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CONSORTIUM

The Cultural Heritage Project 2.0: BusinessModel Evolution, an Erasmus+project (2021-1-IT02-KA220-HED-

000032050) is designedto support Higher EducationInstitutions to effectively assistthe regenerationof the

Europeancultural heritage sector in a highly digitised (post-Covid-19) world, through CulturalhǊƎŀƴƛǎŀǘƛƻƴǎΩ

businessmodelsevolution. Theproject alsoaimsto provideHigher9ŘǳŎŀǘƛƻƴΩǎacademicstaff andeducatorswith

the knowledge,skillsand resourcesrelevant to the future to support the sector. Thispublication is part of the

ǇǊƻƧŜŎǘΩǎfirst deliverablesand outcomes(ProjectResults1; PR1), next to a 1.άCǳǘǳǊŜof CulturalHeritageSector

{ŎŜƴŀǊƛƻǎέBook,2. ά/ǳƭǘǳǊŀƭHeritageChallengesandbŜŜŘǎέStatusQuo Report, and 3. Good PracticeCases

Collection; all accessiblethroughtheǇǊƻƧŜŎǘΩǎwebsite.

Ourpartnershipconsistsof 6 organisationsfrom 5 countries,all with a direct interest in usingtheǇǊƻƧŜŎǘΩǎresults

to (1) drive university-cultural heritageƻǊƎŀƴƛǎŀǘƛƻƴǎΩcollaboration,(2) contribute to revitalisationof the cultural

heritagesector and (3) increasetheir contribution to society. The partners have been selectedbasedon their

diversity of knowledgeand experiencein socialsciencesand humanities,institutional commitment to external

engagement,andstrongnetworkswith culturalheritageorganisations.
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Why a Collection of Business Model 
Evolution Good Practice Cases?

TheCOVID-19 pandemicand the measuresto contain it has taken a considerable
toll on all aspectsof the Europeanliving environment, including the world of
cultural heritage(CH). Sincethe very outbreakof the pandemic,the crisisseverely
impacted the EuropeanCulturalHeritageand its stakeholderson multiple levels,
e.g., challengesfor the securityof jobsandsecurityof heritagesitesandvisitors,as
well associoeconomic,cultural,andfinancialchallenges.

TheBusinessModel EvolutionGoodPracticeCasesshedslight on the evolution of
the Cultural Heritage hǊƎŀƴƛǎŀǘƛƻƴǎΩbusiness models. The cases represent
successfulphysical,digital and/or hybrid businessand revenuemodels that have
evolvedin the CulturalHeritagesector as a result of the pandemic,basedon the
ǎŜŎǘƻǊΩǎneedsandchallengeson both regionalandEuropean-widelevels.

The documentedcaseshave been collected through desk-researchand further
articulation of the researchedtrends on BusinessModel Evolution for Cultural
Heritage(horizonscanningphase,i.e., find the completemethodologyin theά¢ƘŜ
Futureof CulturalHeritageSector{ŎŜƴŀǊƛƻǎέBook,Methodologychapter).

The collection of the BusinessModel EvolutionGood PracticeCasesis aimed at
CulturalHeritagehǊƎŀƴƛǎŀǘƛƻƴǎΩstaff and leadershipto developstrategiesfor the
/IhǎΩdigitaltransformationandredefinitionof their businessmodels.

5
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Pitch Art and Research on Transformations of Individuals and Science (ARTIS) seeks to 

broaden access to the arts for public well-being and build lasting partnerships with art 

institutions.

Organisations National Gallery, London

Kinda Studios
Country United Kingdom

Type of Business 
Model

ᵟ Physical

X Digital

ᵟ Hybrid

Focus of 

strategic goal

ᵟ Higher revenue

X Wider audience range

X More impact 

ᵟ Increased offerings 

ᵟ Other, specify:

Introduction

ARTISseeksto broaden public accessto the arts. One
suchproject is an art intervention to reducebarriers to
museumvisits by training visitors on how to look at a
painting in a 1-minute animated video. They aim to
provide one technique of engagement that can be
applied quickly and easily in gallerieswhere individuals
maydisengageand are then unableto connectwith the
artwork. The intervention is a collaborative effort
betweenthe NationalGalleryof London,industrydesign
partner Kindastudios,aswell asan aestheticphilosopher
andperceptualpsychologistwho guidethe design.

