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Alcune domande

- Utilita del mio lavoro per gli studenti, per il
territorio, per le aziende?

« Come rispondere alle domande “pratiche” degli
stakeholders (es. Studenti stranieri e loro
famiglie? Studenti di summer schools?
Imprenditori?)

 E ora, come rispondere alle esigenze del
territorio dopo il terremoto?

B () o e #Sharing3FVG
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Cosa dice |la teoria?

Tourism

Events

- - - - -——o
- -
-

—— -
p_—

I Agriculture

-' Food retailing,
/ \ promotion and -
: marketing

Rural lifestyles and T
¥, communities

-
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Un nuovo ruolo per le Universita?

Andare oltre la Terza Missione

FRONTRUNNERS: ETH & OBERLIN COLLEGE
TRIGGER: SUSTAINABLITY CRISIS
CO-CREATION » EMERGING MISSION

PROTOYPES: MIT & STANFORD
TRIGGER: KNOWLEDGE ECONOMY

» 3RD MISSION

PROTOYPE: UNIVERSITY OF BERLIN
TRIGGER: HUMBOLDTIAN REFORM
» 2ND MISSION

» 1ST MISSION

TRIGGER: EXPANSION OF CATHOLIC CHURCH

PROTOYPE: UNIVERSITY OF PARIS
EDUCATION

1 I
TIME

Figure 4. Emergence of four missions with triggers and institutional prototypes and frontrunners.

1150-70 1810 1980 2010

Trencher, Gregory, et al. "Beyond the third mission: Exploring the
emerging university function of co-creation for sustainability." Science
and Public Policy 41.2 (2014): 151-179.

WIALFVG

Betts and Lee (2004)

University as a trainer: university's
role in proving to local economy an
ample supply of skilled young
graduates.

University as innovator: generation
and commercialisation of academic
knowledge.

University as partner: provision of
technical know-how.

University as regional talent
magnet: the presence of a
university increases the
attractiveness of the region to
talented academics,
entrepreneurs, engineers.

University as facilitator: facilitate
networking between private and
public sector.

#Sharing3FVG 1/ programma che condivide e stimola l'innovazione 6
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Roma non fu fatta in un giorno... URB

Connecting cities

z Building successes
“pﬂ‘ 5“‘0“
. 5533?‘33‘\‘“
jo

farminc.  crcrronomcCITIES)

Since 1992 -> 2006 2009 2010 2011 2013 2013 2014 2015 2016
Incontro con Accordo per la land Il FORUM Il primo contratto di rete FARM INC URBACT EU PROJECT: Ist International
imprenditore creazione di un marchio con imprenditorie Multi-settore in Italia EU PROJECT GASTRONOMIC CITIES Student Competition

e agricolo ombrello territoriale: comunita locali on «Place Branding

i and Mediterranean Diet
s ,\/\arclﬁc‘ n \/al[gla

L - Studend

Banche locali MARCHE
Camere di Commercio L,QXCC({Q

MARCH Universita
f,;zi/ Governo Regionale &
H

* Made in Fabriano

a c a d e m y

IMPORTANZA DI:

RICERCA-AZIONE

APPROCCI COSTRUTTIVISTI ALLA DIDATTICA THE
Problem-based, W N E
Location-based, Grastng s
Experiential-based learning LAB

2017-2019

Between Practice & Research
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Il progetto Farm Inc (www.unimc.it/farminc)

WIALFVG

FO=0S

Benvenuto su Farm Inc il tuo corso di formazione on line sul marketing

agroalimentare
Cosa puoi trovare in Farm Inc Come usare Farm Inc

Modulo 1 Modulo 2 Modulo 3 Modulo 4 Modulo 5 Modulo 6
Cose il marketing? Pianificazione vs. Mercati degli La nostra parola La forza diun Vendere allestero
improwvisazione agricoltori d'ordine: qualita! marchio
territoriale & la
forza del vostro
territorio
Lifelong Thi= project has been funded with zupport from the European Commis=ion.
Learning Thiz communicafion twebsie) reflacts the views onlly of the outhor, and the Commizsion connot be held
Programme responsitle for any use which may be made of the informaticn contained theren.

#Sharing3FVG 1/ programma che condivide e stimola l'innovazione 8
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Esempio modulo 2 - Il Business Plan

Torna dlla Homepage | Farmine websie

@ Modulo 2: Pianificazione vs. improvvisazione: i vantaggi

farminc.

di un buon Piano Marketing

Unita 1 Unita 2 Unita 3 Unna 4 Unita 5 Tes:

Unita 1: Il Piano Marketing

Unita 2

|

Un indice, un modello ed un esempic

di Piano Marketing

Un indice, un modello ed un esempio di Piano Marketing

Nelle pagine zeguenti troverete un possibile indice per i vostro Piono di Marketing ed un
modelio per completare i vostro progetto personale. Per renderio piu comprensibile,
ciascun argomento sara diviso in due sezioni: uno spazio vuoto da riempire, a Sinistra, e le
domande a cui rispondere - o un ezempio - sulla destra.

Anche ze non si dispone di un particolare progetto in mente in guesto momento, se Ne pud

inventare uno come esercizio. oppure pensare a un precedente progetto che =i & avviato,
inzerendone gf elementi chiave, e utiizzare il modello come verifica.

Anche ze zemplificato, l'indice potrebbe rivelarsi un po” troppo compleszo ze per una

piccola impresa. E stato fatto per comp ma tranquilamente zaltare le sezioni
che non sono rilevanti per voi.

