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Appendix 1
Interpretive Planning Models

“Unless there is a shared need for interpretation 
within the organization or it is clear how it can 
benefit the organization, it is pointless to continue 
wasting time and money on interpretation.” (Lisa 
Brochu, 2014)

Why Plan Interpretation?

The key motive for planning interpretation is time-
less: the efficient use of funds and manpower. There 
is a wide range of phenomena that can be interpreted 
and a diverse range of means by which they can be in-
terpreted. The art of good interpretation is to choose 
what to interpret and how to interpret it.

Benefits of Planned 
Interpretation
Selecting the topic to be interpreted, almost 
everything can be interpreted, but only some 
of it is of interest to our visitors. 

•	 Appealing to recipients: effective inter-
pretation builds upon interests, experi-
ences and capacity of the audience.

•	 Efficient use of resources, without wast-
ing them on media and content that will 
not work.

•	 Evaluation of quality: clear goals enable 
the monitoring of achievements.

•	 Fundraising impact: the project’s effec-
tiveness is rigorously supported.

•	 Enhanced collaboration: identifying and 
involving stakeholders.

Planning interpretation can be compared to the 
documentation involved in carrying out a construction 
project. It is certainly possible to build without it, but 
even if each craftsman is a master craftsman, it is un-
likely that their work will be unified into a functional 
whole. It is necessary to first clearly define the purpose 
of the building, conduct a geological survey and think 
through the future operation. 

The scope of the documentation naturally corre-
sponds to the size, complexity and use of the struc-
ture. As in the case of the preparation of construction 
documentation, a certain procedure must be followed 
in interpretation, assigning individual professionals 
tasks that are appropriate to their qualifications and 
submitting the results of the work carried out for com-
ment to the persons and institutions concerned.

How to Plan Interpretation?

Anyone who has asked themselves how to bring 
an object of interest closer to visitors has embarked 
on an interpretation planning process. The scope of 
this planning and the methodology used should be 
appropriate to the scale of the work, as, by way of 
example, planning for a single interpretive panel in a 
nature reserve is different from planning a nature trail, 
and interpreting an entire national park requires yet 
another approach.

In many countries, the planning and implementation 
of interpretation is usually carried out by specialised pro-
fessional consultancies, and the way they work is some-
what similar to the aforementioned process of erecting 
building: the investor’s intention is identified, taking into 
account the function of the building, its users and the 
desired goal of interpretation. Surrounding buildings 
and trends are also considered, as visitor research and 
involvement are, which are key because interpretation 
methods vary according to the target audience. The 
conceptual plan is further refined and addressed in 
technical detail. Mock-ups are used to test whether the 
chosen interpretive methods achieve the desired results. 
The financial and economic aspects of construction and 
operation are calculated.

As far as large projects are concerned, they are im-
plemented gradually and involving specialised profes-
sionals such as experts, scholars, 3D designers, graphic 
designers, engineers, budget experts as well as a fa-
cilitator who directs the experts’ and stakeholders’ de-
bates towards a success.
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The outputs can of different types or categories; 
however, usually outputs consist in two types of docu-
ments, as follows:

•	 Interpretation Strategy, i.e., is a broader 
document initiated by, e.g., a national park 
management or regional government, to unify 
the ways for the different service providers 
to present the area to visitors, identify gaps in 
the market, coordinate the plans of individual 
entities and initiate cooperation among them. 
The interpretation strategy can be part of other 
documents, e.g., a tourism development strategy 
or a management strategy for a large-scale 
protected area.

•	 Interpretation Plan, i.e., a document outlining 
specific methods and approaches to be 
used for interpreting a particular territory, 
visitor centre or a single phenomenon. It 
designs the thematic structure and develops 
the interpretive media. An Interpretation 
Plan usually also covers operational aspects, 
gives full details of the evaluation process 
for the interpretation and defines the roles 
and responsibilities of all those involved in 
implementing the interpretation. Crucially, it 
determines the entire implementation process 
and the associated financial costs.

