blank space 124 258 Blank space 21 44
Total 480 100 British 20 4.2
Age Others 20 4
18-24 4 0.8 Australian 14 2.9
25-34 46 9.6 Spanish 13 27
35-44 83 17.3 Romanian 10 2.1
45-54 107 223 Irish 8 1.7
55-64 141 294 Danish 7 1.5
65-74 89 185 Canadian 6 1.3
Over 75 10 21 Dutch 6 1.3
Total 480 100 Swish 6 1.3
Language Belgian 5 1
Italian 230 479 New Zealand 5 1
English 151 315 Portuguese 4 0.8
Hungarian 59 12.3 Swedish 4 0.8
French 25 5.2 South African 3 0.6
Spanish 7 1.5 Total 480 100
Portuguese 4 0.8

Others 4 0.8

Total 480 100

By gender, the percentage of women (41.9%) exceeds the number of men (29.8%). However,
the gender of a significant number of participants is unknown, as they did not answer the
question (25.8%) or selected the Option Prefer not to answer (2.3%) or Other (0.2%).

Regarding age, most individuals are in a range of between 35 and 74 years (87.5%). The most
frequent age group is from 55 to 64 years (29.4%), followed by those between 45 and 54
(22.3%), those between 65 and 74 (18.5%), people between 35 and 44 (17.3%), those over 75
(2.1%) and young people from 18 to 24 years (0.8%).

As for the language, almost half of the respondents were Italian speakers (47.9%), although a
significant number of Anglophones (31.5%) and users of the Magyar language (12.3%) were also
registered. The rest of the individuals declared themselves French-speaking (5.2%), Spanish-
speaking (1.5%), Portuguese-speaking (0.8%) and Others (0.8%).



The nationality variable is aligned with the languages used. Thus, the majority of the sample
comes from the Italian Republic (46%), Hungary (11%), English-speaking countries such as the
United States (6.5%), the United Kingdom (4.2%), Australia (2.9%), Ireland (1.7%) and New
Zealand (1%), France (4.8%), Spain (2.7%), Romania (2.1%), Denmark (1.5%), Canada (1.3%),
Germany (1.3%), Switzerland (1.3%), Belgium (1%), Portugal (0.8%), Sweden (0.8%) and South
Africa (0.6%). In addition, six individuals (1.3%) were American, but without saying which
country, and twenty-one people (4.4%) did not respond to this question. When dividing the
participants by continents, it can be seen that a large majority are European (79.2%), followed
by Americans (7.8%) and Oceanic (3.9%) and Africans (0.6%).

Based on information presented in this section, the sociodemographic profile of the average
“pilgrim-to-be” would be a woman (41.9%), in an age range between 45 and 64 years (51.7%),
European (79.2%), particularly Italian language and nationality (46%). The results -though
preliminary and probably biased- are in line with those of other studies, which show that
pilgrims’ characteristics seem to be related to the destination. For example, Irimias, Mitev and
Michalko (2016) and Millan and Pérez (2017) observed that Marian routes of Christian
tradition, such as the one that ends in Méria Ut, are usually frequented by more women than
men, while Mecca, the majority destination of Muslims, shows a majority of men. In this line,
Catholic territories, and those with a certain meaning more spiritual than religious such as the
Camino de Santiago, tend to attract a greater number of young people, while those of South
Asia, and those places with a greater religious connotation, are usually chosen by older people.
However, most nationalities on each route, unlike in the other cases, seem to have a greater
relationship with the geographical location in comparison with any other variable.

The pilgrimage routes that receive the most attention and interest in order to visit them in the
near future are set out below. It is observed that, clearly, the preference has opted towards the
traditional routes of Christian pilgrimage (The Guardian, 2019): the Via Francigena (20.9%) and
the Camino de Santiago (19.2%), seen with a strong religious significance since the Middle Ages,
followed by the Via Romea Germanica (6.1%) and Les Chemins du Mont-Saint-Michel (with
5.9%). By contrast, Pada Yatra (1.2%), Braj Yatra (1.2%) and Skane Blekinge (1.2%) were barely
selected and the rest were placed in an intermediate position.



Pada Yatra 1.2
Braj Yatra 1.2
Skane Blekinge 1.2

Martinusweg-Mittelroute 1.5
Danske Santiagopilgrimme 1.6
Ruta Mariana 2
Sufi Trail 2.1
Via Egnatia 3.5
Maria Ut, Csiksomlyd 4.2
Via Romea Strata 4.6
Kumano Kodo 4.7
Caminho de Fatima 4.7
Pilgrim’s way 4.8
St Olav Ways 5.1
Others 5.6
Les Chemins du Mont-Saint-Michel 5.9
Via Romea Germanica 6.1
Camino de Santiago 19.2
Via Francigena 20.9
0 5 10 15 20 25

Figure 23. Routes tovisit in the future.

As shown in Figure 24, almost two-thirds of the would make a pilgrimage trip for the first time
(72.5%), while the rest would have already made a pilgrimage route before (27.5%). Similar
figures were shown in previous studies on the Camino de Santiago (Suarez, Caamaro, 2014.),
although in others they assure that pilgrims are usually faithful and satisfied tourists, who often
repeat the experiences (Millan, Morales, Pérez, 2010).

72.5%

mYes "I No

Figure24. First time on a pilgrimage route.

As for the results related to the travel plan, as seen in Figure 25, the categories indicated with
the highest percentage are travelling on my own (with 36.5%), followed by travelling with my
partner (with 27.1%) and travelling with my friends (with 23.3%). The lowest percentages are
distributed in the categories travelling with my family and/or relatives (with 6%) and travelling
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with a group of tourists (with 4.2%). This may be a consequence of limitations in interacting with
other pilgrims on the routes, as well as certain reservations about sharing accommodation
spaces. Infact, as Riveiro (2021) points out, COVID-19 has altered the profile of pilgrims, at
least those who make the Camino de Santiago. Freixas, Peral and Hurtado (2015) had already
observed that the most common way to do the Camino is alone or with friends and family.

42 29
6
36.5
233
27.1
m|'m on my own um I'm with my partner
m I'm with friends I'm with my family and/or relatives
With a tourist group Other

Figure 25. Travel plan.

Inrelation to possible interests along a pilgrimage route, Figure 26 shows that the two main
attractions —with greater significance in the sample- are the cultural and ethnographic heritage of
the rural areas that surround the route (which reaches a rating of 4.28 points out of 5) and the
natural environment of the rural areas that surround the route (with 4.29 points out of 5). On the
other hand, the reasons that seem less important are the activities related to the thermal heritage
on the route (with 2.29 points out of 5) and the activities related to literary tourism while travelling
the route (with 2.89 points out of 5).

Activities related to thermal heritage while
traveling the route

Activities related to literary tourism (writers'
houses, literary routes, bookstores, etc.) while _ 2.91

traveling the route

Cultural and ethnographic heritage of the rural

areas that surround the route $27

The natural environment of the rural areas that
surround the route

4.29

0 05 1 15 2 25 3 35 4 45 5

Figure 26. Possible interests of pilgrims-to-be.
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The scores achieved by the different options given in this variable seem to confirm that the
enjoyment of nature and heritage on pilgrimage routes are two types of activities that arouse
the users’ interest (Herrero, 2008: Pereiro, 2019). On the other hand, the link between the
thermal and the sacred does not seem to be rooted in the Catholic tradition, unlike in the
Muslim one (Ramirez, 1997). Likewise, literary routes on the ways, despite being a subject of
study among the academic community (Juarez, 2013) do not receive much attention either.

Another relevant question was to know the impact of COVID-19 on pilgrimage routes. As can
be seenin Figure 27, this issue has influenced when planning the pilgrim route in comparison
with other holiday destinations. In this way, 62.7% of the respondents indicated that the health
crisis did affect their decision when making a pilgrimage route in comparison with other types of
tourist activity, while for 37.3% the situation did not affect. In this context, it is confirmed that
pilgrimage routes, as global phenomena, have not escaped from the effects of COVID-19
(Riveiro, 2021; Cardenas and Aguirre, 2021; Lopez and Gonzalez, 2021). In any case, it can be
expected that it can impact on the different pilgrimage routes in different ways, or with different
intensity.

37.3%

62.7%

Yes 1 No

Figure 27. Influence of COVID-19 on the decision to travel on a pilgrimage route compared to other
holiday destinations.

Next, Figure 28 shows the results of the variable representing the month planned for the
pilgrimage trip. Based on the data obtained, the spring-summer season, which generally
coincides with the summer holidays, turns out to be the preferred one. It is also observed that
specifically the month of May turns out to be the one that registers a greater influx (with 26.7%),
followed by April (with 14.2%), June (13.1%) and September (12.1%). Likewise, it should be
noted that 2.8% of individuals who did not answer the question, which may be related to a
certain degree of indecision when choosing the month in which they will make the trip. It seems
logical to think that walkers take advantage of the months of lower rainfall and greater number
of solar hours. However, it highlights that the number of pilgrims-to-be in May is significantly
higher than the summer months since these usually really make up the season of pilgrimage
routes as, for example, in the case of the Camino de Santiago (Gonzalo, 2006; Fernandez and
Naranjo, 2010; Galzacorta and Guerefo-Omil, 2016).
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Figure 28. Planned month for starting the pilgrimage route.

In reference to the variable Days planned for the pilgrimage route, it can be seen that the highest
percentage of response is condensed in the interval of 6 or 7 days (with 13.1%), followed by the
range between 4 or 5 days (with 9%), 8 or 9 days (with 6.7%) and 3 days or less (with 6%) (See
Figure 29). Since no one selected the 10 days or more option, it is not represented in the graph.
Therefore, it is concluded that the users of pilgrimage routes plan the trip around aweek. This
may be due to the fact that their work or family obligations do not allow them to extend the
length of the trip since they consider that it is enough time to complete it or, even, that they
decide to make parts of the route at different times or the year.

6.7% 6%
m 3 days or less
4 or 5 days
6 or 7 days
9% 8 or 9 days
13.1%

Figure 29. Days planned for the pilgrimage route.

The reasons given for deviating from the route and exploring the surroundings are mainly linked
to the offer of acomplete package of cultural activities (3.12 out of 5), although it is evident that
it would depend on the price (3.07 out of 5). In addition, it could be said that the likely deviations
from the route would not depend largely on the language (2.5 out of 5). In this line, Garcia’s
study (2011) showed that many pilgrims were willing to walk ten kilometres off the route of the
Camino de Santiago to stay and visit, for free or in exchange for a donation, the beautiful
medieval and baroque monastic complex of San Juande la Pefa.
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Deviation. It depends on the language

| am only interested in walking and reaching _

the end of the route; | do not want to...
Deviation. It depends on the price

Deviation. If a package of cultural activities _

is offered
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Figure 30. Reasons for detours.

Finally, there is a group of variables that encompass the characteristics that they would like to
find in a travel planning website and that are reflected in Figure 31. On the one hand, the
greatest interest is in the variables tourist information, such as maps, points of interest,
activities, services, etc. (with an average of 4.38 out of 5), followed by tips and recommendations
by bike or walking routes (with a 4.21 out of 5), and tools to search for accommodation and
activities (with a4.21 out of 5). On the other hand, they arouse a higher interest in the guides or
podcast to consume before and/or during the trip (with a 3.6 out of 5) and the tools to prepare a
personalized trip (with a 3.72 out of 5).

Guides or podcasts to consume before and/or
during the trip

Tools to prepare a personalized trip 3.72

Comments, ratings and experiences provided by
other people

3.77

Tools to book accommodation and activities 411

Information about places of cultural or historical

significance in the rural surroundings of the route 492

Advice and recommendations about walking or
cycling on the route

Tourist information: maps, points of interest, _ 438
activities, services... ’

421
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Figure 31. Desired features of a travel planning website.

Harmonizing the questionnaires with available statistics

Aiming to harmonize the data gathered through the questionnaires with the abundant
information available for Camino de Santiago, UDC has been working on a scientific study to
provide early insight into the phenomena of interest for rurAllure, and in particular in the
heterogeneity of the travellers’ motivations. The study can be found in Annex I11, and is included
here to provide additional insight, references and hypotheses for the pilots.
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The fieldwork for the study is made up of 414 online surveys to people who did the Camino at
least once to detect the process of dedifferentiation between tourist and pilgrim. It also
discovers the multiple tourist, religious, spiritual motivations, etc. in the route, as well as their
profile and the main activities they do.

The data obtained through this research have allowed to explore how pilgrimage routes are
experienced by the travellers. The study identifies and evaluates four main motivations, that
may extrapolate to other pilgrimage routes: well-being and pleasure, spirituality and escape
from reality, socialization and entertainment, and religious motives. More and more values,
meanings and juxtaposed motives have been attributed to the Camino. They can indicate, not
only its supra-religious aspect, but also an increasingly indistinct perceived identity (Kim et al.,
2019). In fact, pilgrimage is a complex and changing phenomenon, with different implications at
the religious, political, social and territorial levels (Moscarelli et al; 2020).

Thus, in Santiago de Compostela, traditional religion (institutional, organized) and post-secular
(personal or individualized forms of religious beliefs) are mixed in multiple ways (Nilsson and
Tesfahuney, 2016). In this sense, a new vision of the Camino as a tourist attraction must be
admitted, with cultural and spiritual connotations, which is being promoted and marketed by
both public and private institutions (Fernandez et al., 2021).

In any case, pilgrimage today cannot be understood as a universal and homogeneous
phenomenon, but should be deconstructed in specific historical and cultural circumstances
(Coleman, 2002). For this reason, it is necessary to make a transversal and longitudinal replica in
other pilgrimage routes and in different periods of time and go in depth in the understanding of
the pilgrimage as a scene for religious and secular discussion (Eade and Sallnow, 1991).

Pilgrimage reinforces the importance of building collaborative processes allowing the areas they
traverse to open up to better management and promote policies aimed at sustainability. This
way, social and economic growth within local communities will be enhanced (Romanelliet al.,
2021). The most successful pilgrimage routes have managed to develop through continuous
integration and coordination between the different stakeholders involved (Balestrieri and
Congiu, 2017).

Stakeholder involvement is a key aspect to the rurAllure project, inasmuch as it aims to
systematically expand the influence of the pilgrimage routes further into the surrounding rural
areas. A “stakeholder” is defined broadly as any person, organization or group that is affected or
that may affect the results of the project, directly or indirectly. The project kicked off with the
support of a few selected organisations concerned with the corresponding pilgrimage routes of
the four pilots:

e Governmental institutions: Secretariat for Culture and Tourism of the Xunta de Galicia
(ES); Xacobeo SA Agency, responsible for the management of Camino de Santiago in the
region (ES); Provincial Deputy of Ourense (ES); Municipality of Sabrosa (PT); National
Pilgrim Centre (NO).

¢ Museums and heritage sites placed in rural environments: The Iberian Association of
Writers’ House-Museums and Foundations (ES-PT); Curros Enriquez Foundation (ES);
Eduardo Pondal Foundation (ES); Rosalia de Castro Foundation (ES); Casa-Museu de
Camilo e Centro de Estudos Camilianos (PT); Stiftelsen Lillehammer Museum (NO);
Mjgsmuseet AS (NO).



Organizations working to develop and promote pilgrimage routes: Associazione
Europea Romea Strata (IT), Asociatia Via Mariae (RO).

It was decided during 2021 that the pilots would work with these organizations (sometimes
referred to as “associated partners”), and that the project as a whole would use them as the seed
for the network of institutions. This would grow organically during the execution of the project,
seeking to get the following from new collaborations:

Informed perspectives and advice.

Context and support for the pilot actions.

Additional resources for new, complementary actions.
Contents and data for the IT platform.

Increased outreach and dissemination through their networks and channels.

For this purpose, the rurAllure partners were provided with templates for collaboration
agreements, containing general terms that could be adapted to each particular case:

The first model is intended for public bodies, agencies, museums, ... interested in
contributing to national and international policies to support tourism and rural
development through cultural heritage. The sample offered to the Municipality of
Celanova (ES) is shown in Figure 32. The organizations can also seek to gain first-hand
experience with new approaches to the presentation of their heritage with the aid of the
tools of the rurAllure IT platform. They can offer themselves to:

o Contribute to the identification of needs and opportunities for the promotion of
rural museums and heritage sites in the vicinity of pilgrimage routes in their area
of influence.

o Participate in the activities of the rurAllure network of institutions and
organizations related to culture, tourism, rural development and pilgrimage.

o Assistinthe creation and curation of the project outcomes, granting access to
bibliographical and digital resources of interest.

o Support the dissemination of rurAllure via their own dissemination channels.

The second model is intended for organizations involved in the development and
promotion of one or several pilgrimage routes. The sample offered to the association Les
Chemins du Mont-Saint-Michel (FR) is shown in Figure 33. The organizations can offer
themselves to the same duties as above, and in return get any, some or all of the
following:

o Dissemination and promotion of their route(s) through the rurAllure website
and its social networks.

o Coverage by the rurAllure trip planning and recommendation tools, on the
rurAllure website and/or their own at no cost during the project’s lifetime.

o Theright to negotiate advantageous conditions to continue using the
aforementioned tools after 2023.

The third model is a Memorandum of Understanding intended for other ongoing
projects with aligned objectives (H2020, Interreg, Erasmus +, etc.). The sample offered



to the Ruritage H2020 project is shown in Figure 34. The collaborating project and
rurAllure commit to making every reasonable effort towards the following forms of co-
operation, amongst others:

o Exchange of research hypotheses and findings in relation to the topics of culture,
tourism, rural development and pilgrimage.

o Harmonization of research and development efforts: Integrated round tables or
focus groups, access to software modules created in one Project to serve
matching needs of the other, etc.

o Co-organization of (or co-participation in) communication and dissemination
events.

o Mutual facilitation of contact and interaction with relevant stakeholders.

The rurAllure partners were instructed to attain new agreements, ensuring that there would be
a clear purpose for each new collaborating organization within the project’s lifetime. A number
of agreements were signed during 2021 with public bodies, museums and foundations from the
territories touched by the four pilots. A list of agreement signatories can be found in Annex 'V,
and will be maintained on the project’s website after January 2022.

At the project level, some contacts have been made with organizations managing other routes,
inorder to increase the awareness about rurAllure in more countries and thus pave the road to
scale up in 2023 as shown in Figure 2. These contacts include:

e LesChemins du Mont-Saint-Michel (FR).

e The British Pilgrimage Trust (UK).

e The Association of Danish Santiago Pilgrims (DK).

e The National Federation of Pilgrimage in Sweden (SE).
e Romweg - Abt Albert von Stade e.V. (DE).

e Associazione Itinerarium Rosaliae ETS (IT).

e The Sufi Trail (TR).

e The Culture Routes Society (TR).

A contact was made, too, with the European Federation of Rural Tourism (RURALTOUR), a
professional tourism trade organisation representing the sector of rural providers of
accommodation, dining, handmade products and leisure activities at European level.

In order to better understand the complex dynamics of stakeholders’ engagement, UDC worked
during 2021 on a second scientific study focused on the interactions observed since the revival
of Camino de Santiago, and on the stakeholders’ opinions about the challenges and results
achieved. The study, which is included as Annex |V, aims to provide early insight into main
perceptions and interpretations of the actors involved with a pilgrimage route (specifically, the
French Way). It intends to be useful for the pilots, as it identifies transferable fundamental ideas
for the diagnosis and management of a route) and for the implementation of the first actions
within the network of institutions, too.
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Associated Partner’s agreement for the
rurAllure
Coordination and Support Action

We have been informed about the contents and scope of the rurAllure project, approved
as a Coordination and Support Action under the TRANSFORMATIONS-19-2020 call of
the Horizon 2020 Framework Programme.

We find the project aligned with our objectives. Therefore, |, the undersigned, confirm on
behalf of Concello de Celanova our intent to participate as an Associated Partner. As such,
we will not manage a budget from the Programme, but nevertheless we intend to:

« Contribute to the identification of needs and opportunities for the promotion of
rural museums and heritage sites in the vicinity of pilgrimage routes in the council
of Celanova and the shire of Ourense.

e Participate in the activities of the rurAllure network of institutions and
organizations related to culture, tourism, rural development and pilgrimage.

* Assist in the creation and curation of the project outcomes, granting access to
bibliographical and digital resources of interest.

e Support the dissemination of rurAllure via our own dissemination channels.

Through our involvement we hope to contribute to national and international policies
aimed at supporting tourism and rural development through cultural heritage. We also
seek to gain first-hand experience with new approaches to the presentation of our
heritage with the aid of widespread information and communication technologies.

We fully support the project and wish every success to the consortium for the
accomplishment of their goals.

Date:

Name of the signatory:
Position of the signatory:
Signature and stamp:

Figure 32. The agreement offered to the Municipality of Celanova.
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Associate Partner’s agreement for the

rurAllure
Coordination and Support Action

Les Chemins du Mont-Saint-Michel is an association devoted to the development and
promotion of the pilgrimage routes to Mont-Saint-Michel. We have been informed about
the contents and scope of the rurAllure project, approved as a Coordination and Support
Action of the Horizon 2020 Framework Programme, and found it aligned with our
objectives.

Therefore, |, the undersigned, confirm on behalf of Les Chemins du Mont-Saint-Michel our
intent to participate as an Associate Partner. As such, we will not manage a budget from
the Programme, but nevertheless we intend to:

o Contribute to the identification of needs and opportunities for the promotion of
heritage sites in the vicinity of the ways to Mont-Saint-Michel.

e Participate in the activities of the rurAllure network of institutions and
organizations related to culture, tourism, rural development and pilgrimage.

o Assist in the creation and curation of the project outcomes, granting access to
digital resources of interest.

¢ Support the dissemination of rurAllure via our own channels, aiming to reach and
engage as many stakeholders as possible from the territories touched by the
routes.

In exchange for these activities, we shall get the following benefits from the project:

o Dissemination and promotion of our route through the project's website
(www.rurallure.eu) and its social networks.

e Coverage by the rurAllure trip planning and recommendation tools, on the
rurAllure website and/or our own (www.lescheminsdumontsaintmichel.com) at no
cost during the project’s lifetime (until December 2023).

e The right to negotiate advantageous conditions to continue using the
aforementioned tools after 2023.

We fully support the project and wish every success to the Consortium for the
accomplishment of their goals.

Date:

Name of the signatory:
Position of the signatory:
Signature and stamp:

Figure 33. The agreement offered to the association Les Chemins du Mont-Saint-Michel.
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Hetitage for Rural Regeneration

@ rurAllure RURITAGE® |l

Memorandum of Understanding between projects
rurAllure and Ruritage

With the object of promoting their co-operation, the consortia implementing the projects
Ruritage (funded by the European Union's Horizon 2020 Research and Innovation
programme under grant agreement no 776465) and rurAllure (funded by the European
Union's Horizon 2020 Research and Innovation programme under grant agreement no
101004887), individually also "Project” and collectively the “Projects”, enter into the
following Memorandum of Understanding (“MoU").

This serves to keep record of the commitment of the Projects to make every reasonable
effort towards the following forms of co-operation, amongst others:

« Exchange of research hypotheses and findings in relation to the topics of culture,
tourism, rural development and pilgrimage.

* Harmonization of research and development efforts: Integrated round tables or
focus groups, access to software modules created in one Project to serve matching
needs of the other, etc.

o Co-organization of {or co-participation in) communication and dissemination
events,

e Mutual facilitation of contact and interaction with relevant stakeholders.

This MoU shall be construed as a statement of purpose to promote a genuine and mutually
beneficial collaboration between the Projects. Nothing in this MoU shall create any legal
relationship between them. Any financial arrangements will have to be negotiated and
agreed, firstly within the respective consortia and subsequently between the Projects.
Both parties may seek financing of joint activities from internal and external sources
available to them.

Each Project shall designate one person or office to oversee and facilitate the
implementation of any agreements arising out of this MoU. These are:

For rurAllure: For Ruritage:

Except for loss or damages caused through gross negligence or intent, the Projects shall
have no liability to each other hereunder.

This MoU will be effective from the date of the last signature hereto and will remain in
force until one of the Project terminates. Either Project may terminate this MoU by giving
three (3) months' notice in writing to the other Project.

This MoU has been drawn up in two (2) original copies in the English language, each Project
receiving one duly signed copy hereof.

Figure 34. The agreement offered to the Ruritage H2020 project.
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The study is based on the conviction that the understanding, planning and management of a
multifaceted phenomenon such as Camino de Santiago requires a comprehensive vision (Porcal
etal, 2012). Local tourism actors and their relationships become key pieces (Merinero, 2010).
The Stakeholder Theory (Aas, Ladkin and Fletcher, 2005; Bramwell and Lane, 1999) is a
conceptual framework that puts the emphasis on the collaborative dynamics that occur
between public and private actors operating in the territory. In this way, the analysis of the
interested parties can guide the generation of strategies to improve participation and
interaction (Cruz and Pulido, 2012; Garcia-Delgado et al., 2020) and, in general, it can help to
address more satisfactorily the multifaceted impacts of pilgrimages today and contribute to the
development of measures for their sustainability (Shinde, 2018).

The study of Annex IV is articulated, on the one hand, through the application of structural
analysis of relationships (analysis of social networks) and, on the other hand, through the
analysis of the content of these relationships.

As explained in Deliverable 3.2 (“rurALLURE platform - beta version”), the rurAllure IT platform
can be seen as implementing two perspectives for pilgrims:

e The logistic side focuses on the preparation and realization of the pilgrimage trips,
considering the number and length of the successive daily stages, the places to stop, etc.

e Theinterpretational side focuses on providing multimedia contents to help the pilgrims
understand the history and the heritage of the regions they traverse, following
narratives curated by registered experts.

Pilgrimage experiences entail yet-unexploited opportunities to deliver interpretative contents,
which may be harnessed for purposes of tourism and regional development (e.g. by pointing
travellers to nearby places of interest that go unnoticed for those who stick to some common
itineraries). The predominance of outdoor activities, the hours potentially available each day to
listen to content as one walks, the possibility of browsing extra contents on a mobile phone, the
intrinsic thread posed by the itinerary, the potential to develop deep understanding over several
days of travelling, the different constraints derived from travelling on foot, by byke or on
horseback, etc. clearly turn pilgrimage into a specific niche for research in technology-supported
storytelling. Strategically, too, multimedia-rich narratives can be used for nurturing democratic
societal values, taking advantage from the fact that many pilgrimage routes are transnational
and act as vehicles for cultural exchange and cross-border relationships.

Former experiences have proved that, with proper storytelling models, people can learn much
about common or differing aspects of culture between territories, and to confront different
national/regional slices of history in an insightful and reconciling manner. Accordingly, UDC
took up the task during 2021 of preparing a survey of previous works about narratives and
storytelling in cultural heritage, aiming to facilitate the pilots’ brainstorming in the creation of
meaningful and coherent contents for pilgrims, to be consumed during over successive days of
the pilgrimage routes.

The survey is articulated as a series of best practices and actions exploring the development and
use of innovative technologies for cultural heritage storytelling, with a particular focus on
examples that reported advantages in promoting engagement with
literary/natural/thermal/ethnographic heritage (the initial topics of the rurAllure pilots), with



cultural itineraries and a few other cases. Some case studies on actions that were not created or
implemented for the cultural heritage domain are included, too, because they do present
strategies and results with potential to be replicated in pilgrimage settings. They were put into
the following six distinctive groups:

Sound-walks. This category contains eight case studies of locative narratives, in the form
of audio files triggered by proximity to specific GPS coordinates, to be consumed
through a mobile device while the listener (tourist) is standing at one specific location or
wandering from one place to another. Like in the case of the oral narrative tradition, the
sound walks are aligned with visual aspects, as the user is both a listener and an
observer, but the emphasis is on sound. Audio stories are connected to a physical place
or a succession of places, from which they uncover a hidden story and, by doing so, they
are directly interwoven into the experience. Sound walks become an added layer of
intangible knowledge content to actually read a place and enrich physical experience.

Wearable guides. All of them result in autonomous and multi-sensorial guides in which a
deeper connection between digital (audio, textual and/or visual) narratives and the
physical space is achieved. We call this integrity between the digital realm of the
narrative and the physical world it refers to, which is not only based on context-aware
display by GPS tracking and auto-play, but also on literally superimposing some parts of
the narrative over the reality by means of state-of-the-art technology: mainly smart
glasses and context-aware Augmented Reality. These wearable guides aim to go beyond
the limits of smartphones and tablets in environmental storytelling with new possibilities
for presentation, interpretation and engagement with cultural heritage, but also many
challenges to be faced.

Context-aware games. These are playful experiences in which tourists are invited to
become players (active visitors/participants) of one game or a series of games bound to
one or several locations or entities with cultural, historical or natural interest. The main
purpose of context-aware games for Cultural Heritage storytelling is to enrich tourists’
experiences through a more meaningful player-directed exploration of and interaction
with the physical world. They look for a stronger emotional connection between the
cultural entity and participants, which is mainly based on turning tourists into active
visitors that not only read a place, but also experience the cultural asset through hands-
on activities.

3D recreations. There are several works that create 3D visualizations of former
historical realities to make visible the past and hidden stories attached to events,
objects, landscapes or particular buildings. All selected experiences are also examples of
locative narratives, as 3D data is again triggered by proximity to specific GPS
coordinates. Although different pieces of information are integrated to enrich the user
experience in the selected case studies, the main focus is on watching and feeling past
times in three-dimensional space, as a means to enhance the understanding of the
contemporary physical realm. Through the simulation of the past, they make visible to
the human eyes a lost structure and its context or one that has been deeply transformed
or even relocated over time.

Digital exhibitions. This groups refers to a type of spatially-organized and visualized
expression of thoughts, material and knowledge and to a great extend based on the
display of mixed objects in real space. The adjective “mixed”, in this context, refers to the
combinations of physical and digital media in ways that propose new relations between



people, space, physical artefacts and digital objects, as it happens in the case of the
Digital Art Park — Netpark experience that proposes the creation of experiential layers
of culture in the public space of Chalkwell Park in Southend on Sea (UK), through digital
art works that are connected to the physical space.

e Cultural wayfinding. These projects testify the power of new technologies to help
people navigate from place to place with graphic communication, visual clues in the built
environment, audible information, tactile elements... while they also aggregate or collect
cultural data on the way. In this sense, their main focus is to facilitate wayfinding or how
users find their way between particular places. In addition, they provide a unidirectional
push of information to augment, annotate or add cultural richness to places, or they seek
to promote bidirectional narrative exchange between participants and the physical place
by directly or indirectly asking them while collecting their answers or behaviours for
their later use with different purposes, such as generating new narratives, displaying
personalized data, or decision making.

Overall, the survey offers a clear panorama on the field towards the development of a deeper
knowledge and the creation of a solid base upon which new concepts of guides and en-route
multimedia content display could be designed or redefined for pilgrimage ways. It is included in
Annex VI, and it was also published in Open Research Europe on October 25", 2021 under the
title “A collection of narrative practices on cultural heritage with innovative technologies and creative
strategies”, accessible at

The rurAllure pilots will be developed in a largely autonomous manner in separate work
packages, but their observations and results will be collected periodically to consolidate the
findings, recommendations and conclusions that can be communicated across Europe. The
gathering and analysis of the experiences will be the key to identify the specific research,
innovation and training needs for policymakers for improving the cooperation of European
cultural, creative and economic agents related to the rural environment.

The common methodological framework implemented in WP2 provides for internal monitoring
and evaluation, corrective measures and continuous improvement, matching the complexity and
scale of the pilots. In this regard, UDC proposed a first set of indicators by the end of July 2021,
which on the one hand provided greater detail in the specification of the Key Performance
Indicators (KPIs) included in the rurAllure Grant Agreement and, on the other hand, defined a
number of Complementary Performance Indicators (CPIs) for additional insight into the pilots’
achievements and impact:

e KPI1: Website traffic (page visits by year).
e KPI2: Social media activity (posts on the rurAllure social network accounts).
e KPI3: Involvement of pilgrims and local stakeholders in pilot actions.

o KPI3.1: Number of local stakeholders (museums, heritage sites,
cultural/touristic companies, small businesses, ...) involved in pilot actions.

o KPI3.2: Number of events/materials organized/created for stakeholders
awareness and training.

o KPI3.3: Number of pilgrims and tourists involved in pilot actions.



e KPI4: Outreach to decision makers besides the pilot experiments (key stakeholders
attending rurAllure events or supporting the project’s implementation, contacts to
adopt rurAllure solutions in new pilgrimage routes, etc.).

e CPIl1:Number of POls uploaded to the platform.

e CPI2: Number of featured itineraries and narratives created for specific topics and
segments.

e CPI3: Number and type of newly-created actions for pilgrims.
e CPIl4: Number and type of previously-existing activities integrated in the pilots.
e CPI5: Mediaimpact.

Out of the KPlIs, the pilots are expected to contribute directly to KPI3 only, and indirectly to
KPI1 too.

UDC's proposal was discussed in the meetings of September 2021, and due to the
heterogeneity of the pilots many questions arose about what exactly to count and how. In
consequence, it was decided to proceed in a bottom-up manner up in relation to the KPIs and
CPlIs during the whole of 2021. Accordingly, the partners working in WP4, WP5, WP6& and WP7
were allowed to interpret and provide estimates for the proposed indicators in different ways,
according to the types of actions they were implementing and planning -their rationales
explained in the first pilot reports of Deliverables 4.1,5.1, 6.1 and 7.1.

UDC will merge and harmonize the interpretations after December 2021, so that a more
consolidated framework can be used as reference during 2022, in line with the overall planning
of Figures 2 and 3. The framework will be based on recommendations by the World Tourism
Organization (UNWTO), the European Tourism Indicator System (ETIS) and the Global Council
of Sustainable Tourism, among others, comprising six large areas of analysis: (i) relation with the
pilgrims/tourists, (ii) infrastructures and equipment, (iii) territory enhancement, (iv) digitisation
level, (v) internal management, and (vi) sustainability level.

The main objective of WP2 in rurAllure is to attain efficient coordination and management of
the pilots’ implementation so as to reach valuable conclusions and recommendations that may
be exchanged not only among the selected pilgrimage routes, but rather at the pan-European
level. This deliverable summarizes the efforts carried out during 2021 in the following lines:

e Toconsolidate global understanding in the Consortium about the reality of the
pilgrimage routes in the segments that will be the focus of the different pilot actions.

e Toevaluate the challenges and opportunities for the rural environment surrounding the
pilgrimage routes, based on existing statistics and studies.

e Todesign common grounds for the implementation of WP4, WP5, WPé6 and WP7, so
that the whoe project tests as many ideas as possible.

e Toreachouttorelevant stakeholders at all levels, in order to consolidate the seed for
the network of institutions that will work —even after rurAllure ends- to unlock the
potential of pilgrimage as a catalyser for regional development, intercultural awareness
and identification with EU values.



The analysis of the initial context of the four pilots has highlighted very heterogeneous
strengths and weaknesses, affecting the potential of the different routes to activate tourism
projects and draw a new perspective of development. While in all the territories there are clear
aspirations to activate a regeneration by taking advantage of the pilgrimage routes, the way to
implement and evaluate this objective must be diverse. Accordingly, it was decided to proceed in
a bottom-up manner from the beginning, giving the pilots space for creativity and autonomy, but
progressively moving towards a common framework for the understanding of the opportunities
raised by the pilgrimage routes and for the analysis of the performance and impact of different
types of actions.

Finally, as indicated, this deliverable is a starting point for future work and is to be completed
once the pilots submit their first reports. Thus, it will then be studied on a case-by-case basis and
the appropriate strategies will be decided to promote coordination in the coming months. In
addition, so that the document can be easily used as a reference for the Consortium partnersin
the next installment, individual reports will be prepared. All this will be specified in the next
agreed meetings that will be held with the representatives of the pilots.
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This survey is completely anonymous and its purpose is to help identify the interests,
preferences and needs of people who travel on pilgrimage routes in relation to
cultural heritage, the rural environment and the situation derived from COVID-19.

Section A: Basic questions

Al. Is this the first time you make a trip on a pilgrimage route?
Yes D
No D
A2. Please answer these questions regarding your travel itinerary:
Yes No

I made the travel itinerary by myself D """""

I made the hospitality arrangements (accommodation and transport, if applicable) by myself D """""

A3. How many more days do you plan to travel on the pilgrimage route
(including today)?

3 days or less
4 or 5 days
6 or 7 days

8 or 9 days

PR

10 days or more

Ad. What means of transport are you using? (you may indicate more than
one choice)

On foot

Bicycle

Horse

Car (owned or rented)
Camper van (owned or rented)
Taxi

Bus

oot

Train



Others O
Others

Section B: Current trip details

B1. Please indicate where you started your current trip:

B2. Please indicate where you plan to finish your current trip (leave
empty if you don't known yet):

B3. Please mark the sources of information you have used to plan your
trip, indicating to which extent they have contributed to your interest
in this route (1=it has not contributed at all; 5=it has contributed
significantly).

