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MAIN 
OBJECTIVES & 

DESCRIPTION OF 
THE TRAINING 

PROGRAM

Objectives

▪ to design and implement a new training program in 

destination management.

▪ The purpose of SMARTDEMA is to create an app. and

gamified experience based on the citizens' Stories. The 

conception of the idea is digital. Ideation, prototyping, testing 

and iterating are the design thinking we need to apply. 

▪ to train people to learn more effectively how visitors can 

explore and experience any tourism destination through an 

emotion-based digital application.

Description

▪ The training is based on SmartDEMA mobile App. to manage 

the user experience in the territory (city of Izmir and 

Ljubljana) to attract domestic and international tourists. 

▪ This concept is fully in line with the EU directive about an 

initiative to reward innovative and smart tourism.



TARGET 
GROUP

▪ 1. Participants in SmartDema Project

▪ 2. University and high school students

▪ 3. Tourism stakeholders, managers and professionals

▪ 4. Local people, citizens living in that city or

neighbourhood

▪ 4. People interested in tourism destination management

▪ 5. Influencers and those who are really interested in digital

and mobile tools and applications to discover the cities and

destinations.

▪ 6. Chefs, food specialists, dieticians, nutritionists, 

gastronomy & culinary arts students, and those who are 

really interested in local, healthy food and diets

(Note: a specific open digital badge was designed for this

group).



Why will the
target group

get the
training?

The participant is able to:

▪ learn to manage and plan destinations based on the 

principles of smart destinations through some digital 

applications (using GEO-DEMA to create stories).

▪ learn the importance of potential scenarios for 

linking the destination’s full range of services- from 

accommodation, tours and activities to local public 

transport 

▪ learn the importance of offering individualized 

support and service throughout the entire — from 

pre-check-in and the ease of chat communication 

when reviewing recommended and/or booked offers 

on-site.



Why will the
target group

get the
training?

The participant is able to:

▪ understand various digital tools and applications to be used 

for effective visitor & citizen participation in the destination 

planning and decision-making process in the city.

▪ engage in a personalized way to discover citizens’ emotions 

triggered by different aspects caused by places in the city.

▪ understand the importance of interacting in real-time with 

the destination.

▪ understand and use digital tools such as GEO-DEMA App 

to improve the level of information about the destinations 

and how to use the data in terms of the digital destination 

concept.



What skills the
learner will
acquire?

Basic

▪ Ability to analyse the needs of the digital tourism sector 

considering its corporative values and the design of new 

services and opportunities.

▪ Ability to analyse and understand the relationship 

between tourism and local development within the 

SmartCity demands framework.

▪ Ability to learn independently and sensitivity to the

efficiency of smart destination tools.

Specific

▪ Ability to develop studies and projects to implement 

smart ICT solutions in destination management.

▪ Ability for the applicant of digital tourism technology 

with user-friendly standards.



MODULES

The training consists of 5 modules:

▪MODULE 1: Play Izmir Stories

▪MODULE 2: Digital Event Organization Stories

▪MODULE 3: Geo-App creation

▪MODULE 4: Data Analysis

▪MODULE 5: Open Digital Badge



MODULE 1 

MODULE 1: Play Izmir Stories

Objectives:

▪ to describe the key concepts: emotions and emotions through

stories and storytelling

▪ to stress the role of emotions in the service industry, particularly

in tourism

▪ to understand the links between emotions, tourism and places

▪ to understand how to capture and communicate emotions

▪ to discuss the place of emotions in the tourism experience

managed by destinations

▪ to introduce an emotion-based digital application by a

destination (SmartDEMA)

▪ to understand the use of data generated by the SmartDema App

to capture the sense of emotion expressed by visitors/users

▪ to promote an understanding of visitors' needs and behaviour to

improve and individualise the tourism offer.

▪ to introduce step-by-step use of the SmartDema App.

▪ to learn how to create and play stories of Izmir



Why emotions are so critical?

• an emotion-based app. by a destination (SmartDEMA)
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– We developed and tested the use of  an emotion-based app. by a destination (SmartDema). 

– Indeed, it is rare for apps. to associate emotions, life moments and values carried by

residents with places through geolocation.

– We explore the boundary between experience and emotion.

• Co-Creation: The inhabitants co-create and co-value the destination through a 

digital dialogue with visitors. (Tourism itself is a co-creation process!)