Even in the initial planning phase, effective interpre-
tation relies on collaboration among different special-
ists, public agencies and the community. Understanding 
the nature of the visitor experience is essential. Visitors 
perceive both the site and on-site communication holis-
tically; they form a singular, overarching impression and 
are not concerned with the specific remits or internal 
workings of individual organisations. 

While service providers naturally aim to attract visi-
tors to their specific offerings, it can be far more benefi-
cial to provide a complementary set of experiences that 
may foster deeper understanding, rather than a frag-
mented or redundant collection of information.

Interpretive Planning Methods

Several methods have been developed for effective 
interpretation planning. They can be divided into pro-
cess methods and model methods, according to the way 
they work. In this text, we present three methodologies 
commonly used in Europe.

Process-based Methods

Sense of Place

Process-based methods lead to developing inter-
pretation through a series of questions. One of the 
best-known methods of this kind was elaborated with-
in the Scottish Highlands Interpretation Project and 
published in the Sense of Place manual (Carter et al, 
2001).

This method is particularly suitable for smaller in-
terpretation projects, especially involving volunteers, 
local communities and other people with a good in-
tention to create something but no prior knowledge of 
how to do it.

The gradual search for answers to the questions dis-
played in Figure 2 leads interpreters to think about the 
context of the original intention, determine the final form 
and content of interpretation and estimate the benefits 
and future costs.

In the initial phase of an interpretive planning pro-
cess, it is essential to first make clear the ‘why’, i.e., the 
rationale for the interpretation and its desired outcomes. 
The next, and often more complex, question concerns 
the ‘what’, i.e., the specific phenomena and heritage to 
be interpreted. This is closely linked to identifying the 
‘for whom’, i.e., the target audience. For instance, inter-
pretation for local inhabitants may incorporate local ter-
minology and references to shared experiences, where-
as content for international visitors requires a broader 
contextual explanation. A common challenge for ex-
perts is a failure to understand the visitors’ interests and 
background. This can lead to the misguided assumption 
that interpretation is merely an entertaining transfer of 
diluted information, when, in fact, even the chosen topic 
may not be relevant to the audience.

Once the ‘why’, ‘for whom’ and ‘what’ are clear, the 
next step is to select the appropriate interpretive media 
and determine ‘what form’ the interpretation will take. 
The chosen method must align with the operational 
capacity for its long-term maintenance. When crea-
tion is supported by external funding, a realistic outlook 
on post-implementation sustainability is crucial. 

The final step involves the regular assessment of 
the project’s effectiveness and its consistency with the 
stated objectives. This ongoing evaluation is an equally 
important measure to ensure the success and long-term 
sustainability of the project.
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Why are you doing this?
Your aims may be to do with:
•	 Increasing understanding
•	 Managing visitors
•	 Managing a site
•	 Improving the economy

What will you interpret?
•	 You will need to think about:
•	 Features which visitors can see
•	 The unique stories your place 

has to tell
•	 Places to which you must 

control access
•	 What is already interpreted 

elsewhere
•	 The themes you will use

Who is it for?
•	 You will need to think about 

your visitors’:
•	 Characteristics
•	 Numbers
•	 Interests and expectations
•	 Length of stay

How will you do it?
•	 Choice of media
•	 Location and timing of media
•	 Allocation of different themes 

to different places

•	 Interpretative objectives
•	 Style

How will it be managed?
•	 Staffing
•	 Materials
•	 Skills

•	 Maintenance
•	 Buildings
•	 Cash

Monitoring and evaluation
•	 Is it working?
•	 Is it achieving your aims?

•	 How might you improve it?

Figure 2.  Process of developing each area of the %M model (Bronchu, 2014)
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Model-based Methods

Unlike process-based methods, which follow a lin-
ear sequence of questions, model-based methods or 
‘systematic models’ are multi-dimensional. They pro-
vide a more robust framework for planning large- scale 
interpretation projects that include many phenomena 
and wide range of stakeholders (e.g., interpretive plan 
for a national park). They are also valuable for improv-
ing existing interpretation. The planning process usually 
results in a diverse range of interpretive tools. The 5M 
Model (Brochu, 2014) is one of the most widely used 
methodologies.