Friends and relatives | | -] o] e D

Tourist leaflets | -=f o oo o ]

Tour operator catalogs | === =] Jroo Je ]

Travel agency staff | |-f oo o o]

Tourist guides | |- Jrf o] ] ]

Articles, news, reports or adds on the media (press, radio, TV, ...) | J==f o] o o ]
Movies, documentaries or series | =] Jr] o] o] ]

Social media, blogs, web sites orapps | [ Jre| e ]



B4. Please mark the reasons/motivations that took you to make a trip on
this route, indicating the corresponding level of importance (1=not
important at all; S=very important).

1 2 3 4 S

Resting / relaxing / disconnecting from routine D

Having a different personal / spiritual / psychological experience D
Enjoying free time with my family and/or friends D

Improving my physical condition or my health through exercise D
Knowing the cultural heritage of the places along the route D
Knowing the gastronomy of the places along the route D
Enjoying the landscape and having direct contact with nature D
Seeking fun, adventure and intense emotions D

Religious experiences D

Fulfilling a promise or a tradition D

Meeting new people D

Knowing a trendy destination D

A cheaper way to travel D

BS. Please indicate which of the following activities you have made or
plan to make along the route (you may indicate more than one choice).

Activities related to agriculture or livestock

Hard adventure tourism (mountaineering, rafting, caving, etc.)

Soft adventure tourism (birdwatching, horseback riding, orienteering, etc.)
Experiencing the diversity of the landscape, flora and fauna

Activities related to thermalism

Visiting cultural places (museums, writers’ houses, historical sites, etc.)
Attending cultural events (performances, exhibitions, etc.)

Visiting religious sites

Gastronomic routes

OO0 doooon

Craft workshops



Scientific or academic activities (congresses, seminars, etc.)
Buying crafts and/or typical products

Practicing languages

OO O

Religious services and related events

Section C: Current trip flexibility

Cl1. Do you have flexibility regarding the dates of the rest of your current
trip?
No, my schedule is closed

Yes, I could use more days than indicated in question A3 (indicate the number of days in the box
below)

[+{]

C2. Please indicate whether you agree or disagree with the following
statements (1=totally disagree; S=totally agree).

I'may have time to engage in unexpected activities by postponing D 7777777777 D 7777777777 D 777777777 D 777777777 D
my next stages for a few hours, for a day or even longer

I am interested in the natural environment of the rural areas that D 7777777777 D 7777777777 D 777777777 D 777777777 D
surround this pilgrimage route

Iam interested in the cultural heritage of the rural areasthat — ™ 1™ 11
surround this pilgrimage route D D D D D
I would be willing to review my planning to deviate from the main
route and explore the rural surroundings if I were offereda  — ™/ ™1 /1
complete package of cultural activities (plus transportation if D D D D D

necessary)



Section D: Current trip circumstances

D1. Who are you traveling with?

I'm on my own

I'm with my partner

I'm with my family and/or relatives
I'm with friends

I'm with a tourist group

CH PO

Other
Other
D2. What places are you using for accommodation? (you may indicate
more than one choice)
Inns

Camping sites

Albergue or pilgrimage accommodation
Rural houses

Bed and breakfast

Hotels

Spas

D3. What are your daily expenses along the route?

Less than 20 euros per capita
Between 21 and 35 euros p.c.
Between 36 and 50 euros p.c.
Between 51 and 75 euros p.c.

More than 75 euros p.c.

T DO dodono o



D4. Which of the following options defines better your experience on the

route?
I'm a pilgrim D
I'm as much a pilgrim as a tourist [:‘

I'm a tourist D

Section E: Questions related to COVID-19

El. How much has the COVID-19 situation affected your experience on
the route? (1=it has not affected at all; 5=it has affected totally)

tL
2 []
s [
s [
s [
E2. Please indicate whether you agree or disagree with the following
statements (1=Totally disagree; S=totally agree).
1 2 3 4 5

I'have greater interest in the touristic and cultural offer of therural —  r— ™1 1
environment, to the detriment of urban destinations D D D D D
I prefer to avoid the peak tourist seasons D """"" D """""" D """"" D """"" D
I prefer less-congested routes D """"" D """""" D """"" D """"" D

I've changed my choice of places and tourist attractions, because I — ™ ™1 1
want to avoid crowds D D D D D
I've changed my preferences for accommodation along the route D """"" D """""" D """"" D """"" D
I've changed my preferences of transport means along the route D """"" D """""" D """"" D """"" D
I've changed the number of days spent on the route D """"" D """""" D """"" D """"" D

T know people who have decided to postpone their pilgrimage

g el pef_ ]
I've changed my disposition to engage with people along the route D """"" D """""" D """"" D """"" D
I think this route has proper prevention and security measures D """"" D """""" D """"" D """"" D



Section F: Socio-demographic info

F1. Gender

Male
Female
Prefer not to answer

Other

CH ]

Other

F2. Age
18-24

25-34
35-44
45-54
55-64

65-74

PR R

Over 75

F3. Nationality and region of residence

F4. Level of education

No studies
Primary

Secondary

[F{ L]

University



RN AR
FS5. Work
Unemployed

Student
Housework
Self-employed
Employed
Retired

Fé6. Religious practice (frequency)

Believer and churchgoer
Believer non-churchgoer

Non-believer or Atheist

PP PR

Spiritual person

F7. In what languages can you communicate?

Thank you for your participation
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This survey is completely anonymous and its purpose is to help identify the interests,
preferences and needs of people who wish to travel on pilgrimage routes in relation t
cultural heritage, the rural environment and the situation derived from COVID-19.

Information sheet about the goal of the activity

Section A: Questions

Al. Is this the first time you would like to make a trip on a pilgrimage

route?
Yes D
No l:‘
A2. Has the COVID-19 situation influenced the decision to travel on a
pilgrimage route compared to other holiday destinations?
Yes D
No Ij

A3.  Which pilgrimage route(s) do you consider as a route to potentially
visit in the future? Check as many as you want.

Camino de Santiago (Spain, Portugal, France....)
Caminho de Fitima (Portugal)

Via Francigena (UK, France, Switzerland, Italy, Vatican)
Via Romea Germanica (Germany, Austria, Italy, Vatican)
Via Romea Strata (Poland, Czech Republic, Austria, Italy)

St. Olav Ways (Norway, Sweden)

Miria Ut, Csiksomlyé / Central European Way of Mary to Csiksomly6/Sumuleu (Slovakia, Hungary,
Romania)

Ruta Mariana (Spain, France)

Les Chemins du Mont-Saint-Michel (France)

Skéane Blekinge (Sweden)

Martinusweg-Mittelroute Via Sancti Martini (Hungary, Germany, France)
Danske Santiagopilgrimme (Denmark)

Via Egnatia (Albania, North Macedonia, Greece, Turkey)

oo dndno

Sufi Trail (Turkey)



Pilgrim’s way (UK)
Braj Yatra (India)
Pada Yatra (Sri Lanka)

Kumano Kodo (Japan)

0000

Other

Other

A4.  In which month do you plan to start the route?
January

February
March
April

May

June

July
August
September
October
November
December

AS. How many days do you plan to travel on the pilgrimage route?
3 days or less

4 or 5 days
6 or 7 days

8 or 9 days

EEREER BT DEEERERERRERD

10 days or more

_ i
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A6.  What features would you like to find on a trip planning website?

(1=Low interest; 5=High interest)

Tourist information: maps, points of interest, activities, services, ...

Advice and recommendations about walking or cycling on the
route.

Information about places of cultural or historical significance in
the rural surroundings of the route.

Tools to prepare a personalized trip.
Tools to book accommodation and activities.
Guides or podcasts to consume before and/or during the trip.

Comments, ratings and experiences provided by other people.

A7.  Please indicate whether you agree or disagree with the following
statements (1=totally disagree; S=totally agree).

1 am interested in the natural environment of the rural areas that
surround the route.

I am interested in the cultural and ethnographic heritage of the
rural areas that surround the route.

I am interested in doing activities related to thermal heritage while
traveling the route.

I am interested in carrying out activities related to literary tourism
(writers' houses, literary routes, bookstores, etc.) while traveling
the route.

A8.  Please indicate whether you agree or disagree with the following
statements (1=I totally disagree; 5=I totally agree).

I am only interested in walking and reaching the end of the route; I
do not want to deviate even for a few hours

I would be willing to deviate from the main paths of the route and
explore the rural surroundings if I were offered a complete
package of cultural activities (plus transportation if necessary)

T would be willing to deviate from the main paths of the route and
explore the rural surroundings, but it depends on the price

I'would be willing to deviate from the main paths of the route and
explore the rural surroundings, but it depends on the language
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A9.  Gender
Male [ |
Female I:::]
Prefer not to answer
Other %

Other

Al10. Age
18-24

25-34
35-44
45-54
55-64
65-74
Over 75

All. How do you plan to make the pilgrimage route?
On my own

With my partner

With my family and/or relatives
With friends

With a tourist group

Other

‘KN E N BB |EEEEREEN

Other

_ i
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Al2. Nationality \

Thank you for your participation

[ i
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Annex llI: Scientific study on the heterogeneity of the motivations of
tourists on pilgrimage along Camino de Santiago

Introduction
The discussion about the definition of “tourism” and “pilgrimage” has been intensified over the
time (Collins-Kreiner, 2018). However, the discussion about the classification of “pilgrims”

and/or “tourists” is still a challenge despite the many attempts at typologies and definitions (Di
Giovine & Choe, 2019).

In this sense, in spite of the efforts to clarify the complex controversy about the dichotomy
between pilgrimage and tourism (Olsen and Timothy, 2006), today the limits between these
concepts are blurred. On the one hand, both terms have been evolving (Millan and Pérez, 2017)
and, on the other hand, they have interrelations and structural and experiential similarities
(Graburn, 2001; Feldman, 2017) that are emphasized (Pereiro, 2019).

Almost all religions have an institutionalized tradition of travelling (Cohen, 1998; Terzidou et al.,
2018) in which there are, therefore, spaces that are considered more sacred or healthier than
the daily life environment (Margry, 2008) and which, therefore, are worth visiting. There are
many studies that have traditionally characterized pilgrimage as a religious journey (Coleman
and Eade, 2004) but what constitutes sacredness? When and for whom is it considered sacred
and who authorizes pilgrimage as an acceptable form of commitment to sacredness? Responses
vary from space to space, from culture to culture, from pilgrimage to pilgrimage, and sometimes
even from one individual to another (Lincoln, 1996: 225). Thus, sacred places are social
creations in the sense that what is considered sacred is always “imagined, defined, and
articulated within cultural practice” (Graham and Murray, 1997: 389).

In particular, the Pilgrimage Route of the Camino de Santiago (the Way to Santiago, Galicia,
Spain) has been conceived with a strong religious significance since the Middle Ages; as well as
the Via Francigena, which from Canterbury ran through “the lands of the Franks” until reaching
Rome (Agenzia Nazionale Turismo, 2021); or the pilgrimage to Jerusalem and the Holy Land,
already begun in Antiquity and which continues to this day. In fact, these three locations are the
three holy cities of Christendom, which delimited the medieval West as a sacred space,
containing the relics of the Apostle James the Greater, the Apostle Saint Peter and Jesus of
Nazareth himself, respectively (Barros, 2006). Thus, they are presented as the main
destinations of Western Christianity (Moscarelli et al., 2020).

Under these considerations, it was traditionally thought that pilgrimage was very different from
tourism (Lopez, 2013), since while it was associated with religion and spiritual centres, tourism
was more linked to fun. (Pereiro, 2019). However, as it will be shown in this paper, pilgrimage is
aterm and a practice that has gone from having a purely religious origin to being designed
simultaneously as a secular and leisure activity. (Badone and Roseman, 2004)
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In fact, tourism and pilgrimage are actually two social phenomena that embrace such quite
similar dynamics that it can be said that modern tourism may come from the first pilgrimages
(Collins-Kreiner 2010a). Thus, traditional definitions of “pilgrimage”, “spirituality” or “religious
tourism” are categorised as they are linked to secular connotations (Sharpley, 2009; Willson,
2016). Thus, pilgrimages embody the intersection of various cultural, social, political, economic

and/or environmental dimensions of society (Di Giovine and Choe, 2019).

This paper approaches the study of the relationship between tourism and current pilgrimage
with its convergences and divergences, taking as its starting point the discussion raised by Smith
(1992) of framing the pilgrim-tourist. It also tries to answer questions such as: What are your
opinions? Are they identified as pilgrims or tourists? How can we distinguish these identity
categories?

In order to achieve this, an empirical work focused on understanding how sacred places are
perceived and experienced by modern pilgrims is carried out. For this, the Camino de Santiago
has been taken as a case study because it is one of the most popular European pilgrimage routes
(Pereiro, 2019), which has not only survived, but it has also managed to revive and consolidate
itself as an authentic mass event in recent decades (Lois, 2013). Thus, the theoretical framework
that supports this proposal, the case study and the results obtained from the research carried
out through the bibliographic and documentary review (statistical and territorial information on
the destination) are shown. The fieldwork has been made up of 414 online surveys from pilgrims
in the route in Galicia covered by this study who had done the “Camino de Santiago” at least
once to detect this process of dedifferentiation between tourist and pilgrim, while discovering
the multiple and mixed tourist, religious, spiritual motivations, as well as their profile and the
main activities they perform.

Pilgrimage is currently experiencing resurgence throughout the world (Digance, 2006) and, in
general terms, is considered a type of population mobility that constitutes a growing
interdisciplinary field of study (Urry, 2007). However, the literature on pilgrimage is still
fragmented and lacks holistic synthesis and conceptualization (Timothy and Olsen, 2006). In
fact, although in its current use the concept “pilgrimage” defines the religious journey of a
pilgrim, particularly to a shrine or sacred place, its derivation from the Latin “peregrinus” allows
to include broader interpretations, such as the journey of a foreigner, a vagabond, an exile, a
traveller, etc. (Collins-Kreiner, 2010a).

In addition, the term pilgrimage, especially since the 1990s, has been increasingly used in more
diverse contexts (Margry, 2008) to refer, for example, to visits to war graves, celebrity
residences, etc. (Collins-Kreiner, 2018). In this way, there are several researchers who have
conceptualized the relationship between tourism and pilgrimage as a dichotomy (Smith, 1992;
Timothy and Olsen, 2006). In particular, Smith’s (1992) proposal goes beyond seeing the
polarity between tourism and pilgrimage as two irreconcilable forms of travel, and places them
on a continuum or gradation of sacredness and secularity as opposite endpoints in order to
explain their interrelationship (Figure 35), which goes from the pious pilgrimage based on faith,
to strictly secular tourism.
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Figure 35. Relationship between tourist and pilgrim (adapted from Smith (1992)).

Smith (1992) thus outlines the differences between a secular and religious traveller, in their
continuous pilgrimage-tourism as opposite polarities, and describes five points depending on
their religious or profane motivations and activities: (i) pilgrim, (ii) pilgrim>tourist, (iii)
pilgrim=tourist, (iv) pilgrim<tourist and (V) secular tourist. Traditionally, however, the pilgrim
has been identified more as a religious traveller and the tourist as someone with a more
superficial immersion in the local community. In an intermediate position, or as a central space,
religious tourism would be placed, where we can make a difference between a traveller who is
more pilgrim than tourist, a tourist who is as pilgrim as tourist, or a tourist who is more tourist
than pilgrim. In this central terrain is where, according to Santos (2003), most of the pilgrims and
tourists are located today. However, the distinction between tourism and pilgrimage, pilgrim
tourist, or secular and sacred has become much more complex (Kim et al., 2019).

While previous theories concentrated on different typologies of tourists and pilgrims
(MacCannell, 1973; Cohen, 1992; Smith, 1992), since the early 90s it has been recognized that
the connection between these two phenomena are blurred (Bowman, 1991; Eade, 1992;
Rinschede, 1992) and attention has begun to be paid to secular places and non-religious factors
entailed in pilgrimage (Badone and Roseman, 2004; Coleman and Eade, 2004; Margry, 2008;
Badone, 2014). Thus, the differentiation between pilgrims and tourists has decreased as,
according to Turner and Turner (1978: 20), “a tourist is half a pilgrim and a pilgrim is half a
tourist”, or as Badone and Roseman (2004) state, pilgrimage and tourism are intersecting
journeys.

Thus, unlike the conceptualization of the continuum proposed by Smith (1992), it is suggested
that the roles and identities of pilgrims should be presented as multidimensional, diverse and
multifaceted elements (Liro, 2021). It is argued that pilgrimage should be defined holistically,
encompassing both traditional religious pilgrimage and modern secular travel (Collins-Kreiner,
2018). Therefore, current discussions indicate that it is increasingly difficult to distinguish
pilgrimage from tourism in modern society (Lois Gonzalez, 2013; Amaro et al., 2018) or use the
words “pilgrim” and “tourist” in a mutually exclusive way, as their meanings are continuously
built and rebuilt and intertwined (Kim et al., 2019).

Although historically a pilgrim was described as a person walking to a shrine with religious
motivations (Rinschede, 1992), today, pilgrims travel for many other reasons (Oviedo et al;
2014). In fact, there is much of secular and tourist in pilgrimages considered religious, as there
are also true profane pilgrimages (Pereiro, 2019). In this complex reality, the changing
motivations, interests and activities of visitors are shown and it is recognized that “the rigid
dichotomies between pilgrimage and tourism, or pilgrims and tourists, no longer seem
defensible” (Badone and Roseman, 2004:2). Travelers today live and express their religiosity in a
more personal and interpretive way, encompassing or including, rather than excluding, the
cultural and natural aspects of the Camino (Kim et al., 2019).



This revised approach, based in part on the concept of intermediate space, hybrid or “third
space” —in the words of Soja (1989)-, allows, in a way, to avoid Smith’s simplifying dichotomy. It
implies recognizing, both implicitly and explicitly, the interdependent character of the two types
of phenomena linked to a shared space, starting from the moment that the social category of
these places is simultaneously sacred and secular (Gatrell and Collins-Kreiner, 2006). The same
convergence between tourism, religion and pilgrimage exists in contemporary society (Gomes
etal, 2019).

Today, pilgrimage in the most religious sense, in contact with tourism, is redefined and becomes
a complex and polysemic social phenomenon (Alvarez Sousa, 1999; Alvarez Sousa, 2005;
Collins-Kreiner, 2014: Feldman, 2017; Sousa et al., 2017), more spiritual, touristic and post-
secular. Instead of conceiving pilgrims and tourists as different and antagonistic, by
representing the sacred and the profane, the idea begins to be taken that the same subject can
be a pilgrim and a tourist, or that the pilgrim, in addition to entailing to a large extent a sacred
dimension, also carries with it a dimension that refers to various cultural phenomena linked to
consumption, leisure and free time (Fabreau, 2019). From this perspective, as Badone and
Roseman (2004) argue, one should look for the intersections that occur when, for example,
profane travellers are fascinated by the sacred and the cases in which religious travellers are
fascinated by culture, heritage, nature, landscape, etc. (@ian, 2019).

It is under this consideration that it is evident that tourism reconfigures the sacred in its
relationship with pilgrimage and creates a different category of experience, what Pereiro (2019)
calls “turiperegrinacion” (tourpilgrimage), and which represents a conceptual continuum (Smith,
1992; Badone and Roseman, 2004) full of relationships and miscegenations, and not a
watertight category. In fact, Pereiro (2019) understands this type of cultural routes as a post-
secular pilgrimage collage where this traveler is neither a traditional pilgrim nor a secular tourist
but one who embodies both.

In this sense, there are several authors who categorize pilgrimage as a post-secular
phenomenon (Mikaelsson, 2012; Lois, 2013; Nilsson and Tesfahuney, 2016; @ian, 2019), when
they refer to processes in which faith, religion and spirituality are reclaiming secular spaces
(Lois, 2013: Nilsson and Tesfahuney, 2016) and thus contribute to the development of new and
alternative approaches related to the historical and traditional religious significance of
pilgrimage (Blom et al; 2016). In fact, more and more the gap between religion and spirituality is
broader (Noah Harari, 2016) and, in this case, pilgrims define their journey as something
spiritual in order to maintain a distance from the Church (as an institution), but at the same time
claim to “believe in something” (Cazaux, 2011).

Thus, inthis paper it is considered that the blurring of the boundaries between tourism and
pilgrimage is taking place on many levels (Badone and Roseman, 2004; Collins-Kreiner, 2010a;
Della Dorra, 2016; Dimitrovski et al., 2020; Sotjan and Liro, 2020) and that there is a process of
progressive dedifferentiation in the classic continuum between tourism and pilgrimage (Olsen
and Timothy, 2006; Collins-Kreiner, 2010a and b; Collins-Kreiner, 2014; Liro et al., 2018;
Gomes et al., 2019; Liro, 2020). In this way, it is suggested that the differences between pilgrims
and tourists are fading, as both pilgrimage and tourism involve an emotional desire on the part
of people to visit sites that are meaningful or authentic to them (Collins-Kreiner, 2018).
“Tourism is a modern equivalent or substitute for religious pilgrimages, so that tourist
attractions can be considered the sanctuaries of modernity” (Herrero, 2008: 124).

From this perspective, pilgrimage and tourism can be seen as forms of mobility through which a
transition from the sphere of the profane to that of the sacred takes place (MacCannell, 1999;



Graburn, 2012). As early as 1976, MacCannell introduced pilgrimages into a tourist context and
suggested that tourists are a modern form of pilgrims. Therefore, there are good reasons to
cling to MacCannell’s analogy between the pilgrim and the tourist as subjects who pursue the
unknown and the extraordinary.

All of the above has led to the emergence of an approach on tourism and pilgrimage research,
which claims the convergence of both types of mobility: the dedifferentiation that postulates
that the divergences between tourism and traditional pilgrimage are reducing, while numerous
similarities are becoming apparent. Trips to pilgrimage centers are often characterized by a
combination of typical features of both pilgrimage and tourism (Collins-Kreiner, 2010).

In this context, tourism does not only present a market, commercial or administrative side, but
also integrates sacred and profane elements (Pereiro, 2019). That is why pilgrimage can be
considered as tourism and vice versa (Graburn, 1989: Mac-Cannell, 1973; Wickens, 2002;
Badone and Roseman, 2004; Timothy and Olsen, 2006), since, in a way, in a framework
dominated by the interpermeability of the sacred-profane and spirituality-materiality (Della
Dorra, 2016) these categories are indistinguishable (Collins-Kreiner, 2010b; Norman, 2012;
Damari and Mansfeld, 2016) or one could even add that they are all de facto tourists (Gomes et
al., 2019) if we strictly attend to their definition. However, some authors still appreciate a clear
difference between the pilgrim’s walk, since it implies difficulties and penance in search of the
sacred, and the tourist, which is more related to a leisure activity (Maio, 2003; Henriquez,
Hernandez and Ledn, 2014).

In short, it is emphasized that the analytical distinction between pilgrimage and tourism does not
seem to be either fruitful (Di Giovine, 2013) or “sustainable in the changing world of
postmodern travel” (Badone and Roseman, 2004: 2). Pilgrimage routes are not only considered
religious routes but also historical and cultural routes (Gomez-Ullate, 2016; Lois and Santos,
2015), as the religious focus and meanings of pilgrimage are accompanied by secular
experiences, motives and goals (@ian, 2019). The most recent studies demonstrate the
difficulties of establishing clear boundaries around these categories of travel and, among the
polarities of this continuum labelled as sacred versus profane, lies an almost infinite range of
possible combinations, reflecting the multiple and changing motivations of travellers (Collins-
Kreiner, 2018).

In summary, this shows the conversion of pilgrimage into a “secular ritual” whose complexity
cannot be approached from the categories of pilgrimage or tourism, but it is more appropriate to
present it as a practice of resignifying mobility based on experimentation free of cultural,
religious or spiritual senses (Herrero, 2008).

As it has been explained, this paper has as its main goal to understand how pilgrimage routes are
perceived and experienced by contemporary pilgrims. Thus, through the analysis of the
experience that individuals have when they move to certain religious sites it is possible to
understand the convergence between tourism and pilgrimage, that is, the de-differentiation
between these two forms of travel (Mora et al., 2017). And, of course, a vital issue for
destinations: understanding the nature of the motivations of the trip, as well as the real
experience on the users’ own terms.

For this, the Camino de Santiago has been taken as a case study, as it is one of the main
European pilgrimage routes and the first great example of the contemporary recovery of mass
pilgrimage in the West (Lois and Santos, 2015). Below are the specific objectives defined:



e (Categorising the profile of the pilgrim who makes the Camino de Santiago.
e Studying the motivations that lead to the Camino de Santiago.
e Analysing the analytical distinction between pilgrim-tourist in the Camino de Santiago.

The methodological strategy applied is quantitative through a structured online questionnaire
aimed at pilgrims who, as a requirement, had done the Camino de Santiago at least once in the
last 5 years. The data was collected between February and March 2021 and the dissemination
of the survey was mainly carried out through associations and institutional social networks.

According to previous studies on tourist motivation (Poria et al., 2003; Bond et al., 2015) and
religious tourism in pilgrimage centres (Liro et al., 2018; Liro, 2020), the most relevant factors
were selected and the 11 questions that make up the questionnaire were defined. The
guestionnaire has been built with a Likert-type scale ranked from 1-7, where 1 is equivalent to
totally disagree and 7 is totally agree, in relation to the weighting system of the variables and
items included.

Finally, the resulting sample consists of 414 pilgrims. Table 6 then sets out the
sociodemographic variables of the respondents. By gender, and although with a small difference,
there is a greater participation of men (52.4%) than women (47.6%). Regarding to age, the range
between 55 and 64 years accounts for 23.9% of the sample, followed by the group of 65 or
more, with 18.6%; and those between the ages of 35 and 44, with 11.1%. At the academic level,
73.4% reported having university studies, while only 24.6% had secondary education. As for
their employment situation, 40.6% are employed workers, 23.9% retired, 18.4% students and
14.5% self-employed. Their monthly income is perceived as “average” by 50.7%; “medium high”
by 19.3%; and “medium low” or “low” by 13.8% and 13.5% respectively. Finally, the question
about their place of origin revealed that a large part of the sample comes from Spain (74.4%),
secondly, from Europe (8.9%) and, then, from several international countries (16.7%). The data
agree, therefore, with the statistics provided by the Pilgrim’s Office (2021), which indicates that
between 2016 and 2019 the percentage of Spanish people was between 42-45%, followed by
Europeans -mainly Italy, Germany, Portugal, France and the United Kingdom-, which totalled
about 30%, and with the United States at the top of the ranking as a transcontinental issuing
country, by exceeding 5% of those registered annually. In the last two years, the travel
restrictions imposed by several countries due to the expansion of COVID-19 have altered this
distribution of percentages, with the increase in national participation in decline of the
European and international one.

Once the collection of the information was completed and before carrying out the statistical
data processing, it was encoded and tabulated by creating a file using the SPSS programme for
Windows (Statistical Package for Social Sciences) in its version 21.0. Univariate, bivariate and
multivariate statistical techniques were applied to the data processing. First, we proceeded to
the development of the descriptive phase of the research (mean, standard deviation, etc.)
followed by a factor analysis and clusters which, in turn, served as validation of results.



Table 6. Sociodemographic profile of the sample.

Gender Age

Male 217 524 18to24 62 15.0
Female 197 476 25to034 57 13.8
Total 414 100 35to44 46 111
Country of birth 45to 54 73 17.6
Spain 308 744 55to64 99 23.9
Europe 37 8.9 65 or more 77 18.6
International 69 16.7 Total 414 100
Total 414 100 Employment status

Educational level Self-employed 60 14.5
llliterate 1 0.2 Unemployed 11 2.7
Elementary 7 1.7 Retired 99 23.9
Secondary School (Voca-

tional Training/High 102 24.6  Employed 168 40.6
School diploma)

University Degree 304 73.4  Student 76 184
Total 414 100 Total 414 100.1

Socioeconomic level

Low 56 135
Medium-low 57 13.8
Medium 210 50.7
Medium-high 80 19.3
High 11 27

Total 414 100

During the last decades there has been a notable increase in the reinventions of pilgrimage
routes. Only in Europe, you can find numerous examples of roads that lead to sacred places such
as, for example, the Pilgrims’ Way in England from Winchester to Canterbury; St. Conan’s
Pilgrim Way, in the Scottish Highlands; the Via Podiensis from Le Puy in France to Saint-Jean-



Pied-de-Port in the Pyrenees; the St. Olav Way in Norway; or the Via Francigena from
Canterbury to Rome (The Guardian, 2019).

At the international level, and also declared World Heritage Site, the pilgrimage routes of the Kii
Mountains stand out, from the ancient capitals of Nara and Kyoto, in Japan (UNESCO 1992-
2021). However, in the Western world, the route that ends in Santiago de Compostela has
acquired international reputation in recent years. In fact, since the Middle Ages the Camino de
Santiago has been one of the greatest pilgrimage routes of Christianity that runs through the
main Spanish and even European cities. Perhaps part of its success is motivated by its historical
positioning, far from war and earthly power, and as a centre of union of the Iberian, French,
Italian, German, Danish people, etc. (Barros, 2006).

Since the last quarter of the 20th century, administrations and private agents have been
building a strong public image concerning the idea of the Camino de Santiago and the Xacobeo
(Escudero, 2013) and there is a clear process of institutionalization of the pilgrimage and
“reinventio” of the Camino (Pazos-Justo et al., 2018). Pazo-Justo et al. (2018) point out three
main characters: the State, Xunta de Galicia and the City Councils, to which Herrero-Pérez
(2008) adds the Associations of Friends of the Way and the Catholic Church. Therefore,
although the reinvention and management of the pilgrim route have several goals, the tourist
aspects are the ones which have received the most attention from the authorities in recent
years (Jian, 2019).

At the end of the 1980s, tourism entered fully into the Galician political agenda in a context that
implied the need to find new solutions to the delicate crisis that kept key sectors of the Galician
economy mired in a deep depression (Santos, 2006). In 1987 it received the distinction of
European Cultural Itinerary, due to its already mentioned importance as a historical and cultural
link in the history of Christianity, and its undeniable universal value (Milldn and Pérez, 2017).
Thus, as shown in Figure 36, in 1991 the “Xacobeo Coordinating Center” was created, whose
main purpose was to unify efforts between the different Administrations and institutions to
promote the Camino (Gonzalez and Medina, 2003; Alvarez et al., 2010).

In 1993 its recognition reached a universal dimension, being declared World Heritage Site by
UNESCO. At the same time, the Holy Year 1993 is promoted, in which an ambitious campaign is
launched through a secular and commercial version of the “Xacobeo Holy Year”. It is in that same
year, when it begins its true resurgence thanks to its development as a tourist product. This
‘reinterpretation” of the religious, towards a feeling further removed from the sacred, even with
the maintenance of a spiritual background, will remain to this day. Stories and films such as The
Way or At the End of the Way, clearly patent this shift in paradigm. (Mestre, 2020).
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Figure 36. Chronology of the most relevant events for the Camino de Santiago and the Xacobeo.

The Xacobeos (Jacobean) correspond to the Holy Years celebrated by the Catholic Church
when the day of Santiago (July 25) falls on a Sunday. In this period, plenary indulgence is granted
to the faithful who visit the tomb of the Apostle, confess and commune in the cathedral that
bears his name (Herrero Pérez, 2008). Hence, aware of the great “transcendence, incidence and
potentiality” that this fact represented for the revitalization and dynamization of Galicia
(Alvarez et al., 2010:20), the first Xacobeo 93 was followed by Xacobeo 99, Xacobeo 2004,
Xacobeo 2010 and the present Xacobeo 21-22. In such circumstances, the Xacobeo has been
consolidated and is considered the Galician event of reference (Pazos Justo et al., 2018) and one
of the most important tourist events in Spain (Ferndndez-Poyatos et al., 2010), since the
autonomous government opted to enhance its value as a tourist resource. Inthis way, a great
marketing campaign was launched for the Xacobeo 93 which sections of the route and various
infrastructures for pilgrims were restored with (Santos, 2006) and the collaboration of all the
autonomous regions through which the Camino crosses in its various aspects (French Way,
Northern, English, Portuguese, etc.). The success was spectacular (Millan and Pérez, 2017).

The pilgrimage to Santiago de Compostela was, in this sense, an example of prototourism that,
today, has created a new model of global tourist-cultural route: “Camino de Santiago S.A.”
(Pereiro, 2019). Its resurgence can thus be understood as the consequence of the creation of a
new product aligned with the new reasons of contemporary tourism, which seeks to live
experiences and socialize, while creating and sharing information (Lois, 2013). In fact, Santos
Solla (1999) remarked that the Xacobeo Holy Year 1993 triggered a process of “re-semantics”
that made the Camino the main tourist product of Galicia and the city of Santiago as an
international destination. This change opened a new “era of tourism” that does not break with
the past, but involves a repositioning of its traditional image, that is, from strictly religious
symbols (pilgrimage and holy city) to a broader cultural sense (marked by the celebration of
modern Jacobean years).

The route to Compostela is experiencing a moment of splendour and is configured as an
authentic mass event (Lois and Lépez, 2012), as can be seen in the following Figure 37. Init, it is
also revealed how the Xacobeo explains the peaks of influx of pilgrims (year 2004 and year



2010). However, since 2011, the figures have increased substantially each holy year, reaching
more than 300,000 annual pilgrims since 2017. However, this recovery cannot be understood
as aresult of the participation of pilgrims in the religious beliefs in which this ritual is inscribed
(evenifitisso inthe case of some of them), but must be seen as the expression of values of
modern and secularized society such as tourism, the interest in traditions and the past or new
forms of spirituality (Herrero, 2008).

The popularity that Camino de Santiago has been acquiring internationally as a cultural, spiritual
and adventure destination, is reflected in the continuous increase of pilgrims in recent decades,
especially in Jacobean holy years. The differences that existed between the figures recorded in
high and low seasons, between years, between routes, and between national and international
tourism have been decreasing over time (Fernandez, Fernandez and Riveiro, 2021).
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Figure 37. Evolution of the number of pilgrims based on the Compostelas. Source: Own elaboration
based on data from the Pilgrim’s Office (2021) * Not all pilgrims decide to carry the pilgrim’s credential
and collect the Compostela, a document accrediting having completed the pilgrimage at the Pilgrim’s
Office in Santiago de Compostela.

However, it should be noted that the closure of borders and the subsequent travel restrictions
imposed by different countries due to the spread of the SARS-COV-2 virus have drastically
reduced the influx of pilgrims on the Camino in 2020 and 2021 (Riveiro, 2020), despite the
slight uptick experienced in 2021 with the beginning of the summer season (Pilgrim’s Office
2021), as shown in Figure 38. Thus, aware of the impact that the health crisis has had on the
tourism sector and the development of Xacobeo 2021, the Vatican has decreed, exceptionally,
the extension of the jubilee until 2022 (Porras, 2021).
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Figure 38. Evolution of the number of pilgrims from January 1 to October 30, 2021. Source: Own
elaboration based on data from the Pilgrim’s Office.

Both pilgrims and tourists, in general, are travellers who display very similar dynamics, even
more so if one considers the intense process of touristification that the Camino has experienced
inthe last three decades. Today it is really difficult to make a pilgrimage to Santiago without
becoming a tourist along the way (Lopez, 2012). In practice, pilgrimage and tourism (religious or
cultural) share the same space, whose added value is a wealth of resources (material and
immaterial) that nourishes its polysemy, a space that fulfills different functions, since it
simultaneously defines a sacred area, a pilgrimage route and a cultural tourism route of the first
magnitude (Lois and Lopez, 2012).

Under these considerations, the Camino de Santiago provides a wide set of dimensions and
meanings that reinforce its polysemic nature and, therefore, the main reason for its continuous
existence (Lois, 2013). Mikaelsson (2012) argues that Santiago de Compostelais probably the
best example of the post-secular trend towards a spiritual destination. In a tourist context, the
post-secular has paradoxically meant that the number of pilgrims to Santiago de Compostela has
increased considerably year after year (Lois and Santos, 2015). In fact, in this growth process
there s, in turn, a high repetition and, consequently, a high percentage of the sample (70%) have
claimed to have done the Camino de Santiago more than once, as reflected in Figure 39.
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Figure 39. First time doing the Camino.