• Our Strong Proposition/Argument: Emotion is at the heart of  the tourism experience

(Aho 2001, Bastiaansen & al. 2019, Knobloch & al. 2017, Tussyadiah 2014)

• Emotions should be an element of  destination management programs.

Revisit this question! 
Why emotions?
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Emotions and Tourism

• Evidence suggests that
– Experience is a process (Aho, 2001)  
– Experience is an element of experiential marketing (Knobloch et al.,2017) 
– Experience is composite: awareness and mindfulness, attention, memory, feelings, emotions, and a 

cognitive pattern with experience (Skavronskaya et al., 2017) 

• Emotion is associated in the (tourism) literature with various tourist practices:
festivals, shopping, leisure parks, heritage, and adventure (Hosany et al., 2020).

• Emotion has an aesthetic, artistic, literary, musical, spiritual, or cultural origin.

• Emotions shape tourism experiences (Kim & Fesenmeier, 2015; Volo, 2016).

• We consider that emotion gives the experience its memorable character and,
as such, is at the heart of the new tourism experience.

• Emotions contribute to creating a lasting memory, thus influencing future
behaviour and travel choices.
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What is emotion?

• From an etymological perspective, emotion derives from the Latin motio 'to move' 

and 'to emote.’

• The motto of our Project: ‘Stories that move you’

• Emotion: is a complex reaction of the individual to a state of the environment or an 

event (Gauducheau 2008, p. 390). 

• An emotion is experienced, felt, and generates sensations and feelings. 
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Emotions through stories/storytelling

• Emotions are shared with others through storytelling, becoming powerful

motivators of future behaviour for self and others.
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Place Attachment

• Places: are sources of identification and affiliation that give meaning and
purpose to life (Gustafson 2001; Williams & Vaske 2003). 

• People develop relationships with places, also known as place attachment.

• Place attachment : emotional connection between an individual and a 
particular spatial setting (Williams & al. 1992; Gustafson 2001; Williams & 
Vaske 2003).

• People's relationships with place can represent a range of positive emotions from 
love to contentment (Manzo 2005; Hidalgo & Hernandez, 2001).
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How to Capture and communicate emotion???
Observing emotion with emoticons

• Emotion manifests the mental state of the visitor. Today they are expressed on

social networks (Facebook, Instagram, Twitter, …).

• These emoticons can be positive, negative, or relational.

• We need to capture the emotions :
– 1. Search in the tone of posts, photos, and messages, the nature of the emotions of what is

perceived and experienced by the visitor by analyzing verbal and non-verbal corpus.

– 2. Focus on emoticons to express emotions, a state of mind, or a feeling in the digital age.
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Emoticons in the service sector
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Capturing the emotion of visitors via emoticons

• Emotion is complex and composite. 

• Emotion reflects several categories of mental dispositions, including the six
fundamental facial emotions identified by Eckmann (2002).

• These are joy, anger, fear, sadness, surprise, and disgust. These emotions serve as the
basis for the development of other derived emotions. They have a universal character. 
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The place of emotions in the tourism
experience managed by destinations
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What can we do with this data?

• By proposing to visitors to express their emotion(s) by selecting from a panel of
emoticons, it then becomes possible to capture moments of satisfaction (positive emotion)
and moments of disappointment (negative emotions).

• The use of location data will make it possible to associate a place/point of interest with the
emotions expressed.

• Thanks to the app., we can capture the sense of emotion expressed by visitors/users

• The data generated by the app. promote an understanding of visitors' needs and behaviour
to improve and individualise the tourism offer.

• Ways for destinations to stand out and differentiate themselves.

• It would be possible to respond to the following questions: 
– how can a destination be enhanced through emotion? 

– how a destination can explore visitors' emotions during and after their journey

– how to make their visits enriching experiences.
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Go to

• www.smartdema.org

or

• www.smartdema.es

or
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http://www.smartdema.org/
http://www.smartdema.org/
http://www.smartdema.org/
http://www.smartdema.org/
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Register first!
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MODULE 1
▪MODULE 1: Play Izmir Stories

(continued)
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STORIES

– The stories reflect the real 
sentiment of citizens/people
concerning the city and 
destination of Izmir.

THE BEST ADDRESS TO BE ALONE WITH YOURSELF

Sığacık is the only place where I want to be away 
from everything, where I can be alone with myself, 
with its restful and warm atmosphere.
Its sea, air, and people are very beautiful. The only 
address where you can experience enjoying life.
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– The users until now have shared stories & routes about lesser-
known, hidden, undiscovered destination spots that are worth
seeing in Izmir and its districts.
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How to create your own route
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– The users have created new, different routes to reflect the
special, various type of interests of citizens in Izmir. 

