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1. Introduction 
 
Europeana Food and Drinkôs primary objective is to promote the wider re-use of the digital cultural 
resources available through Europeana by the Creative Industries to boost creativity and business 
development across Europe.  

 

1.1. Role of the deliverable in the project 

This deliverable feeds into Europeana Food and Drink (EFD) work package 4: Developing 
Collaborative Environments (WP4), specifically in relation to Task 4.3 ï Learning for the Future, led 
by Uniroma1.  
 
WP4 aim is to deliver the ñLearning Trackò of Europeana Food and Drink by creating and promoting 
environments for collaboration and innovation between the creative industries and cultural 
organisations. 
 

 
Figure 1. Europeana Food and Drink Learning Track. 

 
Under Task 4.3 Uniroma1 (as WP4 lead), with the support of all consortium partners, undertook 
critical analysis and research to identify the strengths and weaknesses in various kinds of 
public/private collaboration, in order to define a framework for effective partnerships between the 
creative industries and cultural sector across Europe.  

1.2. Approach 

The approach taken was a mix of desk research and survey work. 
 
The basis of the research reflects the projectôs assumption that digital cultural content offer business 
and social opportunities, with potential benefits for creative enterprises and cultural heritage 
institutions.  We have analysed some of the key literature in the field, starting from different 
definitions of sectors, activities, skills and market with particular reference to Europeana and 
Europeana projects. 
 
We have also conducted an online survey of the Europeana Food and Drink partners; the 
questionnaire is included in Annex 1. 
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1.3. Structure of the deliverable 

The document is organized in 4 Sections:  
 

¶ Section 1 introduces the scope of the document, its role within the project and the approach 

taken.  

¶ Section 2 summarises the desk research into creative and cultural sector partnerships.  

¶ Section 3 considers partnerships within the Europeana ecosystem, and discusses the findings 

of the online survey of project partners.   

¶ Section 4 presents the findings of this research as a Creative and Culture Partnerships 

Framework.  

 
Among included Annexes, Annex 4 provides Incubation Conclusions. 
 

2. Definitions: creative and cultural sector partnerships 
 

2.1. What do we mean by the creative and cultural sectors?  

This report explores the key characteristics of effective partnerships between organisations that 
hold digital heritage collections and others in the creative and cultural industries. The heritage 
bodies include museums, galleries, libraries, archives and related institutions. They are often, 
though not always, either in the public sector or in the third sector with some element of public 
funding and accountability. The ócreative and cultural industriesô, however, are harder to define. 

UNESCO uses the term ócreative industriesô to encompass a broad range of activities 

ówhich include the cultural industries plus all cultural or artistic production, 
whether live or produced as an individual unit. The creative industries are those 
in which the product or service contains a substantial element of artistic or 
creative endeavour and include activities such as architecture and advertisingô1. 

The World Intellectual Property Organisation (WIPO), on the other hand, defines the creative sector 
as: 

óThose industries that are engaged in the creation, production, manufacturing 
performance, broadcast, communication, exhibition or distribution and sales of 
works and other protected subject matterô2. 

For the United Nations Conference on Trade and Development (UNCTAD):  

óñCreative industriesò can be defined as the cycles of creation, production and 
distribution of goods and services that use creativity and intellectual capital as 
primary inputs. They comprise a set of knowledge-based activities that produce 
tangible goods and intangible intellectual or artistic services with creative content, 
economic value and market objectivesô3. 

Also recognising the economic significance, various European institutions have supported specific 
studies on the definition and classification of creative and cultural industries. One 2006 study for the 

                                            
1 Understanding Creative Industries. Cultural Statistics for public-policy making, 2006.  

(http://portal.unesco.org/culture/en/files/30297/11942616973cultural_stat_EN.pdf/cultural_stat_EN.pdf)  
2 World Intellectual Property Organisation (WIPO) (2003), Guide on Surveying the Economic Copyright-based Industries. Geneva: WIPO.  
3 UNCTAD, 2008, p. 4, Creative Economy Report.  
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European Commission4  identified concentric circles to describe the profile of the sectors, 
summarized in the following table5. 

 

Figure 2: Cultural and Creative sector. Source The Economy of Culture in Europe. Study prepared for the 
European Commission (Directorate General for Education and Culture, October 2006, KEA ï European Affair 

A European Commission Green Paper from 2010 also draws a distinction between the ócultural 
industriesô and ócreative industriesô, the former including public sector cultural heritage 
organisations: 

óCultural industries are those industries producing and distributing goods or 
services which at the time they are developed are considered to have a specific 
attribute, use or purpose which embodies or conveys cultural expressions, 
irrespective of the commercial value they may have. Besides the traditional arts 
sectors (performing arts, visual arts, cultural heritage ï including the public 
sector), they include film, DVD and video, television and radio, video games, new 
media, music, books and press.  

Creative industries are those industries which use culture as an input and have 
a cultural dimension, although their outputs are mainly functional. They include 
architecture and design, which integrate creative elements into wider processes, 
as well as subsectors such as graphic design, fashion design or advertising. At 
a more peripheral level, many other industries rely on content production for their 

                                            
4 KEA ï European Affairs Website: http://www.keanet.eu/ 
5 The Economy of Culture in Europe. Study prepared for the European Commission (Directorate  General for Education and Culture, 
October 2006, KEA ï European Affair, Available  
http://cultureactioneurope.org/document/creatives-industries/1-the-economy-of-culture-in-europe/ (Accessed, December 2015). 

http://cultureactioneurope.org/document/creatives-industries/1-the-economy-of-culture-in-europe/
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own development and are therefore to some extent interdependent with CCIs. 
They include among others tourism and the new technologies sector. These 
industries are not explicitly covered by the concept of CCIs used in this Green 
Paper thoughô6. 

A 2011 Commission document reiterates the distinction between ócultureô and ócreativityô, and also 
between those terms and óinnovationô: 

óWhile culture is generally understood as the set of knowledge, customs and 
levels of artistic and scientific development that defines an era or social group, 
the term creativity is specifically interpreted as the capacity to think in an 
innovative way, or to produce new ideas that bring together existing elements 
in a new way (be they processes, objects, knowledge, etc.). This, in turn, should 
not be confused with the term innovation which refers more generally to 
processes and products developed from knowledge, techniques and tools. This 
is a crucial distinction because, on the one hand, it isolates separate concepts 
that are often blurred in current language; on the other, it highlights the deep 
interconnections between culture, creativity and innovationô7. 

In most European countries national definitions of the creative industries are linked to cultural 
content. The Italian Ministry of Cultural Heritageôs Creativity White Book adopts a broader approach, 
stressing the role of quality, tradition and material culture in the field of creative industries8. Italy 
recognises ñIndustria del gustoò (Taste Industry) in the creative sector called Food and Drink 
industries, a classification not found in other countries9.  

Some key concepts from the definitions discussed above are summarised in Figure 3. 

 
Figure 3. Creative and Cultural sector key concepts 

 
The potential range of organisations that fall within the scope of these definitions is therefore very 
wide, spanning public and private sectors, and including both institutions founded centuries ago and 
innovative start-ups. It is, therefore, hard to quantify the size of the creative and cultural sector: 

                                            
6 Green Paper - Unlocking the potential of cultural and creative industries /* COM/2010/0183 final: http://eur-lex.europa.eu/legal-
content/EN/TXT/?uri=CELEX:52010DC0183.  
7 http://eur-lex.europa.eu/legal-content/IT/TXT/PDF/?uri=CELEX:52010AE1364&from=IT (17.02.2011) 
8 Libro Bianco sulla Creatività, MIBACT 2009 
(http://www.beniculturali.it/mibac/multimedia/UfficioStudi/documents/1265360388120_CAP._1_Creativita_e_industrie_culturali.pdf).  
9 John Howkins, in his The Creative Economy: How people Make Money from Ideas (London: Penguin, 2001) has argued that 
gastronomy belongs in such a list. 

http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:52010DC0183
http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:52010DC0183
http://eur-lex.europa.eu/legal-content/IT/TXT/PDF/?uri=CELEX:52010AE1364&from=IT
http://www.beniculturali.it/mibac/multimedia/UfficioStudi/documents/1265360388120_CAP._1_Creativita_e_industrie_culturali.pdf
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óThe absence of a real European system for cultural statistics, or the fact that no 
harmonized specific data on culture are yet produced, means that data produced 
by Member States are often very difficult to compare due to (a) differences in the 
definition of the cultural field and its boundaries, (b) the constant evolution of the 
cultural field, which jeopardizes consensus on its very definition, (c) the diversity 
of administration and data generation systems for cultural statistics within the 
European Union, (d) the production of data from countries that are 
heterogeneous in terms of collection methods, periodicity, field covered and 
sources used, and (e) the absence of any centralization mechanism at European 
levelô10.  

These problems notwithstanding, the European Commission has launched the Creative Europe 
programme to recognize and boost the role of the cultural and creative in shaping a more innovative 
and competitive society. The potential innovation lies not only in more advanced technology, but 
also in new business models, terms of sale, and communication strategies. 

Though the creative industries are typically small/medium-sized enterprises, and fragmented across 
national boundaries, the sector is a significant and growing part of the European economy. 
According to Martin Schulz, President of the European Parliament: óCulture is one of Europeôs 
greatest assets. To say nothing of their immense non-material value, the creative and cultural 
industries account for 4.2% of the GDP of the Union, nearly 7 million jobs, primarily in small 
businesses.ô11 

The figures are even higher if related industries that draw heavily on cultural and creative input are 
taken into account. Moreover, overall these sectors are growing:  

óFigures are also important if one considers the fashion (design, manufacturing 
of fashion materials and goods, and their distribution) and high-end industries 
(covering in particular high-end fashion, jewellery and watches, accessories, 
leather goods, perfumes and cosmetics, furniture and household appliances, 
cars, boats, as well as gastronomy, hotels and leisure, which rely on a strong 
cultural and creative input). They account for 3% of the EU GDP each and employ 
respectively 5 and 1 million people, with employment in the high-end industries 
expected to reach 2 million by 2020. 