5M Interpretation Planning Model

Within the 5M model planning process, several are-
as are analysed and developed concurrently. This is a 
spiral process, where ideas for these four areas are 
being gradually refined:

•	 Management: goals of interpretation, relation 
to conservation management, relation to other 
institutions, existing interpretations and ideas 
about the subject of interpretation;

•	 Market: who the visitors are, who the visitors 
are not (but should be), what product and 
overall experience is offered to the visitor, what 
other attractions are around;

•	 Message: existing (authentic) stories, choice of 
the theme structure (see chapter 4.2);

•	 Mechanic: potential for interpretation, visitors’ 
patterns, availability and placement of 
individual elements of existing interpretation, 
planning of spatial requirements;

In each of these four areas, the process follows 
standard project management steps: gathering and 
analysing information, choosing the form or content and 
deciding on the details of implementation. 

As in the case of qualitative research in the humani-
ties, it is important to remain open-minded and be ready 
to repeat the sequence multiple times based on external 
inputs and the outcomes of other areas. However, with 
each cycle, the options must be narrowed (decisions 
must be made), keeping in mind that interpretive plan-
ning is a decision-making process to achieve the pur-
pose of interpretation.

Information gathering

Good planning is always based on facts. The more 
rigorous the information gathering phase is, the more 
likely the interpretation is to succeed in meeting its 
goals. Especially when understanding visitors’’ percep-
tions, research is often the only way to obtain objective 
information. Unlike with process-based methods, a sig-
nificant amount of information is first gathered and then 
analysed.

In interpretation projects led by external contrac-
tors, this process leads to a deeper understanding of 
interpretation possibilities. In an ‘insider team’ scenario, 
this significantly increases the likelihood of overcoming 
the so-called ‘operational blindness’ and engaging in a 
more profound reflection on the current situation.

Information analysis

If information gathering has been conducted thor-
oughly, a wealth of knowledge becomes available. The 

Information gathering

Information analysis

Options appraisal

Action planning

Figure 3.  Process of developing each area of the %M model 
(Bronchu, 2014)
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analysis phase involves sorting, eliminating and se-
lecting the most important facts. Various methods can 
facilitate this process, including consensus, expert opin-
ion and/or scoring by criteria.

Options appraisal

Based on the analysis of the information gathered, 
options are weighed and a specific form of interpretive 
implementation is identified for each respective area.

Action planning

Once reaching consensus in previous steps, the ac-
tion plan for the respective area can be determined. 
In practice, action planning usually comes as the last 

step of the whole planning process, only after the 5th 
M is determined (the Media). The action plan specifies 
the steps to be taken to implement the project, their 
timeframe, who will be responsible for them and how 
much each step will cost.

Only after the option appraisals for the Manage-
ment, Message, Media and Mechanics areas has been 
completed, does the time come to work on the fifth M: 
Media. This is the golden rule of interpretive planning 
and the 5-M model is no exception. Just like in the other 
areas, this phase involves gathering and analysing in-
formation, selecting the appropriate options and then 
deciding on the implementation of the chosen interpre-
tive media.

The outcome of the above described selection pro-
cess leads to defining clear path in all the areas:

Market
What groups of visitors we 
want to reach, what the 
price of our product will be, 
how we will cooperate with 
other providers or deal 
with the competitors.

Message
Main theme and sub-
themes, hierarchy of 
information, what stories 
will be used, how the 
messages will touch on 
the visitor experience, 
how they will be relevant 
to audiences (deeper 
meanings).

Management
How interpretation will 
contribute to heritage 
management, what are the 
goals of the interpretation, 
how will other stakeholders 
(local residents, business) 
be involved in the 
interpretation.

Material
The spatial requirements for 
interpretation, how the visitor 
experience will take place, how 
visitors’ physiological needs will 
be met.

Media
Which media will deliver the 
message to markets while being 
in line with the management 
and material availableare the 
goals of the interpretation, how 
will other stakeholders (local 
residents, business) be involved 
in the interpretation.