Legenda importante da tenere a mente prima di proseguire

PEST Analizi dellambiente Politico, Economico, Sociale e Tecnologico

STP Segmento, Obiettivo e Posizionamento

SWOT | Punti di forza (Strengths), Punti di debol Weak ), Opportunita
(Opportunities), Minocce (Threars)

Chcca per

Guarda quil

INDICE DEL PIANO MARKETING

. Sinte=i lex=cutive zummary)
. Analisi della situazione « PEST
. Analizi competitiva

. UAzienda = i suo progetio

i Descrizione dell'offerta

il =zegmento. [Fobiettivo

monamento (STP)

3. Luogo di vendita
4. Promozione
. Implementazione e strumenti di

monitoraggio dei rizuirati

L stampare & compilares il tuo Marke=ting pland

#Sharing3FVG 1/ programma che condivide e stimola l'innovazione



Il progetto Gastronomic Cities

WIALFVG

Sustainable Food Cities Network Eating City — International Platform

About Getinvolved Key issues Findacity Resources Campaigns News & events Contact us

G CITY

20102014

We can help

Ready to make your city, town or
borough a Sustainable Food City?

Get started

' Cittaslow Int o e
What is the Sustainable Food Cities Network? —

Find a Sustainable Food City

We are encouraging public, private and third sector organisations and local near you
communities to work together to improve their food system and to use food as a
catalyst to tackle local challenges.

HOME ASSOCIATION SCIENTIFIC COMMITTEE NETWORK ACTIVITIES EVENTS PRESS

sd provide great opportunities for healhy Ifesties education. Improving nuiiion through
News. the priorities for everr

Internationalt Bynetverk for Det gode Liv

Home » Association

Search About Cittaslow Organization
[searc..
ASSO('ia(iOll The Movement of cittaslow was born in 1999 through the Paolo Saturnini's brilliant intuition , past

Mayor of Greve in Chianti,  little town of Tuscany.
How to become

Organization The new idea of considering the town itself and thinking of a different way of development, based on

Projects main goal of cittaslow , was and stillis today, to enlarge the philosophy of Slow Food to local

school canteens should be one of

EATINGICInY HOME ABOUT~ AGENDA FROKCT~ MANFESTO PARTNERS CONIACT ECOMEALNEWS

- the improving of life quality , moved him to spread his thoughts all over our country. Fastly his ideals - - -
Charter were endorsed by Mayors of towns of Bra ( Francesco Guida) , Orvieto ( Stefano Cimicchi) and Positano
Philosophy ( Domenico Marrone )as well as they met later the president of slow food Carlo Petrini's support. The I e a I V e I I e S —

communities and to government of towns, applying the concepts of ecogastronomy at practice of

Documentation everyday life.

.
Municipalities which join the association are motivated by curios people of a recovered time, where
man is still protagonist of the slow and healthy succession of seasons , respectful of citizens’ health ,
g the authenticity of products and good food, rich of fascinating craft traditions of valuable works of art,
CITTASLOW vor ° o

squares, theaters, shops, cafés, restaurants, places of the spirit and unspoiled landscapes,
characterized by spontaneitv of reliaious rites. respect of traditions throuah the iov of a slow and auiet

INTERNATIONAL

Communities

SUSTAINABLE FOOD
IN URBAN

Creative Cities Network

UNESCO » Cuture » Themes » Creatity» Creative CiiesNetwork
e ~URB
surmme ot CONMecting cities SN qud Gastronomy
Urban Communwes  BUIldING SuCCesses tive Economy
2013 Special Edition Appointed Cities :
[ w0 erocr~ rocs - TRawswmowaLmeeTiGs -+ The o cimes ~

UNESCO Creative Cities

CITY OF AMERSFOORT Bafeg St Popaydn Ly

(p—
Creative Cities CHENG DU
(NETHERLANDS) Creative
January 2013 OSTERSUND
. Application FAQ CITY OF GASTRONOMY
- > About Creative Ciies
» Extemal Evaluators
See city

» Why cities 2

> Why join the Network?
» Who are the Members? 2AHLE JEQNIY
» Network Activities oy HF

-Ruby Partnership

A A+

N RESOURCES

¢
The Creative Cities Network

» Evaluation and Studies
» Interviews and Articles.
» Contactus

Thematic Networks
» Lierature

» Fim

» Music

» Crafts and Fok Art

» Design

» ledia Arts

» Gastronomy

n Facebook Photo Gallery.

i% P Yéps
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Cosa dice la teoria?

SUSTAINABLE FOOD
IN URBAN
COMMUNITIES / BLOG

WIALFVG

> Multi-stakeholder actions are processes “in which
actors from civil society, business and governmental
institutions come together in order to find a common
approach to an issue that affects them all” (Roloff,
2008).

> Wicked problems” refer to issues which are highly
complex, have innumerable and undefined causes,
and are difficult to understand and frame.

— there is broad disagreement on what ‘the
problem’ is

— the search for solutions is open ended

— Imply a wise stakeholders’ management

— The problem solving process is complex because
constraints, such as resources and political
ramifications, are constantly changing
(Roberts, 2000)

w ';lE > Thus, wicked problems cannot be resolved through
LAB H . A\ W ” A\Y H 14
finding “right answers” or “solutions”, but rather, they
must be managed.
R 7’&&5 #Sharing3FVG 1/ programma che condivide e stimola l'innovazione




URBACT "Gastronomic Cities”

WIALFVG

“URB

*AC Connecting cities
Building successes
ABOUT URBACT W}‘,’}';,’g%,o" OURPROJECTS | GETINVOLVED | NEWS&EVENTS | DOCUMENTS & RESOURCES
> Home > About URBACT > URBACT ata glance > URBACT in words
IR tweeter (0] [ share | 1
) URBACT at a glance —

URBACT in words
- URBACT in words o

URBACT is a European exchange and learning programme (*)
promoting sustainable urban development.