Between 2008 and 2011, employment in the cultural and creative sectors proved 
more resilient than in the EU economy as a whole with growth rates varying 
however between sub-sectors. This tendency is all the more interesting because 
some sectors have a higher percentage of youth employment than the rest of the 
economyô12. 

However, EU government funding for cultural services is decreasing: óbefore the 2008 crisis, public 
spending on cultural services was growing by 5% a year; since then it has fallen on average by 1% 
annually.ô13 This comes at a time when the digital revolution is creating new patterns of cultural 
consumption, and new business models ï including collaboration between a wide range of partners 
on the re-use of digital heritage content.    

 

                                            
10 ESSnetCULTURE, European Statistical System Network on Culture - Final Report, 2012,  

http://culturaincifre.istat.it/sito/varie/ESSnet-Culture%20Final%20Report_settembre%202012.pdf.  
11 See Creating growth, Measuring cultural and creative markets in the EU, EY, December 2014, p. 5. Available (http://eur-
lex.europa.eu/legal-content/EN/TXT/?uri=URISERV%3Al22012), (Accessed March 2016) 
12 Source: Eurostat (EU-LFS) http://ec.europa.eu/eurostat/web/microdata/european-union-labour-force-survey  
13 Ibidem, p. 25 

http://culturaincifre.istat.it/sito/varie/ESSnet-Culture%20Final%20Report_settembre%202012.pdf
http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=URISERV%3Al22012
http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=URISERV%3Al22012
http://ec.europa.eu/eurostat/web/microdata/european-union-labour-force-survey
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2.2. Partnerships definition 

 
If it is hard to define the creative and cultural industries precisely, the definition of the term 
ópartnershipô is not straightforward either. UNESCO suggests:  

 
óPartnerships are collaborative relationships between various parties, both public 
and non-public, in which all participants agree to support a common cause or to 
achieve a common purpose, and to potentially share risks, responsibilities, 
resources and benefitsô14. 

 
This suggests a relationship beyond the routine procurement of services through a purely 
contractual arrangement. However, recent research shows that: 

 
óthe current most common business frame underlying new projects between 
cultural organisations and creative industries is a contractual frame, where 
cultural heritage institutions contract creative industries parties (e.g. publishers, 
brand or web agencies, game developers) to develop services, backed by ad hoc 
public fundingô15.  

 
Partnerships spanning both government-funded and commercial players are often referred loosely 
to as ópublic-private partnershipsô (PPP). Originating in the UK in the 1990s as a means of bringing 
private capital into large public infrastructure projects (the óPrivate Finance Initiativeô), the PPP 
concept has since been widely adopted within Europe and beyond, though there is no specific EU 
legislation for it and, as the chart below shows, formal PPP projects tend to be in sectors such as 
education, transport and healthcare rather than culture. 

 

 

Figure 4: European PPP market in 2015 ï Sectorial breakdown by number of projects (Source EPEC16) 

 
Borrowing from a 2004 EC paper on the transport sector17, some essential characteristics of formal 
PPP projects seem to include: 

 

                                            
14 http://en.unesco.org/system/files/private_documents/UNBusinessPartnershipHandbook.pdf (Accessed December 2015) 
15 White Paper: Business model for tourism. Identify business models for the re-use of cultural objects for tourism, Europeana Creative, 
July 2014, p. 6. http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/Europeana_Creative/WP3%20-
%20Business%20Model%20Frameworks/eCreative_WP3_White_Paper_Business_Models_Tourism_v1.0.pdf (Accessed March 2016). 
16 European PPP Expertise Centre (http://www.eib.org/epec/) is an initiative involving the EIB, the European Commission and European 
Union Member States and Candidate Countries. EPEC helps strengthen the capacity of its public sector members to enter into Public 
Private Partnership (PPP) transactions. With the support of a full time team made up of experienced PPP professionals, EPEC's 
Members share experience and expertise, analysis and best practice relating to all aspects of PPPs. 
17   Public Private Partnership Green Paper: http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=URISERV%3Al22012 

Education , 15

Ricreation and 
Culture, 1

Healthcare, 10

General Public 
service, 7

Transport, 12

Environment, 4

http://en.unesco.org/system/files/private_documents/UNBusinessPartnershipHandbook.pdf
http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/Europeana_Creative/WP3%20-%20Business%20Model%20Frameworks/eCreative_WP3_White_Paper_Business_Models_Tourism_v1.0.pdf
http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/Europeana_Creative/WP3%20-%20Business%20Model%20Frameworks/eCreative_WP3_White_Paper_Business_Models_Tourism_v1.0.pdf
http://www.eib.org/epec/
http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=URISERV%3Al22012
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¶ The relatively long duration of the relationship, involving cooperation between the public 
partner and the private partner on different aspects of a planned project. 

¶ The method of funding the project, in part from the private sector, sometimes by means of 
complex arrangements between the various players.  

¶ The important role of the economic operator, who participates at different stages in the project 
(design, completion, implementation, funding). 

¶ The distribution of risks between the public partner and the private partner, to whom the risks 
generally borne by the public sector are transferred.  
 

In the specific context of digital cultural heritage, the following key principles have been proposed 
for public-private partnerships: 

 
ó1. Respect for intellectual property rights; 2. Non-exclusivity; Transparency of 
the process; Transparency of the agreements; Accessibility through Europeana; 
Key criteria (total investment by the private partner; accessibility to the general 
public; quality of the files and digitisation quality; use of the digitised material in 
non-commercial context.ô18 

 
The motivation to work in partnership may be purely financial, such as when an organization finds it 
more cost-effective to outsource its non-core activities rather than develop the necessary skills in-
house. As a survey of Food and Drink project partners found, however, other motivations are 
usually more important [See item 3.2 below]. These can include receiving from the other partner 
such benefits as increased visibility, reputation, knowledge, customers, and management skills. This 
is the case, for example, when a start-up forms a partnership with a powerful existing brand in order 
to build its reputation and visibility. Acquiring ï or creating ï new markets can also be a strong 
motive to seek and form partnerships. 

 
 

3. Partnerships in Europeana Food and Drink 

 
The Food and Drink project has provided opportunities to form a wide range of partnerships across 
the various activity tracks and work packages. This section of the report draws particularly on the 
lessons learned about partnership working by WP4 (Developing Collaborative Environments), but 
also reflects those noted by WP3 (Developing Commercial Applications), WP5 (Developing Public 
Engagement) and WP6 (Communication and Dissemination). It also presents the findings of a 
questionnaire survey conducted among the projectôs partners. 
 

3.1. From portal to platform: support for partnerships within the Europeana 
ecosystem 

Europeana Food and Drink has taken a very people-focused approach to promoting the wider 
re-use of Europeanaôs digital cultural resources. This is very much in line with Europeanaôs strategy 
of evolving from a portal to a platform. 

Started in 2011, Europeana is a portal that brings together more than 53 million digital objects 
(books, museums objects, paintings, letters, journals, maps, photographs, sound and moving 
images) from over 2,500 cultural heritage organisations and a thousand individuals. Europeana is 
currently planning to move from a portal to a platform that can broker relationships between makers 

                                            
18 ñCommission Recommendation of 27 October 2011 on the digitisation and online accessibility of cultural material and digital 
preservationò, Annex I. Official Journal of the European Union, Recommendations (2011/711/EU), Available http://eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2011:283:0039:0045:EN:PDF 
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who need raw materials for their creative work and cultural institutions that have digital heritage to 
share: 

óWe need to start behaving like a platform ï a place not only to visit, but also to 
build on, play in and create with. [é] Europeana is well positioned to be this 
platform for cultural heritage, a cultural innovator that brings together people and 
businesses who want to view, use and reuse heritage, and people and 
organisations who have heritage to share19.ô  

 

óCreativesô are one of Europeanaôs three key customer groups (along with óProfessionalsô and óEnd-
usersô) 20; its current Strategic Plan includes the objective: 

óto fuel the Creative Industries with high quality, stable and risk-free access to 
cultural heritage but delivering access alone will not be enough to really boost 
creativity beyond prototyping and experimentation. A much deeper level of 
involvement is required to bring the potential to fuel fruition: co-creation formats, 
creative labs, business model workshops and access to capital and engaged 
investorsô. 21 

The Europeana ecosystem already provides some tools and guidelines on some of the fundamental 
requirements for this way of working:  
 

¶ Innovative environments in which creative industries and cultural heritage sector can 
exchange their ideas;  

¶ A clear IPR status and licences for content re-use;  

¶ Business models demonstrating the potential exploitation of content. 
 
Moreover, some Europeana projects are in part focused on the development of partnerships 
between creative industries and cultural institutions in order to inspire new business ideas and help 
fuel growth in these sectors. Apart from Europeana Food and Drink, two other projects share the 
goal of boosting creativity and business development across Europe through wider re-use of digital 
cultural resources by the creative industries: Europeana Creative and Europeana Space.  
 
 

3.1.1. Europeana Creative 

 
Europeana Creative22, which finished in 2015, aimed to enable and promote a greater re-use of 
cultural heritage resources by creative industries. Among its deliverables was a report on the key 
characteristics of successful collaboration between cultural heritage institutions and the creative 
industries. It concluded: 

  

¶ óThere already exists a productive relationship between the cultural heritage sector and the 
creative industries, at least in pockets and through contractual arrangements. They know how 
to cooperate and more importantly, they know what to expect from one another 

                                            
19 Europeana Strategy 2015-2020, p.6. 
http://pro.europeana.eu/files/Europeana_Professional/Publications/Europeana%20Strategy%20Network%20Sustainability.pdf, 

p. 22 
20 Europeana Strategy 2015-2020, p. 11 
http://pro.europeana.eu/files/Europeana_Professional/Publications/Europeana%20Strategy%202020.pdf  
21 Ibidem, p.17 
22 http://pro.europeana.eu/get-involved/projects/project-list/europeana-creative 

http://pro.europeana.eu/files/Europeana_Professional/Publications/Europeana%20Strategy%20Network%20Sustainability.pdf
http://pro.europeana.eu/files/Europeana_Professional/Publications/Europeana%20Strategy%202020.pdf
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¶ Cultural institutions need to know exactly what they want from their partnership with a 
business enterprise, otherwise the project can stray off course and expectations on either side 
are not met. 