Figure 4.  Process of developing each area of the 5M model (Brochu, 2014)
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Sixteen Questions Model

This model works with four interpretive qualities 
(Ludwig, 2015) which create the backbone of the Inter-
pret Europe training programme.

These four qualities are derived from the ‘inter-
pretive triangle’ that describes interaction among 
heritage, interpreter and audience, at each vertex of 
the triangle (see Figure 5). The core of the interpretive 
exchange, the deeper meanings (see chapter 4.3.2), are 
symbolically placed at the centre of the triangle.

The Sixteen Questions Model can be welcomed by 
experienced interpretive planners as a handy checklist. 
However, beginners in the field might find the lack of 
processual guidelines challenging, in comparison with 
the two previously mentioned models. Each of the six-
teen questions is broken down into five additional sub- 
questions (Stergioti, 2021). 

Interpretive 
qualities

Reviewing Developing

Heritage Interpretive services Resilience

Turning phenomena 
into experiences

What heritage 
phenomena can be 

experienced and 
how?

How do interpretive 
services support the 
heritage experience?

What first-hand 
experiences does the 
new plan facilitate?

How will 
the planned 

experiences be 
sustained in the 

long- term?

Provoking 
resonance and 
participation

How are 
stakeholders related 
to the heritage and 

to each other?

How do interpretive 
services on site 
involve people?

How does the 
new plan help 

stakeholders relate 
to the heritage and 
spark participation?

How will the 
participation 

of stakeholders 
continue?

Offering paths to 
deeper meaning

What does the 
heritage mean to 
different people?

Which viewpoints 
and stories do the 

interpretive services 
emphasize (or not)?

How is meaning-
making facilitated by 

the new plan?

How can the new 
plan continue 

to provoke 
meaning-making 

in the future?

Fostering 
stewardship for all 

heritage

What are the threats 
to the heritage 

and the forms of 
stewardship?

How do interpretive 
services encourage 
stewardship for the 

heritage?

How does the 
new plan support 

stewardship for the 
heritage?

How does the 
new plan impact 
people’s attitude 
to all heritage?

Table 4. Sixteen Questions interpretative planning model

Figure 5. The interpretive triangle (Ludwig, 2015)
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Appendix 2
Visitor Research Methods

Understanding visitor perceptions and behaviours 
is fundamental to effective interpretive planning. The 
following tables present a range of on-site and off-site 

visitor research methods that are crucial for gathering 
the insights needed for informed decision-making. For 
optimal results, the combination of different methods 
(triangulation) is highly recommended. It should be not-
ed that expertise in social research is essential for both 
designing and interpreting the results of the methods.

Off-site Research Methods

Method Description Useful for Not  
useful for Strong points Weak  

points

Vi
si

to
r a

pp
ra

is
al

 
an

al
ys

is

Reading reviews 
on Google, 
TripAdvisor or 
similar, coding 
entries for further 
analysis

Indirect reference 
to the experience of 
a visit (particularly 
valuable are: advice 
to other visitors and 
topics discussed 
/ promoted) => 
mapping the topics

Assessing 
% of visitors 
with similar 
opinions

A sincere reference 
based on direct 
experience 
(preventing subject 
bias), operational 
shortcomings 
reported, obtaining 
raw data is easy

Views from a limited 
group of people 
(those who share 
their experience 
online, usually 
well-travelled), 
views might be 
manipulated for 
marketing reasons

Se
ar

ch
 

en
gi

ne
 

an
al

ys
is Search engines 

provide data on 
the most frequent 
searches

Seeing what people 
associate with the 
site/phenomena, their 
needs associated 
with the visit

Deeper 
understanding 
of visitor 
expectations

Reliable ‘hard’ 
data, also showing 
development over 
time

Only indicative 
(shallow) data 
that need further 
explanation (why is 
it like that?)