-URBACT in figures
We enable CITIES to work together to develop solutions to major
urban challenges, reaffirming the key role they play in facing
increasingly complex societal changes.

-URBACT in dates

Our missions

v

We help cites to develop pragmatic SOLUTIONS that are new and
) Our organisation sustainable, and that integrate economic, social and environmental dimensions.
We enable cities to SHARE good practices and lessons learned with all professionals involved in

) URBACT People
urban policy throughout Europe.

Our fundi
b Ourfunding URBACT is 500 cities, 29 countries and 7,000 active participants.

DAURCACK08E 2020 URBACT is jointly financed by the European Union (European Regional Development Fund) and the

Member States.

(*) This European programme is part of Europe’s cohesion policy: its goal is to help implement the
Lisbon-Gothenburg Strategy, which prioritizes competitiveness, growth and employment.

EuropeanUnion
Ewropesn Regionsl Development Fund

Search

NEWS

FEBRUARY

And what if we tried to put
food at the center of city
planning?

This is the question that
Sustainable Food network
wanted to answer during a
one-day workshop that took
place in Brussels the Sth of
february. ...

» Read More

FEBRUARY

Workshop: Monitoring
Sustainable Urban
Development Plans Using
RFSC and Open Data,
Brussels, 17th of February

gAsTRONOMICCITIES

URBACT Il Partners

(as of June 2013)

http://urbact.eu/

.
B 7,&&55

or R

o
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CEG_2013 Capitales CEG Recomendado Eventos Panorama gastronémico Denominacion de origen Rutas

Capital Espanola
de la Gastronomia

Return to the

BURGOS Experience

a

Gastronomia

Capital
™, Espaola

PLACES

Ricardo Miguelafiez, Editor of Qcom.es and Wiki Spanish Food

The Gastronomic Capital of Spain event, sponsored by the Spanish Hospitality
Industry Federation (FEHR) and the Spanish Federation of Tourism Journalists and
Writers (FEPET), aims to promote gastronomy, at both national and international
level, as one of Spain’s main tourist attractions. According to the most recent data
from Turespania, of the 59.2 million tourists that visited Spain, five million came
exclusively for culinary tourism.

ssv e
Bgurg

The idea is simple. Each year a different city is named Gastronomic Capital of
Spain, a title that is held from 1 January to 31 December. Logrofio-La Rioja had
the honor in 2012. At the end of the year, on December 18, the jury unanimously

chose Burgos to hold the title in 2013.

: Viaje Sonri
OEi?GICOSGA TRONOMIAALY

Burgos has a very rich and well-known culinary offer. Every year, the city's magnificent cathedral attracts thousands of tourists, who also
take advantage of the exquisite food at local restaurants.

The central streets near the cathedral, and San Lorenzo street in particular, are chock-a-block with bars and restaurants serving typical
tapas and pinchos, including los cojonudos, which consist of a quail's egg with red pepper and spicy chorizo atop a slice of bread, and la
cojonuda, in which morcilla is used instead of chorizo.

The history of morcilla is inextricably linked with that of the city, where it is served in countless recipes and varieties. Other classics worth
trying in Burgos are tigres (stuffed mussels) and patatas bravas (fried potato squares topped with a spicy sauce), even if they aren't served — -
as free tapas with your drink. o m TR e =

—

https://www.youtube.com/watch?v=6Q7Jn-LtcYU

V < ~ . e 3 -
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Attivita svolte a Fermo

A. Farm Visits/Tour and tasting
24

20

' Il
0
1 2 3 4 5

B. Agricultural experience taught by farmers

1 2 3 4 5

E. Literary events inked to gastronomy or to local
g i Hichad -

15

12

ds and long
9

6
il
°1!:a5

G, Increasing the qualty of street food ofter and
facilities

15
2
9
6
3
o wm
L TS TR WU

WIALFVG

urbact.eu/sites/default/files/
gastronomic_cities_fermo_action_plan.pdf

C. Wak into vineyards while tasting wines

1. Ingreasing ralationship between aducation, ressarch L. Explaiting existent travel guides by the means of

15 and business web marketng and social media
24 o4
12
20 0
E]
16 16
6 12 2
3 .} R
R , .I
2 3
8 |
- i I 4 8

4

1 ) 5 -

12 9 1T 2
M. Organizing foreign chef competitions M. Initiatives toincrease the dislogue betwean farmers

20 an looal typloal produsts and hospitality actore

= 20
16
16 @
12
s
4
,  walll
2 1 4 &

1

D. Cooking classes held In agritourisms

F. Events in the Fermo City Centre involving
local businesses

30

25

20

15

10

5

1 e I
1 2 ¥ &8

H. Vihite gastronights
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Problem-based Learning (PBL) = G

> Gli studenti al centro

> Apprendimento attivo
lavorando su problemi
reali

> Scoperta di nuove sfide

> Il facilitatore aiuta alla
diffusione di fiducia
reciproca (student e
stakeholders)

> Opportunita di
presentare in pubblico

Problem-Based Learning Process

o Rl ’lcliE§m #Sharing3FVG 1/ programma che condivide e stimola linnovazione



Il laboratorio Piceno sulla Dieta Mediterranea S
e Le Marche in Valigia

PROF. ANCEL KEYS

Uno studio durato 31 anni (1960-1991) e condotto in sette nazioni del mondo, incoronava
Montegiorgio con i territori limitrofi come |'area geografica, a livello internazionale, dove
I'alimentazione e lo stile di vita avevano incidenze piu che positive sulla salute degli uomini,
specie in ambito cardio-circolatorio.