¶ The best results come when businesses and heritage institutions cooperate from the very start 
and both take responsibility for the success of the project. However, cultural institutions should 
let businesses explore collections at an early stage and allow them the space to invent new 
services. Let businesses use their creativity to support discovery services and new products. 

¶ Project management is considered a weak spot. This should be taken seriously and the 
introduction of agile management introduced where possible. This applies to both businesses 
and cultural institution. 

¶ Businesses seem to have problems with project costs in relation to the actual work being 
done. It is vital to get a shared understanding of the cost structure and make sure it is 
documented. Alternatively, businesses and cultural heritage institution may want to explore 
innovative funding models together and exit the ñcontractualò frame. 

¶ Rights issues have to be solved by the heritage institutions in the first place. This usually will 
cost time and money, but it opens up the collection for enterprise. This should be considered 
as a prerequisite.  

¶ Cultural institutions need to improve at digital innovation. This requires new funding 
opportunities, improved networks of support and learning, a strong culture of research and 
experimentation in business models and fresh approaches to production and creativity. 
Businesses on the other hand should seek for entrepreneurial models that allow exploratory 
solutions beyond the established contractual agreements. Long term relationship with cultural 
institutions is likely to foster better understanding of tailored and innovative servicesô. 23 

 
EFD has particularly taken on board the last of these lessons, and has brokered several successful 
longer-term relationships, as described elsewhere in this report [see item 3.3.4 below]. 
 
 

3.1.2. Europeana Space 
 
The Europeana Space project24 focuses on the re-use of digital cultural resources in six target 
markets: TV; photography; dance; games; open and hybrid publishing; and museums. It aims to 
enhance the potential for re-using existing content from various providers (therefore not just 
Europeanaôs) - leading to innovative applications - through the development of metadata and APIs 
(Application Programming Interfaces). A key objective is to raise the awareness among the creative 
sector of the breadth and richness of the available content. 
 
As well as some useful copyright tools25, Europeana Space has delivered a thorough market 
analysis that explores the range of business opportunities in each of the six target sectors26. While 
intended for the specific activities planned by the project ï including pilot development, hackathons 
and monetizing workshops ï the analysis is of wider interest. For each of the six target sectors there 
are: definitions, an assessment of the market potential; key trends; the potential for monetization, 
with reference to appropriate business models (using the óbusiness model canvasô format); and, 
where relevant, examples of key players currently adopting similar approaches. 
 
Overall trends highlighted by the market analysis include the phenomenal rise of user-generated 
content and the opportunities offered by the ólong tailô model of óselling less of moreô [see section 3.4 
below]. 
 

                                            
23 http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/Europeana_Creative/WP3%20-
%20Business%20Model%20Frameworks/eCreative_WP3_ST3.2.1_CreativityTechnologyManagement_v1.0.pdf 
24 www.europeana-space.eu 
25 http://www.europeana-space.eu/content-space/copyright-tools-for-cultural-heritage/ 
26 http://www.europeana-space.eu/wp-content/uploads/2014/04/EuropeanaSpace-D5-1-Market-Analysis-v2.1.pdf 
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3.2. Survey of partnership-working experiences within Europeana Food and 
Drink 

As noted already, EFD put a great deal of emphasis on forming and sustaining partnerships 
between the cultural and creative sectors. To survey the views of project partners about these 
experiences, and the lessons learned, WP4 created an online questionnaire and invited 28 
organisations to complete it. There were 25 responses ï 11 by creative industry partners and 14 by 
cultural organisations ï from 15 EU countries, giving an interesting snapshot of partnerships needs 
and perception in the sector. 
 
Full details of the survey questionnaire, methodology, respondents and results are given at 
Annex 2. This summary picks out some of the findings that are picked up in the partnerships 
framework [see section 4.1 below].  
 

3.2.1. Motivations for working in partnership (Survey question 11) 

 
In answer to the question óWhat would your company/institution like to achieve from a partnership?ô 
there was agreement between creative industry respondents and cultural organisations that 
reputation development was the most desired outcome of working in partnership (18%).  
 
Unsurprisingly, profits were also important to the creative industries (14%), alongside developing 
their customer base (14%). These were also important to the cultural organisations (11% and 13% 
respectively), but not as much as sharing knowhow (17%). 
 

 
Figure 5: Survey responses from Creative Industries for question 11: Motivations for working in partnerships 
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Figure 6: Survey responses from Cultural Industries for question 11: Motivations for working in partnerships 

 
 
The emphasis of both sides on reputation development points to the potential of strategic 
partnerships based on brand value. Cultural organisations like to associate with strong, appropriate 
commercial brands, and may also be prestigious brands in their own right. A good example of the 
potential for digital heritage re-use is the link made by BMW to MOMA and to the creative factory 
Garage Italy to create a hybrid BMW prototype decorated with a Giacomo Balla futurist painting.27 
 
 

3.2.2. Priority tasks when defining a partnership (Survey question 8) 

 
Some differences emerged between the tasks mentioned by creative industry respondent and those 
by cultural organisations. For creative industries, defining the aims of the partnership was most 
important (18%), followed by economic sustainability (14%).  
 
For cultural sector bodies, the most important task was defining roles and responsibilities clearly 
(17%), followed by management design and structure (13%) and financing (13%). Defining 
partnership aims was also mentioned by 11% of cultural respondents; economic sustainability by 
only 8%. 
 

                                            
27 http://www.bmwblog.com/2016/05/16/bmw-italia-garage-italia-customs-present-bmw-i8-futurism-edition/ 
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Figure 7: Survey responses from Creative Industries for question 8: Priority tasks when defining a partnership 
 
 

 
Figure 8: Survey responses from the Cultural Sector for question 8: Priority tasks when defining a partnership 
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Cultural organisations agree that a lack of communication is the most serious barrier (22%), but 
stress equally contrasting purposes. The lack of specific financial incentives is also a barrier to 
cultural respondents (13%) as is their own bureaucracy (also 13%).  
 

 
Figure 9: Survey responses from Creative Industries for question 9: Most significant barriers to forming public-

private partnerships in the cultural and creative sector 
 

 
Figure 10: Survey responses from the Cultural Sector for question 9: Most significant barriers to forming 

public-private partnerships in the cultural and creative sector 
 

5%

19%

16%

3%

2%0%

9%

19%

9%

14%

2% 2%

Creative industries
National legislation

Lack of specific incentives (fiscal
one)

Contrasting purposes

Lack of contract templates and
standards

Management structure

Lack of freedom in contract form

Role of public governance in PPP

Lack of communication between
public and private actors in the
sector
Revenue stream

Bureaucracy in Public institutions

Confidence by Public Institutions that
they have the authority to grant(or
have) rights to third parties*
Lack of purpose*

0%

13%

22%

2%6%

4%9%

22%

9%

13%

Cultural sector
National legislation

Lack of specific incentives (fiscal one)

Contrasting purposes

Lack of contract templates and
standards

Management structure

Lack of freedom in contract form

Role of public governance in PPP

Lack of communication between
public and private actors in the
sector
Revenue stream

Bureaucracy in Public institutions



Europeana Food and Drink: D4.6 Creative & Cultural Partnerships Framework  

 

Page 17 

3.3. Partnerships within WP4 Developing Collaborative Environments 

Partnership-working was fundamental to the EFD project, in particular to WP4 whose focus on was 
developing collaborative environments. Digilab Sapienza, the WP4 lead, is a public institution, part 
of the Sapienza University of Rome. From its facility Open Lab Cultura, Digilab worked with various 
partners to deliver: 
 

¶ Three open invitations to creatives to re-use EFD content to meet specific briefs (the óOpen 
Challengesô); 

¶ Incubation support to help realise two of the products resulting from these challenges. 
 
The detailed activities are described in other deliverables28, and the incubation support summarised 
at Annex 4 of this report, but some variables of the different partnerships are considered below 
under headings proposed for the partnership framework outlined in section 4.1 below:  
 

¶ Why? (Purpose/outcome) 

¶ Who? (Key players and their structure) 

¶ What? (Objectives/outputs) 

¶ When? (Timescale) 

¶ Where? 

¶ How? (Form of agreement and other arrangements) 
 

3.3.1. Why? 

 
The starting point of every partnership is the motivation of each partner: the outcomes each would 
achieve and/or to the problems they wish to solve. As the survey responses above suggests [see 
section 3.2 above] these can include not only obvious financial benefits such as profits, but also 
enhanced reputation, increased audience/customer base and sharing knowhow. Almost every 
partnership is based on a combination of these, but their relative importance may be different for 
each partner. This diversity of aims is not a problem as such, but a lack of clarity about such 
differences can be. 
 
Mediating between the different agendas of the partners to achieve a common purpose was key to 
design of the projectôs second open challenge. Digilab was able to align the mission-driven priorities 
of its partner Slow Food (sustainable economy, soil preservation and locally-farmed products) with 
the goals of Europeana Food and Drink. Similarly, their shared interest in intangible heritage 
(including food and related traditions) made Digilab and IAPH (the Andalusian Historical Heritage 
Institute29) well-matched partners for delivering the projectôs Third Open Innovation Challenge. 
 

3.3.2. Who? 

 
Most cultural organisations providing digital heritage content are either in the public sector (directly 
managed and funded by government, whether national or local) or the óthirdô sector of non-profit 
bodies that are independently run but often require at least some public funding. Private-sector 
partners may range from small start-ups to large corporations. While all partners will have to operate 
within their relevant legal frameworks, those in the public and third sectors may be particularly 
constrained in terms of tendering procedures and other bureaucratic requirements. 
 
The goals set by an organisation will often suggest - not only the need for collaboration with others 
ï but also the type of partner best suited to the task. In the course of delivering WP4, the public-
sector Digilab collaborated with several different kinds of partners, each of which brought particular 

                                            
28 See D4.3 Europeana Open Innovation Challenge 1 Report, D3.4 Europeana Open Innovation Challenge 3 Report and 
D4.5 Europeana Open Innovation Challenge 3 Report 
29 www.iaph.es/web 
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strengths to the task in hand. The incubations resulting from the open challenges, for example, 
required not only private-sector creative teams and start-ups (Riccardo Sonnino and Raffaella  
Marandola), bringing strong creative ideas and entrepenurial drive, but also private-sector 
enterprises (such as Virtutim30 and ó1954 Italian Styleô31) with specific commercial skills to pass on 
during the incubation process. 
 