M
ed

ia
 

an
al

ys
is Analysing data 

provided by special 
media monitoring 
platforms

Seeing how media 
form the view of a 
site/phenomena 
(=external picture)

Direct visitor 
experience 
and/or 
expectations

Reliable data, 
providing information 
about development 
over time

Costly analysis 
both timewise 
and moneywise 
(expertise needed)

A
I a

dv
ic

e 
an

al
ys

is Asking various AI 
models about a 
heritage site

Indirect mapping of 
digital tracks, seeing 
how phenomena are 
framed and which 
are omitted

Mapping 
direct visitor 
experience 
and/or 
expectations

Obtaining data is 
easy

Indicative 
information only, 
as even the same 
model can create 
different content

Us
er

-g
en

er
at

ed
 

co
nt

en
t a

na
ly

si
s

Looking at various 
user-generated 
online platforms: 
Instagram, 
YouTube, TikTok, 
fan FB groups and 
coding entries 
and/or views, likes, 
etc.

1.	How do visitors 
understand a site

2.	What people 
consider to be 
the most popular 
topics

3.	What expectations 
are created by 
influencers

Depends on 
the analysed 
content

Usually sincere 
reference (preventing 
subject bias), 
obtaining raw data 
is relatively easy to 
get

Further coding and 
interpretation are 
needed, analysis 
only applies to the 
segment of creators 
and those who 
follow them (i.e., 
groups we know 
very little about)

O
nl

in
e r

ef
er

en
ce

 
an

al
ys

is

Analysing sites 
about a heritage 
phenomenon 
(tourism agencies, 
DMOs, ...)–what 
picture they create 
(overlaps with 
media analysis)

Learning how a 
site/phenomenon is 
promoted by the 3rd 
parties => how and 
what expectations 
are created

Researching 
direct visitor 
experience 
and/or 
expectations

Obtaining data is 
easy

Further 
interpretation 
/ analysis are 
needed; missing 
information about 
the real impact

Table 5. Off-site methods of visitor research
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Table 6. On-site methods of visitor research

Method Description Useful for Not  
useful for Strong points Weak  

points

Unobtrusive 
observation

A researcher 
watches 
behaviour, listens 
to conversations 
and takes field 
notes

See what is really 
happening, even 
the situations 
people do not 
recall if asked 
later

Understanding 
inner motives for 
the behaviour

Cheap method 
providing an 
overview of the 
situation on-site, 
‘natural’ behaviour

Weak evidence

Focus group

The group goes 
through an 
experience and 
is debriefed 
afterwards

Mapping basic 
concepts of 
people, seeing 
different 
viewpoints and 
conflicts

Statistical 
analysis

Cheap and 
simple method, 
participants 
compare their 
experiences 
together

Participants 
influencing each 
other, careful 
selection of 
respondents is 
needed

Expert 
evaluation

a.	An expert gives 
feedback,

b.	Assessment 
based on pre-
defined expert 
criteria

Gathering other 
viewpoints

Not based on 
direct visitor 
observation

Comparison with 
other sites, know- 
how transfer, 
experts see the 
details behind the 
scenes, on which 
the others need not 
reflect

Thinking through 
theories / 
paradigms, 
experts can pursue 
their own interests, 
expert opinions 
can significantly 
vary

Indirect 
observation

Certain 
manifestation 
of behaviour 
is observed 
(carpet paths, 
license plates, 
trespassing 
fines...)

Seeing what is 
really happening

Reasons for 
the observed 
situations are 
only deduced

No intervention 
towards the people 
on the site and 
their experience

Operationalisation 
= connecting an 
indicator with a 
variable might 
not be always 
accurate

(Semi-) 
structured 
interview

(Recorded) 
interview going 
through a set 
of pre-defined 
questions

Concepts people 
have, their 
perceptions

Real behaviour, 
how many 
people share 
similar views

Understanding 
perceptions

This method only 
gather data,, data 
analysis uses one 
of the qualitative 
research methods 
=> expertise 
needed

Quantitative 
data analysis

Analysing data 
from counters, 
sold tickets etc.

Figures, trends 
over time

Quality of 
experience, 
reasons for 
changes in the 
data

Simple data 
gathering (if 
available), non- 
invasive method

Data need to exist 
in consistent form 
in order to be 
analysed

Questionnaire 
survey

People either fill 
in questionnaires 
or a researcher 
asks them 
questions and 
fills it in

Demographical 
data, searching 
causal 
relationship, 
understanding 
some 
geographical & 
psychographical 
data

Individual 
perception, 
relationship to 
real behaviour

Simple processing, 
considered 
trustworthy by 
others, respondents 
feel anonymous & 
safe

Large datasets 
needed (at 
least 30 entries/ 
category), external 
factors influencing 
the dataset 
(weather, time of 
the day etc.)