Di questa importante validazione scientifica, mai sufficientemente rimarcata e "gestita", il
Laboratorio vuole fare nuovo traino di sviluppo del territorio sostenendo in primo luogo
quanti si impegnano a produrre secondo metodi tradizionali e con attenzione particolare
alla qualita e alla salute.

La Dieta Mediterranea, stile alimentare e di vita, & stata sancita dall'lUNESCO come bene
culturale immateriale dell'Umanita e rappresenta in ambito medico la principale
componente tanto della Prevenzione Primaria (la serie di regole che servono a mantenere lo
stato di salute) che della Prevenzione Secondaria (le azioni utili a prevenire I'aggravamento
o le complicanze delle malattie gia manifeste).

www.laboratoriodietamediterranea.com

Y/mmare | J2FSE #Sharing3FVG 1/ programma che condivide e stimola linnovazione



Il laboratorio Piceno sulla Dieta Mediterranea
e Le Marche in Valigia

L'idea progettuale, sintetizzata dal titolo, & quella di mettere c ) o
metaforicamente in valigia: immagini, video, informazioni, |_e Marche in \/aligla
prodotti enogastronomici delle Marche, del Fermano, della
Valdaso e delle strutture dell’Agritur-Aso e portarli in giro per b
I'Europa al fine di far conoscere il nostro territorio all’estero.

Lo scopo € quello di creare collegamenti turistico-culturali tra —
realta territoriali diverse al fine di ridurre le distanze sociali e F
culturali tra cittadini europei e movimentare il flusso turistico.
Caratteristica principale: solidarieta degli operatori e produttori
che agiscono in rete, spesso senza alcun aiuto da parte delle
istituzioni.

(/ |ssociogione
ﬂL}Zlgmtung
80

Come si creano i contatti? ' B —
| contatti con I'estero avvengono nei modi piu disparati; spesso nascono da conoscenze personali con
stranieri. Il piu delle volte, pero, queste iniziative nascono attraverso i rapporti che i gestori di strutture
dell’ Agritur-Aso intrattengono con i propri ospiti i quali hanno conosciuto fortuitamente il nostro territorio e
ne sono rimasti affascinati.

Due sono i fattori che attraggono particolarmente i visitatori: il paesaggio e il tipo di ospitalita. Riguardo a
quest’ultima va detto che I’Agritur-Aso, con le sue continue iniziative (La Salata, La Vendemmia, la Festa
della Lavanda, ecc.), fa si che gli ospiti possano visitare diverse strutture e relazionarsi con diverse
persone; questo fa si che essi si sentano un po’ a casa loro € non degli anonimi turisti. Tale modalita si
pone come antitesi alla consuetudine, da parte di molti agriturismi, di relegare presso le loro strutture gli
ospiti, in una sorta di “riserva indiana”, evitando accuratamente il contatto degli stessi con altre strutture
presenti nel territorio.

http://www.agritur-aso.it/
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* Nicchie consolidate e emergenti nel turismo:
* turismo creativo;

e turismo educativo;

* turismo enogastronomico;

e turismo religioso;

* turismo spirituale e contemplativo;

* turismo responsabile e solidale;

e Vie/strade culturali.

 Crescita delle associazioni locali
 Crescita della domanda
 Crescita delle certificazioni di vino e alimenti

« Crescita del volume offerto Rende difficile il raggiungimento di una
differenziazione reale

* Ruolo delle associazioni locali e nazionali per promuovere il turismo
rurale in lItalia

- Q Y=m== ’I’rliE&E #Sharing3FVG 1/ programma che condivide e stimola l'innovazione



Economia dell’esperienza

ECONOMIA ESPERIENZA
ASSORBIMENTO

INTRATTENIME EDUCAZION

NTO E
PARTECIPAZI PARTECIPAZ
ONE IONE ATTIVA
PASSIVA

ESTETICA FUGA DALLA
REALTA’
COINVOLGIMENTO

MARKETING ESPERIENZIALE

Sense

feel relate
ESPERIENZA

OLISTICA

think act

Offerta economica distinta
e di ordine superiore ai
servizi, beni e materie prime.
Messa in scena di

EVENTI PERSONALI E MEMORABILI

Strategie di valorizzazione dell’offerta
esistente di beni e servizi

Gestione dell’esperienza del
consumatore in tutti i punti di contatto
con l'impresa




Il circolo virtuoso del Turismo Educativo

nelle aree rurali

Direct and indirect use as: ]
-Visitor attractions |
-Wildlife resources |

-Backdrop to experiences \

-Destinationimage

The Tourism
Industry

f

WIALFVG

P ~ o
4 N
/ \
/ Physical Natural M
Capital Capital \
. Tourists receive
CountryS'de satisfaction from
Capital countryside experiences
/
Social /
Capital /7 \
/7
~\
~ -7

- —-—

7 ) \
Investiment in Impacts on

Countryside
Capital

Countryside
Capital

Revenues from tourism
products and experiences

>

Tourism and related products

Garod et al. 2006
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Turismo educativo: I'International student
competition su «Place Branding and Mediterranean Diet»

TURISTA EDUCATIONAL

pud essere definito come una persona che
parte dalla propria citta o Paese per piu di
una notte e per il quale educazione ed
apprendimento sono le ragioni principali del
viaggio oppure rappresentano le ragioni
secondarie ma percepite come
un’importante modalita per trascorrere |l
tempo libero.

ESCURSIONISTA EDUCATIONAL

una persona coinvolta in un’escursione/
attivita educativa e di apprendimento in
giornata (senza pernottamento), il quale
considera l'educazione e I'apprendimento
come importante modalita di sfruttare il
tempo libero.