Regarding the companion during the trip, 77.7% of the sample made the trip accompanied by at
least one person, in comparison with 33.1% who made it alone. The most remarkable group, with
a higher percentage, is the one that has made the trip accompanied by family/friends, with
57.2%, in comparison with a scarce 4.1%, which has made the way with a tourist group, as shown
in Figure 40. Inthis sense, the conclusions of these results can be understood, on the one hand,
according to what Parellada (2018) points out when emphasizing that the Christian pilgrimage
is not a solitary act, since part of the spirituality of the pilgrim itself implies sharing the same
search and love for the Lord. Or on the other hand, as Cipriano and Cavalcanti (2016) observe
when they show that this space of socialization is part of a search “for the other” and for oneself,
which is combined with a position of austerity and individuality where the main thing is the
encounter of what each one considers as sacred.

Tourist Group Others
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With my
partner
Relatives/Frien 14%
ds
47%

Figure 40. Companion during the trip.

As can be seen in Figure 41, the most remarkable way of doing the way in the analysed sample is
the one that has walked the pilgrims’ way on foot with a percentage of 89.4% compared to 1%
who have done it by car and 1.7% by bike. Thus, it can be confirmed that, in our days, the very act
of walking seems to be relevant. For several authors this fact does not reflect religious values,
but the new habits of a society more conscious with the care of the body and health, which
enjoys the landscape and direct touch with nature (Herrero, 2008; Moraet al., 2017; Parellada,



2018). However, in away, it is also related to the detachment of the superfluous and earthly,
since it forces to limit the carried load to the most necessary and essential (Herrero, 2008).
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Figure 41. Way to make the trip.

As for the types of accommodation that the sample chose on the way, 77.1% preferred the
hostel, 31.9% hotel in comparison with 34.1% of inn (Figure 42). The respondents who have
stayed in spas in campsites (2.9%. and 4.8% respectively) are among the lowest percentages of
accommodation options. Thus, this simplicity and sobriety is repeated in the form of
accommodation chosen, as already demonstrated in previous research (Pereiro, 2019; Vazquez
and Pérez, 2017; Santos, 2006).

This type of accommodation has been provided since the origins of the Camino and are already
part of this “tourist-cultural” product. In this regard, studies such as that by Vézquez and Pérez
(2017) point out the discontent that the scarcity or non-existence of this type of infrastructure
to rest causes among travellers. Aware of this, local governments have supported and promoted
their opening, as part of the many interventions aimed at revitalizing the “Xacobeas” (Jacobean)
routes (Pereiro, 2019), which has increased the flow of people on the Camino and its
popularization among the lower classes, even at the cost of reducing the real and potential
economic impact (Santos, 2006).
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Figure 42. Types of accommodation.

According to this, the average daily expenditure on the way for a large part of the respondents is
less than € 35, which accounts for 43%. However, another 41.1% of the sample has said that
between € 36 and € 50 is spent on average daily. It can thus be said that according to 84.1% of
the sample less than € 50 is spent daily on the way, while 5.6% spends more than € 75. These
results, shown in Figure 43, confirm what was indicated by Vazquez and Pérez (2017), who also
indicated a maximum average expenditure per pilgrim of € 35 per day. In the absence of a more
detailed study about the possible reasons that have led to the increase in this monetary amount,
inflation and the generalized increase in the price of tourism products and services in recent
years are pointed out (INE, 2021).

More than 75€
6% Between 51 and
75 €
10%

Between 36 and
Less than 35 € s0€

0,
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Figure 43. Average daily expenditure.

When performing a cross-analysis of the data, it is observed that age and employment situation
could be related to the average daily expenditure. As mentioned above, a large part of the
individuals in the sample turned out to be employed and retired, and the majority age ranges
were between 55 to 64 years and 65 years or older. At first, it seems to have some linkage. In
addition, it could be said that more than 80% of the sample analysed spent on the way € 50 or
less daily.



Regarding the activities carried out by travellers, the results shown in Figure 44 indicate that,
first of all, the preferred activity of those polled is discovering, experiencing and appreciating the
diversity of the landscape, flora and fauna, with 87.7%. Secondly, and also with a high percentage,
the following activities: learning another language, with 44.7%; participating in scientific or
academic activities (congresses, seminars, courses, etc.), with 43.7%; attending cultural events and
activities (museums, exhibitions, etc.), with 42%:; and sports (hiking, mountaineering, white-water
rafting, caving, horse riding, etc.), with 36.2%.

Thirdly, purchasing handicrafts and/or typical products, with 16.4%; going to gastronomic tours, with
15%; and attending religious events (masses, pilgrimages, etc.), with 14.5%. Lastly, the lowest
percentages correspond to activities related to agriculture or livestock, with 2.9%; participating in
craft workshops, with 8.5%; and carrying out activities related to thermalism, with 9.4%. In other
words, it seems that physical and cultural activities attract the most attention, while, on the
opposite side, those related to thermalism do not seem to arouse great interest.

Discovering, experiencing and appreciating the diversity of...
Learning another language
Participating in scientific or academic activities
Attending cultural events and activities
Doing sports
Purchasing handicrafts and / or typical products
Going to gastronomic tours
Attending religious events
Participating in ctivities related to thermalism
Participating in craft workshops

Participating activities related to agriculture or livestock

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure 44. Average daily expenditure.

In conclusion, given that discovering, experiencing and appreciating the diversity of the
landscape, flora and fauna was the main choice, it seems there is a shift in the trend of religious
aspects towards an enjoyment of the pilgrimage more linked to the natural environment
(Santos, 2006). In fact, one of the most valued qualities of the Camino de Santiago is its
landscape (Xunta de Galicia, 2019), through which spiritual peace is also promoted (Farias et al.,
2018; Moscarelli, Lopez and Lois Gonzélez 2020). As Pereiro (2019) explains, the “tourpilgirms”
want to be part of the environment and experience the forces of nature (Herrero, 2008), as it
becomes the new object of sacralisation.

Onthe other hand, it seems that activities related to the learning of other languages, science
and culture, even without reaching the popularity of the first, are in second, third and fourth
position. After all, the Camino de Santiago has been declared Intangible Cultural Heritage of
Humanity (UNESCO, 2021) for its capacity as a vehicle for the exchange of cultures and
rapprochement between peoples.



There are many pilgrimage destinations that have been secularized through the phenomenon of
tourism (Di Giovine and Picard, 2015) and this has led to contemporary pilgrimages
incorporating a wide range of travellers with diverse motivations (Di Giovine and Choe, 2019).
At present, pilgrimages cannot be considered to be outside the tourist activity since, although
the main motivation is religious, the tourist component is part of it (Sousa, 1999). Thus, in the
contemporary tourist pilgrimage, the cult of oneself, bodily pride, physical and mental health,
social distinction and the different and exotic experience stand out (Alvarez Sousa, 1999:
Alvarez Sousa, 2005), but also the search for diversity, pleasure and novelty (Feldman, 2017).

The Camino de Santiago, the first great example of the contemporary recovery of the mass
pilgrimage in the West, stands out for its ability to adapt to current times, flowing between
religion and a wide spectrum of motivations ranging from the spiritual to those related to sport
(Lois and Santos, 2015). In fact, pilgrimage destinations are often heritage sites with a value
beyond their religious essence (Liro, 2020), also visited because of social, historical, religious,
cultural reasons, where tourists seek, among other things, to experience authenticity
(MacCannell, 1973) and strengthen their identities (Bond et al., 2015).

Taking these arguments into account, the success of the Camino de Santiago, as evidenced by
Lois and Santos (2015), is based on the fact that these new travellers mix and combine religious
or spiritual motivations with tourist motivations, such as the search for different landscapes and
the need to relax and escape from the daily pressures. In this way, in the pilgrimage routes it is
possible to find pilgrims and tourists, each with a personal motivation, carrying out divergent or
convergent activities, but at different times these actors intersect and relate in different ways
(Rochaetal.,, 2016).

As already mentioned, most of the respondents had made the trip on other occasions. In many
cases, their motivations are based on previous experience. Likewise, and given that people
usually move for a set of non-exclusive reasons that complement their main purpose,
participants were also given the multiple response option in this aspect and the central value of
each item on the total was calculated. Thus, as can be seen in Table 7, the average answering
that the reason has been to rest/relax/disconnect is 6.16, whose value is framed in the range of
very important reasons. Secondly, the variables seeking a different experience on a
personal/psychological level, religious motives and improving my physical condition or my health
through exercise have an average value of 5 to 5.3, so they are considered important reasons.

Thirdly, enjoying the gastronomy, enjoying free time with my family and/or friends, looking for fun,
adventures and/or strong emotions, enjoying the landscape and direct contact with nature and
knowing its historical-cultural heritage are scored between an average of 3.9 to 4.5 approximately,
so these reasons are considered undecided, that is, neither important nor no important.

Fourthly, the variables of fulfilling a tradition or a promise and meeting new people mean an average
value around 3, so these reasons are considered unimportant.

In fifth and last place, for the variable knowing a destination that is fashionable, its average has the
lowest value, a 2.59 so this reason is considered very unimportant. It should also be added that
fulfilling a tradition or a promise, meeting new people and knowing a trendy destination are the
variables with the lowest scores, with the lowest average valuation and, therefore, where more
disparity of opinions is noticed since the standard deviation is the highest.

Table 7. Motivations to do the Camino de Santiago.



Rest / relax / disconnect 6.16(1.097)
Seeking a d|ffere.nt experience on a per- 5.41(1.478)
sonal/psychological level

Religious motives 5.30(1.797)
Improving my physmal condition or my health 5.00 (1.896)
through exercise

Knowing historic-cultural heritage 4.50(2.291)
Enjoying the landscape and being in touch with 4.04(1.863)
nature

L.ookmg for fun, adventures and/or strong expe- 4.02(2.014)
riences

Er.uoylng my free time with my family and 3.91(2.068)
friends

Enjoying local cuisine 3.90(1.883)
Fulfilling a tradition or a promise 3.36 (2.345)
Meeting new people 3.22(2.216)
Knowing a trendy destination 2.59(2.122)

According to the results, and with the exception of religious reasons, the rest of the variables
among which the answers are distributed seem to coincide with the profile of a new pilgrim-
tourist, who mixes the search for spiritual experiences with the enjoyment of the landscape and
culture, rest and relaxation, with Santiago as a meeting point between traditional religion and
the post-secular (Vazquez and Pérez, 2017). However, the average reached for these religious
reasons invites us to reflect on whether a relevant part of the sample would fit into a pilgrim
profile further away from leisure and rest, as shown in other research (Cipriano and Cavalcanti,
2016; Moraet. Al., 2017).

In this way, the search for a different experience on a personal and psychological level, which is
positioned as the second reason, could be understood ambivalently, both inside and outside the
sacred and located in the ritual, traditions (Pereiro, 2019) and tourism (Fabreau, 2019). In order
to resolve this issue, some authors conclude that, even if there are religious reasons, the
phenomenon of pilgrimage requires a tourist infrastructure, so, under this perspective, it would
also be aform of tourism (Fabreau, 2019; Pereiro, 2019: Mora et al., 2019; Parellada, 2018:;
Moraet. al, 2017; Vazquez and Pérez, 2017).

Then, in order to synthesize the motivations that lead to this pilgrimage route, an exploratory
factor analysis has been applied, as it is considered as a statistical technique that allows reducing
a large number of variables used in the collection of data in a smaller latent number of factors
(Hair, Anderson, Tatham and Black, 1999). Thus, the statistical analysis carried out shows the
existence of four factors or dimensions that make up the variables that categorise the
motivations to walk the Camino de Santiago, as shown in Table 8:



Table 8. Exploratory Factor Analysis of the motivations to make the path. F1: Well-being and
enjoyment; F2: Spiritual and evasion; F3: Socialization and recreation; F4: Religious reasons

Improving my physical condition or my healththroughex- 0.647
ercise

Knowing historic-cultural heritage 0.829
Enjoying the landscape and being in touch with nature 0.689
Meeting new people 0.432
Rest / relax / disconnect 0.674

Seeking a different experience on a personal/psychologi- 0.777
cal level

Looking for fun, adventures and/or strong experiences 0.548

Enjoying my free time with my family and friends 0.835

Enjoying local cuisine 0.632

Knowing a trendy destination 0.525

Religious reasons 0.638
Fulfilling a tradition or a promise 0.798
Number of items 4 3 3 2

% Explained Variance 27.059 13.618 10.181 8.994
% Cumulative Variance 27.059  40.677 50.858 59.852

In total, the four factors represent 60% (59,852%) of the total variance explained.

Barlett Sphericity Test 957.23(gl=66; Sig=0,000)
KMO Index 0.747
Cronbach’s alpha (13 Items) 0.682

Both the correlation matrix, the significance levels, the correlation matrix determinant, the
KMO test and the Barlett sphericity test indicate that it is appropriate to apply a factor analysis
in this study. From this analysis, it is revealed the existence of high factorial loads that, when
transformed thanks to the matrix of rotated components, allows to determine a clear
segregation infour easily appreciable factors that, subsequently, were analysed and named by
the container variables in each component. The corresponding individual designation for each
factor will then be shown.

As can be seenin Table 9, first of all, there is Factor 1, which brings together 4 variables:
improving my physical condition or my health through exercise, knowing its historical-cultural
heritage, enjoying the landscape and direct contact with nature and meeting new people. Based
on these variables, it has been decided to label this component as “well-being and pleasure”.
Secondly, Factor 2 embraces 3 variables rest/relax/disconnection, seeking a different
experience on a personal/psychological level and Looking for fun, adventures and/or strong
experiences. Thus, it has been chosen to call it “spirituality and evasion”. Thirdly, Factor 3



includes 3 variables that refer to enjoying free time with my family and/or friends, enjoying local
cuisine and Knowing a trendy destination. Thus, this factor is renamed “socialization and
entertainment”. Fourthly and finally, Factor 4 groups 2 variables associated with religious
reasons and fulfilling a tradition or a promise. Thus, this factor is labelled as “religious motives”.

Likewise, the table also shows the results around the mean and standard deviation of the four
factors described above. The component that includes a more relevant importance in the sum of
the different motivations of the surveyed sample is that of well-being and pleasure, since its
average accounts for 4.87 nearly 5, which corresponds to the “important” score, and its
standard deviation is very distant and low, 1.1, so there is more homogeneity of opinions
regarding the importance of motivations in this grouped sample. It is followed by the factor that
collects spirituality and escape from reality, with an average of 4.74 and a standard deviation of
1.42.0Onthe other hand, the component that contains the greatest disparity of opinions
regarding the importance given to motivations is that of religious motives, since its average is
the lowest of the components and its standard deviation is the highest.

Table 9. Exploratory Factor Analysis of the motivations to make the path.

4,87 1,15 0,64
Improving my physmal condition or my health 3,90 189
through exercise
Knowing historic-cultural heritage 541 1,48
Enjoying the landscape and being in touch with 6,20 1.10
nature
Meeting new people 4,02 2,00

474 1,42 0,58
Rest / relax / disconnect 5,00 1,89
Seeking a d|ffere.nt experience on a per- 5,30 1.80
sonal/psychological level
L.ookmg for fun, adventures and/or strong expe- 3,91 2,07
riences

3,48 141 0,58
Er.uoylng my free time with my family and 450 229
friends
Enjoying local cuisine 4,04 1,86
Knowing a trendy destination 1,89 1,49

3,29 1,88 0,52
Religious reasons 3,36 2,35

Fulfilling a tradition or a promise 3,22 2,22



In order to continue to research into determining the most relevant motivations for pilgrims on
the route to Santiago de Compostela and corroborate the data previously presented, the
analysis of clusters has been used. This technique is multivariate in nature and allows population
to be classified into a small number of mutually exclusive and exhaustive groups, without taking
into account possible dependencies between the variables (Sdnchez and Cuenca, 1990).

This step in the analysis was performed by using the hierarchical grouping method through the
measure of Squared Euclidean distance under the Ward method (minimum variance within the
cluster). This procedure serves for identifying relatively homogeneous groups of cases among
the characteristics indicated, this time the motivations, through an algorithm that begins with
each case in adifferent cluster and combines the clusters until only one remains.

Thus, the results of the cluster analysis detect the formation of 4 different groups, where group
1 and group 3 were those that resulted in a higher accumulation of frequency. Next, the
averages of the motivations were evaluated according to the cluster membership protocol to
study in depth their behaviour, as shown in Table 10.

Table 10. Cluster analysis in relation to motivations and basic explanation. Averages of the degree of
importance depending on the cluster membership protocol.

Rest / relax / disconnect 535 5,30 5,04 2,78 0,00

Seeking a different experience on a per-
sonal/psychological level

Religious reasons 1,97 2,65 5,09 6,29 0,00

5,16 5,93 5,87 3,27 0,00

Improving my physical condition or my health
through exercise

Knowing historic-cultural heritage 5.52 4.66 5.98 473 0.00

4,13 2,85 4,50 3,15 0,00

Enjoying the landscape and being in touch with

6.32 5.77 6.57 5.05 0.00
nature

Looking for fun, adventures and/or strong expe-

. 4.56 2.96 4.33 1.54 0.00
riences

Enjoying my free time with my family and 597 191 451 937 0.00

friends

Enjoying local cuisine 459 2.26 483 2.66 0.00
Fulfilling a tradition or a promise 2.56 2.18 4.25 5.34 0.00
Meeting new people 3.80 3.42 5.19 2.95 0.00
Knowing a trendy destination 2.03 1.28 2.29 1.22 0.00
Well-being and pleasure 5.0248 47297 5.0811 2.5285 0.00
Spirituality and evasion 22633 24122 4.6712 58171 0.00
Socialization and entertainment 49428 41757 5.5586 3.9695 0.00

Religious motives 41968 18153 3.8769 2.0813 0.00



In a descriptive analysis of the groups created around the differences between the scores for
the different motivations, it can be observed that all groups are featured by giving high scores in
the factors of “well-being and enjoyment” and “socialization and recreation”. However, group 3
is the one that stands out from the rest in the percentage assessments of these motivations and
group 4 scores with the highest degree of importance the motivational factor “spiritual and
evasion”. Likewise, it should be noted that those who are most far from religious motivations are
group 2.

Regarding the preferential activities, it is observed in Table 11 that group 1 is mostly identified
with the activities: playing sports, discovering and experiencing and appreciating the diversity of
the landscape, participating in scientific activities. The group2 seems to relatively identified with
purchasing handicrafts and attending religious events. Group 3 is identified in greater
proportion with those who like to carry out activities related to thermalism and go on
gastronomic routes. Finally, group 4 is interested in participating in activities related to
agriculture or livestock, attending cultural events and activities, participating in craft workshops
or learning other languages.

Table 11. Preference of activities based on the membership cluster protocol.

Participating in activities related to agriculture

. 2,1% 1,4% 2,7% 9,8% 0,04
or livestock

Doing sports (hiking, mountaineering, white-

. . L 46,8% 243%  342%  14,6% 0,00
water rafting, caving, horse riding, etc.)

Discovering, experiencing and appreciating the
diversity of the landscape, flora and fauna

Carrying out activities related to thermalism 10,6% 6,8% 10,8% 4,9% 0,53

91,0% 824%  883%  80,5% 0,12

Attending cultural events and activities (muse-
ums, exhibitions, etc.)

Going to gastronomic tours 17,6% 5,4% 18,0% 12,2% 0,06

356% 41,9% 495% 512% 0,07

Participating in activities related to agriculture

. 9,6% 4,1% 7.2% 14,6% 0,22
or livestock

Participating in scientific or academic activities
(congresses, seminars, courses, etc.)

Purchasing handicrafts and/or typical products 10,6%  230%  21,6% 17,1% 0,03
Learning another language 26,6%  405% 67,6% 73,2% 0,00

50,5% 31,1% 450% 31,7% 0,01

Attending religious events (masses, pilgrimages,

: 15,4% 18,9% 9,9% 14,6% 0,36
local festivals, etc.),

Cluster 1is mostly identified with activities: playing sports, discovering and experiencing and
appreciating the diversity of the landscape, participating in scientific activities. Cluster 2 seems
to relatively feel more identified with purchasing handicrafts and attending religious events.



Cluster 3is identified in greater proportion with those who like to carry out activities related to
thermalism and go to gastronomic routes. Cluster 4 is interested in participating in activities
related to agriculture or livestock, attending cultural events and activities, participating in craft
workshops or learning other languages.

In addition, on the Camino de Santiago as a pilgrimage route there is an element known as
“Credential”, which is an accreditation of the pilgrim and was already used in the Middle Ages as
a safe conduct. Next, the behaviour of these groups is analysed with the variable of importance
of the official pilgrim credential. Applying a descriptive analysis, it is detected that, when
measuring the importance of the official pilgrim credential for each individual in the sample, as it
can be seenin Figure 45, it is important for 66.50%, in comparison with 8.5% who are neutral
and 25.10% who consider it unimportant.

38,60%

17,40%

11,10% 10,40%
7,50% 6,50% 8,50% ’

Figure 45. Importance attached to official pilgrim credentials.

However, these data should be contrasted with the data offered by the Pilgrim’s Office itself
regarding the motivations. That is, at the management level, the delivery of this credential
serves to count the number of users of the Camino but also to know some significant
characteristics through a survey that is carried out when they collect the Compostela. Not all
pilgrims finally decide to collect the Compostela upon arrival in Santiago and, secondly, that the
reasons for their pilgrimage are not only religious for 60% (Oficina del Peregrino, 2019).

Likewise, the image projected on the Camino de Santiago implies the recognition of
achievement through the ostentation of the credential, the diploma that accredits having made
the recognized route. It should not be forgotten that the current version of the pilgrimage keeps
aritual structure and conditions of performativity that link it to its religious meaning but in
which references of meaning which are typical a secularized society are also articulated.
(Herrero, 2008). In order to delve deeper into this idea, it has been decided to apply the cluster
to the variable relative to the importance given to credentials.

As can be seenin Table 12, cluster 4 has the highest score for the importance given to
credentials. Interestingly, this group shows as main motivations discovering, experiencing and
appreciating the diversity of the landscape, flora and fauna as well as attending cultural events
and activities (museums, exhibitions, etc.). The differences that each group gives to credentials
are found among the entire combination of groups, except between pairs 1-2 and 3-4.



Table 12. Cluster behaviour concerning the importance given to credentials.

CONGLOMERATES/CLUSTERS

CREDENTIALS
1(N:188) 2(N:74) 3(N:111) 4 (N:41) P-VALUE

Pilgrim’s official credential 4.42 472 5.88 6.41 0.00

Based on the analysed sociodemographic characteristics and activities carried out (Table 13), a
description of the composition of each cluster can be determined, which have been named as
follows, based mainly on the age range.

Table 13. Cluster behaviour based on sociodemographic characteristics.

SOCIODEMOGRAPHIC VARIABLES CONGLOMERATES/CLUSTERS
1 2 3 4 P-
(N:188) (N:74) (N:111) (N:41) VALUE

Sex

Male 50.0%  48.6%  49.5%  29.3% 0.10

Female 50.0% 514%  505%  70.7%
Age

18-24 26.6% 8.1% 5.4% 0.0%

25-34 18.1%  17.6% 7.2% 4.9%

35-44 13.3%  14.9% 7.2% 4.9% 0.00

45-54 154%  189%  198%  19.5%

55-64 17.6%  203%  342%  31.7%

Over 65 9.0% 20.3%  26.1%  39.0%
Educational level

llliterate 0.5% 0.0% 0.0% 0.0%

Elementary 1.1% 0.0% 3.6% 2.4% 0.03

f:;/ﬂ‘g’arsycslf:;ﬂi‘g{g;a;)m”a'Trai”' 218% 135% 33.3%  34.1%

University degree 76.6% 86.5% 63.1% 63.4%
Employment status

Self-employed 14.4% 13.5% 12.6% 22.0%

Unemployed 4.3% 1.4% 1.8% 0.0%

Retired 112%  284% 351% 439% 0

Employed 39.9%  392%  450%  34.1%

Student 30.3%  17.6% 5.4% 0.0%

reach out!
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Monthly salary

Low 17.0% 16.2% 10.8% 0.0%
Medium-low 16.0% 18.9% 8.1% 9.8%
Medium 48.9%  41.9%  57.7% 56.1% 003
Medium-high 16.5% 17.6%  21.6%  29.3%
High 1.6% 5.4% 1.8% 4.9%

e The G1 GENERATION Z, tourists: it predominates because it is a group composed of
young people (18-24 years old), in this case they are Students of Autonomous Origin
(Galicia), with motivations in doing activities related to sports (hiking, mountaineering,
white-water rafting, caving, horse riding, etc.), participating in scientific or academic
activities (congresses, seminars, courses, etc.), and are those who have less interest in
activities related to purchasing handicrafts and/or typical products and, curiously, less
interest in learning languages.

e The G2 MILLENIALS AND BOOMERS, the experiential ones: With more varied ages
(from 25 years to >=65 years), they are usually university students and, although it is not
significant in terms of differences in comparison with the rest of the groups, they are the
ones with the highest level of income. Of international origin, and with less interest in
scientific or academic activities (congresses, seminars, courses, etc.) than the rest of the
groups, they do not position themselves in a specific activity and tend to be distributed
among several.

e The G3YOUNGER SENIOR, the traveller: This group is made up of visitors between 55
and 64, pensioners or retirees, who come from Spain and Europe -as in the case of the
G4- and with training in Vocational Training/High School. They are the group with the
lowest number of university students, although they are motivated to learn languages.

e The G4 OLDERSENIOR, the pilgrims: Composed of visitors >=65 years, where
retirees/pensioners predominate and are clearly those who have a lower income. Of
Spanish origin, the activities that motivate them to participate are linked to agriculture
or livestock and language learning. They show little interest in doing sports (hiking,
mountaineering, white-water rafting, caving, horse riding, etc.).

The results shown above confirm that pilgrimage routes, despite being strongly associated with
religion, are not limited to the field of religious practices (@ian, 2019) but are rather an
experiential tourism (Lois and Santos, 2015). In fact, the motivational load of religion, as well as
activities related to religious tradition, have a relative presence for at least two of the cluster
groups.

On pilgrimage routes it is possible to find pilgrims and tourists, each with a personal motivation,
carrying out divergent or convergent activities, but at different times these actors intersect and
relate in different ways (Rocha et al., 2016). In the specific case of Santiago de Compostela,
traditional religion (institutional and organized) and post-secular (personal or individualized
forms of religious beliefs) are mixed in multiple ways (Nilsson and Tesfahuney, 2016). In fact, the



Camino de Santiago, as a polysemic phenomenon, is associated with cultural, historical and
spiritual meanings, rather than exclusively religious meanings (Kim et al., 2019) and, in this
sense, today it is difficult to distinguish between pilgrims and tourists (Abad et al., 2016).

In this sense, people have wondered about how walkers on the Camino de Santiago identify
themselves. The variable shown in Table 14 has been created with this purpose and based on
Smith’s continuum (1992). Among its response categories, we can observe a decompensation
between the self-identifying categories of “pilgrim” that account for 71.3% of the total and
tourists who represent 10.4%, while 18.3% declare themselves undecided.

Table 14. Identification on the Tourist-Pilgrim continuum.

Pilgrim 171 41.2%
Pilgrim rather than tourist 125 30.1%
As pilgrim as tourist 76 18.3%
Pilgrim less than tourist 26 6.3%
Tourist 17 4.1%
Total 415 100.0%

Next, this identification variable has been applied, the cluster previously made based on the
motivations and the results obtained (Table 15) allow the following interpretations:

e The G1isformed by tourists (pilgrim less than tourist and tourists) along with those who
are considered as pilgrims as tourists. It is quite plain they are the ones who are least

linked to pilgrims.
e The G2isthe most linked to the pilgrim experience.

e The G3ismore blurred and is not clearly defined in the type of traveller, but it makes
clear its antagonism with the tourist.

e The G4 that, together with the G2, is more defined as a pilgrim.

Table 15. Table of the crossing of the clusters with the self-identification of the 5 categories of
traveller.

26,6%  60,8% 450%  63,4%
314%  230% 333% 29,3%
24,5% 8,1% 18,9% 4,9% value=
1,4% 2,7% 2,4% 0,00
6,8% 0,0% 0,0%

Pilgrim

Pilgrim rather than tourist
As pilgrim as tourist
Pilgrim less than tourist 11,2%
Tourist 6,4%



These results also allow to complete the denomination of the previously defined groups of the
following way: The G1 GENERATION Z, the tourists; the G2 MILLENIALS AND BOOMERS, the
experiential; the G YOUNGER SENIOR, the travellers; and the G4 SENIOR, the pilgrims.

Finally, it was decided to reorganise the categories of Smith’s continuum (1992) into 3 groups
and being analysed according to motivations. At first, it is noticed that the original classification
of the tourist-pilgrim continuum is too broad and, therefore, the variable has been recoded into
three response categories (undecided, pilgrim and tourist) whose distribution, as can be seenin
Figure 46, confirms the tendency to position itself in the pilgrim section for 72%, followed by the
undecided with 18% and, finally, 10% who clearly consider themselves tourists.

Undecide
d
18%

Tourist
10%

Pilgrims
72%

Figure 46. Reorganization of categories: pilgrim, indecisive and tourist.

Finally, after reorganizing the categories provided by Smith’s continuum (1992) into 3 groups, a
ranking or ordering of the predictor variables in order of importance in classifying these
travellers is obtained through a discriminant analysis. Wilks' lamdba test statistic 0,977
indicates that 2 discriminant functions will serve to predict group membership and, based on
these considerations, for the construction of the discriminant function, only 3 variables were
included: religious reasons, enjoying free time with my family and or friends and fulfilling a
tradition or a promise. Based on these considerations, religious motives and fulfilling a tradition
are the most significant variables based on the respective canonical correlations (0.33 and 0.15)
which indicate only the priority of these two discriminating functions in a significant way to
allow classifying the subjects in the tourist, undecided and pilgrim groups. Thus, it is determined
that religious motives and fulfilling a tradition or promise are positioned to define the pilgrim
while enjoying free time with family or friends defines the undecided.

In short, the contemporary pilgrimage to Santiago de Compostela is shown as an expression of
new forms of spirituality and, in this way, the most traditional sacred meaning of this pilgrimage
route is changing (Nilsson, 2018). While many pilgrims are motivated by religion or devotion,
others are attracted by reasons linked to a more secular, historical, artistic or cultural interest
(Di Giovine and Choe, 2019). The reasons for choosing the pilgrimage route under study are
multiple, that is to say, spiritual, religious and cultural along with those of personal curiosity,
sports, etc. (Oviedo et al; 2014).

In any case, pilgrims should not be considered a homogeneous group (Amaro et al., 2018) since
the reasons are particularly biographical and difficult to generalize. That is to say, each individual
has their particular reasons and organize them in a specific way (Pereiro, 2019).
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Next, in Figure 47, the results are visually collected by relating them to Smith’s continuum
(1992). Of course, as can be seen, religious functions still exist but non-religious motivations are
revealed, which can obviously affect the diversity of visitor profiles on the route to Santiago
(Liroetal., 2017). This broad spectrum reflects the travellers’ multiple and changing
motivations, whose interests and activities could shift (consciously or unconsciously) from
pilgrimage to tourism and vice versa (Millan and Pérez, 2017) even if the individual does not
notice the change (Smith, 1992). There can be religious motivations and other types of tourist
motivations simultaneously and they can also complement to each other (Liro et al., 2017: Liro,
2020).

In fact, the Camino de Santiago, icon of today’s pilgrimage, has aroused a growing interest and
attracts travellers from a wide variety of religious and spiritual beliefs (Nilsson, 2018). For some,
the Camino de Santiago is still essentially a religious route but, for most, spiritual, landscape,
heritage or simple interest for returning to slow mobility motivations mean the fundamental
boost to go to Santiago (Somoza and Lois, 2017).

- Smith's continuum (1992)
Motivations

— Profile results

PILGRIM PILGRIM AND TOURIST
TOURIST

® F4: Religious reasons g F3: Socialization and Pleasure g F2: Spiritual and Evasion PAAH Well-being and Entertainment

.Saued ® Faith/Profane -@Magggm ‘Secular
G4: Senior G3: Younger Senior G2: Millenials and Boomers G1: Z Generation
]
PILGRIMAGE RELIGIOUS TOURISM
TOURISM

Figure 47. Analytical distinction between pilgrim-tourist on the Camino de Santiago from motivations
and self-denomination according to Smith’s continuum (1992).

The data obtained through this research have allowed us to explore how pilgrimage routes are
experienced by those who travel them. As already mentioned, there are many authors who have
tried to define and address the concepts of tourism and pilgrimage, from the well-known
continuum established by Smith (1992) to classic authors such as Cohen (1974), Nolan and
Nolan (1992) or Turner and Turner (1978), among others. However, as has already been shown
in this study, it is necessary to recognize that the differences between these two groups are
fading as they merge and many similarities begin to emerge (Collins-Kreiner, 2010a) and we
cannot, therefore, distinguish places as unequivocally as tourist or pilgrimage destinations
(Nilsson, 2018).

First of all, the model proposed for the analyses allowed to characterize the pilgrims who do the
Camino de Santiago. In this way, it is discovered that a high percentage of them repeat the
experience (70%); which is an activity that is usually done on foot (almost 90%) and with other
people (77.7%). In addition, and according to the sample, the hostel is usually the type of
accommodation chosen (by 77.1%) and the average daily expenditure is usually below € 35 (for



43%). Regarding the activities they do, experiencing and appreciating the diversity of the
landscape, the flora and faunais (87.7%) the main option by far.

Secondly, the study identifies and evaluates four main motivations that lead to the Camino de
Santiago and that could predictably be extrapolated to other pilgrimage routes: well-being and
pleasure; spirituality and escape from reality; socialization and entertainment; and religious
motives. Likewise, four profiles of pilgrims were distinguished that, based on their
sociodemographic characteristics and the activities they carried out, were called: G1,
Generation Z “the tourists”; G2, Millennials and Boomers “the experientials”; G3, Younger
Senior “the travellers”; G4, Senior “the pilgrims”. While the first ones are mostly identified with
sports, the enjoyment of the landscape and participation in scientific activities, the second ones
opt for purchasing handicrafts and attending religious events; the third party prefer activities
related to thermalism and gastronomy; and the last ones prefer agriculture or livestock,
attending cultural events and activities, language learning and participating in craft workshops.

Thirdly, it was a point of making an analytical distinction between pilgrim-tourist on the Camino
de Santiago. According to the proposal of Smith’s continuum (1992), it was observed that G1
was the most “tourist” and least “pilgrim”, and that this relationship is gradually reversed as one
moved towards the G4 group, the most “pilgrim” and least “tourist”. However, the results
achieved in this section have been very revealing since, although Kim et al., (2019) confirmed
that the Camino is best associated with point (b) of Smith’s continuum, where its adherents are
more religious or spiritual pilgrims than purely secular tourists in this case it should be pointed
out that this fact varies according to age. In fact, the results corroborate other research such as
that by Oviedo et al. (2014) who found a significant correlation between age and religious
motivations. Thus, younger generations are more keen on secular experiences and, conversely,
Older Seniors are more fond of religious experiences. In addition, those motivations closest to
“‘well-being and pleasure” are associated with those who consider themselves more tourists and,
therefore, more secular; and, on the opposite side we find the most religious motivations, which
are located in the section of the sacred and would be the purely pilgrim self-considered.

In short, the reasons that lead pilgrims to undertake the journey seem to be dynamic and
changing, according to the circumstances of each era (Farias et al.,, 2018; Moscarelli et al., 2020;
Possamai, 2003). Therefore, it is possible that they are currently linked to the expansion of
COVID-19, some motivation related to the search for social distancing and the development of
outdoor activities also arises (Lopez and Lois, 2021).

To sum up, the configuration of new post-secular tourpilgrim identities cannot be classified and
understood in a simplistic way as religious tourism (Pereiro, 2019). More and more values,
meanings and juxtaposed motives have been attributed to The Camino. They can indicate, not
only its supra-religious function, but also an increasingly indistinct perceived identity (Kim et al.,
2019).

In any case, as Nolan and Nolan (1992) point out, different categories of religious destinations
attract different classes of visitors, each in search of different experiences (Milldn and Pérez,
2017). Thatis to say, we must also consider that not all sacred destinations attract both tourists
and pilgrims equally (Olsen and Timothy, 2006). The literature on pilgrimage and tourism
suggests that these categories overlap and are fluid (Ackerman, 2019). In fact, pilgrimage is a
complex and changing phenomenon, with different implications at the religious, political, social
and territorial levels (Moscarelli et al: 2020).



In the specific case of the Camino de Santiago, as Blom, Nilsson and Santos (2016) have pointed
out, it has experienced a spectacular boom from the last decade of the twentieth century. It is an
excellent example of the contemporary post-secular trend towards spiritual destinations that is
based not so much on the religious claim as on the manifestations of a deinstitutionalized and
more “personal” religiosity (Nilsson et al., 2016; Blom et al., 2016). Likewise, the Camino de
Santiago, as a polysemic phenomenon, is associated with cultural, historical and spiritual
meanings, rather than exclusively religious meanings (Kim et al., 2019). Santiago de Compostela
and its Camino have established themselves as a model of historical-cultural tourist destinations
(spiritual and religious) (Lois, 2013).