Mystery 
shopping

An agent plays 
role of a visitor 
and reports 
about the 
experience

Survey of the 
services provided 
(width, quality)

Changes in time, 
contexts (why it 
happened)

Proved data, low 
bias

Experience might 
depend on a 
concrete situation/
employee, …

On-site Resarch Method
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Appendix 3
Interpretive Media

There is a wide range of interpretive media that 
can transmit our narratives. The following list is not 
intended to name all of them, but to demonstrate that 
each interpretive medium has strengths and weak-
nesses that need to be considered when planning to 
use them. Apart from technical characteristics and lim-

itations, several approaches that can help in choosing 
the right tool are listed below.

Media / user Interaction

John Veverka (Veverka, 2011) suggested looking at 
the nature of the interaction between the medium and 
the audience. Audiences should be offered various 
types of interaction, for exhibitions Veverka suggests 
20% active/active, 30% passive/passive and 50% mixed 
interaction.

Assessment of Cognitive Processes

Another approach in the media selection process 
could be an assessment of the cognitive process 
that the audience should go through. In this case, we 

can use Bloom’s taxonomy of mental operations, which 
was originally developed for the field of formal educa-
tion. We suggest using its revised version (Anderson et 
al., 2001) that introduces the matrix of cognitive pro-
cesses: 

Audience

Media

Active Passive

Active
web pages, interactive models, live 

interpretation, interactive smartphone 
/ computer activities

theatre, re-enactement, video

Passive audioguides, geocaching, props, 
static models panels, dioramas

Table 7. Differentiation of media based on character of interactions

Table 8. Matrix of cognitive processes (Anderson et al., 2001) with examples

The Knowledge 
Dimension

The Cognitive Process Dimension

Remember Understand Apply Analyse Evaluate Create

Factual Knowledge Example 6 Example 6 Example 6

Conceptual Knowledge Example 2 Example 5

Procedural Knowledge Example 1

Metacognitive Knowledge Example 3
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Translating this to real-life examples, we ask which 
mental processes we expect the audience to undertake:

•	 Example 1 – visitor can make a home composter

•	 Example 2 – visitor understands the relationship 
between deforestation and erosion

•	 Example 3 – visitor realises that human 
decisions affecting nature stem from different 
ethical views.

•	 Example 4 – visitor finds out that some 
statements in the media are not based on 
scientific evidence 

•	 Example 5 – visitor can analyse the history of 
land use in their home area

•	 Example 6 – visitor learns which rare species live 
in a national park Example 7 – visitor contributes 
to the database of bird observation

There are no better or worse cognitive processes; 
some of them are just more demanding. We should 
provide audiences with opportunities for varied cogni-
tive processes.

Advantages and Limitations of Some 
Interpretive Media

Medium Advantages Limitations

Panels (passive/
passive)

Simple production, cheap, can be easily repaired, low 
operational costs

Not much information (max. 200 words), 
low engagement of visitors, become part 
of the scenery, too many of them

Models (mostly 
passive/passive 
or active)

Create a 3D sense of place, object, process etc.; can 
communicate highly complex information very effectively; 
more immediate and engaging than flat graphics

Limited opportunities for visitor 
participation; cost to generate / create a 
model; can frequently require maintenance

Props (active/
active or passive)

(Highly) interactive; multisensory experience; relatively 
cheap

Need further interpretation, need 
protection (e.g., against theft) => extra 
costs, maintenance needed

Dioramas & 
scenic displays 
(passive/passive)

Provide a sense of history, place, events, and 
personalities; can engage visitors’ imaginations and 
create spectacle; can be highly cost effective

Offer little or no physical visitor 
involvement or participation in the media, 
can be costly to create; require continuous 
maintenance

Audioguides 
(active/passive)