WIALFVG

Il turismo educational pud essere
definito come quellattivita turistica
intrapresa da coloro che trascorrono
una vacanza con pernottamento o
da coloro che partecipano ad
un'escursione, per i quali
I’educazione/l’apprendimento
rappresentano un aspetto primario,
0 comunque importante, del viaggio.
Questa definizione pud includere
turismo educational generico, tour di
studio per adulti, viaggi
internazionali e domestici per
studenti universitari e delle scuole,
(comprese le scuole di lingua), gite
scolastiche e programmi di scambio.

B. W. Ritchie, Managing
Educational Tourism, Channel
View Publications, 2003, p. 18

o Sl C2A CAA

e JSFSE #Sharing3FVG 1/ programma che condivide e stimola l'innovazione
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Il «valore» degli studenti internazionali

lmpalio econﬂmiﬂ) degli studenti Erasmus sul territorio

La spesa degli studenti Erasmus ha un L I CEE

. d
effetto a catena grazie al quale riesce a M]esa Sl“ﬂenle Erasmus gti?;;(;” Chsras";:gono Ql?:lf;ta"ligte n(:::\l
portare benefici a ogni settore / )

delleconomia Marchigiana. Diviso in 4 esisterebbero se questa domanda non ci
fosse.
effetti collegati tra loro: /

L & conseguente
allaumento della richiesta di risorse
produttive, presso gli operatori economici

- Efietio Indotio marchigiani, derivante dalla maggiore
disponibilita di capitali determinata dagli
Effetti Diretti.

LEffetto Indotto consiste nellincremento dei consumi e
delloccupazione conseguente ad un aumento dei salari e degli incassi
degli operaton beneficiati direttamente e indirettamente.

L Nasce dai legami socio-culturali che s’instaurano tra
gl studenti, che probabilmente svolgeranno ruoli importanti nel proprio
paese, e la citta. | suoi benefici hanno unottica a lungo termine.
L'effetto deriva dalla probabile preferenza di acquisto di prodotti “ Made
in Marche™ nella futura vita personale e professionale dello studente che
avendo maturato una predilezione o un pregiudizio favorevole nei
confronti delle Marche crea le potenzialita per un miglioramento

economico della regione stessa.
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Il «valore» degli studenti internazionali

Most popular destinations

2012-2013
* The injection into the workforce of additional well

‘ ‘' A h'
’ " educated, highly skilled and dynamic workers.

* The links that they establish with the city could
"‘ materialise in other ways.

“é GE;E‘;%E; * International students who studied in Exeter are
Rt I AN { also likely to develop a predilection for UK

products both in their personal and professional

lives. Over time
* this should act as a boost to UK exports.

* Indeed the benefits of these personal links should
not be underestimated. Many of these
international students will return home to
eventually play important roles in their country.
So a predilection for or even bias in favour of
anything British will potentially have a
considerable impact upon the UK economy.

The Economic Impact
of the University of Exeter’s
International Students

APRIL 2012
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International Student Competition — Place Branding and Mediterranean Diet

International Student Competition on Place Student Competition
Branding and Mediterranean Diet 3 Detailed programme

$¥ Accompanying persons

$¥ Accommodation

$¥ International participating schools
$¥ Contact us

$¥ Didactic Material

$¥ International Lecturers

¥ Discovery the Fermano Territory

Social Links & Tools

The official hashtags for the Student
Competition will be #iscfermo,
#mediterraneandiet and
#destinazionemarche.

We strongly encourage students, lecturers,
and all people involved in the Student

A student competition is an event between students or a teams of students within a classroom, or
across different schools and across geographical regions which compete for a prize.

Students are the protagonists and education, enjoyment, creativity and skills playing a
fundamental role.

Whersr L Cometition to post in multiple social networks
> 5 giorni full immersion in contatto con la comunita locale
> 60 studenti da 10 paesi europei
> Apprendimento esperienziale
> Visita in azienda
> Progetti di pianificazione strategica a disposizione della collettivita
> Pubblicita online in tempo reale
N B At
o <
Q = YRESE #Sharing3FVG 1/ programma -‘,’:' X' COMPETITION h’g
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Strumenti utili per capire il posizionamento *'AMVC
e I’esperienza percepita

ite" 30 giorni di prova gratuita
PRODUCTS v FEATURES PLANS & PRICING START FREE TRIAL @ HOOtSUIte

Hootsuite: la migliore soluzione per i social
media aziendali

What would you like to track in real-time?

Interagisci con i tuoi clienti su piu di 35 canali social da un'unica piattaforma

#hashtag @account keyword @mention URL

Enter a #hashtag to track -

oY E.g. Audi, #SEO, Gilt.com Oltre 15 milioni di utenti e i pil‘.ll_iirggtg[]tiat)gti brand al mondo si affidano a
v
“Hootsuite ti consente di
essere sempre il
ACCORHOTELS organizzato e di l’*

Products  Solutions

Professionisti Imprese

vy BB @ & m

The social search & display platform

Q Start by searching any #hashtag...

#AndyStrong #OpenRoadTrip #/AmForGood #1EREE

L) V=== 71.5“!:.55. #Sharing3FVG 1/ programma che condivide e stimola linnovazione



Impatto immediato!

Total number of Tweets in the test period filtered on specific
hashtags

Total number of Tweets in the test period filtered on specific
hashtags

Total number of Tweets in the test period filtered on specific
hashtags

Total number of users (friends, followers, etc.) reached by
the analysed post

Total number of interactors (i.e. users performing share,
like, retweet, love actions on the different socials) with all
posts in the test period filtered on specific hashtags

Number of different photos (excluded emoticons and small
resolution contents) published on social posts in the test
period filtered on specific hashtags

Number of different videos (with more than 30 frames and
excluding Facebook and iOS live contents) published on
social posts in the test period filtered on specific hashtags

Number of different GPS localization information published
on social posts in the test period filtered on specific
hashtags (from photos on Instagrams or from posts
containing geocoded GPS localization)

258
196
363

873,920

3,546

413

37

331 (from 14
different main
locations)
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UNIVERSITA o & UNIMC 3 Fitie
£/ POLITECNICA ~ CIAS INNOVATION B d Ll Mell ) vour
e F'umanesimo che innova F00 WELI.F OOD!