Under these considerations, and reflection of the modern multi-religious and multicultural
European society (Lois and Santos, 2015), pilgrimages are perceived as “hyper-significant” (Di
Giovine and Choe, 2019), complex, open, polysemic and with different implications and
intersections at the religious, political, social, cultural, economic, environmental and territorial
levels (Lois and Lopez, 2012; Moscarelli et al., 2020). Thus, in Santiago de Compostela,
traditional religion (institutional, organized) and post-secular (personal or individualized forms
of religious beliefs) are mixed in multiple ways (Nilsson and Tesfahuney, 2016). In this sense, a
new vision of the Camino as a tourist attraction must be admitted, with cultural and spiritual
connotations, which is being protected, promoted and marketed by both public and private
institutions (Fernandez et al., 2021).

In any case, pilgrimage as an institution cannot today be understood as a universal and
homogeneous phenomenon, but should be deconstructed in specific historical and cultural
circumstances (Coleman, 2002). For this reason, it is necessary to make a transversal and
longitudinal replica in other pilgrimage routes and in different periods of time where we also
should go in depth in the understanding of the pilgrimage as a scene for religious and secular
discussion (Eade and Sallnow, 1991).
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Annex IV: Scientific study on the complexity of interactive dynamics
on pilgrimage routes: Empirical application to stakeholders of the
Camino de Santiago based on the analysis of social networks

Introduction

This second paper aims to analyse the main perceptions and interpretations of the actors
involved in a pilgrimage route. At such a complicated time for tourism, the coordination and
decisive involvement of all stakeholders is needed more than ever and, in this sense, it is a
matter of investigating how these social actors with overlapping visions generate different
interactive dynamics.

Pilgrimages currently represent “hyper-significant” journeys to hyper-significant places (Di
Giovine, 2013; Di Giovine and Choe, 2019). They are also multidimensional (Liutikas, 2020) and
can be understood as polysemic spaces (Lois-Gonzalez, 2013; @ian, 2019), controversial or
even disputed (Coleman, 2002; Digance, 2003; Di Giovine, 2011; Eade & Sallnow, 1991, 2000),
endowed with a variety of meanings and narratives that can occasionally contradict each other
(Lois-Gonzalez, 2013). The pilgrimage to Santiago de Compostela has become intensified and
diversified since the 21st century (Pereiro, 2019) and nowadays the route is seen as a symbol of
European identity, an expansion of cultural heritage (Arifio, 2002) and a strategy of local,
regional, national, state and international cultural tourist development (Lois-Gonzélez et al.,
2014; Pereiro, 2019). In fact, the Camino is a combination of tangible and intangible elements
(Alonso, 2018), an assemblage of social practices and spatial characteristics (Sanchez-Carretero
2012) and, consequently, its definition must necessarily be broad and dynamic, with diversity of
forms and qualities (Di Giovine and Choe, 2019) and interpretable from various perspectives
(Porcaletal,, 2012).

Rather than a simple revitalization of the past, its current reinvention means a transformation
into a tourist product that has expanded its initial religious sense (Christian and Catholic)
towards new polysemic senses (Pereiro, 2019). The Camino is introduced, as well as a multilevel
project, as an object of multiple strategies of urban, tourist, cultural, economic, commercial
planning, etc. that boasts the interactive participation of multiple actors involved, both formal
and informal, that contribute to its maintenance and permanence (Moscarelli et al., 2020). Many
of these social actors have overlapping objectives, but they participate in the articulation of the
Camino including the Friends of the Pilgrim’s Way to Santiago Association, pilgrims, volunteers,
tourism entrepreneurs, the Church, governments (local, provincial, regional, national,
supranational), etc. The Camino can be understood, therefore, as an extensive network of social
actors composed of pilgrims, civic and religious associations, host communities, tourism
entrepreneurs or public institutions, etc. (Alonso, 2018).

Based on this analysis, the question of how to manage this complexity becomes apparent
(Moscarelli et al., 2020) and it is therefore essential to study and examine stakeholder
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perceptions. This work is based on the conviction that the understanding, planning and
management of a multifaceted phenomenon such as the Camino de Santiago requires a
comprehensive vision (Porcal et al., 2012) and, under these considerations, local tourism actors
and their relationships become key pieces (Merinero, 2010), as evidenced by the Stakeholder
Theory (Aas, Ladkin and Fletcher, 2005; Bramwell and Lane, 1999), in which the study of the
real collaborative dynamics that occur between public and private actors operating in the
territory is one of the key elements. In this way, the analysis of the interested parties is
considered as a tool capable of guiding the generation of strategies aimed at improving the
participation and interaction between the various groups that coexist in a given tourist
destination (Cruz and Pulido, 2012).

While recent research on pilgrimage has focused more on the variety of motivations, symbolic
meanings, and experiences among those who undertake journeys along these routes, less
attention has been paid to how this diversity is also reflected in the different opinions and
narratives of stakeholders in the development and management of pilgrimage (@ian, 2019). This
type of methodological approach focuses on the actors and the relationships that occur
between them (Verd and Marti, 1999) and its application to the analysis of tourism phenomena
is considered an alternative that, although little explored, can provide very useful results for the
communities in which it is intended to position tourism as an alternative to development (Cruz
and Pulido, 2012). In addition, few studies have addressed the perceptions of stakeholder
groups simultaneously and, to contribute to this research gap, this paper provides a qualitative
exploratory approach to the perceptions, opinions and expectations of the various stakeholders
on the French Way to Santiago in Galicia, which is based on conducting in-depth interviews with
the main stakeholders of this pilgrimage route.

According to this approach, the general objective of this paper is focused on analysing the
interrelations that occur between these stakeholders. That is to say, how the main actors
around the Camino are related to the aim of identifying, if any, relationships of cooperation and
collaboration between them.

Specific objectives are considered to study stakeholders’ opinion about the challenges and
results achieved in terms of the management of pilgrimage tourism and to analyse the
relationships and interactions of the actors involved.

Obtaining this information is very useful in order to improve participation and interaction
strategies between the actors involved in order to contribute more to local development
(Garcia-Delgado et al., 2020) and, in general, it can help to address more satisfactorily the
multifaceted impacts of pilgrimages today and contribute to the development of measures for
their sustainability (Shinde, 2018).

Therefore, an empirical framework is proposed, which is articulated on the one hand through
the application of structural analysis of relationships (analysis of social networks) and, on the
other hand, the analysis of the content of these relationships. The purpose of the analysis is to
identify the plurality of perspectives on the multiplicity of meanings and discourses associated
with the Camino by the actors involved and also to investigate the dynamics of the relationships
established between them (Cruz and Pulido, 2012).

Pilgrimage and tourism (religious or cultural) share the same space whose added value is a
wealth of resources (material and immaterial) that nourishes its polysemy. It is a space that
fulfils different functions since it simultaneously defines a sacred space, a pilgrimage route and a



cultural tourism route of major importance (Lois and Lépez, 2012). Under these considerations,
and reflection of the modern multi-religious and multicultural European society (Lois and
Santos, 2015), pilgrimages are perceived as “hyper-significant” (Di Giovine and Choe, 2019),
complex, open, polysemic and with different implications and intersections at the religious,
political, social, cultural, economic, environmental and territorial levels (Lois and Lopez, 2012;
Moscarelli et al., 2020). Based on these arguments, a religious destination can be seen as a
complex and dynamic system involving several diversified stakeholder groups (Piva et al., 2019).
Under these considerations, the generation of a tourism development model with aspirations to
contribute to local development necessarily implies, as Cruz and Pulido (2012) point out, the
participation of stakeholders (actors or groups of actors with the capacity to influence or be
influenced by the phenomenon).

In this context, an interested party in the tourism industry is considered to be anyone who is
affected by development in a positive or negative way, and as a result it reduces the potential
conflict between tourists and the host community by involving it in shaping the way tourism
develops (Bramwell and Lane 1999; Aas, Ladkin and Fletcher, 2005). Given the fragmented
nature of the tourism industry, the need and advantages of collaboration between the actors
involved are recognized and this is a line of study that, in the tourism field, is used in the active
management of destinations and that has to do with the application of the so-called Stakeholder
Theory (Bramwell and Lane, 1999: Sautter and Leisen, 1999; Aas, Ladkin and Fletcher, 2005)
that has been consolidated in recent years as an interesting framework to understand the
functioning of the tourism system through the identification of the actors that make it up, the
analysis of their respective interests and the evaluation of the interrelations that occur (or not)
between them (Cruz and Pulido, 2012).

Indeed, the study of tourism activity is usually approached from the perspective of its
conformation as a complex system and, if one takes into account that the system is defined by its
multiple elements and actors and the relationships that are established between them, one can
understand the transcendence of relational dynamics in the analysis and explanation of the
tourist phenomenon (Merinero and Pulido, 2009). In fact, according to Merinero and Pulido
(2016) and in order to explain those characteristics the tourism phenomenon incorporates, this
line of research proposes the use of relationships, approaches and indicators of social network
analysis such as the density of relationships in tourism networks (McLeod, Vaughan and
Edwards, 2010), the centrality of networks and the actors of tourism networks (Pansiri, 2009)
or also the degree of intermediation that can facilitate the connectivity of tourism networks
(Zach and Racherla, 2011).

In recent decades, a systemic notion of tourism has been gaining ground leading to its
recognition as a set of elements that interact and encourage the fluid and constant relationships
and interactions between the different actors are the central element to understand the
tourism phenomenon (Merinero and Pulido, 2016). Indeed, pilgrimages can help to support the
development of sustainable tourism as a holistic and systemic approach (Roxas et al., 2020). The
importance of this new paradigm of the tourism planning process is that it highlights the actors
as an active element of management and an essential and interested party of the process
(Pardellas and Padin, 2014). Tourism can be better understood if it is analysed as a system that
favours interaction between visitors and the territory and an exchange between the different
parts that compose it (Murphy, 1983; Merinero and Pulido, 2009). Under these considerations,
pilgrimage, as a form of religious tourism, is based on a relationship-oriented perspective based
on a collaboration of multiple actors (Fernandes et al. al., 2012). For this reason, it is essential to



identify the different sectors involved and address the relationships that occur between them
(Pulido, 2010).

From the relational perspective, tourism is considered a complex phenomenon in which a large
number of public and private, individual and collective actors intervene, among which
interactions derived from the segmentation and transversality characteristic of tourism activity
are established. This is the reason why it is very interesting (Merinero and Zamora, 2009).
Coordination and collaboration between stakeholders (Hall, 1999), for which the collaborative
approach (Aas, Ladkin and Fletcher, 2005) and commitment (Balestrieri, & Congiu, 2017;
Garcia-Delgado et al., 2020) are essential, is also a key point for successful tourism planning. In
terms of tourism and cultural management, there is a great complexity of actors or agents with
different complementary interests, but also conflicting. That is, there are many different actors
and stakeholders that influence the management of pilgrimage routes and, in this sense, their
coordination is very important (Siguencia et al., 2016) given that this availability and recognition
of the importance of cooperation for the development of tourism and the territory is aligned
with the results of previous studies (Costa and Lima, 2018) and thus enabling more sustainable
tourism through greater stakeholder participation (Albrecht, 2013).

From the end of the 70s of the 20th century, the need for the participation of civil society in the
configuration of tourism projects has begun to raise in tourist literature and undoubtedly citizen
participation has to do directly with the set of relationships that characterize these participatory
processes (Krippendorf, 1982; Merinero and Pulido, 2009). Thus, according to the theory of
community participation (Garcia-Delgado et al., 2020), the inclusion of residents in the decision-
making process is also important (Aas, Ladkin and Fletcher, 2005) since their participation in the
development of these projects has a significant impact (Briedenhann and Wickens, 2004). It
shows that the success and sustainability of the tourism activity depends, to a large extent, on
the active support of local populations (Nunkoo and So, 2016; Feifan, 2020). The local or host
population plays a fundamental role in the planning and management of tourism development,
as well asin its success or failure since it has a primary role in the development or hindrance of
the sector (Andriotis and Vaughan, 2003; Feifan, 2020). Previous studies have shown that the
more positive the economic, socio-cultural and environmental impacts of local residents are, the
more willing they are to support the tourism development and, conversely, if they perceive more
negative impacts of tourism, their support will decrease (Nunkoo and Gursoy, 2012; Yuan et al,,
2019).

However, according to Aas, Ladkin and Fletcher (2005) in the face of positive factors, there are
anumber of negative aspects and challenges for the development of collaboration that include
the identification of legitimate stakeholders (Bramwell and Sharman 1999) and the capacity of
actors to participate (Medeiros de Araujo and Bramwell 1999). Likewise, regarding the
limitations derived from cooperation, there is also a collective awareness of a set of difficulties
that are essentially related to the existence of individual interests that make it difficult to focus
on collective interests (Costa and Lima, 2018).

In any case, it should be noted that pilgrimages reinforce the importance of building
collaborative processes by allowing religious tourist destinations to open up to better
management and promoting policies aimed at sustainability, thus improving social and economic
growth within local communities (Romanelliet al., 2021).

The general aim of the research is focused on analysing the interrelations that occur between
the actors who are immersed in a pilgrimage route taking the French Way to Santiago in Galicia



as a case study specifically. The importance of each of these actors in the operation, planning
and sustainable development of tourism is thus studied, as well as the different power relations
or divergent narratives that can be found. Therefore, it will be possible to determine the bonds
of cooperation and collaboration between them. In this way, some of the questions to answer
are: What are the main difficulties and/or limitations of cooperation? What factors do you
consider critical to the success of cooperation? What successful cases of cooperation can be
identified? What areas of intervention are available for future cooperation projects? Based on
this approach, the following are considered as specific objectives:

e Studying stakeholders’ opinion about the challenges and results achieved concerning
the management of pilgrimage tourism

e Analysing the relationships and interactions of the actors involved with the aim of
identifying, if any, collaboration bonds between them.

Therefore, this study provides a qualitative exploratory approach, based on semi-structured in-
depth interviews, aimed at contrasting the perceptions, opinions and expectations of the various
stakeholders onthe French Way to Santiago in Galicia. Thus, in a first phase of the analysis the
identification of the main stakeholders is included. That is to say, those agents that are
considered to have a more important role in the Camino de Santiago and, in that sense, the
participants were selected concerning the different representative groups. In this case, the
sampling of interviewed subjects has been created to reflect a diversity of perspectives. Finally,
atotal of 10 interviews have been carried out, as shown in Table 20, during the months of April-
May 2021 and all by telephone due to existing health restrictions. The conversations were
recorded with the prior consent of the interviewees with the sole purpose of facilitating
transcription and analysis.

Table 16. Stakeholders interviewed.

E.1. Hotel Business 4th March, 2021
E.2. Local Government 8th March, 2021
E.3. Pilgrim (female) 10th March, 2021
E.4. Hotel Business 11th March, 2021
E.5. Provincial Government 15th March, 2021
E.6. Pilgrim (male) 23rd March, 2021
E.7. Church 20th April, 2021
E.8. Local Government 30th April, 2021
E.9. XACOBEO (a public company run by the Galician regional govern- 24th April, 2021

ment that promotes pilgrimage to Santiago de Compostela)

E.10 Xunta (Galician regional government) 25th April, 2021



For the preparation of the interview script, the criteria established in the objectives have been
followed. It is worth mentioning that, in the same way as in previous studies (Cruz and Pulido,
2012), due to the impossibility of carrying out the survey generating names, the last block of the
interview has been used to include a simple name generator based on the request to the
interviewees of a list with the name of the actors involved in the course of their activities. Thus,
the data from which this methodology is nourished come from the information extracted
through in-depth interviews with the agents involved in the Camino identified through the
existing secondary sources and an analysis of their thematic content is then carried out with the
aim of investigating how the actors involved give their opinions.

The research has been organized into two sequences. First, a content analysis of the interviews
has been carried out, which has been based on the software of the Altas.ti program (Version
8.1.3) and has been done by taking into account the categorical variables of analysis framed
according to the specific objectives proposed in order to know in depth the content of the
relationships. Thus, for the content analysis, the coding of key phrases and text segments was
first done, after which similar visions and perspectives were grouped through a thematic
analysis process. The statements were compared with the existing literature to also encompass
previously found points of view and perspectives.

The analysis is then complemented with a structural approach that involves the application of
the method of social network analysis based on the methodological proposal developed by
Merinero and Pulido (2009). On the one hand, the purpose of the analysis is to identify the
plurality of perspectives on the multiplicity of meanings and opinions associated with the
Camino by the actors involved. On the other hand, it also investigates the dynamics of the
relationships that are established between them (Cruz and Pulido, 2012). From the relational
data obtained through the UCINET 6 programme, the mathematical support on which the real
information of the relationships between all actors is recorded (Quiroga, 2003), an adjacent,
binary, square and mode 1 matrix has been generated in the form of a sociogram with the
information obtained (the same actors in the rows and columns) from their interactions, in which
itis indicated whether or not there is a relationship between them (Merinero and Pulido, 2009;
Martin Duque, 2014; Prat and Canoves, 2014). The result of the Social Network Analysis (ARS)
methodology provides a very useful means to observe and analyse these complex relationship
games (Scott et al., 2008) and also allows obtaining a graphic representation of the network of
relationships that make up the target object of study (Merinero, 2010).

During the last decades there has been a notable increase in the reinventions of pilgrimage
routes. In Europe there is a large number of roads leading to sacred places, but the one that
ends in Santiago de Compostela (Spain), declared the first European Cultural Route by the
Council of Europe (@ian, 2019), is the most famous and visited by far.

Being a historical, spiritual, cultural, tourist and sports itinerary (Porcal et al; 2012; Lois and
Santos, 2015; Gomez-Ullate, 2016; Liro et al., 2018; Moscarelli et al; 2020; Sotjan and Liro,
2020;), the Camino de Santiago, the main European pilgrimage route, has traditionally been
considered areligious space, but is currently conceived from a broader perspective (@ian,
2019). In addition, it is considered the first great example of the contemporary recovery of the
massive pilgrimage in the West (Lois and Santos, 2015) which constitutes a multifaceted
phenomenon of international projection and recognition (Porcal et al., 2012).

According to Sanz Larruga (1997) the Camino de Santiago as a cultural heritage has been
subject to legal protection by the public authorities from the 19th century. However, at first



only some real estate was the beneficiary of the first protective measures and it was not until
the 20th century when the regulations began to contemplate the surveillance and security of
sets and spaces. From the establishment of the democratic State and the entry of the Spanish
Constitution in 1978, it has corresponded to both the central government and the regional ones
the shared protection of cultural heritage. Regarding the Camino de Santiago and the fact that
its route extends through several autonomous regions, it became necessary to sign several
agreements and inter-administrative collaboration agreements between the governments
involved, which culminated in the preparation of the Holy Year 1993.

In the 90s, and after being declared European Cultural Itinerary (Council of Europe, 2021) in
1987, the Xunta de Galicia (Galicia’s regional government) took advantage of the temporary
coincidence of several Holy Years to implement an innovative pro-European campaign (Pacedo,
Revilla and Miguez, 2007). One of its objectives was to promote the image of a country
prepared to start the new millennium, while preserving a valuable artistic and cultural heritage
(Andrade and Caamafio, 2016). The success of the conversion of the Camino into a product that
combined the religious, the cultural and the spiritual was reflected in the constant annual rise in
the number of walkers so far (Prededo, Revilla and Miguez, 2007).

Aware of the potential of the Camino as a massive destination for religious and cultural tourism,
public and private entities from different localities began to develop a tourism model where all
actions were aimed at increasing the attraction and facilitating the reception of visitors (Somoza
and Lois, 2017). In this way, a study carried out by Padin and Pardellas (2015), points out the
inefficiency in the management of the tourist resources of the Camino by the administrations.
Among other points of improvement, the scarce offer of accommodation and restoration and
the lack of a coordinated promotion of the towns through which the French Way goes in Galicia
is indicated: O Cebreiro, Triacastela, Samos, Sarria, Paradela, Portomarin, Monterroso, Palas de
Rei, Melide, Arzua, O Pino.

It should be noted, therefore, that numerous people and institutions from many different fields
contributed to the reactivation of the Camino. That is why the global management of this
Caminois not an easy task since it has always required the coordination of various agents of a
public, private and associative nature. Undoubtedly, it highlights the institutional support of the
Xunta de Galicia, (Autonomous Government of Galicia), the main promoter of the Xacobeo,
which was created in 1991 and whose main objective was to unify efforts between the different
administrations and institutions to promote the Camino (Gonzélez and Medina, 2003; Alvarez
etal., 2010) and was promoted in the Holy Year 1993 when an ambitious campaign was
launched through a secular and commercial version of the “Xacobeo Holy Year”.

In Galicia, the route goes through eleven municipalities located in two provinces, capable to
carry out initiatives that may affect the Camino directly or indirectly. Hundreds of small private
companies offering transport, accommodation, catering and other services to travellers, and
which are usually managed autonomously, have to be added. No less important are the Friends
of the Pilgrim’s Way to Santiago Association, which has spread a lot since it was founded in Paris
in 1950. According to the official website of EIl Camino de Santiago, the most outstanding tasks
of these associations have been studying and signposting the itineraries, creating and managing
hostels, and the maintenance, promotion and enhancement of the Jacobean heritage (Xunta de
Galicia, 2021b). Finally, we must not forget the ecclesiastical community, administrator of a
large part of the historical-artistic assets like the Cathedral of Santiago and several Assets of
Cultural Interest (BIC) among others (Obelleiro, 2020).



With all this context, authors such as Pazos-Justo et al. (2018) or Herrero (2008) mention the
State, the Xunta de Galicia and the City Councils as main actors. Gutiérrez (2018), under a
marketing perspective, differentiates several groups of stakeholders on the Camino de
Santiago: on the one hand, service suppliers, which facilitate the stay and journey of travellers in
exchange for a fee; on the other hand, non-profit organizations, which offer help only
encouraged by their passion for the Camino; finally, the users or pilgrims, who interact with each
other and with the rest of the actors, with the common goal of reaching Compostela. Other
public administrations, regional and local, responsible for the territorial promotion of their area
of influence, as well as the Catholic Church itself, must also be added to this classification.

Allin all, the French Way has always been the route registering the greatest number of users
among all those who go to Santiago, especially in the last hundred kilometres, from Sarria to
Compostela (Santos, 2006). It has generated positive and negative effects on the host
municipalities: on the one hand, the international projection of many rural areas has enhanced
the local image and encouraged the implementation of initiatives and structural reforms; on the
other hand, overcrowding and touristification threaten to endanger the identity of the peoples
and the local culture. However, and after several years of exponential growth, in 2016 a
slowdown in the year-on-year variation rates of the number of pilgrims on this route began to be
appreciated (Martin-Duque, 2017). According to this trend, for the first time in 2017 the French
Way was walked by less than 60% of the total number of people who arrive in Compostela. It
was an unprecedented fact, as corroborated by the Association of Municipalities of Santiago
(AMCS). Among other causes, the associates point to the growth of the Portuguese Way and the
possible danger of some parts of the route due to the poor signposting (Gantes, 2018). In the
following Figure 48, the bars represent the number of people who did the French Way between
2004 and 2019, and the line shows the percentage of the total number of pilgrims who arrived
in the city of the Apostle, by this and other ways.

200.000 90%
180.000 80%
160.000 70%
140.000 60%
120.000 0%
100.000 oo
80.000
60.000 30%
40.000 20%
20.000 10%
0 0%

Pilgrims Percentage

Figure 48. Pilgrims of the French Way and percentage of the total of those who arrive in Santiago.
Source: Own elaboration with data from the Pilgrim’s Office.

According to the statistical data provided by the Pilgrim’s Office (2021), there is indeed a steady
increase in the number of users of the Portuguese Way, especially since 2009. Finally, we must
mention the effect of COVID-19 on the French Way. According to the study carried out by
Bande (2020), it is estimated that during the year 2020, until the month of October, the number



of users of this route was reduced by 83.6% in comparison with the previous year. Likewise, it
seems that the accommodation offer adjusted to the new reality and, owing to the capacity
limits and the closure of many businesses, the bed number per pilgrim was almost kept. Despite
the effect of COVID-19 on the carrying capacity of the destination remained moderate and
even authors such as Lopez and Lois (2021), point out that, perhaps, new motivations related to
a “post-pandemic therapy” and the search for outdoor activities arise in travellers. In this
context, the administrations and responsible bodies should be prepared to manage in a safe,
sustainable and responsible way, a possible increase in demand on the Camino.

In recent years, Spanish institutions and economic agents have seen the Camino as an
opportunity to promote tourism and reverse the depopulation of rural areas in northern Spain.
Consequently, the Camino has undergone a process of tourism promotion and commodification
that has transformed it in various ways (Alonso, 2018). However, as the Camino is recognized as
atourist and symbolic resource (image with which to show Spain and especially Galicia to the
world), the number of actors interested in its development is increasing, as well as the
challenges of its management.

This process of revitalization, rehabilitation and promotion of the Camino as an international
tourist brand from the last decades of the 20th century to the entrance of the new millennium
has been positively valued [E.1.; E.2;;E4.; E.5,;E8.: E.9.;E.10.]. It was at this time when
awareness began to become conscious of the patrimonial value of this pilgrimage route and the
resources that compose it. A series of collaboration agreements between the State and
Autonomous Regions have been launched for its protection and enhancement (Sanz, 1997). In
this line, its international projection as a good shared by several peoples and cultures, which
culminates with its declaration as a European Cultural Itinerary in 1987 and its recognition as a
World Heritage Site in 1993, has been one of the main keys to the success of the French Way, in
addition to national and international cooperation between public and private entities. (Sanz,
1997; Precedo, Revilla, Miguez, 2007; Padin and Pardella, 2015; Gutierrez, 2018; Lopez and
Lois, 2021; Group of World Heritage Cities, 2021). As a result, business opportunities and jobs
are created, attracting population to rural areas previously emptied [E.6.; E.8.] (Lopez and Lois,
2021).

“| consider the last 30 a success” (E.4.)
“there has been, of course, a process of revitalization” (E.2)

“A critical assessment of the evolution of the Ways to Santiago will always have a positive background (...)
we continue to evolve right now with the improvement project” (E.9)

“in general, the balance has been very positive. It doesn't mean everything has been done right. For a long
time, we have been talking about the touristification of the Camino and about the fact that we have
become this millenary route into a tourist product. Obviously, an experience has been packaged” (E.10)

“in general, the balance has been very positive. The impact on the rural area (...) sometimes for the better
in the sense that it is also encouraged (..) because a greater interest in these areas but also negative” (E.7.)

However, as Martin-Duque (2017) pointed out, this quantitative growth in the number of users,
the touristification and packaging of the route [E.10.] seem to have led to a certain
overexploitation of resources, land speculation in rural areas where the Camino goes [E.6; E.7 ]
and a loss of the quality of the products offered, with special emphasis on accommodation and
catering[E.1;E4;E5; E6.]



“year 93, when everything began (...) When, really, the holy years of 2000 were reached (...) the numbers
began to attract attention, and it was when the decline began there (...), the goose that laid the golden eggs
is going to drown” “Today, (...) they are being used to do the greatest outrageousnesses on the physical
path (...) we only look for the economic part” (E.1)

“The only danger that | see is that too much is being offered and perhaps we are not controlling the issue
of the professional tourist offer” “the only inconvenience | see is that we die of success” (E.4)

“we need to change of course, go to other types of alternatives maybe more based on quality than
quantity” “we should have a clear and forceful strategy to make its impact on the economy more profitable
success (...) at the level of promotion (...) as a tourist brand (...) recognizable anywhere in the world” (E.5)

» o

“we have a totally unique product” “it has the risk of dying of success” “it will have to be promoted (...) to

take care of many aspects.” (E.8)

As for this, it is also seen that there is a certain lack of control and lack of training and
professionalism on the part of the offer [E.4.; E.6.; E.7.]. In addition, it is mentioned that public
administrations should review the requirements for opening businesses in order to encourage
small private initiatives [E.6.]; they should also implement a clear quality-based strategy to
ensure a more efficient sharing of economic return [E.5.]. Some agents, like the chairman of the
Associations of Municipalities of the Camino de Santiago (Gantes, 2018), are afraid of the fact
that if there is no change of the course the Camino could “die of success” [E.1.;E.3.; E.5.;E.8.].

“too many requirements (...) this fact is throwing back many investments” “Fixing population, attracting
population, creating business opportunities, then, as positive things, rehabilitation of heritage” “negative
(..)dirt (...) revaluation of properties” (E.6)

“some kind of training may be required” (E.7.)

Finally, the lack of adapted resources for the disabled is noted [E.3.]. The regional government is
aware of this and it has launched the Tourism Accessibility Plan of Galicia and the Camino de
Santiago, published in 2016, which begins with an analysis of itineraries and businesses, in which
deficiencies related to signposting [E.7.], information and staff training are detected [E.4.; E.6.;
E.7.]. The result of this plan will also be the Guide to the accessible Camino de Santiago (2015)
and, years later, the Guide of good accessibility practices for the tourism sector of Galicia
(2021).

“Limitations: people for the disabled (...). There is a lack of resources to deal with these people”. (E.3.)

Likewise, for several decades, various agents have been responsible and participated in the
revitalization and enhancement of Camino de Santiago. Given its cross-border nature, and its
recognition as a European Cultural Itinerary by the Council of Europe, it is seen that part of its
maintenance should be financed by Union funds [E.3.2.]. In this way, aid has been received in
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different years for the improvement of some sections of the French Way (European
Commission, 2018, 2019), or for the recovery of the crisis that COVID-19 has caused in the
sector (Tomico, 2021). Likewise, as a World Heritage Site [E.3.2.], UNESCO has encouraged its
identification and sees it for the protection of the resources it contains (Ministry of Culture and
Sport, 2021a). At national level, the Government of Spain has been identified [E.1.; E.3.; E.9.] as
the responsible for the “defence of the cultural, artistic and monumental heritage” and,
therefore, of the Camino de Santiago (C.E., 149; Sanz, 1997). This task is currently carried out
by the Institute of Historical Heritage of Spain [E.1.] of the Ministry of Culture and Sport
(2021b).

There seems to be no doubt about the responsibility held by the autonomous government
concerning the revitalization of the Camino (Gonzalez and Medina, 2003), which is mentioned in
practically all interviews [E.1.; E2.:E.3.;E4.;E.5; E6.2.E7.2; E9.2;;E.10.2]. Given the
distribution of competence contained in the Spanish Constitution, the Xunta de Galicia is
responsible for the management, conservation, protection and promotion of heritage assets
within its area of influence (CE., 148; Sanz, 1997; the Ministry of Culture and Sport, 2021c).
Likewise, some of the participants in the study mentioned the Ministry of Culture of Galicia and
the Xacobeo [E.5.2.; E.6.2.; E.10.2.; Gonzélez and Medina, 2003), sub-organisms integrated in
the Xunta, responsible for the dissemination, promotion and shared defence of this heritage.

At this moment it seems necessary to contextualize that the Autonomous Region of Galicia is
composed of four provinces (A Coruna, Lugo, Ourense and Pontevedra) and each of them has its
respective Provincial Government in charge of the coordination and legal, economic and
technical assistance of the municipalities of its area (FEMP, s.f.). Therefore, several interviewees,
[E.1;E.5.; E.9.], including the representative of the Provincial Government of A Corufa [E.9.]
consider that they should have an active role as senior management bodies, supervising the
cooperation actions between the municipalities that make up the Camino. In addition, the
municipalities have been identified as co-responsible for direct management [E.1.; E.4.] (Pazos-
Justoet al,, 2018; Herrero, 2008) in urban planning, cleaning and streets maintenance, lighting,
ensuring the supply, monitoring compliance with regulations, granting business opening
licenses, etc. In addition, since they are positioned at the lowest level of the administrative chain,
they are the ones who most directly know the reality of the Camino and, therefore, those who
have the greatest capacity to react and/or communicate the problems and needs that may arise.

Another line of intervention is that the role of the Friends of the Pilgrim’s Way to Santiago
Association is highlighted [E.1; E.6.; E.9.; E.10.], made up of public and private entities, whose
work in the promotion, maintenance and enhancement is recognized by the autonomous
government itself (Xunta de Galicia, 2021b). In Spain, these types of associations are also
represented in the Spanish Federation of Friends of the Pilgrim’s Way to Santiago Association
as a coordinating entity at national level (FEAACS, 2021a) [E.6.]. As for these, the figures of the
volunteer hospitaleros appear [E.10]. They are volunteers who, in order to keep the pilgrimage
spirit and customs, offer themselves for the assistance and welcome of pilgrims. They must be
registered and pass a training course (FEAACS, 2021b).

At the company level, some small business owners have joined different Friends of the Pilgrim’s
Way to Santiago Associations or have formed their own groups depending on their activity or
geographical location, such as the Lodging Association (La Voz de Galicia, 2021), the Academy of
Gastronomy (Gastronomy & Co, 2021) or Tineo’s Merchants and Hoteliers Association
(Commerce in Tineo, 2021). Of course, the private sector, since they are the ones who pay



direct attention to pilgrims during their journeys (Gutiérrez, 2018), is considered to have part of
responsibility in the revitalization of the way to Santiago de Compostela [E.1.2.;E.2.5.].

Apart from the civil and administrative area, the Catholic Church itself is recognized as an active
agentin this pilgrimage route [E.7], since they are the managers of a large part of the heritage of
the Camino, as well as the Cathedral of Santiago. This opinion has been shared by one of the
representatives of a city council [E.4] and by the Xunta de Galicia itself [E.10]. It is striking that
one of the people interviewed from one of the tourism companies mentioned that “the church
goes onits own” [E.2.], despite the possible relationships that can be established between
Church and State.

Finally, one of the pilgrims interviewed said that schools are also part of this set of active agents
in the revitalization of the Camino [E.3]. In this sense, and although no other agent mentioned
the academic community, there are several authors who highlight the importance of
transmitting the value of heritage in educational centres in order to sensitize and instruct the
new generations concerning its protection and maintenance (Prats, 2001; Garcia, 2009;
Cuenca, 2013; Fontal, 2016).

As can be seen from various studies (Hall, 1999: Aas, Ladkin and Fletcher, 2005; Albrecht, 2013:;
Siguenciaet al.,, 2016; Balestrieri, & Congiu, 2017; Costa & Lima, 2018; Garcia-Delgado et al.,
2020), collaboration and commitment between stakeholders is a key factor when implementing
transversal and multidimensional projects such as the French Way. Therefore, it is striking that,
in this case, only one hotel company [E.4.], the Xacobeo [E.9.] and the Xunta [E.10.] consider that
there should be a “collective work” between the agents involved or, at least, between the
administrations [E.5.]; while more than half of the participants notes that there is often no
coordinated action [E.2.; E.7.] or that, directly, the institutions “go on theirown” [E.1.; E.6.; E8.].

“the provincial government goes towards one side, associations go towards another one” (E.1)
“sometimes yes, sometimes not” (E.2.)
“Yes, yes. I do think they work pretty well.” (E.4)

“I think that, fortunately, there is a lot of involvement from all administrations” “I think that the
collaboration of the sector should be much more intense (...) that’s where we will surely fail” (E.5)
“I think that the Xacobeo (...)works totally disconnected from the pilgrim’s need” (E.6.)
“Sometimes yes sometimes no” (E.7.)

“Things are done by both sectors (..) but there is no coordination between sectors” (E.8)
“Yes, obviously.” (E.9)

“Yes, (...) but we still have a lot to keep moving forward” (E.10)

However, the fact that the number of associations related to the Camino registered has been
increasing for the last few decades (FEAACS, 202 1a), appears to contradict this perception.
Moreover, given the multisectoral nature of the tourism phenomenon, its success does not
appear to be recognized by the majority of participants [E.1.; E.2.;E4.;E5;E8.;E.9.;E.10.], has
been possible without a certain degree of stakeholder collaboration. In order to contrast this
information, on November 16, 2021, an advanced search is carried out through the Newspaper
Library of the Xunta de Galicia ( ) inwhich those files that
contain the words “agreement”, “collaboration” and “French Way” are filtered. As aresult, 235
documents were obtained. Table 21 shows those that deal with agreements or acts of
collaboration between actors on the French Way. Through them, it is observed that there is a



close collaboration between administrations, especially between the regional government and
the municipalities (A1, A2, A5, A6, A8, A9, A10, Al4, Al16,A17,A19,A20, A22, A30), but also
with large and small companies and local producers (A3, A4, A15,A18, A23,A26,A28,A29),
culture (A7,A12,A25), the Church (A11, A24), volunteering (A13, A21), foundations (A27) and
homeowners of the Camino (A31).