Portable and unobtrusive; can provide layers of 
information; can deliver interpretation in different 
languages, support management objectives

Require staffing support; can be expensive 
to set-up; present a security risk; do not 
encourage visitor communication

Audio/video 
displays (passive/
active)

Visualisation, provision of access, possibility to use 
authentic material, create mood, can reach many 
visitors at one time

Can be disturbing, difficult to update, easy 
to break down, recipient does not control 
the flow of information

Interactives 
(active/active)

Can be tailored to multiples learning styles; provide 
information at varying levels; promote visitor 
participation; can transcend language and culture 
barriers

Computer interactives are expensive; 
require extensive maintenance; must be 
intuitive to be effective; can be target to 
vandalism or theft

Digital media (all 
interactions)

Can be tailored to multiples learning styles; provide 
information at varying levels; promote visitor 
participation; can transcend language and culture 
barriers

Computer interactives are expensive; 
require extensive maintenance; must be 
intuitive to be effective

Leaflets, 
brochures 
(passive/passive)

Portable; can include detailed content; editions in 
different languages; can be sold; souvenir of a visit

Can discourage audience participation, 
require literacy; must be kept up-to-date; 
staff monitoring needed

Live 
interpretation 
(active or 
passive/active)

Provoking response; immediate; change of pace; 
intimate; flexible; memorable; could be authentic

Variable, inconsistent quality; could be 
obtrusive, inefficient, and expensive; 
limited group size

Table 9. Advantages and disadvantages of different interpretive media
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Appendix 4
Templates for Theme-line 
Generation

Main Theme Generator

Before starting, read The authentic story of authen-
ticity on page 35 and identify the different stages in the 
story development. The exercise proposed here to prac-
tice the development of thematic lines is an example 
proposed by Carter (2001) and Ham (2013).

1.	 Start by completing the sentence “Generally, 
my presentation (talk, exhibit, etc.) is about: 
”This will be a general topic, such as a library 
classification, for example, “nocturnal birds”.

2.	 Write another sentence, this time beginning 
with “Specifically, I want to tell my audience 
about:” Perhaps you might write “how nocturnal 
birds were the subject of superstitions”.

3.	 Do the same again, this time completing the 
sentence “After hearing my presentation (or 
reading my exhibit, etc.), I want my audience 
to understand that:” This time, what you write 
is a theme; a sentence in its own right, for 
example: “Because they’re rarely seen, nocturnal 
birds are the subject of many superstitions.”

4.	 Fine-tune the theme you have stated, and try to 
make it stronger. Strong themes are:

a)	 personally relevant,

b)	 easily understandable,

c)	 connect tangible with meanings and 
universals,

d)	 use comparisons/metaphors,

e)	 avoid passive voice and the verb “is”,

f)	 emphasise the importance of this particular 
heritage.

A stronger theme could be: “Because people fear the 
unfamiliar, nocturnal birds are the subject of many su-
perstitions, leading to negligence of their loss.”

Theme Structure Generator

1.	 The strong, main theme of the presentation is:

2.	 Add a maximum of 4 sub-themes. Sub-themes 
are directly connected to a theme and support 
its ideas. You should be able to use “because” 
between the main theme and sub-theme 
statements.

1:  _________________________________________

2:  _________________________________________

3:  _________________________________________

4:  _________________________________________

3.	 Add the most important information (2-5 bullet 
points) to each of the sub-themes.

If you are a visual person, you can also use this 
graphical format:

Sub-theme

Sub-theme

Sub-theme
M

ai
n 

th
em

e

Sub-theme

Topic

Figure 6.  Process of developing each area of the %M model 
(Bronchu, 2014)
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Appendix 5
Example of a Guided Tour Outline

Though the scheme might seem complicated, it pre-
sents an outline for a four-hour excursion and replaces 
dozens of pages of a script. Its purpose is to demon-
strate how the narrative guidelines can be translat-

ed into a concrete interpretation program. The brown 
section provides context for the reader (chapter 4.1), the 
turquoise squares show the interpretive goals (chapter 
4.2.1), and the blue squares present the elementary struc-
ture of themes and sub- themes (chapter 4.2.2) to which 
each of 11 phenomena–participants encounter along the 
way–is related. For each phenomenon, the tangible on-
site features are listed (chapter 4.1.2), along with descrip-
tive information and deeper meanings (chapter 4.3.2) the 
guide can use to foster an emotional connection.
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Appendix 6
Determining the Model of 
Participation