ARTIS

6

ImageCredit: TheNationalGalleryLondon

Documented 
on

July 2022

Case Author Allison O'Reilly  from 

the University ofVienna

/ŀǎŜΩǎ 
Coordinator

Mackenzie Trupp from 

the University of Vienna

Links Website

https://artis-h2020.eu/
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ImageCredit:

THE CONTEXT 

ARTISbeganin 2020asanEUHorizon-fundedprojectunder
the call ά{ƻŎƛŜǘŀƭTransformationsand the Arts.έARTIS
representsa first-of-its-kind collaboration to theoretically
explore, empiricallycapture, and co-create individual and
societalchangeviathe transformativepowerof art.
This case focuseson the work of McKenzieTrupp, PhD
candidatestudying the intersection of art and scienceat
the Universityof Vienna.

ςThetype of new businessmodel is hybrid, asthe instructionalvideossupportan in-personvisit but can
alsobe usedduringa digitalvisit.

ςNewƳƻŘŜƭΩǎbenefits: Theproject allows for a wider audiencereachfor galleryvisitors,however, the
evidencebehindit signalsto other fieldsthat this supportin art consumptioncanalsobe viewedasa health
intervention,extendingthe overallvalueof the project to manydifferent areasof interest.

ςTransition mechanicsinvolve financialresourcesneededto producethe videosand advertisethe new
experienceto visitors; humancapitalin the form of designexpertsandhealthspecialists.

ςInvolvedstakeholdersincludemuseumstaff, researchers,anddesigners.

7

Researchsuggeststhat art canenhancewellbeing(Truppet
al., 2022). However,many groupswho feel removedfrom
art cannot experiencethis and cannot relate to it. Small-
scaledigital interventionscould help this group overcome
barriers to find connection and understandingand allow
them to profit from an enhancement of their overall
wellbeing.

THE IMPLEMENTATION

THE CHALLENGE 

ImageCredit: AndreaDeSantis,Unsplash
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THE IMPACT
Experiencing art can have a positive 
impact on well-being, however, an 
understanding of art is a prerequisite 
for this well-being enhancement. This 
case shows how the use of media can 
ǿƛŘŜƴ ŀǊǘΩǎ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜ ŀƴŘ ƘŜƭǇ ŀ 
larger group experience its positive 
effects.

Two Intended Learning Outcomes that 
can be derived from this case for the 
CH sector are:

8

ImageCredit:

01 Online media can be produced to target less-engaged 
groups and enhance their experience of CH sectors

02
The findings of Trupp et al. (2022) regarding improved 
well-being following the consumption of art offers a 
whole new area of interest to health institutions.

ImageCredit: JamesMoore,Unsplash

The project allows for a wider audience reach 
for gallery visitors, but the evidence behind it 
signals to other fields that this support in art 
consumption can also be viewed as a health 

intervention.
ςMackenzie Trupp 

ά

έ

References:

Å Trupp, Mackenzie & Bignardi, Giacomo & Chana, Kirren& Specker, Eva & Pelowski, Matthew. (2022). Can 

a Brief Interaction With Online, Digital Art Improve Wellbeing? A Comparative Study of the Impact of 

Online Art and Culture Presentations on Mood, State-Anxiety, Subjective Wellbeing, and Loneliness. 

Frontiers in Psychology. 13. 782033. 10.3389/fpsyg.2022.782033.

Å Find more: www.artis.univie.ac.at/& Website: www.artis-h2020.eu/

https://artis.univie.ac.at/
https://artis-h2020.eu/


C
U

L
T

U
R

A
L
 H

E
R

IT
A

G
E

 
2
.0

Documented 
on

May 2022

Case Author Daniela Pavan from the 

/ŀΩ CƻǎŎŀǊƛ ¦ƴƛǾŜǊǎƛǘȅ ƻŦ 

Venice

/ŀǎŜΩǎ 
Coordinator

James Bradburne from 

the Brera Art Gallery 

Links Website
Instagram
Twitter

Pitch BreraPLUS+ is the online platform that enriches the experience of the Brera Art Gallery 

in Milan with multimedia content, documentaries, special programs, concerts, 

premières and much more. 