– Examples of these routes: 
• The Jewish heritage route

• The Vegan route by Ferry

• Urla vineyards route by bike

• Zübeyde Hanım route with her memories

• city's culture and art route

• The churches route of Alsancak

• second-hand booksellers’ nostalgia route

• İzmir Clock tower and the ancient city of Agora

• Museums of Izmir

• The city archive and press history route
63



Second-hand Booksellers’ Nostalgia Route
(nostalgia route to old books)

• At Ege Kitap ve Plak, the first stop of the 
route, you will go to the past among the 
forgotten 45 records and comics. The second 
stop on the route is Palto Sahaf which is a 
second-hand bookseller, you can find rare 
old books. At Guguklu Cafe, which is the 
resting point of the route, you can make 
your choice among rare sodas from every 
region of Turkey and cool off. At our last 
stop, Yerdeniz Bookstore, you can meet the 
best-selling books. This is a journey for book 
lovers, from the dusty pages of the past to 
the works of art of today.

64



VEGAN ROUTE WITH FERRY 
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MODULE 2 ▪MODULE 2: Digital Event Organization Stories



MODULE 2: 
Digital Event
Organization

Stories (Digital
City Marathon)

MODULE 2: DIGITAL CITY MARATHON

Objectives:

▪ to develop and organize digital story marathon events

with national and international participants to

experience and share new visitors

▪ to create a new destination based on gamified tourism.

Outcomes & Activities

▪ To achieve these objectives, three events were

specifically created:

▪ The first digital marathon name as 'SECOND EXPERIENCE

STORIES GAME'

▪ Second digital marathon name as ‘CITY TOUR GAME’

▪ A Gamified experience created by the National Gallery of

Slovenia (Narodna Galerija)



Second Experience Stories Game

• The purpose of the event is to experience the stories shared in
the SmartDema App. by second users and to enable them to
share their own stories.

• Accordingly, the users of the SmartDema App. were informed
about the Digital city marathon.

• 12 participants were selected who agreed to be voluntary.

• The rules of the first digital City Marathon event are determined 
as follows;

• The stories to be experienced will be determined by the participant 
himself/herself.

• The determined story will be experienced and shared as a second 
experience.
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City Tour Game

• The second digital City Marathon, ‘City Tour Game,’ was held on 21

July 2022 in İzmir.

• Both local and international participants of the second multiplier

event, on 21 July 2022 at Mövenpick Hotel Izmir, attended and

enjoyed the second digital marathon city event.

• Participants who experienced the city tour game were informed in

advance about museums, ruins, restaurants and event venues within

walking distance of the event venue. They have visited the locations

and created their own emotion-based stories using the SmartDema

App.
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Selected Stories of Two Digital Marathon City Events



A GAMIFIED EXPERIENCE BY NATIONAL GALLERY OF SLOVENIA 
(NARODNA GALERIJA) 

• The National Gallery of Slovenia organized three Sunday Multiplier Events. 

• The events were held on the first Sundays of the summer months when the 
entrance to the Gallery was free of charge.

• These days always feature additional programming (at least a guided tour of 
the Permanent Collection), so adding a multiplier event represented an added 
value. 

• The number of visitors, especially international, is quite high, resulting in 
more widespread dissemination. 

• Importantly, with no entrance fee, we reached people who usually do not 
come to museums. With free entrance, we also removed a financial barrier to 
the dissemination of the app, which itself is, of course, free for all.
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A GAMIFIED EXPERIENCE BY THE NATIONAL GALLERY OF SLOVENIA 

(NARODNA GALERIJA) 

• During the multiplier events, the Gallery attendants presented to the
visitors the App. and its features and ask them to test it and
participate in a survey that helped us detect technical issues and the
user’s general profile. The attendants were present during peak
visitor’s hours, between 10 am and 2 pm.

• In the end, 66 people from 26 different countries experienced the
Smartdema app at the National Gallery of Slovenia.