Nina Simon (2010:187) expanded the classifica-

tion developed for participation in citizen science and 
adapted it for the museum field. She suggests that an 
institution should first assess its capacities before 
making a decision on which participatory model it 
wants to adopt. Simon discerns four participatory mod-
els described in the Participatory Approach chapter. The 
following table is a tool to assess the most suitable par-
ticipatory model for an institution.

Contributory Collaborative Co-Creative Hosted

What kind of 
commitment does 

your institution 
have to community 

engagement?

We are committed to 
helping our visitors 
and members feel like 
participants in the 
institution.

We are committed 
to developing deep 
partnerships with 
specific target 
communities.

We are committed to 
supporting the needs 
of target communities 
whose goals align with 
the institution’s mission.

We are committed to 
inviting community 
members to feel 
comfortable using the 
institution for their own 
purposes.

How much  
control do you want 

over the participatory 
process and product?

A lot – we want 
participants to 
follow our rules of 
engagement and give 
us what we request.

Staff will control 
the process, but 
participants’ actions 
will steer the direction 
and content of the 
final product.

Some, but participants’ 
goals and preferred 
working styles are just 
as important as those of 
the staff.

Not much – as long as 
participants follow our 
rules, they can produce 
what they want.

How do you see 
the institution’s 

relationship with 
participants during 

the project?

The institution 
requests content 
and the participants 
supply it, subject to 
institutional rules.

The institution sets 
the project concept 
and plan, and then 
staff members 
work closely with 
participants to make 
it happen.

The institution gives 
participants the tools 
to lead the project and 
then supports their 
activities and helps 
them move forward 
successfully.

The institution gives 
the participants rules 
and resources and then 
lets the participants do 
their own thing.

Who do you want to 
participate and what 
kind of commitment 

will you seek from 
participants?

We want to engage 
as many visitors as 
possible, engaging 
them briefly in the 
context of a museum 
or online visit.

We expect some 
people will opt in 
casually, but most 
will come with the 
explicit intention to 
participate.

We seek participants 
who are intentionally 
engaged and are 
dedicated to seeing 
the project all the way 
through.

We would like to 
empower people who 
are ready to manage 
and implement their 
projects on their own.

How much staff time 
will you commit to 

managing the project 
and working with 

participants?

We can manage 
it lightly, the way 
we’d maintain an 
interactive exhibit. But 
we ideally want to set 
it up and let it run.

We will manage 
the process, but we 
are going to set the 
rules of engagement 
based on our goals 
and capacity.

We will give much time 
as it takes to make sure 
participants are able to 
accomplish their goals.

 As little as possible 
– we want to set it up 
and let it run on its 
own.

What kinds of 
skills do you want 

participants to gain 
from their activities 
during the project?

Creation of content, 
collection of data or 
sharing of personal 
expression. Use of 
technological tools 
to support content 
creation and sharing.

Everything supported 
by contributory 
projects, plus the 
ability to analyse, 
curate, design and 
deliver completed 
products.

Everything supported 
by collaborative 
projects, plus project 
conceptualization, goal-
setting, and evaluation 
skills.

None that the 
institution will 
specifically impart, 
except perhaps around 
program promotion 
and audience 
engagement.

What goals do you 
have for how non- 

participating visitors 
will perceive the 

project?

The project will 
help visitors see 
themselves as 
potential participants 
and see the institution 
as interested in their 
active involvement.

The project will 
help visitors see 
the institution as 
a place dedicated 
to supporting and 
connecting with 
community.

The project will 
help visitors see 
the institution as a 
community-driven place. 
It will also bring in new 
audiences connected to 
the participants.

The project will 
attract new audiences 
who might not see 
the institution as 
a comfortable or 
appealing place for 
them.
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