Hashtag
#iscmarche #mediterraneandiet
#destinazionemarche

§ gid
{& Use public post on FB

Iﬁ{_ Over-use hashtags on your post

-

Use mainly Instagram & Twitter!!!
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UNIVERSITA
POLITECNICA
DELLE MARCHE

C

CEN

IAS INNOVATION

TRO ITALIANO DI ANALISI SENSORALE

uniImc A

UNIVERSITA DI MACERATA

Sentiment

Sentiment Score ©: 98

Positive |l
Negative [l
Neutral

e L0

WIALFVG

EnJoy
YOUR
WE LFoop!

Real-time Tracker: #iscfermo

#ig_italia omarchetravel

May 02,2017

#destinazionemarche hips:/f.co
IodhzQBBHOA

May 02,2017

isclermo . long ast here we are 8t Forio
Gogo

APR 2 - MAY 2 v

Here stp! #porto #molo #marche
lmw #sunset ¥guest #aly
#coulortul

May 02,2017

May 02,2017

| Perfection | #destinazonemarche
mwu-m

May 02,2017

siscformo A sort he ayor of Porto

StGogo

May 02,2017

May 01,2017 .

- @ (2] s, | iéumvl‘;sw
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UNIVERSITA o
unimc
Diite Marc:  SPASINNOVATION 8 o
DIGITAL FOOTPRINTS
® 303 & 59 il 17.940 & 273.569
I IMPRESSIONS
Timeline
12
KEYHOLE
10
8
6
4
2
Pz 2120 2130

#Sharing3FVG 1/ programma che condivide e stimola l'innovazione




|
WIALFVG

UNIVERSITA o unIMC

POLITECNICA
DELLE MARCHE g'é?!ﬂ”ﬂ)”\t'gy b “":""‘“';:"‘“‘ i

TAG CLOUD #HASHTAG

igworldclub

yallersmarche

studentcompetition H"{C‘A:HKO o instagood
nature officinadelsole nstatravelling
Kestorikes MNArchetravel  iscmarchemarchetourism ~ VScocam

--~mediterraneandiet
destinazionemarche

exploring |gersmarChe travel

marcheregion s italia
explore ‘-*,"IPCfor 10
, 1 . "netition?201
vscoitaly studentcompetition2017
marche | s3
. foodlandscape .
Igers,,,anderlust ikeforfollow
bepartofthesun foodev

winery

josedevoyage

#Sharing3FVG 1/ programma che condivide e stimola l'innovazione




|
WRIALFVG

Gastrsd) UNIVERSITA o unimMmc
2 @ ) POLITECNICA ems
S Do Stasmmovarion &9 me

TAG CLOUD KEYWORDS

o ramuowrigqt tOday o

.. fermo jgg matenano
beautiful Student landscape

wineri vittoria

V|eWCOmpet|t|On|unCh

caterina

porto marche 201 7placem \
santa del

wonderful really

market
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POL[TECNICA S UNIVERSITA DI MACERATA
DELLE MARCHE c»"f?!ﬂ” EyATN'?AN ' sz

'umanesimo che innova

MULTIMEDIA

Medias

357 contents
93% images

7% videos :"m‘f::;z:/és;i;gg:‘::g::s:::;’

May 07, 2017

Ancient doorway! #castle i i i iet Great #iscfermo #mediterraneandiet Great
#wall #history #ancient #antiques team with great ideas. team with great ideas.
#rocca #castello #fortezza.. Congratulations for the good team.... Congratulations for the gocd team..
May 07,2017 May 07,2017 May 07, 2017

Medias with
high impact

(>5000 impressions)

97 contents
98% images

We don't really get the quote but it

2 0/ V i d eOS doesn't matter! &2
0 #destinazionemarche #iscfermo. My new friend from Belgium! &2 "¢ A week to remember! #iscmarche
May 06, 2017 #destinazionemarche #iscfermo #mediterraneandiet

#mediterraneandiet #iscfermo #destinazionemarche...

| 7?FS #Sharing3FVG 1/ programma che condivide e stimola l'innovazione




UNIVERSITA
POLITECNICA
DELLE MARCHE

Sensory analysis (or sensory
evaluation) is a scientific
discipline that applies principles
of experimental design and
statistical analysis to the use of
human senses (sight, smell,
taste, touch and hearing) for the
purposes of evaluating consumer
products.

g\ P

CIAS INNOVATION

CENTRO ITALIANO DI ANALISI SENSORALE

£k unIvC

S UNIVERSITA DI MACERATA

'umanesimo che innova

ISTITUTO HOMEPAGE
MARCHIGIANO AZIENDE ASSOCIATE
DI TUTELA VINI 1 VINI DELLE MARCHE

ANALISI SENSORIALE

LIsti Marchigi Tutela Vini p: 1a qualita del prodotto tipico.

l.z tipicita non é data solo dalle cmmeﬂsuche del vitigno e del vino ma anche da una molteplicita di
iche 2 rend 1i ibile, e quindi unica, la determinara tipologia come il
terreno, il clima, addirittura il microclima e lintervento dell'enclogo.

La definizione della tipicitd di un vino deve essere precisa e consistente in modo tale da poter
promuovere la comunicazione del vine con un linguaggio pid diretto e comprensibile al consumarore
finale, senza per questo voler escludere poeti ed affabulatori del buon vino.