• The visitors came from Belgium, Canada, Czechia, Finland, France,
Germany, Iceland, India, Italy, Jordan, Kazakhstan, Kosovo,
Lithuania, Malta, the Netherlands, Northern Macedonia, Poland,
Romania, Ukraine, the UK, the USA, Serbia, Slovakia, Slovenia,
Spain, Sweden.
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A GAMIFIED EXPERIENCE BY NATIONAL GALLERY OF SLOVENIA 
(NARODNA GALERIJA) 
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Digital Event / Game - National Gallery of Slovenia

• Between the 18 July and 7 August 2022, the Gallery ran a digital event called
Personal stories from my hometown, in which people were encouraged to
register with the Smartdema App. and upload stories from their hometown
or village.

• The Gallery gamified the event by including small prizes for the selected
participants (annual ticket for two to the Gallery, guided tours of our
collection with a curator).
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Digital Event / Game - National Gallery of Slovenia

• The event was promoted on the Gallery’s social media profiles (Facebook,
Instagram), where it reached c. 20,000 of our followers. The posts included
appealing pictures and instructions on how to register and use the Smartdema
app.

• The campaign had a strong response on social media, with cumulative 230
likes and 354 views on the Gallery’s Instagram account.
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Digital Event / Game – by National Gallery of Slovenia
(Narodna Galerija)
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Stories Created based on Digital
Events and Gamified Experience
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Not every stories are pleasant
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MODULE 3
▪MODULE 3: Geo-App Creation

and Geo-DEMA App. Training



MODULE 3

The Goal:

▪ The training program on the App Geo-DEMA. is about 

understanding the process of an App creation from 

both the designer and user's point of view. 

The Learning outcomes 

▪ Understanding the process of an App creation 

▪ Understanding how to implement design thinking 

steps 

▪ Understanding UX, UI and coding the APP 



MODULE 3

The SMARTDEMA module includes: 

1. How to find out what App features 

2. What the App does 

3. What data collects 

4. User experience 

5. User interface 

6. The thematic maps you can make with the stories 

published by the citizens. 

7. The coding of the App.

Development of Skills 

1. Graphic design 

2. Agile framework 

3. Dealing with the client and the coder 



MODULE 3

The Module Tasks 

To follow, we explain how to structure the creation of an 

App based on the way the SMARTDEMA APP has been 

designed. SMARTDEMA is just one of the ways to do it, 

but you may have a different one. 

Module 3.1 - How to find out what App features The 

creation of an App is based on the design thinking 

concept + Agile framework. In a few words, design 

thinking requires you to follow the four steps: ideation, 

prototyping, testing and iteration. The agile framework 

explains the importance of having a backlog with all the 

features the App must do and how you will code the 

features across different sprints. Combining both 

DT+Agile is essential since you will be interacting with 

the final user and the coder most of the time. 



MODULE 3



MODULE 3



MODULE 3

▪ Module 3.2- What the App does You need to

understand what the App should do and what it

should not do. Many times happens, some of the

features requested are not used. The

recommendation is, do not code what you really

do not need. Understanding the fit "for purpose"

of the App is essential.

▪ What information do you want to collect or enable

the user to have? Assignment for your students:

▪ 1. Ask them to explain what purpose each APP

feature serves and use the SCAMPER model

(https://www.designorate.com/a-guide-to-the-

scamper-technique-for-creativethinking/)

▪ 2. You will discover many interesting things and

certainly improve the features.



MODULE 3

▪ Module 3.3 - What data collects The primary

purpose of any App is to collect data in text,

photos, video, or maps. You must understand what

you will do with the collected data and how you

will analyze the data; moreover, if you are looking

for quantitative or qualitative data and what

software you will use for the analysis.

▪ Assignment for your students:

▪ 1. Ask them to define the kind of data and for what

purpose they will use the data.

▪ 2. Double-check if the data has a feature that

enables the information collection. We suggest you

implement

https://www.liberatingstructures.com/1-1-2-4-all/

to extract ideas about the data connected to the

features.



MODULE 3

▪ Module 3.4 & 3.5 - User experience and User interface
We refer to the App design and what the user can do
with the App. The importance of feedback through
multiple iterations has been highly demonstrated.
Another point to consider is that the user is already
immersed in many different Apps, so somehow, the
facto standard is available on Instagram, Facebook,
and many other Apps.

▪ Business—and life in general—has become
increasingly dependent on the internet, web apps and
mobile apps.

▪ As a result, companies have found that the best way
to compete on the web is to prioritize building an
attractive and efficient user interface (UI) that
optimizes the user experience (UX). In this training
program, we define what a user interface is, discuss
elements of UI vs UX and provide tips for creating an
interface that converts users into customers.