3.3.3. What? 

 
This question is very closely related to the first one: what do the partners decide to realise together 
in order to achieve their common aims? It is also closely related to the question of who to invite into 
a partnership. For example, when Digilab needed an online platform to improve the management of 
the projectôs second and third open challenges, they teamed up with creative industry partner UP, 
which had previously approached them with an idea for a crowdfunding platform. Digilab was able 
to work with UP to extend the scope of the platform to meet the needs of the open challenges, and 
also with ICCUôs metadata experts to ensure that content uploaded to it arrived complete with the 
fields needed by Europeana. 
 

3.3.4. When? 

 
Although EFD includes many examples of different organisations collaborating to achieve short-
term goals (such as the delivery of a specific event), partnerships are perhaps best considered as 
medium- to long-term relationships that develop through distinct stages. Firstly, the need for a 
partnership is identified, perhaps as the answer to a shared problem. As mutual trust between 
prospective partners builds a strategy forms and some kind of agreement is reached that leads to 
joint action. Then, after the implementation phase, evaluation helps the partners to decide whether 
to continue or end their partnership. 
 
Many of the partnerships, both formal and informal, created during the course of EFD have led to 
further initiatives based on common aims that go beyond the scope and lifetime of the project itself. 
 
The letter of intent between Digilab and IAPH, for instance, includes a commitment to future 
collaboration between Open Lab Cultural and Open Lab Heritage that has already led to a proposed 
Horizon 2020 project on virtual museums and digital content re-use. 
 
Most notably, Digilab Sapienza has nurtured its partnership with Slow Food to reach agreement on 
future collaboration on projects that re-use digital heritage content.  
 

3.3.5. Where? 

 
EFD includes partnerships with local, national and/or international dimensions in its partnership 
examples.  
 
With its international network, Slow Food was well-placed to communicate the second open 
challenge widely across Europe, as was the foodie social network Fuudly32, with which Digilab also 
created an informal partnership.  
 
At national level, Italyôs CNA33 was able to communicate the second open challenge through its 
extensive networks in that country. 
 

                                            
30 www.virtutim.eu 
31 www.mood54.com 
32 www.fuudly.com 
33 www.cna.it 
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In order to expand the collaborative environment nurtured by WP4, Digilabôs Open Lab Cultura 
established a partnership with Open Lab Heritage in Seville, run by project consortium member 
IAPH, the Andalusian Historical Heritage Institute. The two Open Labs collaborated to deliver the 
projectôs Third Open Innovation Challenge, adding IAPHôs Spanish networks to the communication 
channels. 
 
At a more local level, Open Lab Cultura has been active in the design and planning of a Regional 
Technological District for Heritage within Latium. This aims to create a regional technological 
infrastructure spanning: a network of 30 labs within universities and public research centers; and 
more than 100 creative industry enterprises operating within several fields of digital heritage and 
cultural heritage. A network of galleries, archives, libraries and museums is also in this partnership, 
which was formalized in 2015. 
 

3.3.6. How? 

 
One of the key features of the concept of partnership covers how to share the responsibilities and 
risks of collaboration. Determination of partnersô roles in the different stages of cooperation, 
mechanisms of implementation, division of responsibilities, procedures for coordination, allocation of 
resources and their control are all dimensions that must be taken into account. 
 
Partnerships are often ï though not always - formally expressed through a memorandum of 
understanding or other form of agreement. Although a partnership is more than a routine contractual 
relationship, it may also involve formal contracts for specific activities. The difference between an 
agreement and a contract is that an agreement is usually developed and agreed between the 
parties as equals; readily re-negotiable; open-ended; entered into voluntarily. 
 
EFD had both formal and informal partnerships within it. On the question of whether the level of 
formality made a difference to the effectiveness of the collaboration, the experience across the 
project is mixed: WP6 (Communication and Dissemination), for example, found informal 
partnerships strongly motivated by common purpose to work best for relatively small-scale 
collaborations.  
 
In WP4 formal partnership agreements generally took the form of memoranda of understanding, 
letters of intents or conventions. Informal partnerships rested on verbal agreement34 or were set out 
in e-mails or letters. Some of Digilabôs formal agreements were with new external partners (such as 
Slow Food), some extended existing partnerships to include the EFD project (as when creative 
industry partner Ibimel demonstrated how to design a product using Europeana content at one of 
the Open Innovation Challenge events), or consolidated existing partnerships with other members 
of the project consortium (for example ICCU, the Central Institute for the Union Catalogue of Italian 
Libraries and Bibliographic Information). 
 
The experience of WP4 was that formal partnerships worked best, especially if aimed at building a 
structured collaboration network among different public and private players. Formal agreements 
meant that:  
 

¶ Clear objectives were defined; 

¶ Clear tasks were performed; 

¶ Strong results were achieved. 
 

                                            
34 https://en.wikipedia.org/wiki/Oral_contract.  

https://en.wikipedia.org/wiki/Oral_contract
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3.4. Conclusion: linked partnership environments 

The experience of WP4 has shown the strong potential of linked partnership environments that 
bring together networks of cultural organisations, creative enterprises, and food and drink 
businesses. This section of the report considers in particular lessons learned from a highly-effective 
partnership with the Slow Food movement, which will continue beyond the Food and Drink project. 
 
There is a huge amount of creative energy in small businesses and micro-enterprises which, thanks 
to the ólong tailô model 35,  can create niche products on a small scale but reach a large potential 
market through the web and social media. As has long been the case, the reach and brand value of 
micro-enterprises can be greatly enhanced if they are part of large and prestigious associations or 
aggregators. Slow Food is an excellent example of strong global brand and network that supports 
niche production (in this case, sustainable local farming and food crafts). Slow Food operates at all 
networking levels: 
 

¶ Nationally and internationally as a network of networks, aggregating micro-producers, 
campaigning for sustainable production, and spreading local intangible heritage (including 
through its partnership with Europeana Food and Drink). 

¶ Locally at the grassroots Slow Food involves individuals and local communities to promote, 
among other things, sustainable agritourism: food producers and restaurants using natural 
local products, hotels, transport, cultural and education institutions etc. 

 
Slow Food is, of course, particularly apt for this project, but the movementôs organisational 
framework suggests an integrated system across all scales of activity that has wider relevance to 
the re-use of Europeana content by the cultural and creative industries. The diagram below 
summarises how a range of partners came together to collaborate on the projectôs second open 
challenge. 

 

 
Figure 11: Partnerships for the Second Open Innovation Challenge 

                                            
35 Chris Anderson, The Long Tail: Why the Future of Business Is Selling Less of More , New York: Hyperion, 2006, 

http://www.longtail.com/about.html 
 

http://www.longtail.com/about.html
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Away from the specific sector or food and drink, the emerging ómaker cultureô of distributed, niche 
production by micro-enterprises supported by large online networks, shareôs many of Slow Foodôs 
characteristics. For example, the products resulting from the projects First and Third Open 
Innovation Challenges were presented at the 2016 Maker Faire events in Rome and Rimini 
respectively.  
 
National crowdfunding platforms, such as the one developed by UP in partnership with open Lab 
Cultura, are starting to network at a European level (such as with Goteo - the Europeana 
crowdfunding platform from Europeana Creative Open Lab Platoniq) to stimulate projects that 
re-use Europeana content. 
 
Finally, the experience of WP4 is that a structured system of incubation nodes is a highly effective 
means of providing support to micro-enterprises within a partnership environment that links 
Europeana Open Labs, fab labs and the creative industries ï ideally across national boundaries. 
 
 
 

4. Cultural and creative partnerships framework 
 
Despite the wide range of variables noted in the previous section it is possible to identify some 
common factors critical to successful partnership working in the field of digital cultural heritage, 
based on the experience of the Europeana Food and Drink consortium and the literature review.  
 
This framework is set out in this section as part of a toolkit that also includes: 
 

¶ An annotated guide to useful online resources to help develop and manage partnership 
working [see section 4.2 below]. 

¶ A selection of relevant partnerships for inspiration, drawn from EFD itself and from other 
initiatives suggested by the project partners. 

 

4.1. Framework 

Common to all partnerships are seven key elements that can be posed as the following questions: 
 

1. Why? (Purpose/outcome) 
2. Who? (Key players and their structure) 
3. What? (Objectives/outputs) 
4. When? (Timescale) 
5. Where? 
6. How? (Form of agreement and other arrangements) 
7. Resource implications? (Funds, knowhow, working spaces, etc.) 

 
The framework can be used to consider the effectiveness of a partnership, analyses problems and 
highlight the benefits for each partner. 
 

4.1.1. Why? 
 
Critical success factors 

¶ Clarity between partners about each otherôs aims for the partnership, and how these relate to 
each organisationôs mission and vision. This will also help identify suitable partners. 

¶ A focus on outcomes rather than outputs: ówhat difference will it make?ô 

¶ A willingness to introduce new ways of doing things through the synergies of collaboration.  
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Potential barriers 

¶ Creative and cultural sector partnerships cannot pursue purely commercial goals. 

¶ Public and private sector partners often have contrasting missions and must negotiate 
complementary aims. 

¶ The private sector can lack of awareness of the scope, depth, richness and availability of 
digital cultural content. 

¶ The public sector can lack vision about the commercial potential of the content. 
 
Resources and tools 

¶ The partnering toolbook  [see section 4.3.1 below] 

¶ Experiences and case studies [see section 4.4 below] 
 
 
 

4.1.2. Who? 
 
Critical success factors 

¶ Evaluate the range of actors. These include many groups: government (central and local), 
government-funded agencies, voluntary sector bodies, communities, private actor. Each of 
these groups may contain a variety of types of actors and may cover many types of 
organisation. 

¶ Meeting and exchange environments between private and public can improve effective 
partnerships. 

 
Potential barriers 

¶ Lack of communication between public and private in the sector. 

¶ The perception of different purposes between public and private sector.  
 