Per questo motive ITMT ha scelto di affidarsi all'analisi sensoriale che consiste nella descrizione delle
proprietd lettiche di un prods ds Tueso dei cinque sensi (vista, olfatro, udito, gusto,

tareo). Queesta disciplina sc:enuﬁca consente di ricercare una serie di descritrori pertinenti, capaci di dare
il imo delle infc ioni sulle ¢ istich iali del p in esame al fine di elaborarne il
profilo sensoriale.

—

La validita del profilo sensoriale di un vino tipico si estrinseca in tre dimensioni:

1. profilo di idoneita: caratteristiche sensoriali che definiscono il prodotro vino (es. alcool, acidita,
dolce, amaro, ecc..), comuni 2 tutt i vini;

2. profilo di tipicita:caracteristiche che definiscono una tipologia di vino ascrivibile ad una particolare
zona;

3. profilo di originalita istiche percepibili che identificano Iazienda produrtrice.

Vini da uve e territori diversi sono normalmente definiti come prod.otn mpac: di esprimere un proﬁ.lo

sensoriale specifico e riconoscibile. Le dxvefse sessioni di amlm li hanno coi
panel di esperti che hamm i inunl io sensoriale, do tutte le relative norme ISO,
al fine di garantire un ggettivo e riproducibil

WIALFVG

YOUR
00 WE LFooD!

CHI SIAMO CONTATTI
NEWS PRESS
ANALISI SENSORIALE

REQUESITI DI
IDONEITA

REQUISITI DI

ORIGINALITA
REQUISITI DI
PECULARITA
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n ENJOY
well ) Your
00D/ WEyLFooD!

APP DETAILS & SENSORY WHEEL

SOCIAL SENSORIAL
PROFILES

) 3
‘.: ..’

VINO ROSSO
PICENO

»

OLIO SARGANO

VINO PECORINO

&

OLIO PIANTONE

£ VINO PECORINO

OLIO PIANTONE
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| POLITECNICA
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APP SENSORY WHEEL: RESULTS

1STITUTO CHI SLAMO CONTATTI
MARCHIGIANO AZENDE ASSOCIATE NEWS
AL

< VINO PECORINO DI TUTELA VINT
169
PROFILI SENSORIALI R
SOCIAL ANALS e
4 Products 4 Days f:*wﬁ.f_a_d
'STRUTTURA

http://imtdoc.it/analisi-sensoriale/
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Il programma «Erasmus+ - Knowledge Alliances»

Erasmus+ Actions Funding Beneficiaries Space Selection Results Library News Events

Erasmus+ - Key Action 2 - Knowledge

Alliances
Eishare |

Knowledge alliances are transnational and result-driven
activities between higher education institutions and

Maximum grant award: businesses.

Length: 2 to 3 years

EUR 700,000 for 2 years and EUR 1 000 000 for 3 years Knowledge Alliances target cooperation between
organisations established in Programme Countries.

L Organisations from Partner Countries may also
Aplication deadline: 28th February 2017 at 12:00 participate as partners (not as applicants) if they bring an
midday Brussels time for projects starting between 1st essential added value to the project. The projects are
November of the same year or 1st January of the open to any discipline, sector and to cross-sectoral
following year cooperation.

Call 2017 budget:: EUR 19,000,000. Knowledge Alliances aim at strengthening Europe’s

innovation capacity and at fostering innovation in higher
education and business.

They intend to:

e develop new, innovative and multidisciplinary approaches to teaching and learning;
e stimulate entrepreneurship and entrepreneurial skills of higher education teaching staff and company staff;
« facilitate the exchange, flow and co-creation of knowledge.

For further information on Knowledge Alliances please refer to the Erasmus+ Programme Guide.

https://eacea.ec.europa.eu/erasmus-plus/actions/key-action-2-cooperation-for-innovation-
and-exchange-good-practices/knowledge-alliances en

_ @ =Y iéﬁﬁ #Sharing3FVG 1/ programma che condivide e stimola l'innovazione 37
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Il progetto «The Wine Lab»

'I"-"'K"‘B HOME ABOUT ACTIVITIES PARTNERS SYNERGIES NEWS LOG v B English

ABOUT I OG

www.thewinelab.eu

#Sharing3FVG 1/ programma che condivide e stimola l'innovazione 38
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Obiettivi "

THE

WRNE

Generating Inacvation
Between Practice & Research

LAB

Il progetto The Wine Lab affronta il problema dell’isolamento e della mancanza di opportunita
di apprendimento e di networking delle piccolo aziende vitivinicole che operano in zone
svantaggiate.

The Wine Lab

e Creera i Wine Hubs, come gruppi di interesse e comunita di apprendimento che coinvolgeranno
produttori di vino, ricercatori, studenti universitari, stakeholder pubblici e privati del settore del
vino;

« Offrira una maggiore mobilita degli studenti universitari nelle imprese vitivinicole mediante
stage e tirocini;

 Organizzera eventi che, usando formati innovativi, offriranno opportunita di apprendimento
esperienziale promuovendo allo stesso tempo la creazione di reti territoriali. Workshop,
competizioni studentesche e settimane di formazione saranno utili anche per comprendere i
bisogni formativi del settore;

e Mettera a disposizione opportunita di apprendimento a distanza, sviluppando materiali didattici
ad hoc per rispondere ai bisogni formativi identificati. Per essere piu fruibili, i materiali di
apprendimento saranno formulati come micro-unita di lavoro, basati soprattutto su formati
audio-video e animazioni.