MODULE 3

▪ "User experience" encompasses all aspects of the end-

users interaction with the company, its services, and its

products. https://www.nngroup.com/articles/definition-

user-experience/

▪ The user interface (UI) is the point at which human users

interact with a computer, website or application. The goal

of effective UI is to make the user's experience easy and

intuitive, requiring minimum effort on the user's part to

receive the maximum desired outcome.

https://www.indeed.com/career-advice/career-

development/user-interface

Assignment for your students:

▪ 1. Ask your students to use Canva, photoshop, illustrator,

in-design, or any other software to create the first design

Mock-up.

▪ 2. When the Mock-up is ready, test it over the net and get

feedback for a new iteration.

https://www.indeed.com/career-advice/career-development/user-interface


MODULE 3

▪ Module 3.6 - The thematic maps Graphic visualization of

the collected data is essential. The concept we need to use

is filtering and mapping data.

▪ Three main elements need to be combined, the map

(Google is the best choice because it enables different

layers of existing information), the geo-coordinates that

have to be captured automatically when the user interacts

with the App and the filters for creating the maps. For

example, filter for emotions.

Assignment for your students:

▪ 1. Ask your students to analyze Google maps and create a

potential list of filters. When done, print the maps to

discuss with the students the information contained in the

maps they have created and connect it with services and

products.

▪ 2. There is plenty of information in Google maps for this

exercise.



MODULE 3

▪ Module 3.7 - The coding of the App Between the

phases of ideation, prototyping, testing and iteration,

there is a coding step.

▪ There are two ways of coding, one for an App that you

put in the Apple store and Google play.

▪ We recommend not doing that and instead creating a

Progressive Web App.

▪ The main difference is that the Progressive App will

work on your phone as an App, but it will work on your

computer. On top, it will be much easier to introduce

changes at a lower cost.



MODULE 3

▪ The Agile framework plays a role in this module

because you create the backlog of features and divide

them into Sprints. The Sprints for testing and iteration

are coded one after the other based on the insights of

the user. However, you have to decide on a minimum

App structure. We suggest you use this

https://www.liberatingstructures.com/7-15-solutions/

Assignment for your students:

▪ 1. Define the must contain the App. Use the criteria

from the user's point of view. Must be able to.........?

▪ 2. Once you have the features, look for a coder and

have a conversation to experience how they think and

what they can do.



MODULE 3

▪ Resources: The teacher's job contribution is to be

based on the training content and look for the

resources.

▪ Conclusions: From these seven steps, you can create

the App prototype for any purpose you may need.

▪ The more you develop critical thinking with your

students, the better and easier it will be to coder the

App.

▪ If you plan to create a service or a specific product with

the App data, it is worth involving the final target group

in the conversation.



MODULE 4 ▪MODULE 4: Data Analysis



Data Analysis



SMALL DATA   vs   BIG DATA

Data is small enough for human 
comprehension

Data is too large to be analyzed by humans

Data is made up of small elements that are 
make them:

● readable
● accessible
● understandable
● usable

Data is specific to machines. It is generally 
characterized by 3V:

● Volume
● Variety
● Velocity (speed)

Data generally provides information that 
answers a specific question or addresses a 
particular problem

Invented by the web giants, Big Data is a solution 

designed to allow everyone to access giant 

databases in real time

Data concerns the end user. These data 
provide information on what he needs, on his 
reactions and feelings

Collecting and processing data on a large scale can 
be time consuming, as can feedback



Qualitative method vs. Quantitative method

The qualitative method is a search 

for meaning

The quantitative method is a data 

collection technique associated with 

concrete data

It focuses on opinions and 

motivations

It allows us to analyze behaviors, 

opinions, or even expectations in 

measurable quantities

It tends to focus on "how?" and 
"why?" questions

She tends to favor questions like "how 

many?" and "how often?"



Which software to analyse the data?

● NVivo will be used to analyze Smartdema data. It is a 
qualitative data analysis software

● Other software exist
○ ATLAS.ti, Provalis Research Text Analytics Software,

Quirkos, MAXQDA, Dedoose, etc.
● Open source software exist also:

○ R project + specific extensions
○ The interface is designed for statistics specialists.

https://www.qsrinternational.com/nvivo-qualitative-data-analysis-software/home
https://atlasti.com/
https://provalisresearch.com/
https://provalisresearch.com/
https://www.quirkos.com/
https://www.maxqda.com/
https://www.maxqda.com/
https://www.dedoose.com/
https://www.dedoose.com/
https://www.dedoose.com/
https://www.dedoose.com/
https://www.r-project.org/


NVivo

● Software designed by QSR International
● Allows you to organize, code and manage your data as well as to 

facilitate its analysis with visualization, memorization and reporting 
functions.