Resources and tools 

¶ Experiences and case studies [see section 4.4 below] 

¶ University of Kansas. Creating and Maintaining Partnerships [see section 4.3.5 below] 

¶ Europeana Labs and physical Labs http://labs.europeana.eu/ 
 
 
 

4.1.3. What? 
 
Critical success factors 

¶ Each project will define what is suitable and what is required.  

¶ Single project: product - for example, a collaboration between public/cultural heritage 
institutions (CHIs) and creative industries where the CHIs commission the development of 
new products and services to creative players; content - for example, a collaboration between 
CHIs and niche publishers, design agencies or food and drink retailers where the CHIs feed 
content to their own products, services or marketing campaigns. Service can be paid; theme - 
for example, a collaboration between CHIs and government bodies/municipalities, industry 
associations, and possibly food and drink commercial companies where all players work 
together to promote a specific theme (for instance, healthy lifestyle and diet). 

¶ Series of programmes related to partnerships purposes, for example re-use of Europeana 
content 

 
Potential barriers 

¶ IPR issues for reuse and rights management. 

¶ Content easy findability, clear rules for reuse, curation. 

http://labs.europeana.eu/
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¶ The missing decades: the 20th century black hole. (Content that consist of work dating from 
the 20th century are not for free access). 

¶ Lack of flexibility in the organisations behavior. 
 
Resources and tools 

¶ Experiences and case studies [see section 4.4 below] 

¶ Europeana Space IPR Toolkit http://www.europeana-space.eu/content-space/ipr-toolkit/ 

¶ Europeana collections http://www.europeana.eu/portal/ 
 
 

4.1.4. When? 
 
Critical success factors 

¶ In a general sense, partnership is a long term collaboration. 

¶ The time dimension can be schematized in some stages of preparation, design, 
implementation. Each of these phases can involve an evaluation test on the viability and 
implementation of the partnership itself. 

 
Potential barriers 

¶ Not considering organizational changes during the partnership progress. 

¶ Lack of ongoing evaluation. 
 
Resources and tools 

¶ Guide to online resources [see all in section 4.3 below] 
 
 

4.1.5. Where? 
 
Critical success factors 

¶ It depends on the different views of the purpose, operation and structures of the different 
actors who develop it. The partnership may have a local, national and/or international 
dimension. Moreover, it may cover a very specific field or more generally as a specific group 
of clients or customers within the cultural sector. 

¶ In the context of the re-use of digital content multi-sides platforms are particularly important. 
They can be comparable to partnership experiences in the cultural sector (infrastructural 
management of museums, etc. by PPP in EU). In this sense, for example, a public content 
provider can be partner of a private company in the context of a multi-sides platform that 
offers services, products, downloadable packs of images of art, logos, food, clothes, 
Christmas, etc. for creative reuse. 

¶ Environments in which cultural institutions and creative industries can share ideas and 
develop innovative process of co-working are particularly important as well to boost 
partnerships as well. 

 
Potential barriers 

¶ Different national legal frameworks and rules. 
 
Resources and tools 

¶ Experiences and case studies [see section 4.4 below] 

¶ Europeana Labs and physical Labs http://labs.europeana.eu/ 

¶ Europeana Strategy 2020 http://strategy2020.europeana.eu/ 
 
 
 
 

http://www.europeana-space.eu/content-space/ipr-toolkit/
http://www.europeana.eu/portal/
http://labs.europeana.eu/
http://strategy2020.europeana.eu/
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4.1.6. How? 
 
Critical success factors 

¶ Sharing responsibilities and risks. Determine the roles of the partners in the different stages of 
cooperation, mechanisms of implementation, division of responsibilities, coordination 
procedures, allocation of resources and their control. Before formalizing a partnership, it is 
important to consider which resources will be needed for the agreed project.  

¶ The structure of the partnership may range from formal legally binding contracts to 
unenforceable public agreements or general agreements to cooperate. 

¶ Partnerships agreements and Memorandum of Understanding usually are signed. They will 
define the parameters of the PPP relationship and limit the activities of all parties. Keeping 
things simple is often more effective than being over prescriptive.  

¶ Single legally binding contract can be signed within a general agreement. 

¶ A good contract will include a clearly defined method of dispute resolution. 
 
Potential barriers 

¶ Not evaluating potential risks from the beginning and during partnering process. 

¶ Not creating trust and working relationship between partners from the beginning.  
 
 
Resources and tools 

¶ Partnership Agreements Templates and Examples [see section 4.3.7 below] 

¶ How to prepare, procure and Deliver PPP Projects. The Epec PPP Guide [see section 4.3.6 
below] 

 
 

4.1.7. Resource implications? 
 
This element refers to different types of resources though which the partnership is implemented: 
budget, people, equipment, skills, spaces, tools and everything that comes into play to improve the 
partnership project.  
 
Critical success factors 

¶ Consider at the same time and with the same attention financial and non-financial resources 
that each partner brings in the partnership and can share in the partnership progress. 
Funding, staff, materials, supplies, facilities, knowhow, equipment, rights, community support, 
skills and human resources in wider terms, services, space. 

¶ A need for a partner might become an important resource to another.  

¶ Attract resources from outside may be a first time partnershipôs aim.  

¶ Consider public (direct and indirect) and private financing arrangements in local, national, 
international level. (subsidies, grants and awards, etc.) 

¶ Look for new forms of financing and development. 
 
Potential barriers 

¶ Lack of all resources analytic identification and accountability. 

¶ Difficulty in the classification of clear models of financing public/private partnership in this 
sector.  

¶ Not combining revenue share financing with other financing forms.   
 
Resources and tools 

¶ UN-Business Partnerships: A Handbook [see 4.3.2 below] 
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¶ Europeana Creative Guides http://pro.europeana.eu/europeana-creative/guides 
 

4.2. Creative and Cultural Partnerships Framework Factsheet 

 
EFD created the following factsheet based on the above framework. This factsheet will be 
disseminated alongside the full framework and published on the project online channels and on 
Europeana Labs Network Website.   

 
¶ http://bit.ly/creativecultural (short link) 

¶ http://foodanddrinkeurope.eu/get-involved/creative-cultural-partnerships-framework/ (full link) 

 
Figure 12: Creative & Cultural Partnerships Framework Factsheet 

4.3. Guide to online resources 

 
4.3.1. The partnering toolbook 

 
The first content we present is a guide to all stages of a partnership (from concept to final 
evaluation) published in 2011 by the International Business Leaders Forum - The Partnering 
Initiative, and written by Ros Tennyson. 
 
Written for sustainable development initiatives, this text provides useful strategies for cross-sector 
collaboration. In particular, useful tools to plan, implement, monitoring and support partnerships. 
 
Contents: 

http://pro.europeana.eu/europeana-creative/guides
http://bit.ly/creativecultural
http://foodanddrinkeurope.eu/get-involved/creative-cultural-partnerships-framework/
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1. The partnering Challenge; the rational for partnering; Obstacles to partnering; key partnering 

values; The leadership Challenge. 
2. Building partnerships; Identifying partners; Assessing Risks and Rewards; Resource Mapping. 
3. Partnership Agreements; Securing partner commitment; Interest-based negotiation; 

Governance and Accountability. 
4. Managing the partnering process; partnering roles; Partners as leaders; Partnering skills; 

good partnering practice. 
5. Delivering successful projects; Managing the transition; Keeping to the task; Reporting, 

reviewing and Revising. 
6. Sustaining partnerships; Planning for the longer-term; Securing greater engagement; Building 

institutional capacity. 
7. Successful partnering; defining success; Sharing good experiences; Collaboration in a 

competitive world. 
 
Special content: 
 
The text includes some useful forms, questionnaires, templates and checklists: 
 

¶ Partner Assessment Form 

¶ Stakeholder Mapping 

¶ Partnering Agreement (sample) 

¶ Partnering Roles and Skills Questionnaire 

¶ Guidelines for Partnering Conversations 

¶ Partnership Review Template 

¶ Case Study Template 

¶ Communications Checklist 
 
http://thepartneringinitiative.org/publications/toolbook-series/the-partnering-toolbook/  
(Accessed March 2016). Available in English and in French 
 
 

4.3.2. UN-Business Partnerships: A Handbook 

 
This Handbook was written for the United Nations to build partnerships with the private sector and 
was presented in 2013. The handbook provides an overview of the steps to take prior to engaging in 
partnerships, including: analyzing the partnershipôs unique building blocks; introducing six 
partnership models suitable for achieving partnership success; and providing additional tools and 
resources for further support. Besides serving as a tool for UN practitioners, the handbook can help 
corporate representatives better understand the goals and needs of their partners. 
 
Contents: 
 

1. Things to consider before creating a new partnership  
Á Creating an enabling environment  
Á Defining desired outcomes  

 
2. Building the appropriate partnership  

Á Building Block 1: Choose the partnershipôs composition  
Á Building Block 2: Define the roles of each partner  
Á Building Block 3: Draft a roadmap for the partnership  
Á Building Block 4: Define the partnershipôs scope  
Á Building Block 5: Design a governance structure for the partnership 
Á Building Block 6: Decide how to finance the partnership  

http://thepartneringinitiative.org/publications/toolbook-series/the-partnering-toolbook/
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Á Building Block 7: Decide how to monitor and evaluate the partnership  
 

3. Identifying established UN-business partnership models  
Á Partnership model 1: Global implementation partnerships  
Á Partnership model 2: Local implementation partnerships  
Á Partnership model 3: Corporate responsibility initiatives  
Á Partnership model 4: Advocacy campaigns  
Á Partnership model 5: Resource mobilization partnerships 

 
Special content: 
 
The text contains a rich bibliography box and online guides on the different steps described in the 
development of partnership. 
https://www.unglobalcompact.org/docs/issues_doc/un_business_partnerships/UNBusinessPartners
hipHandbook.pdf  (accessed March 2016)  
 
 

4.3.3. WWF. The partnership toolbox 

 
Authors: Rod Sterne, Deborah Heaney and Bruce Britton. 2009 
 
The tools from this tool box have been used extensively by WWF and its partners, and the results 
show that this approach shows impact through assisting the development of and maintenance of 
robust equitable organisational relationships. 
 