Table 17. Newspaper archive of collaboration agreements between stakeholders of the French way.
Source: Xunta de Galicia newspaper archive (2021).

CODE YEAR ARTICLES THAT SHOW COLLABORATION BETWEEN AGENTS ON THE
FRENCH WAY

The Xunta signs a collaboration protocol with the communities of the Camino
Al 2010 Frances for the coordination of actions in terms of maintenance, conservation
and its promotion

Roberto Varela signs eleven agreements with the Ministry of Development for
A2 2010 the conditioning of the French Way that demonstrate the “the Xunta’s firm com-
mitment to conserve and protect the way”

Xacobeo signs an agreement with Repsol for planting native trees on the French

A3 2012 and Portuguese Ways

A4 2012 The Xacobeo and Begano sign a collaboration agreement for planting native
trees on the English Way - Xunta de Galicia

AS 2012 The Ministry of Culture and Education restores nine sections of the Camino de

Santiago in the province of Lugo - Xunta de Galicia

The “Xunta de Galicia” collaborates with the communities of the French Way to
A6 2012 Santiago to celebrate the 20th anniversary of the declaration of this historical
itinerary as World Heritage

The programme “Music on the Way” promoted by “Turismo de Galicia” (Galicia’s

A7 2013 Tourist Board) will liven up with musical performances on summer afternoons on
the French Way
Xacobeo signs an agreement with municipalities on the French Way so that they
A8 2013 provide pilgrims with specialized tourist information about the Jacobean route

and its cultural resources

“Turismo de Galicia” and the City Council of Santiago sign an agreement for the
adaptation of the Jacobean Route in the municipality - Xunta de Galicia

A9 2013

“Turismo de Galicia” and the municipalities of the French Way will collaborate in
A10 2013 tasks of attention to the pilgrim and maintenance and conservation of the route -
Xunta de Galicia

The Xacobeo and Lugo’s Bishopric agreed to renew the agreement for the open-
ing of the churches on the Camino - Xunta de Galicia

Al1l 2014

The Xunta starts this week the new programme of “Culture on the Way” with
Al12 2014 theatre and magic in Corcubién, Culleredo, Portomarin and Ribadumia - Xunta
de Galicia

A total of 20 boys and girls will participate in Melide’s work camp on the cultural
revitalization of the French Way - Xunta de Galicia

A13 2014
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One hundred municipalities of the Jacobean Routes were registered in the 4th

Al4 2015 edition of the programme “Culture on the Way” by Xunta de Galicia
A15 2016 Companies from 31 municipalities of Lugo and Ourense will be able to partici-
pate in the SICTED courses of the Ribeira Sacra and the French Way
The “Turismo de Galicia” Director presents the SICTED programme to the
Al6 2016
mayors of the French Way
The “Xunta de Galicia” signs a collaboration agreement with the Galician munici-
Al17 2016 .
palities of the French Way
A18 2017 ;Fhe !:rench Wav_ WI|| have a gastronomic route on its best products promoted by
Turismo de Galicia
A19 2017 The Xunta gives more than 1 million euros for the conservation and promotion of
the French Way and the cooperation of Galician municipalities on this route
A20 2017 Turismo de Galicia gives about 46,000 euros to the commonwealth of municipali-
ties of the French Way to improve the signposting of its tourist resources
A1 2018 The Recycling Path campaign recovers 146 tons of paper and packaging in Gali-
cian hostels, almost 50% more than in 2017 - Xunta de Galicia
A22 2018 The Xunta collaborates with Lugo’s Civil Protection groups to reinforce the at-
tention to the pilgrims ofnthe French Way of the Jacobean Route
The Xunta promotes the Galician 100% seal among pilgrims who start today the
A23 2018 ; ;
FrenchWay in O Cebreiro
A24 2018 The churches of the Camino de Santiago will open this summer thanks to the col-
l[aboration between “Turismo de Galicia” and the ecclesiastical entities
The Xunta brings research culture to the Camino de Santiago through the new
A25 2019 P— - B .
program “Pilgrim Science” - Xunta de Galicia
A26 2019 The Xunta promotes in Portomarin the first exaltation of wines of the French
Way in Spain, under the programme “O Teu Xacobeo” - Xunta de Galicia
A7 2019 The Xunta and the “Fundaciéon Once” join to promote universal accessibility on
the Camino de Santiago - Xunta de Galicia
A28 2019 Xunta and Fegamp sign a protocol to improve coordination in the tasks of con-
servation and signposting of the Camino - Xunta de Galicia
Xunta, Ecoembes and municipalities reached more than 60,000 people in 2019
A29 2019 ; _ . o ; ; .
with training and dissemination actions on recycling - Xunta de Galicia
A30 2021 The Xunta collaborates with Arzta’s City Council in the improvement of the area
of Ribadiso through which the French Way goes - Xunta de Galicia
A31 2021 The owners of homes and buildings on the Camino de Santiago will be eligible for

aid of up to 25.000 euros for rehabilitation - Xunta de Galicia

During the interviews, stakeholders were asked if they thought the actors involved in the
Camino shared a common agenda when it comes to managing and organizing the resource. As
the Xunta de Galicia points out, all the actors involved in the Camino de Santiago share common
problems and values [E.10.]. In this sense, the Xacobeo notes an agreement concerning the
promotion [E.9.] And, like one of the hotel companies, also in the concern for the conservation
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and maintenance of this resource [E.4.], as can be seen in several articles of Table 21 (A1, A2, A3,
A4, A5, A19,A20,A21,A30, A31). However, the Provincial Government recognizes that work
still needs to be done so that the private sector sees the advantages of collaboration [E.5.]. Like
Costa and Lima (2018), some interviewees consider that the existence of particular interests
hinders the development of a common agenda [E.7.; E.8.], since the actors involved seem to seek
only their economic [E.1.] and particular interest [E.2.]. In this sense, several pilgrims have
denounced, on occasion, the malpractice of some catering establishments near the French Way,
by manipulating the signs and deceiving walkers to go on another route (Muela, 2018).

“There are many differences and few points in common. The only point in common that they have is to see
what we can get out of the Camino de Santiago, that is, everyone sees the wealth (...) in the economic part”
(E.1)

“we are all very moved by the particular interest and bringing those interests together on the agenda is
complicated” (E.2)

“We don't (...) have to (...) work intensively with the private sector and let them see that collaboration
makes us stronger” (E.5)

“sometimes a lot of particular interest and bringing those interests together on the agenda is complicated”
(E.7)

“No, they do not share it, each one goes on their own. The public sector does its own thing and the private
sector does others, but without coordination” (E.8)

“Well, mainly, undoubtedly. The common agenda is the promotion, the sustainable maintenance of the
path” (E.9)

“In most cases we share common problems and values” (E.10)

However, carrying out a review of the difficulties or limitations that are seen in the cooperation
process, as mentioned in the previous section and as indicated in the research by Costa and

Lima (2018), it seems that the main difficulty could lie in the predominance of particular
interests, above the generalones [E.1.;E.2.; E4.;E.7;E.8.]. Likewise, there is a lack of trainingin
the sector and in the pilgrims themselves [E.6.] and a certain slowness in the channels of
communication and information [E.9.]. In this sense, Padin and Pardellas (2015) also pointed out,
as part of the problems of the French Way, the inefficiency in the management by local
administrations in terms of information, both in its availability, and in the collection and
communication of tourist data.

Furthermore, the regional government states that, given its size and diversity, the management
of the Camino is complicated [E.10.], since it requires a comprehensive vision (Porcal et al.,
2012) and the coordination of various public and private authors, individual and collective
(Merinero and Zamora, 2009). It should be remembered that the French Way crosses two
provinces and eleven municipalities where local populations, merchants and hoteliers who
develop different activities live. Their role is fundamental in the success or failure of tourism
development (Andriotis and Vaughan, 2003; Feifan, 2020). Specifically, one of the pilgrims
praises the work of the International Pilgrims’ Federation, where the opinion of Associations
from more than one hundred countries is pooled [E.6.] (FEAACS, 2021a). “The International
Pilgrims’ Federation, where the Associations of more than a hundred countries and the whole
world are, has an opinion here, which is usually always the same and the common one” (E.4)



It is striking that the Provincial Government points out the “little packaging” as a point to
improve [E.5.], when the Xunta noticed that “an experience has been packaged” [E.10.] as a
negative aspect. In terms of this, it is possible that the Provincial Government refers to the
scarce initiative of joint promotion by the municipalities, as indicated by Padin and Pardellas
(2015) However, the Xunta relates it to the massification and touristifisation, which put at risk
the survival of the values of the Camino and the local identity (Precedo, Revilla and Miguez,
2007).

“there is alot of pressure from groups of hoteliers, tourist groups and others” (E.1)

“Inorder to achieve something in common someone has to sacrifice part of his own in favour of others”
(E.2)

“I think they work pretty well” “Although each one pulls for his own, | think the general spirit is fine, they
are well taken and normally the administrations collaborate with each other and they usually understand
each other quite well with the private sector” (E.4.)

‘I think that the great problem of Galicia (...) is the little packaging (...) it is necessary to put the agents in
common and look for that in the showcase, in the market (...) due to lack of collaboration between sub-
segments of tourism we are losing to offer the public (...) very complete holiday experiences, very diverse”
(E.5.)

“asin everything to get something in common sometimes you have to sacrifice part of your own in favour
of others” (E.7))

“Sometimes you go to talk to the hoteliers and it is true that they are going to ask for a series of fixed
demands but they are stuck in it is necessary to have a broader perspective that should be encouraged by
the Xunta de Galicia and the central government” (E.8)

“Well, the channels of communication and information, the speed in which the information arrives” (E.9)

“There are many entities that are about the Camino, which sometimes makes it difficult to manage all the
needs and issues” “The dimension and diversity of the Camino is what makes its management so
extremely complex and makes it necessary to approach it from a multidisciplinary point of view.” (E.10)

The resurgence of the Camino de Santiago, consolidated as a model of historical-cultural tourist
destinations (spiritual and religious), can be understood as the consequence of the creation of a
new product aligned with the new motifs of contemporary tourism (Lois, 2013). It has been
necessary to involve the collaboration of the public, private and third sector sectors (Manfredi,
2019). Specifically, Pazo-Justo et al. (2018) point out 3 main actors in the current
institutionalization of the pilgrimage: State, Xunta de Galicia and City Councils to which Herrero
(2008) adds the Friends of the Pilgrim’s Way to Santiago Association and the Catholic Church.
All of them have been counted for this study and, therefore, they have been asked with which
agents of the Camino de Santiago establish relationships with the objective, mainly, of
identifying social networks and respective power structures, and to determine the effects of
tourism and the problems derived from these processes (Hardy, 2005; Garcia-Delgado et al.,
2020). Specifically, during the interview they were asked to indicate whether or not they had
dealings with the following entities: provincial, local, regional government; pilgrim tourists;
hoteliers or sector associations; church; associations.

One of the municipalities, the Church, the Xacobeo and the Xunta de Galicia claim to be related
to all the actors proposed by the interviewers [E.2.; E.7.; E.9.; E.10.]. For its part, the other
municipality mentions only the “Deputacion de Lugo” (Lugo’s Provincial Government) [E.8.]. One
of the hotel companies mentions the regional government and the Camino management,



pilgrims and Friends of the Pilgrim’s Way to Santiago Associations and the hoteliers [E.1.] The
Provincial Government refers to local governments, an association of businessmen and two
entities of the regional government (Turismo de Galicia and el Xacobeo) [E.5.]. Regarding the
two pilgrims and one of the hotel companies [E.3.; E.6.; E.4.] relationships cannot be established,
as no answer has been received on this question.

Based on the answers obtained about which agents the interviewees establish relationships
with, Table 22 is elaborated, in which the criteria have been taken into account:

It starts from a square matrix, where they appear (actors, actors=row, column)

The matrix is binary. The presence of relationship between actors is indicated with 1 and
the absence of it with O.

The relationship is always bidirectional, that is, if one actor refers to another, that other
is also considered to be related to the first, even if it has not been named (it is not a real
relationship)

In those cases that have been claimed to have contact with all the actors, the entire row
and column in which that agent appears has been marked 1.

The actors are generic, that is, if it is mentioned, for example, Lugo’s Provincial
Government [E.8.], it is indicated that the actor has contact with the Provincial
Government, even if it is from another province.

The diagonal of the matrix is O (no agent establishes a relationship with itself).

Table 18. Matrix with relationships between actors in the French Way. *E.1 Hotel Business, E.2 Local
government, E.3 female Pilgrim, E.4. Hotel Business, E.5. Provincial Government, E.6. Male Pilgrim, E.7.
Church, E.8. Local Government, E.9. XACOBEO, E.10 Xunta.

0 1 1 1 0 1 1 0 1 1
1 0 1 1 1 1 1 1 1 1
0 1 0 0 0 0 1 0 1 1
0 1 0 0 0 0 1 0 1 1
1 1 0 1 0 0 1 1 1 1
0 1 0 0 0 0 1 0 1 1
1 1 1 1 1 1 0 1 1 1
0 1 0 0 1 0 1 0 1 1
1 1 1 1 1 1 1 1 0 1



With the data from the matrix, and based on the interviewees’ responses, the network of
relationships is generated in UNICET (Figure 49). It shows that agents E.2. (Town Hall), E.7.
(Church), E.9. (Xacobeo) and E.10. (Xunta) are the ones that receive the greatest number of ties
and, therefore, those that establish the most relationships with the rest.

Figure 49. Map of relationships between stakeholders of the French Way.

If the relationship nodes are added to the previous network (Figure 50), it is seen that the E.3
agents. (Pilgrim), E.4. (Hotel company) and E.é. (Pilgrim) are the ones with the fewest
relationships, with only four links each, followed by E.8. (City Council), with five ties. However,
E.2,E7,E9 and E 10. are the alter of all of them.

Figure 50. Network of relationships between stakeholders of the French Way with nodes.

From the adjacency matrix, and in order to check if there are practices of cooperation and
collaboration between the actors of the network, the UNICET software has allowed, as previous
studies indicate (Prat and Canoves, 2014; Merinero and Puido, 2016), the obtaining of three
types of indicators:

e Density indicates the proportion of existing relationships (Merinero and Pulido, 2009)
over the total possible relationships. In this sense, the graphic representation of the
network shows the richness of the relationships that are established between the
tourist actors involved as the most outstanding aspect. The network has a high density
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index and 74.4% of all possible relationships occur, that is, practically all the actors are
related to each other.

Cohesion shows the effort required for one actor to reach another in the network by
specifying the degree of compactness of the network (“‘compactness”) (Requena, 2003).
In this case, 67 ties have been detected in total, which means an average connection of
43.6% for each individual.

Next, Table 23 shows the distance between actors, or what is the same, the value that
shows the steps that an individual must take to reach another (Suérez, n.d.). Geodesic
distance represents the number of loops in the shortest (optimal) path from one node to
another. In this case, the higher values show a lower ability to reach the rest of the
individuals. Again, those agents who claimed to have a relationship with everyone else
[E.2:E.7.;E.9. E.10] show a unit node, that is, they are the closest and have a direct
relationship with the rest.

Table 19. Geodesic distance of the matrix of relationship between actors of the French Way.

0 1 1 1 2 1 1 2 1 1
1 0 1 1 1 1 1 1 1 1
2 1 0 2 2 2 1 2 1 1
2 1 2 0 2 2 1 2 1 1
1 1 2 1 0 2 1 1 1 1
2 1 2 2 2 0 1 2 1 1
1 1 1 1 1 1 0 1 1 1
2 1 2 2 1 2 1 0 1 1
1 1 1 1 1 1 1 1 0 1
1 1 1 1 1 1 1 1 1 0

Centrality establishes the direct relationships that each actor in the network has
(“negree”); the degree of intermediation of this network (“betweenness”), the actors
found in a better position as intermediaries and the “closeness”, which calculates the
sum of the shortest paths that link each actor with the rest (Hanemann, 2000; Molina,
2001). As reflected in Table 24, those agents that have a higher indicator are considered
more influential or prestigious. It is, again, the City Council [E.2.], the Church [E.7 ], the
Xacobeo [E.8.] and the Xunta [E.8.] that hold greater values and, therefore, a greater
position of power before the rest.



Table 20. Degree of centrality based on the matrix of relationship between actors of the Camino.

1 2 3 4
OUTDEG INDEG nOUTDEG nINDEG
1 E.1 7,000 5,000 0,778 0,556
2 E.2. 9,000 9,000 1,000 1,000
3 E.3. 4,000 5,000 0,444 0,556
4 E.4. 4,000 6,000 0,444 0,667
5 E.5. 7,000 5,000 0,778 0,556
6 E.6. 4,000 5,000 0,444 0,556
7 E.7. 9,000 9,000 1,000 1,000
8 E.8. 5,000 5,000 0,556 0,556
9 E.9. 9,000 9,000 1,000 1,000
10 E.10. 9,000 9,000 1,000 1,000

From the previous results it can be deduced that the Xunta [E.10.] and the Xacobeo [E.?], the
City Council [E.2.], as pointed out by authors such as Pazos-Justo et al. (2018), are the main
actors that interact in pursuit of the dynamization and rehabilitation of the Camino. But also the
Church [E.7.] (Herrero, 2008; Tilson, 2005), hosting companies [E.1.] and provincial
governments [E.5.]. On the opposite side we find the pilgrims [E.3.; E.6.], which barely exercise a
relationship with the rest of the entities. In order to represent graphically the importance of
each one, a network was generated in UCINET (Figure 51) in which the size of each node
reflects its relevance in the set of relationships.

"\\ / S !ﬂ% ’//,/ <
\ e # X
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Figure 51. Network of relationships between stakeholders of the French Way with nodes and by size.
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Today, pilgrimage destinations are multifunctional (Liro et al., 2017; Sotjan and Liro, 2020).
Indeed, with the passage of time, the idea of the Camino has evolved towards an image of a
cultural landscape built on a sacred space (Lois and Lopez, 2012), that is, what was previously
considered sacred is changing and opening up to forms secular tourism.

The secularizing transformation of the Jacobean pilgrimage has been the result of its conversion
into “cultural heritage”, of the loss of its control by the Church and of the appropriation of its
symbolic capital by different actors who propose interpretations and resemantizations
(Herrero, 2008 ). The resurgence of the Camino de Santiago, consolidated as a model of
historical-cultural (spiritual and religious) tourist destinations, can be interpreted as well as the
consequence of the creation of a new product in line with the new motivations of contemporary
tourism (Lois, 2013) .

Under these considerations, a good dynamic of cooperation and participation is necessary, as
well as better coordination of the actions that are carried out and to count on the involvement of
the local population in the promotion and defence of this project as one more axis to achieve a
greater social and economic development (Garcia-Delgado et al., 2020) .In any case, as Trono
(2015) observes, only a certain type of synergy between the Church, the state and other
stakeholders can lead to better experiences and better management of religious tourism.

In fact, different researchers have been developing a set of approaches about the mechanisms
of collaboration that facilitate a cooperative approach between the interested parties in the
decision-making processes so that, in the planning and management actions of these
destinations, it is possible to accommodate multiple interests, many of them even opposites
(Cruz and Pulido, 2012). In the case of the French Way there is still no conflictive dimension to
use the same spaces in the different modalities. Perhaps this coexistence of interests lies
precisely in the welcoming origins of the Camino (Moscarelli et al., 2020). However, it is
necessary to configure analytical models that really show that there is an association between
the networks of actors and the level of development (Merinero, 2010), which is precisely what
this study brings.

After studying the stakeholders’ opinion and despite the importance of the coordination effort
to guarantee the combination of policies related to active conservation, the regeneration of the
territorial system and the promotion of cultural and religious tourism, it can be concluded that,
(Balestrieri and Congiu, 2017), difficulties are observed in the interaction between the different
sectors involved in the case of the French Way. However, there is a predisposition to overcome
and search for consensual solutions. Undoubtedly, pilgrimage routes play a significant role as an
instrument of articulation, cooperation and territorial cohesion, as it has already been made
clear through the signing of different agreements of an interregional nature for their planning,
promotion and management (Porcal et al., 2012). Probably this fact has also facilitated that
there is a great communication between a high percentage of agents (more than 70%).
However, although there is communication, it does not seem that this is reflected in better
coordination since the agents continue to highlight the need to work on an adequate structure
of cooperation and participation as well as better coordination of the actions carried out.

As main agents, the Xunta [E.10.], the central axis of communications, stands out, as well as the
Xacobeo [E.9], the Church [E.7] and the City Council [E.2.] Thus, they are those who hold a
greater position of power before the rest. However, at the local level there are discrepancies, as
well as in the business field, detecting a possible lack of interest or inefficiency in cooperation
and coordination by some organizations in terms to the rehabilitation of the French Way, similar



to the conclusions reached by Padin and Pardellas (2015) or Porcal et al., (2012), among others.
Of course, these results also show the importance not so much of the institution itself but of the
people behind the entities and their ability to relate and know how to work collaboratively with
the rest of the agents involved.

In this research we focus on the French Ways to Santiago, to extract some fundamental ideas
for the diagnosis and management of the route that can be transferred to other pilgrimage
routes.

As limitations of the paper, it should be noted that in this study neither interviews have been
collected with the Friends of the Pilgrim’s Way to Santiago Association, despite being
mentioned as main actors on several occasions, nor representation of the local population, also a
fundamental pillar to achieve economic development (Garcia-Delgado et al., 2020) so that in
future research it will also be necessary to take them into consideration.

[1] The Xuntais defined in the Statute of Autonomy, passed in 1981, as a body of the Government of
Galicia. Currently, the Xunta is composed of the president and eleven ministers. The region exercises its
administrative functions through the Xunta, its entities and dependent bodies (Xunta de Galicia, 2021a).

[2] The municipality constitutes the basic and essential level of the territorial organization of Galicia,
regulated by Law 5/1997, of July 22, on Local Administration of Galicia.

Aas, Ch., Ladkin, A. & Fletcher, J. (2005). Stakeholder Collaboration and Heritage Management.
Annals of Tourism Research, 32(1), pp. 28-48. DOI:

Albrecht, J.N. (2013). Networking for sustainable tourism-towards a research agenda. Journal of
Sustainable Tourism, 21(5), 639-657. DOI:

Alonso Gonzalez, P. (2018). “The Camino is Alive”: Minor Logics and Commodification in the
Camino de Santiago. Anthropological Quarterly, 91(3), 269-999. DOI:

Alvarez-Sousa, A., Rod riguez, A. G., & Valifia, M. A.G.(2010). Estructura organizativa e imagen
promocional del Camino de Santiago. Rotur: revista de ocio y turismo, 3(1), 11-38. DOI:

Andrade-Suérez, M. J.,, & Caamano-Franco, . (2016). Laimagen del Camino de Santiago: Andlisis
de su representacion promocional como producto turistico. Tourism & Management
Studies, 12(2), 38-46. Retrieved from

Andriotis, K. & Vaughan, R.D. (2003). Urban residents’ attitudes toward tourism development:
The case of Crete. Journal of Travel Research, 42(2), 172-185. DOI:

Arifo Villarroya, A. (2002). La expansion del patrimonio cultural. Revista de Occidente, (250), pp.
129-150. Retrieved from

Asociacion de Academias de Gastronomia del Camino de Santiago. (2014) Gastronomia & Cia.
Retrieved from



Balestrieri, M., & Congiu, T. (2017). Rediscovering rural territories by means of religious route
planning. Sustainability, 9(3), 363. DOI: https://doi.org/10.3390/su9030363

Bande Ramudo, R. (2020). El impacto de la crisis sanitaria del COVID-19 sobre la capacidad de

carga turistica del Camino Francés. [Proxecto de Investigacion da Catedra do Camifio de Santiago

e as Peregrinacions]. Universidade de Santiago de Compostela. Retrieved from

https://www.catedradelcaminodesantiago.com/media/uploads/1598952634 El impacto del
COVID-19 capacidad carga turistica camino_frances.pdf

Asociaciones Camino de Santiago- Vive el Camino (s.f.). Asociaciones (2). La Voz de Galicia.
Retrieved from https://vivecamino.com/asociaciones/

Bramwell, B.and A. Sharman (1999). Collaboration in Local Tourism Policymaking. Annals of
Tourism Research 26(2), pp. 392-415. DOI: https://doi.org/10.1016/50160-7383(98)00105-4

Bramwell, B. & Lane, B. (1999). Collaboration and Partnerships for Sustainable Tourism. Journal
of Sustainable Tourism, 7 (3-4), pp. 179-181.

Briedenhann, J., Wickens, E. (2004). Tourism routes as a tool for the economic development of
rural areas—vibrant hope or impossible dream? Tourism Management, 25(1), pp. 71-79, DOI:
https.//doi.org/10.1016/50261-5177(03)00063-3

Coleman, S. (2002). Do you believe in pilgrimage? Communitas, contestation and
beyond. Anthropological theory, 2(3), 355-368. DOI:
https://doi.org/10.1177/1463499602002003805

Comercioen Tineo (s.f.). ;Quiénes somos? Retrieved from https://comercioentineo.es/quienes-
somos-2/

Comision Europea (2018). EI Camino Primitivo, la ruta para los peregrinos desde el siglo IX. Politica
Regional - Comisiéon Europea. Retrieved from

https://ec.europa.eu/regional policy/es/newsroom/news/2018/04/24-04-2018-the-
primitive-way-the-path-for-pilgrims-since-9th-century

Comision Europea (2019). EI Camino Primitivo de Santiago renovado con financiacion de la UE.
Politica Regional - Comision Europea. Retrieved from

https://ec.europa.eu/regional policy/es/projects/Spain/primitive-way-of-st-james-
renovated-with-eu-funding

Constitucién Espanola. Boletin Oficial del Estado, 29 de diciembre de 1978, nim. 311, p. 29333.
Retrieved from https://www.boe.es/eli/es/c/1978/12/27/(1)/dof/mul/pdf

Costa, T., & Lima, M. J. (2018). Cooperation in tourism and regional development. Tourism and
Management Studies, 14(4), 50-62. Retrieved from
https://dialnet.unirioja.es/servlet/articulo?codigo=6802775

Council of Europe (2021). Camino de Santiago de Compostela. Itinerarios culturales. Retrieved
from https://www.coe.int/es/web/cultural-routes/the-santiago-de-compostela-pilgrim-
routes

Cruz, G. M., & Pulido-Fernandez, J. 1. (2012). Dindmica relacional interorganizacional para el
desarrollo turistico. Los casos de Villa Gesell y Pinamar (Argentina). Revista de estudios regionales,
(94), 167-194. Retrieved from https://core.ac.uk/download/pdf/20572545 pdf

reach out!

131



Cuenca Lépez, J. M. (2013). El papel del patrimonio en los centros educativos: hacia la
socializacion patrimonial. Tejuelo. Diddctica de la Lengua y la Literatura (19) (2014), pags. 76-96.
Retrieved from

Di Giovine, M. A. (2011). Pilgrimage: Communitas and contestation, unity and difference-An
introduction. Tourism: an international interdisciplinary journal, 59(3), 247-269. Retrieved from

Di Giovine, M. A. (2013). Apologia pro turismo: Breaking inter-and intra-disciplinary boundaries
in the anthropological study of tourism and pilgrimage. Journal of Tourism Challenges and Trends,
6(2), pp. 63-69. Retrieved from

Di Giovine, M. A. & Choe, J. (2019) Geographies of religion and spirituality: pilgrimage beyond
the “officially” sacred. Tourism Geographies, 21(3), 361-383, DOI:

Digance, J. (2003). Pilgrimage at contested sites. Annals of tourism research, 30(1), 143-159.
DOI:

Eade, J., & Sallnow, M. J. (Eds.). (2000). Contesting the sacred: the anthropology of pilgrimage.
Oregon, Estados Unidos: Wipf and Stock Publishers.

Federacion Espanola de Asociaciones de Amigos del Camino de Santiago (s.f.a). Federacion
Espafola de Asociaciones de Amigos del Camino de Santiago. Retrieved from

Federacion Espanola de Asociaciones de Amigos del Camino de Santiago (s.f.b). Hospitaleros
Voluntarios. Retrieved from

Feifan Xie, P.; Younghee Lee, M.; Jweng-Chou, J. (2020) Assessing community attitudes toward
industrial heritage tourism development. Journal of Tourism and Cultural Change, 18, 237-251.

Federacion Espanola de Municipios y Provincias- FEMP (s.f.). Las competencias de las
diputaciones provinciales o entidades equivalentes y sus funciones de coordinacion tras la
aprobacionde laley 27/2013 de racionalizacion y sostenibilidad de la administracion local.
Retrieved from

Fernandes, C., Pimenta, E., Goncalves, F., & Rach3o, S. (2012). A new research approach for
religious tourism: The case study of the Portuguese route to Santiago. International Journal of
Tourism Policy, 4(2),83-94. DOI:

Fontal Merillas, O. (2016). Educacion patrimonial: retrospectiva y prospectivas para la proxima
década. Estudios pedagogicos, 42(2). DOI:

Gantes, Y. (2018). El Camino de Santiago, en riesgo de morir de éxito frente al recorrido portugués.
Madrid: El Economista.es Retrieved from



Garcia Valecillo, Z. (2009). ; Cémo acercar los bienes patrimoniales a los ciudadanos? Educacion
Patrimonial, un campo emergente en la gestion del patrimonio cultural. PASOS. Revista de
Turismo 'y Patrimonio Cultural. 7(2), pp. 271-280. DOI:

Garcia-Delgado, F. J., Martinez-Puche, A, & Lois-Gonzélez, R. C. (2020). Heritage, tourism and
local development in peripheral rural spaces: mértola (baixo alentejo, Portugal). Sustainability,
12(21),9157. Retrieved from

Gomez-Ullate, M. (2016). Stakeholders, networks and fragility in pilgrimage cultural routes. En
Ochoa Siguencia, L., Gomez-Ullate, M., Kamara, A. (Ed.), Cultural Management and Tourism in
European Cultural Routes: from theory to practice, (pp. 90-108). Czestochowa, Polonia: Publishing
House of the Research and Innovation in Education Institute. Retrieved from

Gonzélez, R., & Medina, J. (2003). Cultural tourism and urban management in northwestern
Spain: The pilgrimage to Santiago de Compostela. Tourism Geographies, 5(4), 446-460. DOI:

Grupo Ciudades Patrimonio de la Humanidad de Espana (2021). Santiago de Compostela.
Retrieved from

Gutiérrez Fernandez, V. (2018). El Camino de Santiago: Marketing territorial y ecosistema multi-
actor desde una perspectiva service dominant logic (Trabajo Fin de Méster). Universidad de Ledn,
Ledn. Retrieved from

Hall, C. M. (1999). Rethinking collaboration and partnership: A public policy perspective. Journal
of Sustainable Tourism, 7(3-4), pp. 274-289, DOI:

Hanneman, R. A. (2000). Introduccién a los métodos del andlisis de redes sociales. Riverside,
Estados Unidos. California University. Retrieved from

Hardy, A. (2005). Using grounded theory to explore stakeholder perceptions of tourism. Journal
of tourism and cultural change, 3(2), 108-133. DOI:

Herrero Pérez, N. (2008). La recuperacién de la peregrinacion jacobea: aportaciones al debate
acerca de las relaciones entre turismo y peregrinacion. In Cornejo, M., Cantén, M. & Blanes, R. L.
(Ed.) Teorias y prdcticas emergentes en antropologia de la religion (pp. 123-138). Donostia,

Espafna: Ankulegi Antropologia Elkartea. Retrieved from

Krippendorf, J. (1982). Towards new tourism policies: The importance of environmental and
sociocultural factors. Tourism management, 3(3), 135-148. DOI:



Ley 5/1997,de 22 dejulio, de Administracion local de Galicia. Diario Oficial de Galicia, n® 149, del
martes, 5 de agosto de 1997, pag. 7539. Retrieved from

Liro, J., Sotjan, I., & Bilska-Wodecka, E. (2018). Spatial changes of pilgrimage centers in
pilgrimage studies: review and contribution to future research. International Journal of Religious
Tourism and Pilgrimage, 6(3). Retrieved from

Liutikas, D. (2020). Management of Pilgrimages in Lithuania: Resources, Stakeholders and
Projects. International Journal of Religious Tourism and Pilgrimage. 8(2), pp. 44-61. DOI:

Lois Gonzélez, R. C. (2013). The Camino de Santiago and its contemporary renewal: Pilgrims,
tourists and territorial identities. Culture and Religion, 14(1), 8-22. DOI:

Lois Gonzélez, R. C., Santos-Solla X. M. & Taboada-De-Zuniga, P. (Ed.) (2014). New Tourism in the
21st Century: Culture, the City, Nature and Spirituality. Cambridge, Estados Unidos: Cambridge
University Press.

Lois Gonzélez, R.C., Lopez, L. (2012). El Camino de Santiago: una aproximacion a su caracter
polisémico desde la geografia cultural y el turismo. Documents d’Analisi Geografica, 58(3), pp.
459-479. Retrieved from

Lois-Gonzélez, R. C., & Santos, X. M. (2015). Tourists and pilgrims on their way to Santiago.
Motives, Caminos and final destinations. Journal of Tourism and Cultural Change, 13(2), 149-164.
DOI:

Lopez, L., & Lois Gonzélez, R. C. (2021). La nueva normalidad en el Camino de Santiago:
reflexiones para el futuro. Revista Galega de Economia, 30(3), pp. 1-16. DOI:

Manfredi Sdnchez, J. L. (2019). Xacobeo: the international press’ perception of the Way of St
James (2009-2017). Methaodos. revista de ciencias sociales, 7(2), pp. 198-212. DOI:

Martin Duque, C. (2014). El Camino de Santiago primitivo a su paso por Asturias, estudio de una
ruta cultural desde la perspectiva turistica. Cuadernos de turismo, (33), pp. 233-249. Retrieved
from

Martin Duque, C. (2017). Los impactos del turismo en el Camino de Santiago Francés: una
aproximacion cualitativa. methaodos. Revista de ciencias sociales, 5(1), 62-73. DOI:

Mcleod, M. T, Vaughan, D.R., & Edwards, J. (2010). Knowledge networks in the tourist sector
of the Bournemouth, Poople and Christcurch conurbation: preliminary analysis. Service
Industries Journal, 30(10), pp. 1651-1667.DOI:

Medeiros de Araujo, L., and B. Bramwell (1999). Stakeholder Assessment and Collaborative
Tourism Planning: The Case of Brazil’s Costa Dourada Project. Journal of Sustainable Tourism,
7(3-4), pp. 356-378.DOI:



Merinero Rodriguez, R. (2010). Desarrollo local y andlisis de redes sociales: el valor de las
relaciones como factor del desarrollo socioecondmico. Redes. Revista hispana para el andlisis de
redes sociales, 18, pp. 277-304. Retrieved from

Merinero Rodriguez, R., & Pulido Fernandez, J. 1. (2016). Analysing relationships in tourism: A
review. Tourism Management, 54, pp. 122-135. DOI:

Merinero Rodriguez, R., & Zamora Acosta, E. (2009). La colaboracién entre los actores turisticos
en ciudades patrimoniales. Reflexiones para el analisis del desarrollo turistico. Pasos: Revista de
Turismoy Patrimonio Cultural, 7(2), pp. 1695-7121. Retrieved from

Merinero Rodriguez, M. & Pulido Fernandez, J. 1. (2009). Desarrollo turistico y dindmica
relacional. Metodologia de analisis para la gestion activa de destinos turisticos. Cuadernos de
turismo, (23), 173-194. Retrieved from

Ministerio de Culturay Deporte (s.f.a). Camino de Santiago Patrimonio Mundial. Retrieved from

Ministerio de Culturay Deporte (s.f.b). Instituto del Patrimonio Cultural de Espafa. Retrieved
from

Ministerio de Culturay Deporte (s.f.c). Gestion del Patrimonio Cultural en las Comunidades
Auténomas. Retrieved from

Molina, J. L. (2001). El andlisis de redes sociales. Una introduccion. Barcelona, Espafa: Bellaterra

Moscarelli, R., Lopez, L. & Lois Gonzélez, R. C. (2020). Who is interested in developing the way of
Saint James? The pilgrimage from faith to tourism. Religions, 11(1), p. 24. DOI:

Muela, D. (2018). Ponferrada, en pie de guerra contra la ‘ruta pirata’ del Camino de Santiago. Madrid,
El Pais.es. Retrieved from

Murphy, P. E. (1983). Tourism as a community industry. An ecological model of tourism
development. Tourism Management, 4(3), pp. 180-193. DOI:

Nunkoo, R., & Gursoy, D. (2012). Residents’ support for tourism: An identity perspective. Annals
of tourism research, 39(1), pp. 243-268. DOI:

Nunkoo, R., & So, K. K. F. (2016). Residents’ support for tourism: Testing alternative structural
models. Journal of Travel Research, 55(7), pp. 847-861. DOI:

Obelleiro, P. (2020). La Iglesia compostelana posee 1.677 bienes urbanos de uso no religioso, una
cuarta parte de su patrimonio total. Madrid: El Diario.es. Retrieved from



Oficinadel Peregrino (2021). Estadisticas. Retrieved from

@ian, H. (2019). Pilgrim routes as contested spaces in Norway, Tourism Geographies, 21(3), pp.
422-441,DOI:

Padin, C. & Pardellas de Blas, X. (2015). Patrimonio y turismo sostenible en el Camino de
Santiago: la gestion de las administraciones locales del itinerario francés en Galicia. Pasos.
Revista de Turismo y Patrimonio Cultural. 13(6), pp. 1413-1423.2015. DOI:

Pansiri, J. (2009). Strategic motives for alliance formation in the travel sector of tourism.
International Journal of Hospitality and Tourism Administration, 10(2), pp. 143-173.