WARNING, the (difficult) work of sorting the data still rests on your shoulders.

● It helps you analyze text, audio, video, email, images, spreadsheets, 
online surveys, web content and social media from various sources.

● Through a browser extension "Ncapture", it allows collecting data 
directly from the web

● Even if it is essentially a qualitative analysis software, it also allows 
to make quantitative analyses

https://www.qsrinternational.com/nvivo-qualitative-data-analysis-software/home
https://help-nv.qsrinternational.com/12/win/v12.1.96-d3ea61/Content/ncapture/ncapture.htm?_ga=2.133442766.1105272030.1582712644-1966804504.1581674142




Data Quality is an Important Criterion
● Before you can process the data, it is important to clean it:

○ Make sure that the columns and rows have been exported correctly. 

Some characters may cause problems

○ Delete irrelevant data (sometimes people write irrelevant content 

not related to the context)



Create a new project Open an existing project

http://www.youtube.com/watch?v=d0Va8fBrOFU
http://www.youtube.com/watch?v=ashoaxdxWhY


Import data
● Cases

○ Units of analysis

○ In SMARTDEMA context each story = a case

● Close-ended questions => Attributes

○ question formats that provoke a simple response 

from a respondent. e.g.: smiley

○ attributes are the values that these fields can 

contain. e.g. 

● Open-ended questions => nodes

○ an open-ended question is a question that cannot 

be answered with a "yes" or "no" response, or 

with a static response. e.g. title, info, tags

○ the contents of these fields will be grouped into 

nodes or themes

http://www.youtube.com/watch?v=wDVkSJzkGwU


Where to find cases?

These cases can be used for future cross-referencing and analysis

http://www.youtube.com/watch?v=Mi4_ik5CMOg


Access Sentiment Analysis

● In the import process, we asked NVivo 

to code sentiment. 

● The result is divided into 2 classes : 

○ Positive

■ Moderately positive

■ Very positive

○ Negative

■ Moderately negative

■ Very negative

● Beware that the results are not always 

reliable. Is should be corrected manually

http://www.youtube.com/watch?v=LcVMF2uS4_M


Word Frequency

● NVivo allows to highlight the vocabulary 

used in a certain context

● It presents the most frequent words in 

different ways:

○ List

○ Word cloud (The word cloud will list all 

the words used by the story writers, and 

highlight the most used)

○ Tree map 

http://www.youtube.com/watch?v=rmQwj8dDbIM


Explore and Create Node Manually

● This procedure brings together the 

different themes addressed in the 

stories

● NVivo uses Nodes for a collection of all 

the sections of qualitative data 

(references) that have been coded as 

belonging to a project theme.

● For example, all the segments of 

text/audio/video/picture in 

SMARTDEMA corpus which refer to 

Castle will be coded to a node called 

“Castle”.

http://www.youtube.com/watch?v=2fOL_rtKf2o


Explore Corpus and Create Nodes by Queries

● When you have explored at least 

10% of your corpus, you can have 

an idea about the content

● At this level, you can use queries 

to code the text

http://www.youtube.com/watch?v=vqUwPgVx6tI


Boolean operators
Wildcard and proximity 
characters

Other special characters



Explore Corpus and Create Nodes by Queries 
Using Advanced Operators

● As shown in the previous slide, 

NVivo offers advanced search 

options.

● In this video, we explain how to 

create a code using bartering.

○ impression* = impressionist, 

impressionism

http://www.youtube.com/watch?v=zrSrl2MIObc


Classify nodes

● When coding your corpus, 

you may have to reorder 

your nodes as you discover 

the content

● This procedure is easy to do 

with NVivo

http://www.youtube.com/watch?v=oJX50NzLgRM


Code Closed-Ended Question

● In our corpus, we used smileys to 

classify the content into nodes

● This choice will allow to create a 

matrix Coding cross the different 

nodes

http://www.youtube.com/watch?v=BDEKHC0cICI


Matrix Coding Analysis

In order to understand if certain 

places, artists, etc. provoke 

certain emotions in the users, we 

crossed the data related to these 

variables with the emotions.

http://www.youtube.com/watch?v=o0RZaYFotLc


MODULE 5 ▪MODULE 5: Open Digital Badge



MODULE 5

▪ The Open Badge definition As a trainer, you start

explaining

▪ 1. What OPEN Digital BADGE is A Digital Badge represents

a skill, learning achievement, or experience. Digital badges

can be earned in a wide variety of environments

▪ Digital Badges can represent competencies and

involvements recognized in formal or informal learning In

addition to the image-based design, badges have

metadata to communicate details of the badge to anyone

wishing to verify it or learn more about the context of the

achievement; it signifies.