Organisations Brera Art Gallery Country Milan, Italy

Type of  Business 
Model

ᵟ Physical

X   Digital

ᵟ Hybrid

Focus of 

strategic goal

ᵟ Higher revenue

X   Wider audience range

X   More impact 

X    Increased offerings 

ᵟ Other, specify: 

Introduction

BreraPLUS+ is a constantly updated platform, which over
time, will be enriched with content and insights. It
representsthe set of contents that the Brera Art Gallery
offers to enhance its art collections. This ranges from
innovativedialoguesandexhibitionsthat combinevideoand
online exploration, to concerts, masterclasses, and
streaming shows. There are also guided tours and online
meetingswith specialists,actors,writers; accessto deposits
and the online restoration laboratory. Eachcardholder or
membercanvisit BreraArt Gallery(bookedin advance)and
in addition to their physicalvisit, they will alsohaveaccess
to online content, special programs, concerts, and live
streamingevents.

BreraPLUS 
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ImageCredit: Pinacotecadi Brera

https://breraplus.org/
https://www.instagram.com/pinacotecabrera/
https://twitter.com/museobrera?lang=it
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ImageCredit:

THE CONTEXT 

The Brera Art Gallery is a national gallery of ancient and
modern art, located in the homonymousbuilding, one of
the largest buildings in Milan, covering an over 24,000
square metre surface area. The gallery was initially
establishedalongsidethe Accademiadi BelleArti, founded
by Maria Theresaof Austriain 1776, to offer studentsthe
opportunity to studypricelessmasterpieces.

ςThetype of new businessmodel isadigitaloneconnectedto the physicalexperience.

ςNewƳƻŘŜƭΩǎbenefits: Theideawasborn in 2020to facethe COVID-19 emergencyandbenefit from the
lessonslearned. Likeall museums,Brerahad to closeduring lockdowns. In those weeks,however,Brera
staff worked to rethink their entire approachto visitors. Brerawasone of the first institutions to put their
exhibitionsonline in order to not lose contact with their audience. Theyalso changedtheir pricing from
singleticketsto membership.

ςTransition mechanicsinvolve fundraisingto developthe project, hiring partnersfor its implementation,
and settingup an educationpath to communicateit to both seasonedand new audiences.ά²Ŝmust also
kill the idea of ΨǾƛǎƛǘƻǊΩand move to the one of ΨǳǎŜǊǎΩ. Visitorsexist thanks to the visit to the physical
museum,but the onlinevisit iscomplementaryto the physicalƻƴŜΣέsharesJamesBradburne.

ςForthe businessƳƻŘŜƭΩǎimplementation, the setup of anonlinebookingplatform isessential,aswell as
apushon onlinecommunication. Moreover,the creationof asubscriptionmodelis important.

ςInvolved stakeholders include Intesa San Paolo, FondazioneBerti, AssociazioneAmici di Brera, La
SettimanaEnigmistica,FrancescoBrioschiEditore,Miel de Botton.
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Priorto COVID-19, Brerawasalreadyrethinkingtheir model.
Accordingto Director JamesBradburne,they decided to
focus on the enhancementof the collections,rather than
masstourism, after seeingmuseumsthat had focusedon
the latter, suchasthe Guggenheimin New York,collapsing
after 9/11. Theyare trying to fashiontourism to the gallery
in sucha way that it assimilatestourists to citizens,in order
to foster responsiblebehaviourof tourists.

THE IMPLEMENTATION

THE CHALLENGE 

ImageCredit: IconArtMagazine
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THE IMPACT
This case representsa good practice
caseas it was receivedthe award for
the best digital innovation in arts and
culture of 2020 by Artribune.

Three Intended Learning Outcomes
that can be derived from this casefor
the CHsectorare:

11

ImageCredit:

01 Create infinite trajectories to visit the museum 
combining physical and digital experiences

02 Appreciate the freedom of the experience

03 Learn more about the collections thanks to additional 
digital content

In a post-COVID world, the museum 
experience can no longer be defined merely in 
terms of visits to physical spaces. Its identity 

(and economic model) should instead be 
based on everything the museum does to 
enhance its collections, within the spaces, 

outside and online. 
ςJames Bradburne

ά

έ

References: 
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