Contents: 
 

1. Questions to Consider When Setting Up Partnerships 
2. Organisational Context Tool 
3. Partnership Agreement Tool 
4. Partnership Baseline Tool 
5. Partnership Monitoring Tool 
6. Characteristics of Partnership Tool 
7. Relationships Typologies Tool 
8. Appendix ï Resources on Partnerships 

 
Special content: 
 
A useful outline of the topics to compose a partnership agreement (pp.13-15). 
 
http://assets.wwf.org.uk/downloads/wwf_parthershiptoolboxartweb.pdf?_ga=1.143363573.1561581
859.1459503259 (accessed March 2016) 
 
 

4.3.4. ñPublic-Private Partnership with Europeanaò. Linked Heritage Learning object 

 
This learning object is from the project Linked Heritage - Coordination of standards and 
technologies for the enrichment of Europeana (2011-2013). The content is focused on partnerships 
involving the metadating and uploading of resources by content providers to Europeana. 
 
Contents: 
 

1. Europeana and the Europeana Network 
2. Benefits and costs of contributing to Europeana 

https://www.unglobalcompact.org/docs/issues_doc/un_business_partnerships/UNBusinessPartnershipHandbook.pdf
https://www.unglobalcompact.org/docs/issues_doc/un_business_partnerships/UNBusinessPartnershipHandbook.pdf
http://assets.wwf.org.uk/downloads/wwf_parthershiptoolboxartweb.pdf?_ga=1.143363573.1561581859.1459503259
http://assets.wwf.org.uk/downloads/wwf_parthershiptoolboxartweb.pdf?_ga=1.143363573.1561581859.1459503259
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3. Legal context of contributing metadata 
4. Technical support for commercial partners 

 
Special Content: 
 
Useful technical and legal information about Europeana context.   
http://linkedheritage.cab.unipd.it/training/LO-06/en/01.html (accessed March 2016) 
 
 

4.3.5. University of Kansas. Creating and Maintaining Partnerships 

 
This toolkit provides guidance for creating a partnership among different organizations to address a 
common goal. 
 
Contents:  

 
1. Describe the multiple organizations that have come together in common purpose. 
2. Assemble the coalition's (group's) membership 
3. Outline your partnership's vision and mission 
4. Re-examine the group's membership in light of your vision, mission, and objectives. 
5. State the objectives or goals, needed resources and relationships to accomplish your 

objectives, and key agents of change in the partnership. 
6. Describe potential barriers to your partnership's success and how you would overcome them. 
7. Identify what financial resources will be needed to support the group's activities and 

infrastructure. 
8. Describe how the coalition will function as an organization and how responsibilities will be 

shared among partner organizations. 
9. Describe the structure the collaborative partnership will use to do its work 
10. Describe how the group will maintain momentum and foster renewal. 
11. If necessary, revisit your plan to identify and recruit new or additional members. 
12. When maintaining the coalition at its current level is no longer appropriate or feasible, 

consider other alternatives. 
13. Examples 

 
Special content: 
 
Each content provides a series of online available related resources in order to focus a unique topic.  
http://ctb.ku.edu/en/creating-and-maintaining-partnerships (Accessed March 2016) 
 
 

4.3.6. How to prepare, procure and Deliver PPP Projects. The Epec PPP Guide 
 
Contents: 
 

1. Projects identification 
2. Detailed preparation 
3. Procurement 
4. Project implementation 

 
Special content: 
 
A note on Legal Framework for PPPs in which you can find all information about EU and EU 
countries legal regulations about PPPs.  
http://www.eib.org/epec/g2g/annex/2-legal-frameworks/ (Accessed April 2016) 
 

http://linkedheritage.cab.unipd.it/training/LO-06/en/01.html
http://ctb.ku.edu/en/creating-and-maintaining-partnerships
http://www.eib.org/epec/g2g/annex/2-legal-frameworks/


Europeana Food and Drink: D4.6 Creative & Cultural Partnerships Framework  

 

Page 29 

 
 

4.3.7. Partnership Agreements Templates and Examples 
 
In this section, you can find some examples of Agreements in Cultural sector and some online 
resources concerning agreements templates. 
 

Template of conditions for agreement to participate in Europeana 
http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/EuropeanaLocal/Deliv
erables/D5.4%20Template%20of%20Conditions%20for%20agreement%20to%20participate%20i
n%20Europeana.pdf (Accessed, April 2016) 

 
Europeana Data Exchange Agreement 
http://pro.europeana.eu/page/the-data-exchange-agreement 

 
Partnership Agreement Example ï ICOM  
(UK Committee of the International Council of Museums) 
http://uk.icom.museum/resources/guidance-articles/partnership-agreement-example/ (Accessed, 
April 2016) 

 
Word Document Templates for Partnership Agreements 
http://worddox.org/partnership-agreement/  (Accessed April 2016) 

 
Territorial Cooperation projects 2007-2013: Partnership Agreement Template INTERACT 
http://samplecontractsdocs.blogspot.it/2015/09/exemples-samples-partnership-agreement.html  
(Accessed April 2016) 

 
Navigating the New World of Partnership: A Guide 
https://business.un.org/en/documents/258 (Accessed April 2016) 

 
 

4.4. Experiences and case studies 

The following examples and case studies where provided by the EFD partners from their own direct 
experiences or as positive examples, external to EFD, which provide insight in partnerships.  
 
 

4.4.1. Europeana Food and Drink eCookbook development 
 

Title/name Europeana Food and Drink eCookbook development 

Geography, timescale European, 1 year 

Partners details Vilnius University Faculty of Communication (Public/culture), 
Austrian National Library (public/culture); ñCrooked nose and coffee 
storiesò (Coffee manufacture/private); food bloggers (private) 

Partnership aim To develop an eCookbook 

What was it that each of 
the partners were able to 
bring on the table? 

Vilnius University: Expertise; Austrian National Library: Content; 
ñCrooked nose and coffee storiesò: Content 

What are the outputs and 
outcomes 

Published eCookbook, developed methodology for publishing, book 
presentation and community engagement event 

What are the benefits 
(including ancillary or 
indirect) 

Visibility, networking development, knowledge development, 
reputation development, longer term partnership 

http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/EuropeanaLocal/Deliverables/D5.4%20Template%20of%20Conditions%20for%20agreement%20to%20participate%20in%20Europeana.pdf
http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/EuropeanaLocal/Deliverables/D5.4%20Template%20of%20Conditions%20for%20agreement%20to%20participate%20in%20Europeana.pdf
http://pro.europeana.eu/files/Europeana_Professional/Projects/Project_list/EuropeanaLocal/Deliverables/D5.4%20Template%20of%20Conditions%20for%20agreement%20to%20participate%20in%20Europeana.pdf
http://pro.europeana.eu/page/the-data-exchange-agreement
http://uk.icom.museum/resources/guidance-articles/partnership-agreement-example/
http://worddox.org/partnership-agreement/
http://samplecontractsdocs.blogspot.it/2015/09/exemples-samples-partnership-agreement.html
https://business.un.org/en/documents/258
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What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Time limitations to achieve the output 

What are the strengths of 
the partnership? 

Sharing responsibilities, communication between partners, mutual 
added value, visibility 

 
 

4.4.2. App Camp 2014 
 

Title/name App Camp 2014  http://event.appcamp.lt  

Geography, timescale National, 1 year 

Partners details Vilnius University Faculty of Communication (culture sector), Moletai 
Regional museum (culture sector), State cultural foundation of 
Lithuania, App Camp (private); SnakyBox ltd (creative industry) 

Description of the 
partnership 

Cooperation between developers and cultural heritage specialists to 
create new products (mobile applications) for digital heritage reuse 

Partnership aim To develop mobile application for communication of cultural heritage 
in museum  

What are the outputs and 
outcomes 

Mobile app for Moletai regional Museum ñEzeru zvejybaò (available 
at Google Play) ï this application was a winner of App Camp 2014 

What are the benefits 
(including ancillary or 
indirect) 

Consolidation of intellectual and financial resources 

What are the strengths of 
the partnership? 

Good example of making heritage interesting and useful to general 
public. Good example of innovative technology use in 
communication of cultural heritage 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Difficulty of fund raising for full development of app camp winner 
prototype 

 
 

4.4.3. Dr. Oetker Exhibition. Traditions across the centuries 
 

Title/name Dr. Oetker Exhibition. Traditions across the centuries. 
The past and present of the Dr. Oetker Company. 

Geography, timescale European, 3 month 

Partners details MKVM - Hungarian Museum of Trade and Tourism (cultural 
sector); Dr. Oetker Company (private food sector company); SOS 
Orphanges  

Partnership aim exhibition, free lessons in the museum for children from SOS 
orphanges, family day for visitors 

What was it that each of the 
partners were able to bring 
on the table? 

MKVM: Content; Dr. Oetker Company: content; SOS Orphanges: 
fundings 

What are the outputs and 
outcomes 

- Exhibition on history of Dr. Oetker Company (materials of MKVM 
and the company as well) 
- events: family day: baking with Oetker products, charity pastry 
fair for SOS Orphanges (Dr. Oetker Company supports them 
regularly) 
- free museum visits and lessons for children from SOS 
Orphanges 

http://event.appcamp.lt/
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What are the benefits 
(including ancillary or 
indirect) 

Networking development, Knowledge development, Reputation 
development; Subsidies, Profits, Entrance fee, Working spaces 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Profits, Visibility, Innovative funding model, Innovative Business 
model 

What are the strengths of 
the partnership? 

Agreement/contract clarity, Sharing responsibilities, Sharing risks, 
Communication between partners, Additional services and goods 

 
 

4.4.4. Digital Museum 

 
Title/name Digital Museum 

Geography, timescale National, 1 year 

Partners details University of Applied Arts (Public/culture), Different Hungarian 
Museums (culture sector/public); University of Technology and 
Economics (public/culture sector); Tech Lab (creative 
industry/private) 

Partnership aim Creating different technical tools, softwares and applications for 
different exhibitions in museums.  

What is the situation/need 
that led to the 
development of the 
partnership? 

Digital Museum is the name of course on the University of Applied 
Arts and University of Technology and Economics. Teachers of this 
course work for the Tech Lab Company. 

Description of the 
partnership 

In the framework of the course, students cooperate with different 
museums and create digital tools, applications for exhibitions. If the 
museums assume the plans created by students for them, they can 
realise it through TechLab Co. 