▪ Badges are issued by individual organizations who set

criteria for what constitutes earning a badge

▪ Earners can display their Digital Badges online and can

share digital badge information through social networks



MODULE 5

Why use OPEN BADGE

▪ Skill Recognition. Students can use the ODB to recognize

achievement in any setting across the different stages of

an individual’s life.

▪ Pathways of Expertise. Students can use the ODB to build

pathways to support individuals to work towards learning

goals, provide routes into employment, and nurture &

grow talent within organizations

▪ Transfer of Skills. They are based on the Open Badges

standard, which enables badges to be issued and

transferred across the web and other digital exchanges,

across different learning providers, and across borders.

▪ Talent Identification. They provide a new way to identify

talent based on competency and attitude, helping

employers and educators better match individuals with

non-traditional experiences to relevant opportunities.

▪ Alternative Validation. They provide an alternative way

for learners to get validation for their skills and

achievements and share them with employers



MODULE 5

▪ Tools & Platforms The platform choice depends on

your criteria; each platform offers different

possibilities. Explore one by one.

▪ SMARTDEMA Open Badge uses

https://info.badgr.com - https://info.badgr.com/ 

(previously Mozilla backpack) -

https://openbadgepassport.com/ -

https://openbadges.me/mybadges -

https://openbadgefactory.com/en/service-levels/ -

https://credly.com 

▪ Design tools

http://www.makebadg.es/site - https://badge.design/ -

https://www.adobe.com/fr/express/create/badge



MODULE 5

▪ Assignment for your Students:

▪ 1. In creating your Open Digital Badge, they should

answer these questions and make the Image of the

Badge. These questions are mostly the questions they

will find on the platforms.

▪ 2. You need to choose one platform, create an account

and fill in the data. - Who is the issuer of badges? -

Who are the earners, and who is my target group? -

Why will they take my badge (the advantage of my

open badge compared to the existing open badge)?



MODULE 5

Assignment for your Students:

▪ What skills will the learner acquire? And which criteria

will be used to assess the acquired skills?

▪ How will the earner develop these skills?

▪ When the open badge has been issued, or will it be

issued? Is the open badge limited in time?

▪ What “understandable” name will you attribute to

your badge name? - Bonus: Am I applying a standard

that can give more weight to the open badge?

▪ The example of SMARTDEMA OPEN BADGE

https://eu.badgr.com/public/badges/ust6tIrqRcOiWzm

cZ8lL-w



MODULE 5

Open Badge Examples created

by Partners within the

SmartDEMA Project



 

 

 

 

 

 

Who the issuer of badges is? 

• Dokuz Eylul University Faculty of Tourism, Gastronomy & Culinary Arts

Why will they take my badge (the advantage of my open badge compared to the 
existing open badge)?

• The major advantage of taking this open badge is that the university, the School of
Tourism, particularly the gastronomy & culinary arts department is issuing this badge.
Dokuz Eylul University ranked the first in Turkey and is amongst the top 100-150
universities in the world for “hospitality and tourism management” based on the
academic ranking of world universities list by Shanghai Ranking 2022. DEU was
selected as one of the research universities in Turkey by the Turkish Higher Education
Council.

Who are the earners, who is my target group?

• Our target group is chefs, food specialists, dieticians, nutritionists, gastronomy &
culinary arts students, and those who are really interested in local, healthy food and
diets

And, which criteria will be used to assess the acquired skills?

• There will be several criteria to assess those acquired skills. For example, those who
want to take this badge are expected to reflect the nutritional healthy cuisine
including detailed knowledge of the ingredients, the preparation of the recipe, at
least 10 video recordings of the cooking process, 10 stories, a photo of the cooked
dish and making 5 thematic routes on the app.

When the open badge has been issued or will be issued? Is the open badge limited in time? 

• The open badge will be issued digitally as soon as the learners fulfil the prescribed criteria.

• No expiration date.

• There will be several criteria to assess those acquired skills.

• Local food experience.

What skills the learner will acquire? 