e "i’ﬁﬁuﬁ #Sharing3FVG 1/ programma che condivide e stimola linnovazione 39




The Wine Lab at a glance WUNE

We raise
awareness, we call
for action, we
involve new
players

Dissemination and exploitation

We explore and
study the context
and the most

suitable methods
_ )
We animate

networks, we work

' " together, we try to

w Research understand, learn,

create

J

We exchange and

J

co-create

knowledge through . .
stugents’ ° e We identify in all
involvement activities potential

learning needs and
we answer to
these

Management, monitoring and evaluation, qualty assurance
We ensure the

project in time, in
the budget, and of
high quality
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La piattaforma europea Agrifood della Smart

Specialisation: sfide e opportunita

SMART SPECIALISATION PLATFORM

JRC SCIENCE FOR POLICY REPORT

Food and gastronomy as elements
of regional innovation strategies

trition
coa;

food

u send
6
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égtpg
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£
| _RR
G

S

i
g

= g b=

@R —
productsme
agricurtdral
bt
rasres(ff)

> http://s3platform.jrc.ec.europa.eu/

WIALFVG

European S3 Agrifood Platform

Smart specialisation was designed
with a dual purpose in mind:

- to expedite agglomeration
processes by reducing
duplicative regional
investments in science and
technology and

« to encourage regional players,
especially regional
governments, to
“particularise themselves by
generating and stimulating the
growth of new exploration and
research activities” (Foray,
2015:11).

ENTREPRENEURIAL DISCOVERY
PROCESS!
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La piattaforma europea Agrifood della Smart
Specialisation: opportunita e finanziamenti

** %

B
* gk

European
Commission

SMART SPECIALISATION PLATFORM

European Commission / Smart Specialisation Platform / Sections / Thematic Platforms / Agri-Food

Knowledge Repository

Home S3 Platform Sections

Thematic
Platforms

Agri-Food
Expression of interest
High Tech Farming
Traceability & Big Data
Bio-Economy
Smart sensor systems 4 agri-food
Energy
Industrial Modernisation

About our methodology

Contacts

S3P Agri-Food: Katerina. CIAMPI
STANCOVA@ec.europa.eu

News Events

Agri-Food

Flash News

WIALFVG

FLASH NEWS: The 2nd High-level Smart Regions event, due to take place on 1-2 June 2017 in Helsinki, will provide the
opportunity to national and regional authorities to share experience of how smart specialisation has been implemented in their

countries and regions. Further information is available here.

OPEN CALL: Expressions of interest for setting-up and co-leading new partnerships in specific thematic areas related to

Agri-Food may be submitted here.

The Smart Specialisation Platform for Agri-Food (S3P Agri-Food) established at
investment projects in the EU by encouraging and supporting interregional coof
priorities defined by regional and national government linked to agriculture and
states are able to implement more efficiently their smart specialisation strategi
cooperation opportunities with partners from other regions.

Objectives

http://s3platform.jrc.ec.europa.eu/agri-food

Agro-Food and related priorities

270+ B

The number of

encoded Agro-
Food priorities .

3@ 4 1°5

regions selected an Agro-Food priorities
Agro-Food related focus on new
priority technologies

B (new) Technologies (23%)
W Tourism related (20%)
[ Higher Added Value food (13%)
Aquaculture, Maritime (12%)
W Eco-friendly production (7%)
Others (26%)

#Sharing3FVG 1/ programma che condivide e stimola l'innovazione 42



i i YWIALFVG
La piattaforma europea Agrifood della Smart
Specialisation: sfide e opportunita

GUIDA Al
JRC SCIENCE FOR POLICY REPORT e
FINANZIAMENTI UE
Food and gastronomy as elements PER IL SETTORE DEL TURISMO

of regional innovation strategies

nutrition
eleld

nent
|

manageme!
suaarqable

TR F mmm ""

2 [N}
||||§ H
¥ 5-am

http://s3platform.jrc.ec.europa.eu/-/food-
and-gastronomy-as-elements-of-regional-
innovation-strategi-2?
inheritRedirect=true&redirect=%2Fagri-food

http://ec.europa.eu/growth/tools-databases/
newsroom/cf/itemdetail.cfim?item id=8496
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Quindi, stiamo cercando di fare questo!

Universita e
Sistema
scolastico

Ricerca

X

Comunita locali

Imprese e
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Una proposta

Universita, Istituti Scolastici, Scuole private > necessita di collaborare
Le aree interne come Destinazione «Educational»

Studenti da tutto il mondo che vengono a fare esperienza del «Made in
ltaly», dell'ltalia «Autentica», dell’enogastronomia e della cultura Italiana

Utilizzo strumenti adeguati (vedi guida S3 e Turismo)

Necessita di studiare tali strumenti e di monitorare le attivita svolte (es.
Strategia Aree Interne http://www.agenziacoesione.gov.it/it/arint/ )

Ripensare al ruolo delle universita?

Necessita di dialogo tra assessorati/servizi diversi in ambito regionale
(Agricoltura, Cultura, Turismo, Attivita Produttive)

Ruolo fondamentale dei GAL per supportare e facilitare questo processo

TITOLO PRESENTA 7If“ll:
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«Any scientific enquiry which is made on the level of human
encounter, involves the inquirer into an interpersonal
exchange. The inquirer has to gain confidence of the
community with he/she works. The centres of human

existence can be reached only if there is common trust that

the encounter takes place for the benefit of people involved.
This means that there is in last resorts no mere observer
position in such an encounter; there is common search for
common good»

Swantz, M.L. (2001), Participatory Action Research as a practice, in Reason, P., &
Bradbury, H. (Eds.). (2001). Handbook of action research: Participative inquiry and
practice. Sage.
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UNIMC

UNIVERSITA DI MACERATA

I'umanesimo che innova

GRAZIE

E-mail: alessio.cavicchi@unimc.it
Skype: alessio.cavicchi
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