What are the outputs and 
outcomes 

Applications and digital tools for exhibitions 

What are the benefits 
(including ancillary or 
indirect) 

For Museums: useable technical tools in the exhibitions. Financial 
advantage: Realization of plans and ideas of students is much more 
cheaper than employing a designer. 
For students: practice, success in case of admitted and realised 
plans. A big chance to create something ñrealò during the student 
years. 
For Tech Lab: profits 

What are the strengths of 
the partnership? 

Communications between students and curators: they come to the 
museum many times to know the exhibitions. Engagement: all three 
partners are deeply engaged in the project because of its outcomes. 

 
 

4.4.5. Rijksstudio at Etsy 
 

Title/name https://www.rijksmuseum.nl/en/rijksstudio/131860--etsy/creations 
 

Geography, timescale European, long term 

Partners details Riksmuseum (culture sector), Etsy (online sale company, 
commercial partner) 

Partnership aim Rijksstudio partnered with Etsy to showcase the creative 
possibilities with cultural content.  

https://www.rijksmuseum.nl/en/rijksstudio/131860--etsy/creations
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What is the situation/need 
that led to the 
development of the 
partnership? 

The Rijksmuseumôs Rijsstudio is a website containing more than 
260,000 high-resolution images from its collections. All the images 
can be downloaded free of charge for personal, creative use.  
Etsy is an online popular marketplace for handmade and vintage 
products. 

Description of the 
partnership 

Riijsstudio has joined forces with Etsy, the popular marketplace for 
handmade and vintage products. They organised a contest for best 
design using an image from their collection. Now, Rijksstudio 
showcases the datasets and creations at the Etsy portal. The 
partnership goes also beyond that: Rijksstudio and Etsy are keen to 
see their readers succeed in starting up their own Etsy shop.  
Etsy offers to the designers and craft makers interested in using the 
Rijksstudio images for their products the possibility of adding the 
first twenty products to their shop for free and some one-time free 
personal advice on how to run the online business. 
 

What are the outputs and 
outcomes 

Design creations using the high-resolution images from 
Rijskmuseum. The Etsy sellers are now able to use the Rijksstudio 
image bank to create and sell their products.  
A number of Etsy sellers have already embraced Rijsksstudio and 
made a range of quality products inspired by the rich Rijskmuseum 
collection. Norvegian Wood created a Rijksstudio lingerie set and 
silk kimono, Puuranders came up with unique designs for its 
photographic flowers and leaves, LAPHILIE designed a series of 
hand-painted plates, Oelwein created fine art prints and Tovicorrie 
made a leather clutch bag.  
 

What are the strengths of 
the partnership? 

This is a successful partnership because showcases great 
examples of re-use of cultural content and also promotes the 
commercial potential/impact of cultural heritage re-use. 
¶ involving an international known social platform 
¶ vision: the cultural institution believes in the importance of 

freeing its content and saw business opportunities beyond 
the simple image selling activity. 

 
4.4.6. PPP between ICCU the OPAC of the Italian National Library Service (SBN) and 

online book sellers 
 

Title/name PPP between ICCU the OPAC of the Italian National Library Service 
(SBN) and online book sellers 

Geography, timescale Italian (potentially worldwide: part of the SBN users come from 
outside Italy and the online book sellers involved in the partnership 
can ship the books all over the world). 
Long term. 

Partners details ICCU (culture sector, public body). Amazon, IBS, AbeBooks (online 
book sellers, private companies) 

Partnership aims - Offering the SBN users a further service 
- Generating revenues for the SBN 
- Increasing the use of the SBN 
- Increasing the customers of the commercial partners 
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What is the situation/need 
that led to the development 
of the partnership? 

OPAC SBN is the online catalogue of the National Library Service 
(http://www.sbn.it/). It gathers 5,884 Italian libraries distributed in 97 
local poles that share the cataloguing infrastructure. Now OPAC SBN 
gives access to over 15M bibliographic news that are progressively 
being linked to the existing digital resources (currently 690,000 links). 
OPAC SBN manages millions of researches per year. 
Amazon, IBS, and AbeBooks are among the world most renown 
booksellers. 
Thanks to this PPP the users can decide whether to borrow or to buy 
(or even both) the books they are interested in. 

Description of the 
partnership 

ICCU made an agreement with 3 major online book sellers (Amazon, 
IBS, AbeBooks) to link their online catalogue to the records of the 
OPAC of the National Library Service (SBN). 

What are the outputs and 
outcomes 

When the SBN user lands on these online selling platforms and buys 
books, ICCU earns the 6-10% upon the total of the purchase. 

What are the strengths of 
the partnership? 

All partners have their advantages (win-win approach): 

¶ ICCU offered a better service to the users and gained 
substantial revenues 

¶ The book sellers widened their customers 
The PPP can be applied to other contexts, to digital libraries and 
even be extended to other booksellers. 

 
 

4.4.7. Heritage Cake 

 
Title/name Heritage Cake (Week of Taste www.weekvandesmaak.be) 

 

Geography, timescale Regional (Flanders), 2 weeks 

Partners details  CAG (non profit/culture sector); VLAM (non profit - Flemish 
Agricultural Marketing Board); Bakers (private sector) 

Partnership aim Selling ñheritage cakeò during Week of Taste (Nov 2015)  

What was it that each of 
the partners were able to 
bring on the table? 

CAG: Content, VLAM: funding; Bakers: expertise 

What are the outputs and 
outcomes 

During Week of Taste bakers could sell heritage cakes, based on 
old recipes CAG provided. They could sell the cakes in a cake box 
that was especially designed for the occasion. Printing costs were 
paid by VLAM. All bakers were really enthusiastic about the action 
and they indicated to have sold more cakes than normal. VLAM is 
thinking about repeating the action. 

What are the benefits 
(including ancillary or 
indirect) 

Profits, visibility, networking development, knowledge development, 
reputation development 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Creating event visibility: depended mainly on the efforts of the local 
bakers. Some of them really did a great job (even shared movies on 
FB). 

What are the strengths of 
the partnership? 

Communication between partners, mutual added value, additional 
services and goods 

 

http://www.sbn.it/
http://www.weekvandesmaak.be/
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4.4.8. Europeana Fashion 

 

Title/name Europeana Fashion 
http://www.europeanafashion.eu/portal/home.html 

Geography, timescale European, long term 

Partners details Europeana Fashion Association (culture sector), Solidop (creative 
industry) 

Partnership aim To keep alive and enrich the Europeana Fashion portal, through 
which more than 700.000 fashion objects can be accessed, shared 
and promoted on-line, and that brings together more than 30 public 
and private archives and museums, coming from 13 European 
countries, in order to collect and give public access to high quality 
digital fashion content, ranging from historical dresses to 
accessories, catwalk photographs, drawings, sketches, videos, and 
fashion catalogues. 

Description of the 
partnership 

The Europeana Fashion International Association is a non-profit 
organisation established in order to bring together and engage 
fashion institutions (both GLAMs - Galleries, Libraries, Archives and 
Museums- and creative industries) in the valorisation and 
exploitation of fashion heritage online. 

What are the outputs and 
outcomes 

The development of the Europeana Fashion portal promoting the 
content in an appealing way.  The Europeana Fashion International 
Association aims to act as a point of reference for fashion 
institutions in Europe and worldwide, attracting museums, private 
archives and also academic institutions (like fashion schools and 
academies, fashion studies departments, etc.) in order to aggregate 
and make accessible a growing amount of fashion content, and 
give the possibility to all its members to curate and promote this 
content on-line, using the well-established Europeana Fashion 
social media channels (like the Europeana Fashion Tumblr, 
Pinterest or Instagram) and the Europeana Fashion portal. 

What are the benefits 
(including ancillary or 
indirect) 

Knowledge development, networking development, profits 

What are the strengths of 
the partnership? 

Contract clarity 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Sharing risks and responsibility 

 
 

4.4.9. eMapps.com   
 

Title/name eMapps com   
 

Geography, timescale European 

Partners details The Manchester Metropolitan University (culture sector), Cross 
Czech a.s. (private partner), Ciberespacio La Coruña (creative 
industry, ICIMSS (creative industry) 

Description of the 
partnership 

The project is innovative and much enjoyed by children. 
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Partnership aim Reflection over the key aspects of the curriculum in a more creative 
and challenging environment. Children could learn more about their 
peers in other countries. e.g. through twinning arrangements, 
capitalising on the growing experience of young people in creating 
social networks by using mobile technologies and their existing 
enjoyment of games. 

What was it that each of 
the partners were able to 
bring on the table? 

The Manchester Metropolitan University (culture sector) - ICT-based 
learning outcomes and the sharing of e-Learning content through 
repositories; Cross Czech a.s. (private partner) - coordination of the 
project; Ciberespacio La Coruña (creative industry) - technical 
expertise; ICIMSS (creative industry) - participation with schools, 
preparation of pilot implementation 

What are the outputs and 
outcomes 

Learning outcomes supported by games can be broadly divided into 
three types: 
1) learning as a result of tasks stimulated by the content of the 
games, 
2) knowledge developed through interacting with the content of the 
game, 
3) skills acquired as a result of playing the game. 
Effective project outcome in each country and in developing the 
linkage between schools and other organisations in the learning 
community such as libraries and museums. 
 

What are the benefits 
(including ancillary or 
indirect) 

Reputation development, profits 

What are the strengths of 
the partnership? 

Innovative approach to education, financing stream, committed 
partners, efficient management. 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Difficulty for the sustainability due to lack of interest from public 
bodies.  

 
4.4.10. Charrington Collection 

 

Title/name Charrington Collection http://heritage-
assets.co.uk/(S(xcuz3jcg2crynefjczqtadcr))/HeritageAssets/Gallery/V
iew/9rzx5arsdc  
 

Geography, timescale National, 3 years  

Partners details Shift (nonprofit-creative sector); National Brewery Heritage Trust 
(Charity- culture sector); Heritage Assets (private- creative industry) 
 

Description of the 
partnership 

Shift has partnered with the National Brewery Heritage Trust (a 
brewery archive) and Heritage Assets (a photo scanning agency) to 
scan the Charrington collection and to use it as a pilot project to see 
how it can be commercialised.  