Pardellas de Blas, X. X. & Padin Fabeiro, C. (2014). EI Camino de Santiago portugués en Galiciay
las estrategias turisticas locales. Revista de analisis turistico, (17), 51-59. Retrieved from

Pazos-Justo, C., Sanmartim, R., & Del Rio, M. (2018). Reinventio e unanimidade. Impacto das
politicas culturais e turisticas na Comunidade local de Santiago de Compostela. SEMATA:
Ciencias Sociais e Humanidades, 30. DOI:

Pereiro, X. (2019). Turismo y peregrinacion, dos caras de la misma moneda: el camino portugués
interior de Santiago de Compostela. Cuadernos de Turismo, (43), 407-434. DOI:

Piva, E., Cerutti, S., & Raj, R. (2019). Managing religios Tourism. In Griffiths, M. & Wiltshier, P
(Ed.). Managing the Sacred: a governance perspective for religios tourism destinations. (pp. 10-21).
Wallingford, Reino Unido: Cabi.

Porcal Gonzalo, M. C., Diez Angulo, A. & De Heredia, J. (2012). Dimension territorial y turistica
de la Ruta Norte del Camino De Santiago en el Pais Vasco: distintas concepciones, valoraciones

y propuestas de intervencion sobre un fendmeno multifacético. Boletin de la Asociacion de
Gedgrafos Esparioles. (58). DOI:

Prat Forga, J. M., & Canoves Valiente, G. (2014). Las rutas del vino del Emporday del Prioraty
su dindmica relacional. Dos destinos con diferente grado de desarrollo del turismo enolégico y
una dinamica relacional similar. Estudios Geogrdficos, 75(277), pp. 683-705. DOI:

Prats, J. (2001). Valorar el patrimonio histérico desde la educacion: Factores para una mejor
utilizacion de los bienes patrimoniales [1]. Published in J. Morales, M? C. Bayod, R. Lépez, J.
Pratsy D. Buesa (Ed.). Aspectos diddcticos de las ciencias sociales.15. Zaragoza, Espafia: ICE de la
Universidad de Zaragoza. Retrieved from

Precedo Ledo, A., Revilla Bonin, A. & Miguez Iglesias, A. (2007). El turismo cultural como factor
estratégico de desarrollo: el Camino de Santiago. Estudios Geogrdficos, LXVII1(262), pp. 205-234.
Retrieved from



Pulido, J.I. (2010). Las partes interesadas en la gestion turistica de los parques naturales
andaluces. Identificacion de interrelaciones e intereses. Revista de Estudios Regionales, 88, pp.
147-175. Retrieved from

Quiroga, A. (2003). Introduccion al andlisis de datos reticulares. Barcelona, Espafia: Universidad
Pompeu Fabra. Retrieved from

Requena Santos, F. (2003). Andlisis de redes sociales. Origenes, teorias y aplicaciones. Madrid,
Espana: Editorial Alianza.

Romanelli, M., Gazzola, P., Grechi, D., & Pollice, F. (2021). Towards a sustainability-oriented
religious tourism. Systems Research and Behavioral Science, 38(3), 386-3%96. DOI:

Roxas, F.M.Y_ Rivera, J. P.R, & Gutierrez, E. L. M. (2020). Framework for creating sustainable
tourism using systems thinking. Current Issues in Tourism, 23(3), pp. 280-296. DOI:

Sanchez-Carretero, C. (2012). Heritage Regimes and the Camino de Santiago: Gaps and Logics.
In Bendix, R. F., Eggert, A. & Peselmann, A. (Ed.). Heritage Regimes and the State (pp. 141-156).
Gottingen, Alemania: Gottingen University Press.

Santos Solla, X. M. (2006). EI Camino de Santiago: Turistas y Peregrinos hacia Compostela.
Cuadernos de Turismo, (18), pp. 135-150. Retrieved from

Sanz Larruga, F. J. (1997). Laproteccion juridica del Camino de Santiago. Retrieved from

Sautter, E. T. & Leisen, B. (1999). La gestion de las partes interesadas. Un modelo de
planificacién turistica. Annals of Tourism Research, 1(1), pp 109- 119. Retrieved from

Scott, N.; Baggio, R. & Cooper, C. (2008). Network Analysis ant Tourism. From Theory to
Practice. En Cooper, C., Hall, C. M., Timothy, D. (Ed.). Aspects of Tourism 35. Clevedon, Reino
Unido: Channel View Publications. Retrieved from

Shinde, K. A. (2018). Governance and management of religious tourism in India. International
Journal of Religious Tourism and Pilgrimage, 6(1), DOI:

Siguencia, L., Gémez-Ullate, M., Kamara, A. (2016), Cultural Management and Tourism in European
Cultural Routes: from theory to practice. Czestochowa, Polonia: Publishing House of the Research
and Innovation in Education Institute. Retrieved from



Sotjan, I, & Liro, J. (2020). The changing roman catholic pilgrimage centres in Europe in the
context of contemporary socio-cultural changes. Social & Cultural Geography, pp. 1-24. DOI:
https://doi.org/10.1080/14649365.2020.1739322

Somoza Medina, X. & Lois Gonzélez, R. C. (2017). Ordenacién del Territorio y estrategias de
planificacién enlos Caminos de Santiago Patrimonio Mundial. Investigaciones Geogrdficas, (68),
pp. 47-63. DOI: https://doi.org/10.14198/INGEO2017.68.03

Sudrez Grimalt, L. (s.f.). Andlisis de Redes Sociales (ARS) [Diapositivas de Power Point].
Sociologia. Universidad de Barcelona.

Tilson, D. J. (2005). Religious-spiritual tourism and promotional campaigning: A church-state
partnership for St. James and Spain. Journal of Hospitality & Leisure Marketing, 12(1-2), pp. 9-40.
DOI: https://doi.org/10.1300/J150v12n01 03

Tomico, M. (2021). El Xacobeo recibird 121 millones del fondo europeo anticrisis ante las dudas de la
vuelta al Camino. Madrid, Espana: Newtral. Retrieved from
https://www.newtral.es/presupuesto-xacobeo-2021-2022/20210713/

Verd, J.M. &Marti, J. (1999). Muestreo y recogida de datos en el andlisis de redes sociales.
Questiid, 23(3), pp. 507-524. Retrieved from
https://www.idescat.cat/sort/questiio/questiiopdf/23.3.5.Verd.pdf

Xunta de Galicia (2021a). La Xunta de Galicia. Retrieved from https://www.xunta.gal/a-xunta-
de-galicia?langld=es ES

Xunta de Galicia (2021b). Asociaciones de amigos del Camino. El Camino de Santiago. Retrieved
from https://www.caminodesantiago.gal/es/descubre/asociaciones-del-
camino/asociaciones-de-amigos-del-camino

Xunta de Galicia (2021c). Guia de buenas practicas de accesibilidad para el sector turistico de
Galicia. Retrieved from

https://www.turismo.gal/osdam/filestore/1/8/2/3/5 bbc1b60f9e9ff00/18235 da24e23462
da359.pdf

Xunta de Galicia (2021d). S.A. de Xestion do Plan Xacobeo. Retrieved from
https://www.turismo.gal/espazo-institucional/xacobeo?langld=es ES

Xunta de Galicia (2021e). La Agencia. Retrieved from https://www.turismo.gal/canle-
institucional/turismo-de-galicia/a-axencia?langld=es ES

Xunta de Galicia. (2015). Guia de Accesibilidad del Camino de Santiago. Retrieved from
https://www.turismo.gal/osdam/filestore/1/8/2/4/8 a1f20f351ec8c26/18248 b7ed679cc3

4c9fb.pdf
Xunta de Galicia. (2016). Plan de Accesibilidad Turistica de Galiciay del Camino de Santiago

Contenidos. Retrieved from https://www.turismo.gal/planifica-a-tua-viaxe/informacion-
practica/turismo-accesible?langld=es ES

Yuan, Q., Song, H. J., Chen, N. & Shang, W. (2019). Roles of Tourism Involvement and Place
Attachment in Determining Residents’ Attitudes Toward Industrial Heritage Tourismin a
Resource-Exhausted City in China. Sustainability, 11(19),p. 5151. DOI:
https://doi.org/10.3390/su11195151

reach out!

138



Zach, F., & Racherla, P. (2011). Assessing the value of collaborations in tourism networks: a case
study of Elkhart County, Indiana. Journal of Travel and Tourism Marketing, 28(1), pp. 545-556.
DOI: https://doi.org/10.1080/10548408.2011.535446

Newspaper articles
Xunta de Galicia (s.f.). Hemeroteca. Retrieved from https://www.xunta.gal/hemeroteca

Xunta de Galicia (2010). A Xunta asina un protocolo de colaboracién coas comunidades do
Camino Francés para a coordinacion de accidons en materia de mantemento, conservacion e
promocion do mesmo. Retrieved from https://www.xunta.gal/hemeroteca/-
/nova/003737/xunta-asina-protocolo-colaboracion-coas-comunidades-camino-frances-
para-coordinacion?langld=es ES

Xunta de Galicia (2010). Roberto Varela asina co Ministerio de Fomento once convenios para o
acondicionamento do Camifo Francés que demostran a “decidida aposta da Xunta por
conservar e protexer o camifo”. Retrieved from https://www.xunta.gal/hemeroteca/-
/nova/005104/roberto-varela-asina-ministerio-fomento-once-convenios-para-
acondicionamento?langld=es ES

Xunta de Galicia (2012). El Xacobeo firma un convenio con Repsol para la plantacion de arboles
autoctonos enlos Caminos Francés y Portugués. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/018091/xacobeo-firma-convenio-con-repsol-
para-plantacion-arboles-autoctonos-los-caminos?langld=es ES

Xunta de Galicia (2012). El Xacobeo y Begano firman un acuerdo de colaboracién parala
plantacion de arboles autoctonos en el Camino Inglés - Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/023542/xacobeo-begano-firman-acuerdo-
colaboracion-para-plantacion-arboles-autoctonos?langld=es ES

Xunta de Galicia (2012). La Conselleria de Culturay Educacion restaura nueve tramos del
Camino de Santiago a su paso por la provincia de Lugo - Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/023603/conselleria-cultura-educacion-restaura-
nueve-tramos-del-camino-santiago-paso?langld=es ES

Xunta de Galicia (2012). La Xunta de Galicia colabora con las comunidades del Camino Francés a
Santiago para celebrar el XX aniversario de la declaracion de este itinerario historico como
Patrimonio Mundial. Retrieved from https://www.xunta.gal/hemeroteca/-
/nova/023745/xunta-galicia-colabora-con-las-comunidades-del-camino-frances-santiago-
para-celebrar?langld=es ES

Xunta de Galicia (2013). El programa “Musica en el Camino” promovido por Turismo de Galicia
amenizard con actuaciones musicales las tardes estivales en el Camino Francés. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/030058/programa-musica-camino-promovido-
por-turismo-galicia-amenizara-con-actuaciones?langld=es ES

Xunta de Galicia (2013). El Xacobeo firma un convenio con ayuntamientos del Camino Francés
para que los municipios proporcionen a los peregrinos informacion turistica especializada sobre
la ruta xacobeay sus recursos culturales. Retrieved from https://www.xunta.gal/hemeroteca/-
/nova/029413/xacobeo-firma-convenio-con-ayuntamientos-del-camino-frances-para-que-
los-municipios?langld=es ES

Xunta de Galicia (2013). Turismo de Galiciay el Ayuntamiento de Santiago firman un convenio
para la adecuacion de la Ruta Xacobea en el término municipal - Xunta de Galicia. Retrieved from

reach out!

139



https://www.xunta.gal/hemeroteca/-/nova/031862/turismo-galicia-ayuntamiento-santiago-
firman-convenio-para-adecuacion-ruta-xacobea?langld=es ES

Xunta de Galicia (2013). Turismo de Galiciay los ayuntamientos del Camino Francés
colaboraran en tareas de atencion al peregrino y de mantenimientoy conservacion de la ruta -
Xunta de Galicia. Retrieved from https://www.xunta.gal/hemeroteca/-
/nova/033012/turismo-galicia-los-ayuntamientos-del-camino-frances-colaboraran-tareas-
atencion?langld=es ES

Xunta de Galicia (2014). El Xacobeo vy el Obispado de Lugo acordaron la renovacion del
convenio para la apertura de las iglesias del Camino de Santiago - Xunta de Galicia. Retrieved
from https://www.xunta.gal/hemeroteca/-/nova/035378/xacobeo-obispado-lugo-
acordaron-renovacion-del-convenio-para-apertura-las-iglesias?langld=es ES

Xunta de Galicia (2014). La Xunta inicia esta semana la nueva programacion de “Culturaenel
Camino” con teatroy magia en Corcubién, Culleredo, Portomariny Ribadumia - Xunta de
Galicia. Retrieved from https://www.xunta.gal/hemeroteca/-/nova/035099/xunta-inicia-esta-
semana-nueva-programacion-cultura-camino-con-teatro-magia-corcubion?langld=es ES

Xunta de Galicia (2014). Un total de 20 chicos y chicas participaran en el campo de trabajo de
Melide sobre la dinamizacién cultural del Camifio Francés - Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/036788/total-20-chicos-chicas-participaran-
campo-trabajo-melide-sobre-dinamizacion-cultural?langld=es ES

Xunta de Galicia (2015). Cien ayuntamientos de las Rutas Xacobeas se inscribieron en la cuarta
edicion del programa “Cultura en el Camino” de la Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/049390/cien-ayuntamientos-las-rutas-xacobeas-
inscribieron-cuarta-edicion-del-programa?langld=es ES

Xunta de Galicia (2016). Empresas de 31 ayuntamientos de Lugo y Ourense podran participar
enlos cursos SICTED de la Ribeira Sacray del Camino Francés. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/051691/empresas-31-ayuntamientos-lugo-
ourense-podran-participar-los-cursos-sicted-ribeira?langld=es ES

Xunta de Galicia (2016). La directora de Turismo de Galicia presenta a los alcaldes del Camino
Francés el programa SICTED. Retrieved from https://www.xunta.gal/hemeroteca/-
/nova/051133/directora-turismo-galicia-presenta-los-alcaldes-del-camino-frances-
programa-sicted?langld=es ES

Xunta de Galicia (2016). La Xunta de Galicia firma un convenio de colaboracion con los
ayuntamientos gallegos del Camino Francés. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/050297/xunta-galicia-firma-convenio-
colaboracion-con-los-ayuntamientos-gallegos-del?langld=es ES

Xunta de Galicia (2017). El Camino francés contara con una ruta gastronémica alrededor de sus
mejores productos impulsada por turismo de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/062853/camino-frances-contara-con-una-ruta-
gastronomica-alrededor-sus-mejores-productos?langld=es ES

Xunta de Galicia (2017). La Xunta aporta mas de 1 millén de euros para la conservaciéon y
promocién del Camino Francés y la cooperacion de los ayuntamientos gallegos en esta ruta.
Retrieved from https://www.xunta.gal/hemeroteca/-/nova/059347/xunta-aporta-mas-1-
millon-euros-para-conservacion-promocion-del-camino-frances?langld=es ES

reach out!

140



Xunta de Galicia (2017). Turismo de Galicia acerca cerca de 46.000 euros a la mancomunidad de
ayuntamientos del Camino Francés para mejorar la sefalizacion de sus recursos turisticos.
Retrieved from https://www.xunta.gal/hemeroteca/-/nova/062231/turismo-galicia-acerca-
cerca-46-000-euros-mancomunidad-ayuntamientos-del-camino?langld=es ES

Xunta de Galicia (2018). La campafia Camino del reciclaje recupera 146 toneladas de papel y
envases en los albergues gallegos, casi un 50% mas que en 2017 - Xunta de Galicia. Retrieved
from https://www.xunta.gal/hemeroteca/-/nova/076446/campana-camino-del-reciclaje-
recupera-146-toneladas-papel-envases-los-albergues?langld=es ES

Xunta de Galicia (2018). La Xunta colabora con las agrupaciones de Proteccion Civil lucenses
parareforzar la atencion a los peregrinos del Camino Francés de la Ruta Xacobea. Retrieved
from https://www.xunta.gal/hemeroteca/-/nova/070860/xunta-colabora-con-las-
agrupaciones-proteccion-civil-lucenses-para-reforzar-atencion?langld=es ES

Xunta de Galicia (2018). La Xunta promociona el sello Galega 100% entre los peregrinos que
inician hoy el Camino Francés en O Cebreiro. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/069497/xunta-promociona-sello-galega-100-
entre-los-peregrinos-que-inician-hoy-camino?langld=es ES

Xunta de Galicia (2018). Las iglesias del Camino de Santiago abrirdn este verano gracias a la
colaboracién entre Turismo de Galiciay las entidades eclesiasticas. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/070356/las-iglesias-del-camino-santiago-
abriran-este-verano-gracias-colaboracion-entre?langld=es ES

Xunta de Galicia (2019). La Xunta acerca la cultura investigadora al Camino de Santiago a través
del nuevo programa “Ciencia Peregrina” - Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/093382/xunta-acerca-cultura-investigadora-
camino-santiago-traves-del-nuevo-programa?langld=es ES

Xunta de Galicia (2019). La Xunta impulsa en Portomarin la primera exaltacion de vinos del
Camino Francés en Espafa, al amparo del programa O Teu Xacobeo - Xunta de Galicia.
Retrieved from https://www.xunta.gal/hemeroteca/-/nova/092936/xunta-impulsa-
portomarin-primera-exaltacion-vinos-del-camino-frances-espana-amparo?langld=es ES

Xunta de Galicia (2019). La Xuntay la Fundacion Once se unen para favorecer la accesibilidad
universal en el Camino de Santiago - Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/078020/xunta-fundacion-once-unen-para-
favorecer-accesibilidad-universal-camino-santiago?langld=es ES

Xunta de Galicia (2019). Xuntay Fegamp firman un protocolo para mejorar la coordinacion en
las tareas de conservacion y sefalizacion del Camino - Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/080742/xunta-fegamp-firman-protocolo-para-
mejorar-coordinacion-las-tareas-conservacion?langld=es ES

Xunta de Galicia (2019). Xunta, Ecoembes y ayuntamientos llegaron a mas de 60.000 personas
en 2019 con acciones formativas y de divulgacion sobre reciclaje - Xunta de Galicia. Retrieved
from https://www.xunta.gal/hemeroteca/-/nova/097736/xunta-ecoembes-ayuntamientos-
llegaron-mas-60-000-personas-2019-con-acciones-formativas?langld=es ES

Xunta de Galicia (2021). La Xunta colabora con el Ayuntamiento de Arzta en la mejora del
nucleo de Ribadiso por el que discurre el Camino Francés - Xunta de Galicia. Retrieved from
https://www.xunta.gal/hemeroteca/-/nova/121296/xunta-colabora-con-ayuntamiento-
arzua-mejora-del-nucleo-ribadiso-por-que-discurre?langld=es ES

reach out!

141



Xunta de Galicia (2021). Los propietarios de viviendas vy edificios en el Camino de Santiago
podran optar a ayudas de hasta 25.000 euros para rehabilitaciéon - Xunta de Galicia. Retrieved
from https://www.xunta.gal/hemeroteca/-/nova/122082/propietarios-vivendas-edificios-
camino-santiago-poderan-optar-axudas-ata-25-000?langld=es ES

reach out!

142



Annex V: List of rurAllure collaborators as of October 2021

Axencia de Xestion Xacobeo SA (ES)

https://www.turismo.gal/espazo-institucional/xacobeo

The Xacobeo SA agency is responsible for the implementation of activities linked to the
management of the common services of the network of pilgrim inns in the region of Galicia, as
well as to the coordination of actions related to Camino de Santiago. It proposes, plans and
programs actions for the promotion and organization of events during the Jacobean Holy Years.
It also supports the different departments, entities and commissions of the Galician regional
government to develop their actions in this area.

Xunta de Galicia - Conselleria de Cultura (ES)
https.//www.cultura.gal/

The Ministry of Culture, Education and University Planning is the department of the regional
government of the Autonomous Community of Galicia most directly related to the topic of
pilgrimage, which is the primary concern of the Xacobeo SA Management Agency.

Deputacion Provincial de Lugo (ES)
http://www.deputacionlugo.gal/

Governing and administrative body for the Province of Lugo, which accounts for 12% of
Galicia’s total population and 33% of its territory. Itis traversed by the Primitive, Northern,
French and Winter Way.

Deputacion Provincial de Ourense (ES)
https://www.depourense.gal/

Governing and administrative body for the Province of Ourense, which accounts for 11% of
Galicia’s total population and 25% of its territory. It is traversed by the Silver and the Winter
Way.

Deputacion Provincial da Coruia (ES)
https.//www.dacoruna.gal/

Governing and administrative body for the Province of A Corufa, which accounts for 41% of
Galicia’s total population and 26% of its territory. Santiago de Compostela (the destination of
the Way of Saint James) lies in this province, which comprises the whole of the English Way, the
Way of Fisterra and Muxia, and the Sea Way of Arousa and river Ulla.

Fundacion Rosalia de Castro (ES)
https://rosalia.gal/

Rosalia de Castro was, along with writers Manuel Curros Enriquez and Eduardo Pondal, the
main figure of the Rexurdimento, the Renaissance of Galician culture and language in the 19th
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century. A relevant European Romantic poet whose works, still widely read, have been
translated to several languages; she is undoubtedly the best-known character of Galician
culture, nationally and internationally. Because of her social and cultural relevance her name can
be found in many places around the world and even the star HD149143 was named after her in
2019 following a decision of the International Astronomical Union.

Rosalia was born in the village of Padrén, only 25 km away from Santiago de Compostela, where
one can visit her birthplace, nowadays a beautiful house-museum managed by the Foundation
named after her. The Foundation Rosalis de Castro also organizes different cultural and
educational activities through the year, such as the summer literature festival “Abride a Fiestra”,
exhibitions, poetry readings, etc.

Many of the legends and myths that come to our mind when thinking about Galician and its
Celtic character, were firstly imagined and depicted by Eduardo Pondal, Galician writer and
scholar from the 19th century and one of the highlights of Rexurdimento. His native region, the
Costada Morte (the “Death Coast”) is a rocky Atlantic coastal area that extends between the
Fisterra-Muxia Way and the English Way, a land full of legends and home to traditional rural and
seafaring communities.

In the village of Ponteceso visitors can find his birthplace along with the headquarters of the
Foundation, set to preserve his legacy and memory. This cultural institution of public interest
founded in 2008 is devoted to the sustainable socioeconomic of the area, providing life-long
learning opportunities and cultural activities to its community and visitors.

20 kms away from the city of Lugo and the trails of the Primitive Way to Santiago de
Compostelais the writer’'s home of the Galician writer Manuel Maria (1929 - 2004). The house,
today turned into a museum, is managed by the Manuel Marfa Foundation, a cultural institution
setin 2007 to preserve the memory and legacy of this poet, honored with the Galician
Literature Day in 2016. From his house-museum in Outeiro de Rei several routes explore the
territory of A Terra Ché, his native land and a central theme in many of Manuel Maria’s poems.

The Vicente Risco Foundation has its headquarters in San Lourenzo street in the village of
Allariz, located in one of the branches of the Silver Way. The house belonged to Risco's wife,
Carme Fernandez, and today is owned by the local council. It is runneds by the Foundation
named upon this Galician intellectual in order to safeguard the bibliographic, documentary and
paint collection of Vicente Risco and his son Antén. The venue also houses an interesting
collection of artworks by artists such as Castelao, Pesquera, Conde Corbal, Delaunay, Candido
Fernadndez Mazas and Acisclo Manzano, among others.

Throughout the year the Foundation organizes different cultural activities related to music, film
and literature, such as a cycle of chamber music, book presentations and temporary exhibitions.



The memory of Ramoén Otero Pedrayo, the “Patriarch of Galician Letters” is celebrated and
promoted by the cultural foundation created upon his will and recognized by Spanish Ministry of
Culturein 1979. The author, one of the most singular Galician intellectuals of the early
generation of the first decades of the 20th century (along with Castelao, Risco and others)
bequeathed his work and properties to Galician people, including the familiar manor house of
Trasalba, in the municipality of Amoeiro, a few kilometers away from the Silver Route. The
building, an example of Galicia traditional big country house and with great heritage value, is the
headguarters of the Foundation: a museum open to visitors with an important collection of
artworks and Pedrayo’s magnificent library.

The foundation maintains important publishing activity, promotes the "Association of Friends of
Otero Pedrayo” and carries out a series of activities around the annual festival held the last
Sunday of June in the writer’'s home, where the Trasalba Award is presented to a singular person
of Galician culture.

Manuel Curros Enriquez, the most representative civil poet of Galician literature in the 19th
and early 20th centuries and prominent figure of the Rexurdimento, was bornin 1851 in the
Galician village of Celanova, close to the border with Portugal and 15 km away from what today
is the Silver Way to Santiago de Compostela. His house, owned by the local council, is home to
the foundation created to celebrate his memory and the other famous writers and poets born in
the area, such as Celso Emilio Ferreiro or Xose Luis Méndez Ferrin. The venue, open to visitors
since 2004, is therefore known as the “Poets’ house” and promotes the vast literary heritage of
the area.

The Poets’ House organizes guided tours through its facilities and surrounding venues, along
with temporary exhibitions and other cultural activities (book presentation, poetry readings...).
The foundation is particularly engaged with the promotion of the municipality and its influence
area, designing and implementing cultural and heritage tours for locals, visitors and schools.

Allariz is a town and municipality in the province of Ourense, Spain, with a population of 6.188,
located 15 Km away from the provincial capital city. The River Arnoia crosses the municipality
from east to west. The surrounding hills are covered with pine and native oak. The valley itself is
very fertile and the river banks are lined with trees. Because of its picturesque location, it is a
sought-after location for summer houses. Allariz is also renowned for its effort in traditional
architecture conservation, linked to the figure of king Alfonso X of Castile (13th century) and
the splendor of the Galician-Portuguese troubadour poetry, expanded and enhanced across the
Ways to Santiago.



Amoeiro is a municipality in the province of Ourense, Spain, with a population of 2.264, located a
few kilometers North from the provincial capital city. It is traversed by the Silver Route of
Camino de Santiago.

The main monumental attraction of the municipality is the religious architecture, with numerous
Romanesque buildings from the 12th century. The church of Santa Maria de Fontefriais of
particular relevance, in whose atrium a granite sarcophagus from the period before the 11th
century was discovered. Civil architecture is represented by manor houses and the remains of a
medieval castle based on an old Celtic fort. The Trasalba pazo was the birthplace of the famous
Galician novelist and essayist Ramon Otero Pedrayo.

Known for being part of the eponymous wine producing area, a young Designation of Origin, the
town of Monterrei, on the banks of river Tamega, is located in the Southeast of Galicia, very
close to the Portuguese border and crosses by the Silver Way. Its castle and walled city, builtin
the 12th century, are one of biggest and best examples of fortified architecture in the Northern
Peninsula. They also play an important role in the cultural and literary history of Galicia, as this is
the place where the first printing press in the region was set.

Celanova is a town and municipality located in the province of Ourense, near the border with
Portugal. The municipality has 6,020 inhabitants, and lies 23 Km away from the provincial
capital. The Monastery of San Salvador de Celanova is the most important building in a well-
preserved historical center, considered the most perfect Galician Baroque church. It was
founded by St. Rudesind (San Rosendo) in 936. In the garden of the monastery can be found the
pre-Romanesque chapel of San Miguel, one of the oldest in Spain.

The Municipality, which boast the literary heritage of numerous writers (including Manuel
Curros Enriquez, Celso Emilio Ferreiro and Xosé Luis Méndez Ferrin) has been working for
years to revive the Way of San Rosendo and the Holy Queen, which goes from the north of
Portugal to Santiago de Compostela through the valleys of the rivers Cavado, Limia, Arnoia and
Mino. A Portuguese-Galician territory that treasures valuable heritage remains, ranging from
the Ice Age to the present day, following the Roman road Via Nova, Geira for the Portuguese.
After the discovery of the tomb of the Apostle Santiago, the route that runs through the
municipalities of Baixa Limia and the Lands of Celanova to Ourense, was consolidated as a
pilgrimage route to Compostela for residents of the region and northern Portugal.

Known as “little Compostela” due to its gothic style of architecture, the coastal town of Noia is
located in the estuary of the Ria de Muros-Noia, only 36 km away from santiago. Its historic
center, located just in-between the blue ocean and green wilderness makes Noia a must-rest
stop for pilgrims on their way along the Camino de Santiago path and it has recently been
included as one of the variants of the English Way.



The town is rich in cultural heritage, also literary one. It was the birthplace of distinguished
poets Anton Avilés de Taramancos (1935, Noia - 1992, A Corufa) and Maria Marifio (1907,
Noia - 1967, Folgoso do Courel), praised on the Day of Galician Letters, a festivity that
celebrates Galician language and its writers. Two sculptures commemorating their importance
in the history and culture of the town can be found in the Gardens of Felipe de Castro, right by
the City Council building.

Folgoso do Courel is one the three municipalities part of the UNESCO global geopark of Courel
Mountains, one the most prominent natural monuments in Spain. The municipality of Folgoso
extends over arural area among mountains, peaks and valleys with little population but
important environmental spots such as the Devesa da Rogueira or the glacial lagoon of Luceza.
Traces of the Roman occupation are found all across the territory linked to gold-mining, along
with pre-roman hill settlements and traditional villages built with slate. The region, defined by
exuberant nature and its long history, is crossed to the North by the French Way and, to the
South, by the Winter Way. The headquarters of Fundacion Uxio Novoneyra is set here.

Setin 1975, the Asociacion de Amigos dos Museos de Galicia has been a pioneering group in the
promotion and dissemination of museums practice in the region, aiming to raise awareness on
the important social role of cultural heritage institutions. The association, set in the city of A
Coruna (English way) maintains an important programme of cultural activities including
conferences and talks, educational tours, competitions, documentary projection, exhibitions, etc.
It also organizes study visits to heritage sites across Galicia and a number of training courses.

Setin 1998, ACAMFE is a network gathering up to 45 writer’'s home and literary heritage
institutions across Spain and Portugal representing the legacy of the most prominent authors in
the Peninsula. The association encourages collaboration and exchange between these
institutions and cultural agents, joining forces for the promotion, knowledge and appreciation of
this particular type of cultural heritage.

Sabrosais a Portuguese village in the district of Vila Real, in the North Region, with 6361
inhabitants, subdivided into 12 parishes. On December 14, 2001, UNESCO included the Alto
Douro Wine Region in the list of world heritage sites in the category of “Mixed Sites”,
encompassing areas of the municipality. Sabrosa is also a municipality with strong links to
Europe and especially France and Spain, with which it maintains twinnings with the towns of
Cadaujac, land of vineyards, and Guetaria, birthplace of Juan Sebastian Elcano, companion of
Fernao de Magalhaes who finished the circumnavigation trip.



With the aim of energizing the didactic and pedagogical action of the Casa de Camilo and
making the most of the institution's very rich heritage, in the fields of bibliography, handwritten
documentation, much of it autograph, iconography and the plastic arts , the Municipality of Vila
Nova de Famalicao promoted the construction of a vast building that includes an auditorium,
reading rooms and temporary exhibitions, offices, reservations and cafeteria, among other
spaces, in a large and beautiful complex conceived by the architect Alvaro Siza Vieira.

Korai is a Sicilian cultural and creative company that has been operating since 2011 in the field
of promoting cultural heritage and the territory with an innovative footprint and attentive to the
issues of sustainability. They develop research, documentation, communication and use of
tangible and intangible heritage projects for public and private entities.

From the conception of initiatives under the UNESCO banner, Korai has developed a path
increasingly aimed at the themes of the sustainable community, smart heritage, sharing
economy and social innovation. Since 2017 it has been the Territorial Workshop “Itinerarium
Rosaliae and Montepellegrino-Favorita-Northwestern coast of Palermo” of the Policoro Project
- Diocese of Palermo. They deal with urban regeneration, territorial animation, cultural and
tourist enhancement of cultural and human resources, creation of networks for the local
development of the territories.

The Association was born with the aim of rediscovering and enhancing the Via Romea Strata, a
pilgrimage, faith and culture route, which in the past started from the Baltic Sea to get to Rome,
acting as a link between East and West. The intention is to make it accessible for pilgrims and
walkers of the third millennium, enhancing the roots of Europe and overcoming the borders
created over the course of history.

AERS was formed in 2018 by 30 founding members from Poland, the Czech Republic, Austria
and Italy, all countries crossed by the itinerary. The members work together to promote this
great pilgrimage artery, enhancing its history, places of faith and spirituality, the religious and
cultural heritage that characterizes it and the beauty of the landscape and naturalistic context
where itis inserted and located.

The AERS intends to enhance this vast road system by promoting knowledge of the historical,
archaeological, artistic, architectural, literary and gastronomic heritage; making known an
ancient “way of faith” and promoting the culture of gratuity, gift and hospitality that generates
fruitful contamination between different people and cultures.

The European Association was also born as a prerequisite for the application for certification of
"Cultural Itinerary of the Council of Europe" and in 2019, on the occasion of the 9th Annual
Advisory Forum on Cultural Routes organized by the Council of Europe in Sibiu (Romania), the
AERS has nominated the Romea Strata to obtain this recognition, already assigned to the
Camino de Santiago, the Via Francigena, the Camino di Sant'Olaf and the Via Romea Germanica.



In October 2007, the Italian anthropologist Giovanni Caselli and the retired German pastor
Uwe Schott had the idea of exploring the Rome Way of Abbot Albert von Stade. Uwe Schott
located the 28 stage towns in Germany mentioned by Abbot Albert in his itinerary (Itinerar) of
1237 and Giovanni Caselli located the stage towns in ltaly. After countless discussions and
meetings, representatives from these places decided to found support associations for Germany
and ltaly. The aim is to raise awareness of the Via Romea. In Germany the “Romweg Abt Albert
von Stade” e V. and in Italy the “Associazione Italiana della Via Romea Germanica” were founded.

Within the framework of the recognition procedure as a European Cultural Route, the Austrian
pilgrim association “JERUSALEMWAY” has been won as a third cooperation partner. These
three partner associations founded the European Association of the Via Romea Germanicain
order to clear the way for recognition as a European Cultural Route.

The Slovak Tourist Club (KST) is a civic association with legal personality, which was established
on February 24, 1990. It has more than 22,000 members who are associated in 300 local KST
departments and tourist clubs. One third of the membership is made up of children and young
people, who are organized in almost 30 youth tourism sections (TOMs). KST trade unions and
clubs, which are versatile or only for some type of tourism, develop a variety of activities in
hiking, skiing, cycling, water tourism and alpine tourism. There is also cultural and social activity,
camping and nature protection. Adults and young tourists alike have a number of license plates
and performance badges. The magnet of TOM is the year-round attractive program, which
includes a race of tourist fitness, as well as other very popular events, for example, the Fairytale
Forest Road. The nationwide tourist calendar contains about 400 events organized throughout
the country, many of which are traditional, such as summer and winter events, cruises, ascents
and trips abroad.

The Slovak Tourist Club maintains a nationwide network of marked trails. Meritorious activities
are performed by tourists - KST markers, who take care of the maintenance and restoration of
more than 13,000 km of marked hiking trails. It operates 5 Tatra huts, educates instructors and
trainers for tourism using various non-motorized means of transport (hiking, skiing, water,
alpine, cycling and equestrian tourism).

Via Mariae is a civic association involved with the development and promotion of the Central
European Marian Way in Slovakia. In addition to the route Sahy-Staré Hory-Trstena that it part
of the north-south diagonal that goes from Czestochowa (Poland) to Medugorje (Bosnia and
Herzegovina), the association promotes four sections in the Danubian Lowland, namely
Kolarovo-Nové Zamky, Ruban-Nové Zamky, Strekov-Svodin, and Bina-Svodin.