• The learners will acquire digital literacy by reflecting on the Mediterranean, local, healthy
food menu alternatives including gluten free, vegan while using the app.

• The learners will also acquire Nutrition literacy that can be defined as, “the degree to which
individuals have the capacity to obtain, process, and understand nutrition information and
skills needed in order to make appropriate nutrition decisions”

LINK OF DIGITAL OPEN BADGE

CREATED BY DEU

https://eu.badgr.com/public/badges/

UJHfbxZLQNOk_zFiQHfqmg

https://eu.badgr.com/public/badges/UJHfbxZLQNOk_zFiQHfqmg


▪ This certificate will certify that the participants are able 

to 

▪ Participate actively in the seminar given by experts

(Transferring historical and mythological stories by 

combining them with their own stories)

▪ Participate actively in the seminar titled “Foça’s stone 

houses and streets (being able to reflect their stories 

through photography or painting with this acquisition

▪ Participate in the kitchen workshop actively

(Learning and accompanying the production of dishes 

reflecting the herb culture in Foça.

▪ Participate in the seminar where folk tales and legends of 

recent history are told.

▪ Participate in the Foça Public Education Center" medical 

and aromatic plant breeding seminar" with the aim of 

learning the medicinal plants grown in Foça and their 

usage areas.

▪ Understand and use the different digital tools such as 

Smartdema application.

LINK OF DIGITAL OPEN BADGE

CREATED BY FOÇAMEM

https://eu.badgr.com/issuers/623f06c2

5beac903ffbcde8a/badges/623f0d454

5ba4321489bb49d/overview

https://eu.badgr.com/issuers/623f06c25beac903ffbcde8a/badges/623f0d4545ba4321489bb49d/overview


At the end of the training, participants will have

▪ developed new skills and competencies 

through the interactions between participants.

▪ enhanced their knowledge of digital

destination management.

▪ enhanced their knowledge of cultural,

historical and healthy nutrition points of the 

place that they live.

▪The participants will get these skills :

-digital tools in the city

-workshops

-storytellingLINK OF DIGITAL OPEN BADGE

BY FOCA MEM

https://eu.badgr.com/issuers/623f06

c25beac903ffbcde8a/badges/623f0d

4545ba4321489bb49d/overview

https://eu.badgr.com/issuers/623f06c25beac903ffbcde8a/badges/623f0d4545ba4321489bb49d/overview


Open Digital
Badge by
National
Gallery of 
Slovenia



Open Digital
Badge by
National
Gallery of 
Slovenia

The National Gallery of Slovenia prepared a digital badge that focuses 

on the museum’s permanent collection.

▪ to present Slovenian and European art from the 13th to the 20th

century with a focus on six art styles: Middle Ages, Baroque,

Neoclassicism, Romanticism, Realism, Impressionism;

▪ to prepare digital booklets and a quiz for each of the styles;

▪ to prepare and test online infrastructure and content that will help

digital cultural heritage operators to better connect with various

audiences;

▪ to align the Smartdema project goals with the strategic aims of the

Gallery to ensure the sustainability of the project’s results.

By earning the digital badge Slovenian Visual Arts 1200–1950, the user:

▪ shows a thorough understanding of the main developments of the

Slovenian Visual Arts from the 13th up to the middle of the 20th

century;

▪ is capable of presenting the main artistic styles in European art

history between 1600 and 1900;

▪ acquires the knowledge needed to create content as a digital

cultural heritage operator.



Open Digital
Badge by
National
Gallery of 
Slovenia

▪ The aim of the digital badge is to be available to all who 

visit the Smartdema website or the website of the National 

Gallery of Slovenia, with no need for registration - the user 

merely has to put in her/his e-mail address to receive the 

certificates and the badge. 

▪ The Gallery used its previous experiences with digital 

games to design the badge: the Gallery operates an 

interactive app that features several gamified aspects 

(finding a work of art, answering questions about it, 

connecting general knowledge with art history through 

multiple choice answers, left/right swipes, puzzles). 

▪ The Smartdema project thus allowed the museum’s digital 

cultural heritage operators to learn about a new way to 

gamify the museum experience and make the knowledge 

one gains in it certifiable and available on multiple 

platforms.



LINK OF DIGITAL OPEN BADGE

CREATED BY NEU

https://eu.badgr.com/public/badges/lAzp

tWzJSuKyGhSfarD-cw

https://eu.badgr.com/public/badges/lAzptWzJSuKyGhSfarD-cw


137