Partnership aim To digitise and commercialise the Charrington collection.  

What was it that each of 
the partners were able to 
bring on the table? 

Shift: content and expertise; National Brewery Heritage Trust: 
content; Heritage Assets: Expertise 

What are the outputs and 
outcomes 

Digitised Charrington collection on Hystorypin.org 
Heritage Assets as licenses for commercial exploitation Charrington 
collection 

http://heritage-assets.co.uk/(S(xcuz3jcg2crynefjczqtadcr))/HeritageAssets/Gallery/View/9rzx5arsdc
http://heritage-assets.co.uk/(S(xcuz3jcg2crynefjczqtadcr))/HeritageAssets/Gallery/View/9rzx5arsdc
http://heritage-assets.co.uk/(S(xcuz3jcg2crynefjczqtadcr))/HeritageAssets/Gallery/View/9rzx5arsdc
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Book using Charrington collection 
Pub events with locals and landlords 

What are the benefits 
(including ancillary or 
indirect) 

Profits, license fee, visibility, networking development, knowledge 
development, reputation development, long term partnership, 
expertise 

What are the strengths of 
the partnership? 

Mutual added value, visibility 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Difficulty in communication between partners, lack of agreement 
clarity  

 
 

4.4.11. Factoria Cultural 
 

Title/name Factoria Cultural http://factoriaculturalmadrid.es/ 
+34 636 546 850 - info@factoriaculturalmadrid.es 

Geography, timescale National, long term 

Partners details Madrid City Council, Ministry of Education, Culture and Sport, 
Banco Santander, Adecco Foundation 
San Miguel Foundation 
 

Description of the 
partnership 

Factoria Cultural (Creative Industries Incubator) is a space for 
creation and development of business initiatives in various fields of 
the arts, communication and new technologies, all included between 
cultural and creative industries. Cultural Factory also directed to 
entities and non-profit associations that develop their activity in this 
sector. 
This nursery was created in Madrid to promote and realize 
innovative and sustainable projects in an pleasant, human, open, 
dynamic and user-oriented environment. 

Partnership aim Factoria Cultural aims to create an ecosystem that facilitates the 
entrepreneur resident access to resources, services and training 
required to develop any idea or project under ideal conditions. 

What are the outputs and 
outcomes 

79 restoration of monuments 
The exhibition "Temps de Romanic" with itinerances in 6 cities 
Video mapping of restoration painting of Sant Climent de Taüll 
Web Open Romanesque 
Educative programme 
 

What are the benefits 
(including ancillary or 
indirect) 

Visibility, Knowledge development, Reputation development; Tax 
incentives 

What are the strengths of 
the partnership? 

Mutual added value, Visibility 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Long-term funding. Innovative business models face an uncertain 
demand.  

 
 

4.4.12. Educational Resource Development - Lesson Plans 
 

http://factoriaculturalmadrid.es/
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Title/name Educational Resource Development - Lesson Plans - 
http://foodanddrinkeurope.eu/applications/elearning-
resources/lesson-plans/ 

Geography, timescale European, long term 

Partners details LGMA - Local Government Management Agency (Ireland) (State 
Agency); 
Local museums/open farms (culture sector) 

Partnership aim supporting primary school teachers in lessons relating to the 
curriculum on the topic of food and drink 

What was it that each of 
the partners were able to 
bring on the table? 

LGMA: Expertise; Local museums/open farms: Content 

Description of the 
partnership 

The relevant organisations were identified and appropriate contact 
people approached directly. Information on the purpose of the 
project, expectations for a partnership and an outline of its practical 
value to users was agreed. Once a single contact person was 
established, LGMA liaised with this person on actions relating to the 
project.  

What are the outputs and 
outcomes 

educational activities for school class visits to local museums and 
open farms 

What are the benefits 
(including ancillary or 
indirect) 

Working spaces, Sharing responsibilities, Mutual added value, 
Visibility, Additional services and goods 

What are the strengths of 
the partnership? 

Communication between partners 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Following the initial development of content and actions undertaken, 
it has been difficult to maintain ongoing communication with the 
partners to get regular feedback on continued engagement with their 
users. 

 
 

4.4.13. EFD Contest Platform 

 
Title/name EFD Contest Platform Design, Executing and Maintenance 

(https://contest.upeurope.com/en) 
   

Geography, timescale National/International, 2 years 

Partners details UP, Creative Industry, Italy and EFD WP4 (Open Lab Cultura), Rome 

Partnership aim Developing a Contest platform for EFD Challenges/Increasing 
Challenge Communication. 

What was it that each of 
the partners were able to 
bring on the table? 

WP4: Platform Contents, Challenge Guidelines and Evaluation 
Frame;  
UP: Platform Design and Management. 

Description of the 
partnership 

Agreement 

http://foodanddrinkeurope.eu/applications/elearning-resources/lesson-plans/
http://foodanddrinkeurope.eu/applications/elearning-resources/lesson-plans/
https://contest.upeurope.com/en
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What are the outputs and 
outcomes 

Creation of a Europeana Food and Drink  Contest Platform; 
Refinements  of challenge competition and communication system;  
Expanding communication campaign; Testing Challenge steps; 
Improvement of User Generated Contents. 

What are the benefits 
(including ancillary or 
indirect) 

Creating an Open Lab collaborative environment;  designing a 
challenge infrastructure from a contest to crowdfunding; possibility to 
use UP crowdfunding platform for launching  Open Lab óCulturaô 
projects; longer term partnership. 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Testing the platform; sharing responsibilities and controlling  
management steps. 

What are the strengths of 
the partnership? 

Technologic problem-solving for content reuse; increasing EFD 
Challenge communication; visibility; Mutual added value; expanding 
collaboration. 

 
 

4.4.14. Designing and communicating EFD 2nd Challenge 

 
Title/name Designing and communicating EFD 2nd Challenge; Organising the 

Final Event in Milan Expo 2015; Improving national and international 

Communication. (http://www.slowfood.com/ ) 

Geography, timescale National/International, 1 year (for the EFD Project).  

Partners details EFD WP4 (Open Lab Cultura), Rome and Slow Food International, 
Non-profit Food and Drink sustainability organization, Bra, Italy 

Partnership aim Designing a EFD challenge about sustainable food production, 
innovative product storytelling (content reuse); Expo Milan 2015 as a 
Europeana and Slow Food stage; EFD Final Event organization by 
Expo. 

What was it that each of 
the partners were able to 
bring on the table? 

WP4: Challenge organization; Challenge contest platform (UP); 
Award sponsoring 
Slow Food: International Slow Food network exploitable for 
Challenge communication; Challenge general aims; Availability of 
Slow Foodôs stand at Expo Milan 2015 for Challenge Final Event; 
Participation in Jury Board; Panel and Final Event  Management. 

Description of the 
partnership 

Agreement (long term) 

What are the outputs and 
outcomes 

Experiencing new audio-video forms of food storytelling; enhancing 
local and sustainable products and territories stories; Final Event at 
Expo Milan2015; Panel about content reuse; Incubation for the best 
video reusing Europeana contents. 

What are the benefits 
(including ancillary or 
indirect) 

EFD Reputation development; building a food and drink video-
makers network; boosting respect for soil and natural environment; 
longer term partnership. 

What are the strengths of 
the partnership? 

Visibility for Food and Drink Project; supporting young Video-
makers; spreading new feeding style through innovative video-
storytellingôs strategies.  

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Internal communication, Sharing responsibilities.  

4.4.15. Designing and executing a regional technologic hub supporting Cultural Heritage 
 

http://www.slowfood.com/
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Title/name Designing and executing a regional technologic hub supporting 
Cultural Heritage: infrastructure development, master courses and Life 
Long Education focused on technologies applied to Creative and 
Cultural Heritage; innovative research devoted to Digital heritage; 
networking with Creative Industry; GLAMs, FabLabs, EU-Bics. 

Geography, timescale Regional (Region Latium); permanent (from April 2016). 

Partners details Region Latium with Open Lab óCulturaô ï Digilab Uniroma 1, and 
Uniroma 2, Uniroma 3, University of Viterbo, University of Cassino,  
CNR (National Research Center); CNA (Small and medium sized 
industries network).  

Partnership aim Providing region Latium with a coordinated and organized 
infrastructure networking all University Labs and Fab Labs for 
improving research and apps production for Cultural Heritage. 
Connection to CI Industry (CNA) involved in partnership for  
increasing research and products. 

What was it that each of the 
partners were able to bring 
on the table? 

Open Lab óCulturaô connected to other University Labs, CNR Labs, 
regional Fab Labs and EU-Bics Labs are designing projects together 
aimed at providing small-sized Creative and Cultural Industries with 
Research and Development plans and activities. 

Description of the 
partnership 

Agreement (Long term partnership) 

What are the outputs and 
outcomes 

Experiencing a more efficient cooperation patterns with all regional 
players involved in the research and creative production on Cultural 
Heritage, creating coordinated services, new education skills and 
competences, and a close collaboration with Creative Industry by 
structured networks.    

What are the benefits 
(including ancillary or 
indirect) 

High national reputation; creating new technologic professions and 
services for Digital Heritage; increasing labour market; public 
investments connected to private ones.   

What are the strengths of 
the partnership? 

Visibility for Open Lab óCulturaô; supporting young start-ups and spin 
offs; improvement of research and technology in the frame of Cultural 
Heritage;  added valued from the network. 

What have been the main 
challenges encountered 
during the partnershipôs 
lifetime? 

Internal communication, sharing responsibilities, sharing risks. 

 
 

5. Conclusion 
 
The Europeana Food and Drink project hopes that this Framework will raise awareness among the 
creative industries and cultural heritage sector of the potential benefits of working together, and will 
provide guidance and methodologies to help build new partnerships.  
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Annexes 
 

Annex 1: EFD: WP4 Partnerships Questionnaire 

See seperate document annex 1. 
 

Annex 2: EFD: WP4 questionnaire partnerships Experiences forms 

See seperate document annex 2. 

 

Annex 3: EFD: Questionnaire Partnerships Case Studies Forms 

See seperate document annex 3. 

 

Annex 4: EFD: Incubation Conclusions 

See seperate document annex 4. 

 