AICES is a non-governmental, non-profit organization that operates as a civil interest
association and represents more than 55 information centres in Slovakia. Within the framework
of their activities, they provide free of charge information for the population, as well as domestic
and foreign tourists about:

e Cultural-historical potential of the region/city, national cultural monuments, urban
monument reserves, folk architecture reserves, sacral monuments.

e The natural potential of the landscape, focusing on protected areas (national parks,
nature reserves, protected areas, natural monuments or sites), but also mountains and
water areas of interest.

e Thetransport available in the destination, including personal mountain transport
facilities.

e Accommodation and catering facilities.

e Guided tours with certified guides, cultural and social facilities (galleries, museums,
exhibitions, churches, libraries, theatres, etc.) and facilities for wellness and relaxation.

e Sports facilities in the region (hiking and cross-country skiing trails, cycling routes).

e Cultural, social and sporting events and activities (congresses, exhibitions and fairs,
pilgrimages, folklore festivals).

e Important institutions in the region (health facilities, banks, currency exchange offices,
but also embassies and state and public administration institutions).

Tatabanya, in Komarom-Esztergom County, is the site of the Vértes Agora. The organisation
that operates the building is a complex leisure, culture and community sports facility, in which
sport, culture and hospitality serve the needs of the residents and businesses of the city and the
surrounding area, as well as tourists, in a mutually reinforcing way. It is also a venue for
exhibitions, plays, performances and events.

Due to folk sources Bodajk was named after Bodok, in other words Vertes-hills. Bodajk and its
surroundings have been inhabited since ancient times, as it was explored already by the palaeo-
men and they could make use out of all its natural features for their needs. Out of the historical
people, the Avars and Romans had been living here for along time. There are plenty of tangible
proofs for this: Avar graves, numerous Roman artifacts, coins and the stone coffin found in
1920’s. This coffin can be found currently in front of one of Bodajk’s monumental buildings, the
City Hall.

The diverse and rich traditions of Bodajk are part of our lives and strengthen the love and
respect of our closer community. The memories of our built environment, the city's attractions,
events and programs truly reflect the honour of our values.

The city is run and developed by the municipality.



Considered the oldest Hungarian pilgrimage site, the village’s church at the foot of the Bodok
ridge, whose walls rest on the stones of the chapel of King St Stephen, and whose icon came
from Passau, his wife's hometown, to the foot of the Bakony. Over 200 years, the miraculous
healings associated with the Bodajk shrine increased the number of pilgrims so much that
construction of a huge, 15.000-seat, arcaded pilgrimage courtyard began in 1942, and was
rebuilt from the ruins after the devastation of World War 1.

Itis located in the north-western part of Fejér county, next to the main road 81, the Maori water
and the Gaja stream, in a beautiful, romantic countryside. Bodajk is 4 km away, Székesfehérvar
13 km and Mor 11 km.Fehérvarcsurgo is one of the most important settlements in the region
today. It has a population of 2050 inhabitants. It is a popular tourist destination thanks to the
Gaja Valley Landscape Centre, the reservoir and the Karolyi Castle.

The town is run and developed by the municipality.

Hotel Magnus Klause™* is located in the pleasant Main Square of Mariazell in Styria, Austria,
next to the Basilica. Mariazell is a “jewel box town” nestled in the mountains, one of the best
known Marian shrines in Central Europe and a famous pilgrimage site. It is only 370 km from
Budapest.

In 1992, with the support of the parish, the parishioners, the Bishopric and the city, a church was
built in Oroszlany. The church complex consists of the church, the congregation hall and the
parish. The carved crucifix above the altar and the baptismal font depicting the risen Christ were
made by Szabolcs Baracza. The 180 kg large bell in the tower is dedicated to St Joseph, while the
60 kg small bell is dedicated to St. Michael.

Oroszlany, as the district centre of five settlements (Bokod, Dad, Kecskéd, Kéml&d and
Szakszend), is situated in the gentle, northern forested hilly area of the Vértes Hills.The good
accessibility, the proximity of the motorway and the Vienna-Budapest axis provide excellent
opportunities for tourism. Every year tens of thousands of people visit Oroszlany and its
surroundings. The town offers high-quality catering and commercial establishments as well as
accommodation facilities. The municipality is responsible for the operation and development of
the town.

Oroszlany (literally "Russian girl", German: Ohreslahn) is a city in Hungary, Komarom-
Esztergom county, Central Transdanubia region, located on the North-West flanks of the
Vértes Mountains. It has a population of 20.487. The main tourist attraction of the town is the
18th-century Camaldolese monastery of Majk.



Its first mention is from 1383 when the name Oroszlankew (modern Hungarian: oroszlankd
meaning lion/lion's stone) appears and then it is mentioned in a 15th-century deed as Possesio
Orozlankew of the Csak family.

In 1536 the “Castle of Oroszlankd” is mentioned and then it is not mentioned any more among
the populated settlements during the time of Turkish occupation. What is certain is that the
Turks set to fire the castles of Tata, Gesztes and Vitany in their 1543 campaign so the castle of
Oroszlanks may also have shared their fate.

In the second half of the 16th and in the 17/th century the castle and its surroundings are totally
uninhabited that is the contemporary name Pusztaoroszlanks (=barren lion’s stone). The area
was repopulated by the then lords of the area, the Esterhazys who settled Slovaks from the
Pozsony (today Bratislava), Nitra and Trencin counties to the empty land. At this time, the ruins
of the castle were still there but they were carried away piece by piece for building houses.

After the fall of the Rakoczi's War for Independence, the lord of the land, Antal Esterhazy
followed his ruler to exile so his land fell in the hands of the Jézsef Esterhdzy, who was loyal to
the Habsburg court. At this time there were only 20 peasant families which increased to 598
living in about 200 houses by the 1820s.

After the revolutions in 1848-49, despite the abolishing serfdom the peasants had to continue
to work for and serve the nearby estate of the Esterhazys. Due to the dire circumstances
hundreds of people migrated from the region which was deteriorated by the following World
Wars.

During the communist era, the emphasis shifted towards the coalfields surrounding the town
(the traces of mineral charcoal had already been discovered at the beginning of the 20
century). As aresult of rapid industrialization, the city status was awarded in 1954 and the area
of Oroszlany became one of the most important coal mining regions of the country. However it
came to an end, all the mines have been closed down with the exception of the only running
Markushegy coal mine in Pusztavam.

OnJanuary 29,2011 a moderate earthquake struck only a few km from Oroszlany. 26 damage
cases have been reported. It was essentially light damage like cracks in walls and fallen
chimneys. The earthquake had a magnitude of 4.3 at a shallow focal depth of 5 km. The
epicenter of the earthquake was located in Vertessomlo, a few km from Oroszlany. The
earthquake was well felt in Budapest.

Pélifoldszentkereszt is a nationally known pilgrimage site. Although its history dates back only
about three centuries, it is one of the most visited shrines in Komarom-Esztergom county, an
ancient pilgrimage site, situated at the foot of the 633 m high Gerecse and the 374 m high
Oregké mountain. The Visitatio Canonica describes the pilgrimage site as the place where, on
30 May 1730, a child born with a limp was miraculously cured.

Pélifoldszentkereszt is 4 km from the village of Bajot.

Itis first mentioned as Pél - Pély in 1265 in a document as a populous settlement. In 1291 it was
the property of the Szentes-Magdcs clan. Until 1371 it belonged to the Kanizsais, descended
from the Osli clan, after which it became a royal estate, and in 1388 King Sigismund donated it



to the then Archbishop of Esztergom, Janos Kanizsai. From then on, Péliféld became a church
property.

In the past, the house of the Knights Templar stood here, which probably fell into ruin before the
Ottoman occupation, but the ruins of its medieval church still stood on the site of the present
churchinthe early 1700s. Several pious hermits retired from the world among the ruins. In
1735, the church, which still bears Baroqgue features, was built on the site of the dilapidated
church. Imre Eszterhazy, who built the church, authorised two days of worship: on 3 May, the
feast of the finding of the Holy Cross, and on 14 September, the feast of the Exaltation of the
Holy Cross. From 1735 it was officially a place of pilgrimage.

In 1763 the poor hermitage became vacant. In its place, Prince Primate Ferenc Barkdczy had a
monastery built for the Nazarenes. Soon afterwards, a "tavern house" was built for the people
who came to visit. The Nazarenes were active here between 1763 and 1770. Their memory is
preserved by the letters "INNR" carved into the front of the red marble high altar. After the
Nazarenes, Prince-Priest John Simor tried to settle the Palatine Order, first in 1866-67 and
thenin 1903-1906, but they too failed to establish themselves here and soon moved away.

In November 1913, the shrine was taken over by the Salesians of Don Bosco, which brought
stability and prosperity to the life of the shrine. The Hungarian Salesians' Institute, named after
St. Stephen, which was active in Italy from 1901 to 1913, had about 40 lower secondary school
students and their Salesians teachers and tutors, who moved from the town of Cavagliain
Upper Italy to the ground floor monastery building of Holy Cross in November 1913. They also
took over the running of a boys' school for four classes of secondary school pupils. The Salesians
priests, monk brothers and later the monk nuns took care of the shrine and the filias of Hazel.

In 1925, afloor was added to the west front of the monastery. A part of the inner courtyard
(quadrum) was converted into a dining room and a drama room. From 1925, it became the
motherhouse of about 40 theologians of the Salesians.

Around 1932, a Manzardine college was built north of the monastery (Don Bosco House). In
1943, a spacious one-storey pilgrimage house was also completed west of the monastery (Youth
House). A Vocational School and a boarding school were run here from 1950-1981, after which
the one-storey pilgrimage house became a prison, with its inmates working in the coal mines.
The Manzard theology building became the hunting lodge of the local TSZ.

In 1992, the Salesians reclaimed the confiscated monastic house and its facilities.

The town of Tata, in Komarom-Esztergom County, is a real treasure trove for visitors. The
town's lakes, its castle and monastery, its Capuchin church are just some of the attractions that
bring visitors from far and wide to Tata, who are interested in cultural and natural values, artists
and water sports. The national profile of the town’s major events is now unquestionable. The
town is run and developed by the municipality.

Tatais located in the valley between the Gerecse Mountains and Vértes Mountains, some 70 km
(43 mi) from Budapest, the Hungarian capital city. By virtue of its location, it is a railway and
road junction. Motorway M1 (E60, E75) from Vienna to Budapest passes through the outer city
limits, and the railway line Budapest-Vienna goes through the city.



The area has been inhabited since prehistoric times; archaeological findings date back to 50,000
BCE. Later it was a Roman settlement. The first known mention of Tata is from 1221. Its castle
was built by the Lackfi family and had its prime under Matthias Corvinus, who had it rebuilt in a
Renaissance style.

In 1526 when the disastrous battle with the Turks happened and Louis Il died in the battlefield,
Count Gyorgy Cseszneky was the castellan of the Castle Tata. The plundering Ottoman army
ransacked the area, but Cseszneky successfully defended the castle.

During the Ottoman occupation, the castle of Tata was an important fortress. It was captured in
1543 by the Turks. During this period the castle had many different owners until it was burned
down by the Habsburgs in retaliation for the Rakoczi's War of Independence.[citation needed]

In 1727, Count Jozsef Esterhazy bought Tata and the surrounding villages. The town prospered,
in 1765 it already had a secondary school.

According to the article in the Pallas Lexicon about Tatain 1851, the town was a "pretty and
developing village in the Tata district of Komarom comitatus; 895 buildings, 6925 mostly
Hungarian residents (3633 Roman Catholics, 2518 Lutherans and 673 Israelites), centre of the
district, with secondary school, railway station, post office. Tata and the adjoining village
Tévaros (4257 residents) are built around a large lake, Tata on the hillside, Tévaros on the plain.
Between them there is the Esterhdzy mansion and an old castle with archive and gallery
including a painting of Leonardo da Vinci. The theatre was built in 1889. The mansion is
surrounded by the beautiful English garden (140 hectares).

In 1938, the village of Tovaros was annexed to Tata, which was renamed Tatatévaros for a short
while; one year later it was named Tata again.

During World War I, Tata was captured by Soviet troops of the 2nd Ukrainian Fronton 19
March 1945 in the course of the Vienna Offensive.

Tata was granted town status in 1954.

The Transylvanian Way of Mary Association, official name Asociatia Via Mariae, was founded in
2012 with the purpose of coordinating the implementation of the Way of Mary in Transylvania.
The aimis to build up a unified pilgrim’s way between the different religious and national
traditions, and to create a network between these places.

As a non-governmental organization, the role of the Transylvanian Way of Mary Association is
to implement the concept of the Way of Mary and to organize the network of partners
(churches, political actors and local governments, touristic, non-touristic companies,
organizations/associations, local communities and volunteers). This route is built with the help
of abovementioned entities and fundraising activities.

The Lillehammer Museum Foundation (Stiftelsen Lillehammer Museum) is a superstructure for
the six museums Maihaugen, Lillehammer Art Museum, the Norwegian Olympic Museum,
Bjgrnstjerne Bjgrnsons Aulestad, Sigrid Undset’s Bjerkebaek and the Norwegian Post Museum,
and the knowledge-center the Norwegian Crafts Institute. The Lillehammer Museum



Foundation is a scientific institution whose purpose is to collect, preserve, document and
disseminate knowledge about material and intangible cultural heritage, and to create interest in
and increased knowledge of visual art and other visual forms of expression. Based on the
collections, the foundation will conduct research and disseminate knowledge through
exhibitions, publications, teaching and other forms of experiences and information.

Association for the Route of St. Olav Ways (ACSOW) is an association of members based on the
democratic values of the European Cultural Routes. The main purpose for ACSOW is to manage
the status as a European Cultural Route. By facilitating for pilgrimage on the old thoroughfares
towards the Cathedral of Nidaros and Trondheim, the association shall promote the common
European heritage represented through the Route of St. Olav Ways. Furthermore, ACSOW will
facilitate projects, publications, research and activities coherent with the St. Olav heritage in
general. ACSOW will focus especially on Pilgrimage along the St. Olav Ways.

The certification “Cultural Route of the Council of Europe” is a guarantee of excellence. The
networks implement innovative activities and projects pertaining to the following fields of
action: co-operation in research and development; enhancement of memory, history and
European heritage; cultural and educational exchanges for young Europeans; contemporary
cultural and artistic practice; cultural tourism and sustainable cultural development.

Mjgsmuseet is a regional cultural history museum with collections in Gjgvik, Toten and
Minnesund. At our facilities, there are a total of over 100 historic buildings, several parks,
gardens and cultural landscapes. We take care of archives, photography and objects. The
building protection adviser and the Oppland Archives' secretariat have been added to the
museum.



Annex VI: Scientific survey on narrative practices on cultural
heritage with innovative technologies and creative strategies

Introduction

In the first chapter of his book, “The Mobile Story: Narrative Practices with Locative
Technologies”, Jason Farman sees contemporary projects of site-specific digital storytelling as a
new form of a centuries-old tradition. These projects consist of tying narratives to places that
were described onsite through permanent or ephemeral inscriptions. The aim was to make some
aspects of the location related to history, conflicts, religion, or architecture, to name only a few,
foundational for the experience of those places (Farman, 2014, 3-6).

To illustrate his argument, Farman uses the example of the Stations of the Cross, also known as
the Way of the Cross, the Way of the Sorrows or the Via Crucis. This refers to an ancient
practice in the form of a short-term pilgrimage in which the first Christians walked in the
footsteps of Jesus, from Pontius Pilate’s palace to the Mount Calvary along the Via Dolorosa in
Jerusalem (Zike, 2013). The initial way comprised 14 stations where pilgrims stopped to tell
through prayer and meditate about the events that happened in those places in relation to
Jesus’ last days on Earth. By standing at the site where the event took place, pilgrims got an
added experiential value, a deeper sense of the story, and a stronger understanding of their
position within that place (Farman, 2014, 6-7).

One of the goals of the rurAllure project is to utilize the latest technology to produce sound and
cohesive narratives for four European pilgrimage routes to Santiago de Compostela (Spain),
Rome (Italy), Trondheim (Norway) and Csiksomlyd (Romania). In particular, this European
project is focused on engaging pilgrims with rural locations, museums, and heritage sites that are
not placed along those pilgrimage routes, but in their surroundings. In addition, the selected
museums and heritage sites will have their focal point at specific types of heritage, as follows:
literary heritage on the ways to Santiago de Compostela, thermal heritage and others on the
ways to Rome, ethnographic heritage on the ways to Trondheim, and natural heritage on the
ways to Csiksomlyd. With the creation of narratives that inform of the history, culture, or nature
of particular locations and the people who live(d) there, rurAllure aims to enrich the pilgrims’
experiences while they walk along a route or stop at a particular place, as historical practices of
site-specific storytellingembraced over centuries, but with the added value and potential of the
present digital age.

With that purpose in mind, we developed a review of narrative models and previous works on
cultural heritage storytelling that, in the form of a critical collection, is intended to support the
brainstorming of the rurAllure pilots’ creation of multimedia contents for pilgrims. The
collection of 22 cases studies we present in this study is focused on gathering and analyzing
references on how to deliver and consume cultural heritage content over successive days, as
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pilgrimage routes demand, and how to attract pilgrims/tourists to the lesser-known heritage
sites intheir vicinity. Our last goal is to offer a clear overview of the field that contributes to the
development of a deeper knowledge from which new concepts of guides for pilgrims and en-
route multimedia content displays could be designed or redefined for pilgrimage ways.

The starting point for the selection of the 22 narrative models that the present collection
comprises is their use of innovative tools for cultural heritage storytelling. Therefore, we
prioritize practices and actions targeted at exploring the process of development and use of
state-of-the-art technologies to deliver and consume content about nearby cultural heritage.

Secondly, case studies were selected in accordance with rurAllure project focus on particular
cultural heritage categories. We gathered narrative models that have proved to enrich the
communication of relevant content and engagement with literary heritage, natural heritage,
thermal heritage, ethnographic heritage, cultural itineraries, and other types of tangible
structures of interest (monuments, archeological sites...) or intangible cultural heritage (oral
traditions, performing arts...) that are not covered by the previous categories, but our project
does encompass. We also included some case studies focused on actions that were not created
and implemented for the cultural heritage domain, but that do present strategies we consider to
have potential in achieving rurAllure goals.

The review and comparative investigation presented here is derived from the interpretations
made via desk-research and analysis of publications (books, book chapters, articles) in the field.
We also carried out athorough search in online catalogues of best practices, award
competitions, and digital agencies in research fields concerned with the technological
dimensions of digital storytelling for cultural heritage (locative media, augmented reality, virtual
reality, artificial intelligence, mobile phones, smart glasses, etc.) . The search was progressively
refined to identify more specific aspects related to one or more of the parameters previously
described by using terms such as pilgrimage, pilgrimage route, cultural itinerary, literary
heritage, natural heritage, location-based story, site-specific narrative, etc.

In addition, delivering and consuming content about cultural heritage along pilgrimage routes
poses a set of challenges such as movement through space and time (long-term displacement),
predominance of outdoor activities, variety of points of interest along each route (cultural and
non-cultural entities), and requirements of a mainly on-foot journey, such as a light backpack. In
this sense, we also used search terms such as open-air, walk, on-foot, outdoor activity, itinerary,
tour, spatial narrative, etc. Therefore, the present collection offers good examples of dealing
with one or more of these challenges to enhance tourists’ experiences and knowledge, but
mainly in specific cultural sites or short-term travels. We argue that all selected case studies
could inspire new strategies for successive days of pilgrims’ long-term travels along pilgrimage
routes, and their specific values and distinctive features.

In the collection presented here, case studies are individually described and analyzed using the
following structure: Aims, Technology, Results, Strengths and Weaknesses. The aims, briefly
present the project purposes in relation to cultural heritage —or non-cultural heritage entities—,
from tangible structures, monuments, landscapes, sites, objects, or collections of objects, to
intangible practices, representations, expressions, knowledge, and skills that communities
recognize as part of their history and culture, or common interests. The second section is



focused on showing the main technology/ies proposed and used to achieve the project
purposes, to enable the storytelling functionalities and the engagement experience. In the third
section, we summarize the project outcomes: what products, strategies, actions were created
and implemented; how the applied technology changes the reception of information or media
related to cultural heritage or non-cultural entities; how much the user experience benefits from
them. In the last two sections, we gather information about the strengths and weaknesses of
each particular project that, were stressed by authors who created and implemented the
narrative practice, or users who benefit from them (tourists, visitors, travelers). Here we also
identify and introduce topics that we consider as new opportunities or challenges that
technologies bring to cultural heritage storytelling in the selected case study, and the potential
applications towards their use in the pilgrimage route context.

To implement this structure of analysis, we created a workspace titled “References and
brainstorming about narratives” within the Trello Board of rurAllure WP2. Then, we added a
template sticky note based on the same setup to be replicated in the process of creating the
collection. This way, each time we add a new sticky note from the template we begin with the
exact same content: an empty space for a photo of the case study selected, five sections to be
filled (Aims, Technology, Results, Strengths and Weaknesses), another space for attaching
external links for further information, and a place for comments from project members. An
individual card was created for each case study based on the template sticky note in Trello and
we shared them with the four project pilots while the collection was being created (Figure 52).

Technology

Figure 52. Two examples of individual cards created for two different case studies in Trello Board of
rurAllure WP2.

Once we had gathered a rich number of practices and actions, we added a new visual layer of
global analysis with a twofold purpose. On the one hand, we aim to allow an easier navigation



and reading through the collection of individual cards previously created in Trello. On the other,
our goal was to enable the reader and us to extract deeper lessons on the different applied
strategies and their impact, as well as to open new paths for exploration that may result from an
overall examination.

This global approach is based on different levels of analysis, where clear visual representation
plays a key role in reading and navigation..

The first level describes the case study based on two categories, Context and Strategy, as it is
displayedin Table 25.

Table 21. Categories and subcategories of the first and second levels of analysis.

Entity The case study focus.
Context Aim The case study purpose.
It points the scale of the place for and on which the project is cre-
Scale .
ated and implemented.
Technology Technology and tools used in the case study for storytelling.
Strategy
Outcome The case study results.

The item “Context” represents the case study focus, purpose and scale, so it comprises three
different subcategories to examine the questions of what (Entity), what for (Aim) and where
(Scale). The “Strategy” category represents the instruments used for the implementation of the
narrative practice, project or action (tools and technology) according to the pre-set focus, aims
and scale as well as the achieved outcomes. There are two different subcategories that answer
the questions how (Technology) and what results (Outcomes). Each subcategory is a second
level of analysis that is also further described in a third one as it is shown in Tables 26, 27, 28,
29, and 30.

Table 22. Possible sub-subcategories within the sub-category Entity, related to the case study focus.

The case study is focused on literary heritage, that is, authors,
Literary heritage poets, oral traditions, written books, travel literature, travel
memoirs... (Strepetova, 2020, 18-19).

The case study is focused on different elements that consti-
tutes thermal heritage, such as, natural heritage (the springs),

Thermal heritage building heritage (thermal structures) or intangible heritage
(events, stories, people...) (Crecente Maseda, Gonzalez
Soutelo, Simons, 2018, 13-16)

The case study is focused on natural sites of value from the
point of view of science, conservation or natural beauty, such

Natural heritage as, natural areas, zoos, aquaria and botanical gardens, natural
habitat, marine ecosystems, sanctuaries, reservoirs etc.
(UNESCO, 2019, 19).



Ethnographic herit-
age

Cultural itineraries

Others

The case study is focused on manifestations, knowledge, cus-

toms and expressions of tangible or intangible traditional cul-
ture that define common features of different groups within a
community (UNESCO, 2018, 12).

The case study is focused on a physical route crossing one or
two more countries or regions, organized around themes with
historical, artistic or social interest, taking different forms ac-
cording to the identity of each site or area (Berti, 2015, 14).

The case study is focused on another type of cultural heritage
that does not belong to any of the previous categories, or on
non-cultural heritage entities.

Table 23. Possible sub-subcategories within the subcategory Aim, related to the case study purpose.

To activate

To educate

To engage

Toenrich

To preserve

To raise awareness

The case study aims to promote and activate lesser-known or
unknown cultural heritage, in particular those off the beaten
track, or non-cultural heritage entities.

The case study aims to enhance public knowledge about cul-
tural heritage or non-cultural heritage entities.

The case study aims to create community engagement with
cultural heritage or non-cultural heritage entities.

The case study aims to enrich on-site experience of cultural
heritage or non-cultural heritage entities, through more di-
versified presentation, interpretation and interaction that en-
ables new approaches to and connections between heritage
and the public.

The case study aims to digitally preserve the legacy of histori-
cal events, traditions, or any of humankind’s fragile or at-risk
cultural heritage for future generations.

The case study aims to increase public understanding of the
importance of cultural heritage as a common wealth or cer-
tain non-cultural heritage entities.

Table 24. Possible sub-subcategories within the subcategory Scale, related to the place for and on
which the case study is created and implemented.

Cross-border route

Urbanitinerary

The case study is created and implemented for a physical
pathway that crossed one or more urban or rural areas within
the same or different country.

The case study is created and implemented for the space of a
city, one or more neighborhoods, or a specific urban itinerary
along certain streets of a city.



Open-air walk

Site of interest

Building

The case study is created and implemented for an open-air
area attached to an urban or rural context, but outside the
consolidated tissue, such as, a park, a coastline.

The case study is created and implemented for a particular
area with distinctive features, such as an architectural com-
plex, an archaeological site, or any standing structure along
with their surrounding landscape, natural environment and
geographical setting (ICOMOS, 2008, 2).

The case study is created and implemented for one particular
building, mainly for its inner space.

Table 25. Possible sub-subcategories within the subcategory Technology, related to the technology
and tools used in the case study for narrative practices.

Locative media

AR/VR/MR

Artificial intelligence

Mobile device

Smart glasses

Mobile app

Web application

Analogue tangibles

The case study makes use of GPS to bound content to site-
specific locations (San Cornelio, Ardévol, 2011, 313-314).

The case study uses augmented reality (AR), virtual reality
(VR) or mixed reality (MR) to superimpose 2D or 3D com-
puter-generated data and information or virtual objects as if
they coexist in the real world (AR, MR), and to allow users to
visualize and interact with heritage artifacts in more intuitive,
direct and appealing ways, or to create a simulated environ-
ment, detached from the reality (VR) (Nofal, Stevens, Coo-
mans, Vande Moere, 2018).

The case study collects data on the user behavior and pro-
cesses it with artificial intelligence tools, to interact with the
user, or to return personalized information.

The case study makes use of mobile devices such as
smartphones or tablets.

The case study makes use of wearable smart glasses.

The case study makes use of a software designed to runon
smartphones and other mobile devices.

The case study makes use of a software designed to runinside
aweb browser.

The case study makes use of non-digital tools.



Table 26. Possible sub-subcategories within the subcategory Outcome, related to the case study
results.

The case study results in audio narratives along with or with-
Sound-walks out images/video that mainly makes use of sound and/or sight
to deliver content.

The case study results in a noninvasive, autonomous and
Wearable guides multi-sensorial integral guide that aggregates digital data to
improve user experience.

The case study results in games that invite users to become a
Context-aware games player that may interact with others in a location-based expe-
rience (Bunting, 2014, 161-162).

The case study results in recreations of former historical real-
Simulations ities that make visible the past and hidden stories attached to
events, objects, landscapes, buildings.

The case study yields a digital exhibition or a set of digital ex-
Digital exhibitions hibitions that add experiential layers of culture to physical
space.

The project results in a wayfinding system that helps people
to navigate from place to place with graphic communication,

Cultural wayfinding visual clues in the built environment, audible communication,
tactile elements, and aggregates or collects cultural dataon
the way.

Next we present each case study, on an individual basis, but within six distinctive main groups of
narrative practices that emerge from our global examination: sound-walks, wearable guides,
context-aware games, simulations, digital exhibitions and cultural wayfinding. These six groups
match the same number of possible outcomes that the latest applied technologies and strategies
on cultural heritage narratives we review may result in, as the previous tables show.

Within the first group, sound-walks, we analyze a total of eight case studies that have in common
their interest in the creation of auditory narratives to be consumed while the listener (tourist) is
standing at one specific location or wandering from one place to another. These case studies are
grounded within Jeremy High’s thoughts and theories around “locative narrative”, which he
defines as “a new paradigm in publication and an extension of the possibility of new media
narratives to move narrative from the printed page and literary journals to alternative spaces
and new possibilities of dissemination, audience and community” (High, 2010, 322). High
remarks that places have a voice, and when this voice is made discoverable, places may become
anew bookshelf, as “history, architecture, archaeology and other hard facts and data of a place
and its present and past could be placed not in distant books and journals, but where they took
place” (High, 2010, 327).

All selected cases studies are locative narratives, in the form of audio files triggered by proximity
to specific GPS coordinates through the use of mobile devices, such as smart phones or tablets.



In addition, like in the case of the oral narrative tradition, sound-walks are heavily alighed with
the visual as the user is both a listener and an observer, but with an emphasis on sound. This
promotes a shift in the current creation and consumption of multimedia content that is still
clearly focused on the visual sense (Barber, 2014, 98). In that way, audio stories are connected
to a physical place or a succession of places, from which they uncover a hidden story and, by
doing so, they are directly interwoven into the experience of that place (Barber, 2014, 96).
Sound-walks become an added layer of intangible knowledge content that allows listeners to
actually read a place and enrich physical experience (Pettoello, 2016, 10.4).

The first case study we approach is called the . It was created to celebrate the
history and identity of the city of Cambridge through words and songs that were all inspired by
iconic locations and stories geo-located along or nearby a specific route: the one that cyclists
followed through this city for the 2014 Tour de France on their way to London. They aimed to
offer residents and visitors a rich experience that responds and is related to place and to the
many celebrations and activities planned in the city for the Tour de France. In addition, another
goal was to provide and preserve a lasting digital legacy of the historical event that could be
experienced when the Tour de France was over.

Funded by the Arts Council England, Cycle of Songs is a collaboration between the Cambridge
City Council, the Pilot Theatre and Historyworks. Using an AppTrails technology designed by
the software service company , they developed the ,which includes
nine pieces of songs and audio poems. These were performed by local choirs, schools, and
artists, and curated by historians, composers, and musicians from the city. All songs and poems
are connected to specific urban sites or buildings, so app users are able to explore and discover
locations of historic and/or cultural interest through the added layer of the aural senses. To
make this sound-walk even richer, they created a sound map featuring audio content on
location, an app leaflet with instructions and a badge, all of which, as analogue tools, leave
participants with a tangible memory of the experience.

The strategy of this case study is based on the use of a Soundwalk Designer supported by
Calvium that allowed the content creators to upload their own recordings (music, poetry or
narratives) onto a map of the city of Cambridge. App developers highlight that the Soundwalk
Designer tool supports:

e The concept of different layers that encapsulate different behaviors for pools of sound
depending on artistic preferences;

e The subtle mixing of sounds between layers fading out of stories when you leave a
region of interest and vibrations when there is something to attend to on the screen;

o Citywide trails where each point of interest can have text, image, and video in addition to
an audio story or song. [1]

Cycle of Songs uses GPS technology to locate participants on the map embedded in their mobile
telephones and immediately play the sound file that is associated with the specific location they
are walking through, whether they are connected to the internet or not. Each song or poem is
tied to one urban location and all of them are linked by the city route that cyclists followed
during the 2014 Tour de France. Sound narratives of Cycle of Songs are site-specific and they
clearly echo a plethora of mobile-phoned-based audio tours that include locative narratives
about the area surrounding the particular tour. We argue that the distinctive feature of this case
study is the context, focused on the experience and preservation of a historical cycle tour that
took place in aspecific urban setting. For that reason, we wonder if onsite experience could also



be enhanced through audio narratives that were prepared to be listened to along the space in-
between two locations rather than by triggering one hot spot through proximity as it happens in
this case, as asort of path narrative. We argue that this could be a line for exploration in
rurAllure project.

Our second selected case study is , created by Miriam Johnson with support
from The Bridge Awards and Edinburgh City of Literature. Johnson'’s desire was to give a voice
both to new or early writers, who have already published one book or one collection of poetry,

and to the lesser-known sides of the city of Edinburgh, where stories were rich, but still untold.

To achieve that goal, she made use of a social, geo-locational, podcasting app, called Podwalk,
which allowed users to find recordings tied to specific locations. Each Podwalk was said to be “a
podcast with chapters that link to places in the real world” [2]. The iOS application was able to
know where the user was standing and played the story corresponding to that specific place.
This is clearly a new form of literature that takes advantage of the possibility of new media
narratives, as High points out. Moreover, it clearly fits the second avenue that High recognizes
when he questioned where locative narrative may move literature to, as Echoes of the City does
not place pre-existing literature by geo-location, but creates new literature that is composed
with/for a particular place and experienced/read in the physical world itself (High, 2010, 323).

Atotal of 15 authors took part in this project. They were selected through a call for participants
in which they demonstrated they know the city well enough to tell a story that relates to a
specific location, without needing to be a local writer [3]. Then, the 15 stories were recorded by
actors, edited by a sound technician, and geo-located through the Podwalk app. In addition, they
made all the new stories or poems and their audio files, along with the text-form narratives and
locations, available on the project website.

We argue that Echoes of the City presents two main strengths: to engage authors of the stories
in the process of creating the auditory narratives, and to provide listeners with a new form of
literature connected to place that is prepared to be experienced in an immersive way, giving a
new voice to certain urban settings that may otherwise remain unexplored.

The next example is the case of the Walk the Wall Athens App, implemented by the Society for
the Study of Ancient Topography (Dipylon) together with Fluidmedia and the City of Athens in
2018. Their aim was to offer tourists a tool to explore and discover the hidden world of the
ancient walls of Athens. For that purpose, they developed a GPS-enabled application, which
includes an interactive map with 35 points of interest. These were selected from 180
archaeological sites where remains of that cultural heritage entity have been studied up to now.

As Dipylon highlights, the provides users with: access to information
about the walls on the go, accurate coordinates to easily spot the archaeological remains, and a
series of audio narratives featuring audio content to learn about each point of interest (POI)
along with rich written and visual material, a historical timeline overview, and a glossary of
archaeological terms [4].

The app is said to be easy and simple to use, and to navigate from one POl to another by
checking the interactive map. While visitors walk, they are able to get information only from the
walls or from a particular featured location along a pre-set tour. However, it seems that the app
does not include audio announcements or device vibrations to let participants know when they
approach or arrive at a POI. This additional feature may enhance onsite exploration by means of
noninvasive digital interfaces, where aural narratives are unbound from the mobile device
screen, and participants’ attention is not displaced from the cultural asset.



In the case of the Walk with Me App, the project focus was not a building entity, but a series of
poems and prose created by writer Anna Maria Murphy. These are based on tales, folklore and
local rumors she heard in person while she travelled throughout Cornwall (UK). By using
locative media, she aims to make accessible and keep alive all these stories, in a way they remain
connected to the places and people she collected them from. She also tries to engage with locals
and visitors in a creative way, through a sort of live theatre turned into an artistic digital
experience (Bond, Rickard, 2013).

The Walk with Me App offers six guided tours around six Cornish locations: Perranporth,
Mevagissey, Newquay, Great Flat Lode, Bodmin and Helston. Each of them contains a collection
of sound local stories, film snippets and photos along with bespoke route maps for each walk
annotated with illustrations and icons [5]. Once the participants start the app and plug in their
headphones, they can wander freely, discovering stories and music that pop up in certain areas
marked on the map, as if they were walking with the poet that created the stories.

The Walk with Me App allows people to listen to stories exactly where they were first collected
as they are based on real walks. These were carried out in the less travelled roads of Cornwall,
where writer Maria Murphy invited guests to walk with her, meet people along the way and
collected stories that, later on, were exaggerated to create entertaining, surprising and often
moving narratives (Bond, Rickard, 2013). These stories were designed to engage participants
with the immediate world, but also to articulate that physical world. Rita Raley calls this practice
a narrative environment, a kind of experiential storytelling in-between the real and the fictional,
with three structural features and modes of engagement: experience, movement and
environment (Raley, 2010, 302-303). Similarly to the Walk the Wall Athens App, the Walk with
me App uses GPS tracking to trigger audio files when the participant approaches a specific
location, but checking the map while you walk is still needed in order to know what places in the
surroundings have sound stories attached.

The Clifton Suspension Bridge App is another example of the use of locative media and digital
narratives to educate and increase public understanding of the importance of cultural heritage
as acommon wealth. Developed by the University of the West of England, the Clifton
Suspension Bridge Trust and Calvium in 2014, it aims to offer information about a particular
heritage building, the Clifton Suspension Bridge in Bristol (UK), even when the visitor center is
closed [6].

Based on an AppTrail software that connects locals and visitors to the place where they are
standing, the Clifton Suspension Bridge App includes multimedia content (audio, image and text)
to tell the history and unknown stories of the monument, whether you are onsite or not [7]. In
this particular case study, using locative narratives allowed the creators to overcome the fact
that tangible boards to display on location any kind of information about the bridge were not
permitted, as they deal with a listed building. Therefore, the strategy not only enriches the
visitors experience with an added layer of digital content to the physical structure and its
context, but it also enables creators to help with the protection and respect of the heritage site,
which is an added value of the digital realm for the interpretation, presentation and
conservation of the past.

Our sixth case study is the Cultural Roadmapp (Ireland Clare). The first distinctive feature of
this project is the scale. While previous sound-walks were designed for and took place on a small
scale (one building or site of interest), or medium scale (a city/urban itinerary), Cultural
Roadmapp (Ireland Clare) is developed for a cultural itinerary that crosses different regions
within the same country, that is, a large scale of action. In addition, it is the first example focused



on a cultural itinerary or a physical route crossing one or two more regions, organized around
themes with historical, artistic or social interest, as we previously described. In this case, the
cultural itinerary is the Wild Atlantic Way in Ireland. It is a road trip along the Irish west coast,
from the Inishowen Peninsula in Donegal to Kinsale in Cork [8].

In order to enrich the travel experience along Ireland’s Wild Atlantic Way, Deborah Schull and
Leah Bernini Cronin envisioned and created the first road trip app in a four-part series, called
Ireland Clare [?]. Launched in 2017, the app is focused on making the richness and complexity of
local culture and heritage visible through stories that move with en-route motorists within the
Clare county. It includes 11 audio tour stops or short stories to be listened to at particular
locations along the way [10]. They intertwine interviews with elders, cultural experts, and local
important people that are automatically displayed by a mobile device when a motorist
approaches a stop from any direction. Stories are rooted in authentic culture and history as they
are directly gathered from local communities. This not only guarantees a genuine and immersive
experience, but it is also a powerful tool for the documentation and preservation of at-risk
intangible heritage.

Another strength of the application is that no user’s visual attention on the mobile screenis
demanded as it has a fully hands-free functionality. This way, visual senses are not compromised
and the user is free to focus on the surrounding landscape. In addition, the creators of this app
note that their tour:

...help[s] to redistribute the tourist footprint as they track routes between cities or towns—helping to

disperse tourist traffic (and dollars) toward the less-served hospitality-related businesses and hidden

gems and encouraging visitors to explore just a little further, look a little deeper, and have even more
memorable experiences as a result (Schull, 2020).

In this sense, this case study proposes the use of locative narratives to move tourists off the
beaten track and, by doing so, activates the lesser-known or hidden cultural heritage, as the
rurAllure project envisions for pilgrimage routes and their rural surroundings.

Another example of locative media with a large scale is . This aims to provide self-
driving travelers along Central Australia with sound insights into the area they are driving
through, with audio recordings from locals that talk about history, ancient Aboriginal culture,
natural landmarks and wildlife fauna. DIY Tourguide offers both a digital product and analogue
tangibles in the form of an audio tour app with geotagged tracks, and audio recordings in CDs or
downloadable MP3 audio files.

So far this team have created two tours along the most popular routes through Central
Australia. Both provide users with local insights and stories from Australian characters, locals,
and experts. The first route goes from Alice Springs to Uluru (460 km). It is a desert area, but
there are plenty of secret stories to be discovered about Aboriginal people, cattle owners,
national parks, the landscape, flora and fauna. The second route, West MacDonnell Ranges, is
shorter in distance, 132 km. The starting point is also Alice Springs, but it ends at Glen Helen
Gorge. It also crosses a rich natural environment with various aspects to explore.

For the first route they created an audio tour that is divided into two parts each comprising nine
tracks or sound-walks (drives) of which short samples are offered on the project website [11].
The second audio tour includes twelve tracks or audio stories. All stories are GPS-triggered, so



the audio narrative is played when the user is driving the car along a specific area, even if they
are not connected to the internet. This fact introduces a slight difference from the previous case
studies that may lead to new experiential results, as stories are not “read” when the user is
standing at a particular location, but crossing certain areas over a long journey. Audio stories are
created to give drivers freedom enough to stop where and when they want, but with new
knowledge about the culture, history and nature relating to the surroundings.

The very last case study included in the group of sound-walks is . Founded by lain
Manley, it is a powerful web platform and mobile application in the field of audio narratives for
urban tourists worldwide. It was born with a twofold purpose. Manley aimed to provide local
people with a medium to share stories that are not focused on the most visited places within a
touristic destination, “but rather spots they have a personal affinity to” (Webintravel, 2017). In
this way, he tried to give a voice to the local community, who not only have a deeper connection
to a place than a tour company, but also a much more personal understanding and knowledge
that may lead to more meaningful experiences created for others (Manley, 2015). He also tried
to offer tourists/listeners the possibility of discovering a place through the voice and immersive
story of someone who is from that place (Webintravel, 2017).

VoiceMap makes use of both a software designed to run on smartphones and other mobile
devices and inside a web browser. The latter is a publishing web platform for GPS audio tours
that anyone can use to publish their own audio narrative using eight simple steps, as follows: (1)
logging into the platform; (2) mapping a one hour route, which returns a word count for the
story according to walking times; (3) writing the script of an immersive story and sending it to
the platform editors; (4) receiving the editor’s response and help with the location-aware audio
and publishing tool; (5) testing the tour onsite through a trial audio recording and editing before
the final recording; (6) recording the audio story; (7) uploading the audio story to be checked by
platform editors and sound engineers; and finally, (8) publishing the tour by adding a title, cover
photo and description [12]. Prior to this process, creators are asked to choose between six
different types of tours according to the means of transportation: walking tour or indoor tour,
driving tour, train tour, cycling tour and boat or ferry tour.

All tours created within the platform are later accessible for tourists or anyone interested in the
exploration of a place at their own pace through a Walking Tour App. One of the strengths of
VoiceMap is to involve in the project both the creators and the participants. They provide the
former with an easy-to-use platform to tell hidden stories with instant updates, integrated
support and cost-effective results that lead to plenty of possible experiences to be lived by the
latter. However, as Manley notes, the audio quality of these tours may not be as good as of those
offered by storytelling sound experts, although the whole process of the creation and publishing
is checked by platform editors (Webintravel, 2017). Manley created a medium to compose and
deliver native mobile narratives that emphasizes the exploration of places and engages visitors
with their immediate environment through the voice of people who know those places better,
which are mainly urban so far. This medium is open to anyone, as he built a framework rather
than a project-specific solution with a broad set of features to support diverse use cases. We
argue that Manley’s strategy presents plenty of possibilities to be explored for the long travels
along European pilgrimage routes and their unknown immediate rural landscapes.

Our second chapter of narrative practices in cultural heritage is grouped under wearable guides.
All of these use autonomous and multi-sensorial guides in which a deeper connection between
digital (audio, textual and/or visual) narratives and the physical space is achieved. We call this



integrity between the digital realm of the narrative and the physical world it refers to, which is
not only based on context-aware display by GPS tracking and auto-play, but also on literally
superimposing some parts of the narrative over the reality by means of state-of-the-art
technology: mainly smart glasses and context-aware augmented reality (AR). These wearable
guides aim to go beyond the limits of smartphones and tablets in environmental storytelling with
new possibilities for presentation, interpretation and engagement with cultural heritage, but
there are also many challenges to be faced.

In 2016, ateam of researchers from three Greek universities joined together to publish the
results of the so-called KnossosAR MAR app (Galatis et al., 2016). The project aim was to
support guided, educational tours in the outdoor archaeological site of Knossos, in Crete
(Greece), for secondary school students. For that purpose, they developed and tested a mobile
augmented reality (MAR) guide for smartphones and tablets with GPS auto-play.

This guide assists visitors to the archeological site to locate points of interest and it also
provides information to help the students gain knowledge about the location through different
types of content (textual narratives, audio stories, images and 3D models) (Galatis et al., 2016,
2). Instead of drawing visitors’ eyes to the mobile interface, data is superimposed over the place
as if it coexisted with the real world. This allows students to visualize and interact with the
archaeological site and its different artifacts in a more direct, intuitive and appealing way.

KnossosAR interface is said to use “the visual metaphor of a radar to display the location of
points of interest (represented by dots) relatively to the user’s location and direction”, which is a
relevant feature for open-air complexes, where finding a particular spot may be difficult without
indications (Galatis et al., 2016, 4). To make this process even easier, they incorporate an
alternative means of POl location, which is a dual AR/map view. Students are able to change
from the augmentation form to a more familiar map display. In both cases, the dots representing
POls are distinguished with a color code depending on their visibility or occlusion from the
observer’s field of view, as the authors address in this project the usual occlusion problem in
location-based AR apps for outdoor activities (Galatis et al., 2016, 6). These include situations
where a POl may be hidden by a physical obstacle, such as a building and, as a consequence, out
of the user’s field of view. On the top of all the previous features, they implemented audio
announcements and/or device vibration that the users listen/feel when they approach a POI
without the need to be continuously looking at their device (Galatis et al., 2016, 5).

Although this Greek team handle a set of important challenges in enhancing cultural heritage
outdoor experience with augmented-reality, they also recognize the need for further
improvements to the visitor experience in areas such as: the provision of richer interpretative
information and data about the archaeological site as a whole instead of only specific structures,
visual clues to show already visited points of interest and alternative ways to show hidden POls,
both in and out of the user field of view (Galatis et al., 2016, 9).

The second case study of wearable guides we include here is . Developed by
the CtrlArt Studio (Ljubljana), the Business Inkubator of Kocevje (Slovenia) and the Business
Inkubator of the town of Crnomelj (Slovenia), the project aims can be summarized as follows: to
bring the past of cultural heritage back to life through dynamic AR tourism visitor experiences,
to create an AR heritage trail that spans sites, towns and cities in Slovenia, and to actively
involve local communities in the creation and production of sound narratives for those onsite
experiences (CtrlArt creative studio, 2019).



The project results in two main outputs: the TravelAR Slovenia app and the Travel AR visitor
experience. The first one makes use of mobile devices such as smartphones and tablets as a
means of communication and interpretation. The second output relies on wearable AR glasses
(Epson Moverio BT-350) available at the TravelAR visitor experience locations. These smart
glasses are used to supplement the real world of a mobile user with computer-generated virtual
content, while also providing visitors with a hands-free approach. In addition, looking through
the optical see-through glass offers a more immersive experience than that of mobile devices,
since visitors are able to have a better awareness of their context when receiving information.
Their visual sense is not displaced from the real world to a mobile device interface, but they are
able to see narrative and data as one layer of augmentation on top of the physical world directly
through the spectacles they are wearing. In this sense, they get a complete integration of
locative narratives with their locations, which may be texts or images, but also 3D artifacts of
that place lost over time into the present. To borrow from High:

...Cities and the landscape as a whole can now be navigated through layers of information and narrative of
what is occurring and has occurred. Narrative, history, and scientific data are a fused landscape, not a
digital augmentation, but a multi-layered, deep and malleable resonance of place. (High, 2006, 2)

The application has great potential for cultural heritage. For instance, in the case of the Zi¢e
Charterhouse, which was a Carthusian monastery in the municipality of Slovenske Konjice in
northeastern Slovenia, they created a TravelAR visitor experience to educate, enrich and
engage with the standing walls of the past monastic buildings and the heritage site itself
(Kangler, Nadav, 2020). With the Epson Moverio smart glasses, Kangler notes that locals and
visitors have the chance to “actually visualize how deep the story is, because of course, your
imagination is working better with the vivid pictures from the AR” (Kangler, Nadav, 2020).

We argue that TravelAR visitor experiences are a materialization of what High calls “narrative
archaeology” in which technology is not only used to place the artifacts of place lost over time
into the present, but also to dig from physical artifacts and find layers of information —pulled
from research about lost buildings, eras, people, or events— by the person walking and
observing the area with, in this case, wearable devices (High, 2006, 6). A key point of the
approach is the use of light smart glasses instead of huge opaque headsets, so the observer is
granted a wearable gadget that is pretty close to normal glasses (Kangler, Nadav, 2020).

A similar approach has been recently proposed by Eran Litvak and Tsvi Kuflik (2020) for the
open-air Hecht Museum in Haifa (Israel). They developed both a wearable AR guide for smart
glasses and a mobile handheld guide for smartphones and tablets. The first makes use of the
cycling smart glasses, which are said to be the latest technology in cycling
wearables. The project aims were to improve the experience of cultural heritage visitors in an
outdoor environment, similarly to the two previous projects, and to allow visitors to navigate
among selected POls within the archaeological site while they gain knowledge about them.

Both guides allow visitors to find their way between POls by following AR marks as well as to
verify arrival at a particular location (Litvak, Kuflik, 2020, 876). The latter is achieved by means
of an audio alert of the POI’s name, but also through short-form laying text as one layer of
augmentation displayed on top of the physical world while wearing smart glasses. In addition,
when a visitor reaches each POI, both guides offer multimedia content to see and/or listen to
information about that particular place (Litvak, Kuflik, 2020, 876). All interactive buttons for
audio play, audio progress, AR labeling, and so on, were prepared and tested to facilitate easy
navigation and visualization when they are displayed on top of the real environment (Litvak,



Kuflik, 2020, 877-881). Another feature of the application is to spot and label POls nearby the
visitor’s location that are waiting to be discovered (Litvak, Kuflik, 2020, 876).

Litvak and Kuflik provide visitors of this archaeological site with meaningful information in a
noninvasive manner, while they also address a set of challenges of AR applications for outdoor
environments, such as: the visualization of content in an augmentation form, the poor visibility
of the smart glasses’ display in bright sunlight, the presence of other visitors obscuring views,
the inaccuracy of GPS-based location inisolated environments, the ergonomics of smart glasses
and the usability of the wearable AR touchless interface (Litvak, Kuflik, 2020, 875).

Their outputs are described as a prototype or “first attempt to repurpose smart glasses made
especially for professional cyclists and built for the outdoors as a platform for the development
of mobile museum visitors’ guides for open-air museums” (Litvak, Kuflik, 2020, 885). Like in both
previous case studies, the project focused on outdoor cultural heritage sites. The use of
wearable technology that the visitor walks with and observes through may have plenty of
possibilities to be applied in the context of pilgrimage routes or, the other way around, we
consider that the latter is a perfect context for further research.

The third group of narrative practices is classified under the label of context-aware games, that
is, playful experiences in which tourists are invited to become players (active
visitors/participants) of one game or a series of games bound to one or several locations or
entities with cultural, historical or natural interest. The main purpose of context-aware games
for cultural heritage storytelling is to enrich tourists’ experiences through a more meaningful
player-directed exploration of and interaction with the physical world. They look for a stronger
emotional connection between the cultural entity and participants, which is mainly based on
turning tourists into active visitors that not only read a place, but also experience the cultural
asset through hands-on activities.

As Susan Hazan recalls, while the term audience only covers the acts of listening and watching,
an active visitor is encouraged to interact through hands-on, engaging applications. This
approach generates novel scenarios for life-long learning, as “whilst we only remember ten
percent of what we read, we remember ninety percent of what we do” (Hazan, 2010, 143).

In the case of the Raiders of the lost water, Alessandro Gurrieri with the Ecomuseum Mare
Memoria Viva made use of a location-based game to rediscover, raise awareness and enable
learning along the coastline of Palermo (ltaly), in which currently only 8 km are perceived out of
22 km (Ingrassia, Villodres, 2020, 24-25). In particular, their aim was to show players a set of
unknown or hidden access points to the sea that have been slowly stolen from the citizens by
urbanization.

For this purpose, they created a playful experience in which participants are divided into teams
that ride their bikes from one location to another along a particular open-air coastal area in
Palermo. The experience comprises nine phases that take place in nine different sea points. At
each location, every team plays a game focused on how the sea was perceived in the past by city
inhabitants. Among the activities, teams are asked: to dance at Lido Petrucci, to recognize fish
species in photos, to put the lyrics of a historic Italian song about the sea in order, to sing the
previous song with ten passers-by, to make sea knots, etc. [13]. In addition, they have to collect a
seawater sample at each location to be poured into a transparent container when they return to
the starting point of the tour. In the end, all containers figuratively represent and rejoin the 22
km of Palermo hidden coastline (Ingrassia, Villodres, 2020, 25).



Raiders of the lost water is a metagame, that is, one that surpasses the rules set for the game, as
it is not defined by code, commerce or computation, but by everything “occurring before, after,
between, and during the game as well as everything located in, on, around, and beyond the
game” (Boluk, Lemieux, 2017, 11-17). The present case study is a route-specific metagame,
which gathers a series of context-aware games and anchors the whole experience in time and
space under a unique theme. Raiders of the lost water does not rely on any website, app or
related technology that could improve the experience, for instance, on the way from one point
to another. They instead created an analogue tangible kit for people who take part in the
activity. With a playful approach, this route-specific game is deeply oriented to increase
knowledge among participants, reach awareness and foster a critical assessment of the recent
transformations of coastal settings.

The next case study is . Cofounded by Wendy van Leeuwen and Kristina
Palavicova (Lisbon, 2016), their aim was to implement the idea of a city discovery game that led
local people (and travelers) to new places in their own city instead of continuing to visit the same
ones. They created a web platform and app in which users are able to choose and buy a playful
walk in more than 50 cities across Europe. Once the selection and purchase are done,
participants receive an email with a link to get information about the starting point of the game
and the playing times.

Secret City Trails offers a plethora of playful walks. At each stop, players are asked to solve
location-based riddles, to learn about curious stories tied to places, to discover hidden
landmarks, or to get recommendations for art galleries, free museums and coffee shops, etc.
Each walk is created by locals who are paid each time their game is played. This way, they enable
participants to discover the city and follow the steps of locals, but with full flexibility regarding
timetables. As they are self-guided games, there is no need to adapt the trip to meet a guide in
person at a fixed time. In addition, games are instantly bookable, so pre-booking is not required
[14]. Like in the previous case study, each game is a series of games tied to specific locations
within the city. By linking players” movements in the physical world to their accomplishments in
the game, these discoverable walks add a new dimension to in-game storytelling.

The Escape from the Tower app is another example of a context-aware game in which the
scenery is not an open-air area or urban itinerary, but one iconic building in the city of London,
the Tower of London. The independent charity Historic Royal Palaces aimed to engage young
people, teenagers and family groups in visiting that British heritage building as well as to
enhance their experience, so they decided to develop a location-based game that runs through
an app [15]. The game invites users to actively participate in a selection of the most famous
historical escapes from the Tower of London, in the locations where they happened, while they
learn about the historical site (Reddington, 2010).

Interaction between app users and building heritage was achieved through adding virtual
content to the physical site, such as letters, ropes and other virtual material available for players
to help prisoners escape. In this experience, app users were not only readers of the immediate
physical realm, nor only listeners to an aural narrative tied to the site, but they were also active
visitors as they were asked to answer questions and make decisions that affected the game, the
overall experience, and let them win prizes (Reddington, 2010). It is a type of story-game that
combines elements of play (gameplay procedures and reward system) with those of stories
(characters, setting, and plot) that ensure the engagement of participants with the story while
they play the game (Alexander, 2014, 192-193, 202-203). In this case, there is the added value
of location-based activities that are supported by geo-located sensors displayed within the



Tower of London. On the whole, we argue that context-aware games represent the possibility
for more engaging narratives that may leave visitors/travelers/pilgrims with more meaningful
knowledge and memories.

The next group of narrative practices on cultural heritage is focused on 3D recreations of
former historical realities that make visible the past and hidden stories attached to events,
objects, landscapes, or particular buildings, that is, simulations. All selected experiences are also
examples of locative narratives, as 3D data is again triggered by proximity to specific GPS
coordinates. Although different kinds of information are integrated to enrich the user
experience in the following two case studies, the main focus is on watching and feeling the 3D
past space, as a means to enhance the understanding of the contemporary physical realm.
Through the simulation of the past, they make visible to human eyes a lost structure and its
context or one that has been deeply transformed or even relocated over time.

The first selected case study is Hidden Florence 3D: San Pier Maggiore App. It isthe result of a
collaborative research project led by Fabrizio Nevola (University of Exeter), Donal Cooper
(University of Cambridge) and Nicholas Terpstra (University of Toronto), along with The
National Gallery (London) [16]. Their goal was twofold. Firstly, they wanted to make visible the
hidden parts of the church of San Pier Maggiore, which was demolished in the 18th century, in
the city of Florence; that is, in the original setting where houses and shops are placed today.
They also aimed to provide an altarpiece from that church, which is today at the National Gallery
of London, with a virtual context. They created a geo-located app that utilizes AR as well as GPS
to place the user inside a reconstructed virtual model of the church, both in Florence (native
setting) and London (current setting of the altarpiece). The main technical challenge was to
integrate “the augmented 3D model on the right location to faithfully recreate the Church of
San Pier Maggiore” at both settings [17].

The project presents a series of strengths for cultural heritage storytelling such as the spatial,
historical and cultural connection created between two different contexts by means of geo-
located augmented 3D modeling. This practice could be applied to many other entities that are
currently spread, but also bound to cultural itineraries, as a way to recover lost meanings, but
also to enrich pilgrimage with invisible connections between distant structures, objects and
their contexts. In addition, the application promotes the discovery of the city past by locals and
travelersin Florence. In London, it enables museum visitors to enjoy the altarpiece on the
original lost context and place, with a sense of space that helps them to better understand the
artistic work (Nevola, 2020). We argue that the San Pier Maggiore App is another example of
the “fused landscape” of narrative, history and scientific data envisioned by High (2006, 2), with
the added value of interweaving distant landscapes in space and time, though still attached to a
mobile device interface.

Another good example of narrative simulation is the Falstad Center V/AR guide. It was
developed by the Falstad center (Falstad-Norway), the Synthetic, Perceptive, Emotive and
Cognitive Systems Group (SPECS) at the Barcelona Institute of Science and Technology, the
Future Memory Foundation, the ic. ACCESS: Inclusive Strategies for European Conflicted
Heritage HERA Project, and Eodyne Systems S.L.in 2018 [18].

The was a prison camp in Norway and today it is a national center for the
education and documentation of the history of imprisonment during the Second World War. A
tablet-based outdoor AR landscape guide was created to offer a new way to explore the former
prison camp and its context, which are a completely different site today. This approach is based



on an active exploration of both the environment and historical material in order to engage
students, visitors and educational programs with the memorial site (Falstad Center, 2019).

As in the previous case study, the technology involved is a geo-located digital reconstruction
that is displayed on top of the physical realm along with historical source materials (drawings,
photographs, diary fragments, and recorded survivor testimonies) to deliver individualized
spatial narratives. Instead of a more traditional approach of passive navigation inside the
museum, visitors are led to actively learn and reflect about the whole site by means of
exploration through the virtual environment of information (Falstad Center, 2019). In addition,
the appealing and user-friendly interface plays a main role in the discovery and learning process,
as it offers the user:

e A permanent view of the virtual reconstruction and contemporary map of the location of
historical source materials (represented by dots) relatively to the user’s location and
direction.

e Alternative means of viewing the virtual environment (ground level or aerial view).
e Automatic map orientation according to user’s position.
e Emergingimages when user approaches a POl with available information.

e Fulldisplay of buildings’ names when they are closed to the user and hidden
functionality for the others (SPECS UPF, 2018)

As atablet device is needed for this experience, the app could distract users from the main
visiting purpose due to the fact that there is a permanent physical object in between the user
and landscape. In addition, the virtual reconstructions of the site structures lack a realistic
representation that diminish the perception and interpretation of the historical space. However,
it opens the way to an immersive experience of the physical world with several new layers of
digital information and narrative about what is happening and has happened, limited only by
what it selected in terms of location, types of data, tools and technology.

The term “digital exhibitions” calls to mind a type of spatially organized and visualized
expression of thoughts, material and knowledge and to a great extent is based on the display of
mixed objects in real space. The adjective “mixed”, in this context, refers to the combinations of
physical and digital media in ways that propose new relations between people, space, physical
artifacts and digital objects. In other words, the digital exhibitions we are going to analyze add
experiential layers of culture to physical space by means of technology that introduces new
behavioral codes and allows multilevel spatial exploration.

The first case study we include in the present fifth group of narrative models, with potential to
be explored in the production of meaningful content for lesser-known rural museums and
heritage sites located nearby pilgrimage routes, is . The project,
launched in 2015 by the artistic company Metal, proposes the creation of experiential layers of
culture in the public space of Chalkwell Park in Southend on Sea (UK), through digital art works
and location-based stories that are connected to the physical space.

The core of the experience is a collection of 14 NetPark apps, of which nine are digital artworks
and five are story apps. Each one is related to a particular place or areawithin the park. By using
amobile device or tablet and headphones, locals and visitors are able to interact with the

physical park in a different way, as each piece of work is a new digital layer superimposed on the



real landscape that may be “surprising, funny, informative or thought-provoking” [19]. For
instance, the Matmos App enables users to listen to site-specific music that was created from
original sounds from the daily park life. The Mark Grist and MC Mixy App offers poetry tours
around the park, while the Spiky Black App is focused on the historic Rose Garden and engages
listeners with the exploration of how roses are bred, grown and named, to cite a few examples.

The project is supported by an integrated system of WIFI, physical signage and mono-lights
located in the park, as well as the apps and a web gateway [20]. Everyone has access to the
experience, even if they do not have a device with internet connection. At the same time, the
project creators are able to get information about the use of the different experiences. In
addition, all NetPark apps were designed for a variety of audiences from young people to adults,
but also as shared experiences or individual walks in the park, which stimulates interaction
between people and the surrounding space. Users consume audio narratives passively, but the
added digital layer to the physical space sometimes activates personal reflection about the
topics addressed, sometimes asks for actions and interactions, or sometimes just leads to a
passive personal experience in which visitors learn new things while they wander the park.

The next case study is , developed by Juan Carlos Alonso, José Angel Parrefio
and Erik Escoffier from Satellite Studio in 2019. It is a web platform that generates randomized
‘poems” about places in real time by using a database of coordinate-dependent words in any
place of the world, for instance, the one you are standing on (Brown, 2019).

Writing a Haiku... is inspired in a previous digital exhibition called “Everything every time”,
where artist Naho Matsuda created “poetry” from data collected by a variety of sensors located
in the city of Newcastle. The resulting random poems were written and displayed in real time.
Satellite Studio decided to develop a global version of Matsuda’s project. By using the
OpenStreetMap database, they are able to assemble verses based on information from various
urban places (names, buildings, streets, bus lines, stops, etc.), but are also related to weather,
and local time, for instance. As the short poems are generated with data related to places, the
project proposes a funny way to create meaning from that place and to materialize new
narratives. We wonder if this fresh idea could also inspire new experiences in which the physical
space of the pilgrimage routes and their surroundings are enriched by digital objects randomly
created from sensors, onsite databases and pilgrims’ interaction with them (personal memories,
components of daily pilgrimage life, places they visited or to visit).

The third case study we include in the group of digital exhibitions is , founded by David
Trowbridge in 2012. It aims to “guide the public to thousands of historical and cultural sites
throughout the United States” [21]. In this project, any physical location with historical or
cultural interest around the user, but without a physical marker, is turned into a place of
discovery and learning with associated digital data. Members of museums, societies or
institutions, as well as students from colleges and universities are invited to contribute to the
project by adding information in an open and user-friendly digital platform that also feeds a
mobile application (Trowbridge, 2020). Data is collected in the form of individual entries, which
include a short presentation about a site of cultural or historical significance, its location, some
images, the backstory and context, as well links to a selection of books, articles, videos, primary
sources and credible websites with additional information. In some cases, individual entries are
linked together in a walking tour or heritage trail around a topic, area or event. Moreover, there
are “time capsule” entries that are thought to allow users to learn about historical events that
took place nearby them [22].



The Cliois based on the idea that there is history and culture all around us to be discovered and,
if we have appreciation for the history and culture that is around us, “we will be leading a richer
life with open eyes to a universe that is deeper than we imagined” (Holbrook et al., 2020), but it
is also grounded in the consideration that in every single place there is a story to be told and
discover, no matter how big or small. The Clio offers a framework to allow the process of
creating, telling and discovering stories bound to places in a mixed context that enriches the
physical media with digital data and fosters new learning and relationships between people and
that place. Although it is currently focused on historical and cultural sites located in the Unites
States, it has potential to inspire a global version of the same idea or one focused, for instance,
on the thousands of historical and cultural sites along and around European pilgrimages routes.

The last group of narrative practices testify the power of new technologies to help people
navigate from place to place with graphic communication, visual clues in the built environment,
audible information, and tactile elements while they also aggregate or collect cultural data. In
this sense, their main focus is to facilitate wayfinding or how users find their way between
particular places. In addition, they provide a unidirectional push of information to augment,
annotate or add cultural richness to places. They also seek to promote bidirectional narrative
exchange between participants and the physical place by directly or indirectly asking questions
and collecting their answers or behaviors to generate new narratives, display personalized data
or for decision making (Barber, 2014, 100).

The Transborder Immigrant Tool is an example of unidirectional narrative within a wayfinding
system. Designed by a group of five artists and writers in 2007, their aim was “to guide
individuals who were making their way through the deserts of the US/Mexico borderlands to
water” [23]. The tool offered crucial information about survival as it leads travellers to existing
water safety stations during a dangerous journey of several days (Centre for Art and Media
Karlsruhe, 2014). In addition, it randomly delivers poetry to those crossing the border in an
effort to recover the human side of the border while assisting in their emotional well-being
(Levine, 2014). The poems were related to the beauty of the resources of the desert itself.

As it was conceived for humanitarian aid, the app was released as an open-source tool for
potential deployment at other border crossings (Electronic Literature Directory, 2007). It was
prepared to allow the mobile phone to receive positional data without internet service.
Moreover, the interface is presented as a compass that provides a customized virtual trail and
user-based map, and is capable of tracking the spatial coordinates of migrants in real time
(Walsh, 2013, 11). This tool makes hospitality in the complex context of borders possible, an
action embedded deeply within the pilgrimage routes’ histories, with the added value of audible
poems that turn borders into geo-poetic spaces.

Where the previous tool provides GPS positions and triggers sound files to which the user may
react but not respond (unidirectional exchange of information), the next case study encourages
the expansion and exploration of the wayfinding system in another way. Run for the first time in
Bristol in 2013, Hello Lamp Post is an on-street engagement tool designed by PAN Studio that
has been already developed for over 25 cities around the world [24]. Through a mobile text
messaging service (SMS, Whatsapp or Facebook Messenger) or a QR code reader, the project
invites people to playfully interact with the urban built environment with a twofold purpose;
they aim to provide people with key local information, but they are also interested in gathering
important opinions, ideas and perceptions from them that could better inform the development
and planning of the city itself (Ingrassia, Villodres, 2020, 90-91).



Imagine walking through an urban area where you can find any kind of city street features such
as alamp post, a bus shelter, a parking meter, with a mobile phone equipped with any text-
message service. Printed signs placed next to those objects or on their surface with sentences
such as “Hello, | am a talking telephone box!”, and a reference code or QR code catch people’s
attention and invite them to interact. By texting “Hello Telephone Box” and the reference code,
or by scanning the QR code, anyone can start a conversation with the urban object that will
suddenly “come alive” and ask a series of questions via text message about what the useris
doing and how he or she feels about the area. Citizens share their views, concerns, doubts and
receive and answer questions while all data is gathered, saved and managed by a web server.
This works with a cloud communications platform, that is an artificial intelligence (Al)-driven,
conversational system. All collected data is used to feed future conversations between objects
and people, but is also shared with local authorities to better inform decision making.

Depending on the needs of the city government, the experience may be implemented to address
different concerns regarding wayfinding, culture, tourism, and urban planning. In this sense, up
to now there are fewer specific initiatives in the cultural field of Hello Lamp Post than focused
on gathering insights for community engagement in urban design, but there are many
possibilities to be explored. In addition, Hello Lamp Post has been solely focused on urban
settings so far, but what about “waking up” objects outside the city? In particular, we consider
that the novel approach envisioned by Hello Lamp Post could be utilized in the context of the
pilgrimage routes to promote a connection between travelers and the surrounding environment
on adeeper level, but also to acquire and appropriate place-based experiences through
interactions between objects or natural entities (the machine) and people (the pilgrims). This
way both machine and people could learn from each other about the complex environment of
the pilgrimage routes.

The last example we include is Mnemosyne [25]. Developed by the New Media for Cultural
Heritage (NEMECH) and the Media Integration and Communication Center (MICC) of the
University of Florence, Mnemosyne was first installed and tested in the Museo Nazionale del
Bargello in Florence in 2015. The aim was to provide personalized information to museum
visitors in real time based on the physical artworks for which the visitor has shown the highest
level of interest.

By using detection and re-identification technology in multiple cameras set inside the museum,
the system is able to create visitor profiles while they are observing the artworks, without
recording information of their facial features, but only on the color and texture of their clothes
to capture the most distinctive elements (Karaman et al., 2016, 6-9). Once the visit ends, each
visitor is provided with personalized information, which is generated based on an experience-
based system (the visitor’s profile) and on a knowledge-based one, but it does not require
specific input from users (Karaman et al., 2016, 12-14). All recommended multimedia content is
displayed on the touchscreen device placed at the exit of the museum when a particular user
approaches it.

Among the strengths of the system for narrative practices in cultural heritage, we highlight that
itis non-intrusive as it does not demand the user to carry any device or to do any action in front
of the artwork. Moreover, visitors can navigate through the multimedia content related to the
objects for which their interest was higher within the museum, but they can also get information
about other related pieces of art in the same museum or in other institutions of Florence, which
turns Mnemosyne into a sort of wayfinding system of cultural spaces or entities. However, there
is also a physical disconnection between the artwork and the access to the recommended



multimedia content as the latter is shown after the visit. In any case, it promotes a third method
of narrative exchange where the user unconsciously participates in the generation of
personalized multimedia content and this distinctive information is directly delivered to them.

The collection of 22 case studies we gather in this review is representative but not
comprehensive (Figure 53). All of them point to narrative practices that disrupt traditional
notions of storytelling creation and consumption, as well as foster new types of relationships
between people and places of interest. They also demonstrate challenges that are inherent in
the act of storytelling, with a particular focus on those that usually constrain the delivery and
consumption of content about outdoor cultural sites that are reached on foot, and movement
through space and time.

RurAllure aim is to create cohesive narratives about the lesser-known heritage sites of rural
areas in the vicinity of four European pilgrimage routes in order to enrich the pilgrims’ on-site
experiences. The selected case studies mainly emerged from the exploration of state-of-the-art
technologies and the outcomes show how they open up a whole new range of possibilities for
discovery and reading about cultural heritage or other entities of particular interest. However,
their differences with the older forms of narrative practices are not only related to the
instruments used, but the mode of engagement and the resulting experience. When ancient
Christians recalled the last days of Jesus’ life on earth by walking and praying along the Via
Dolorosain Jerusalem, their prayers gave voice to places and their related stories. This short
pilgrimage experience was enriched by adding a sort of oral intangible layer to the physical
space, with obvious on-site limitations that grew, even more, when the practice was dis-located
and multiplied outside the original setting for centuries. Current technologies overcome some
of these limitations. For instance, a key feature of narratives displayed through mobile media is
that they completely change the relation between content and place, as the former is portable,
so it can be moved across the space. However, the real difference with traditional practicesis
about the experience itself, which introduces significant changes from precedent storytelling.

Selected case studies show that content type impacts the way narrative is told and experienced.
Content can be communicated in individual forms such as text and images —common with
traditional narratives—, but also audio, animations or videos, or combined in multimedia formats
that expand the possibilities of precedent media storytelling in terms of how information is
communicated and read. Besides, the experience is also determined by the medium or the way
that content is delivered. Today this medium ranges from tangible analogues to mobile devices
and wearable gadgets. A 3D model changes the way we learn about former spaces based only on
images, for instance, but there is also a huge experiential difference between reading a model on
a mobile interface versus using smart glasses versus on a physical printed marker.

With a digital narrative, content is not only site-specific, but it can be tied to physical space and
respond dynamically to the place where the user stands. As a consequence, far beyond learning
about history, events, architecture, or any other cultural issues surrounding a particular place,
we get a deeper sense of the story and the ways that story impacts the meaning, past and
present of that place, as Farman highlights. The place or the cultural asset is experienced
through various channels and voices that contribute, on the whole, to distinctive and
transformative narratives that expand the possibilities of non-digital storytelling. As the
rurAllure project proposes, we must explore how these new narrative practices may foster
important advancements for the pilgrimage experience in contemporary society and the present
review of the broad spectrum of possibilities is a first step.



Figure 53. Global analysis of the collection of 22 narratives practices according to categories,

subcategories and sub-subcategories presented in Tables 21 to 26.
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