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Abstract. The digitalisation of cultural heritage represents one of the most sig-
nificant transformations in contemporary cultural policy and tourism economics. 
This paper examines the intersection of digital technologies—including 3D scan-
ning, virtual and augmented reality, artificial intelligence, and blockchain—with 
the preservation, accessibility, and economic valorisation of cultural heritage. 
Drawing on case studies from major institutions such as the Louvre, the British 
Museum, and innovative projects like Rome's Circo Massimo Experience, we 
analyse how digitalisation creates economic value across the complete tourist 
journey: from pre-visit inspiration through on-site enhancement to post-visit en-
gagement. The paper addresses the fundamental tension between heritage as a 
preservation cost and heritage as an economic opportunity, arguing that digital 
technologies offer solutions that simultaneously increase revenue, expand acces-
sibility, and reduce physical strain on fragile sites. However, significant chal-
lenges remain, including the digital divide, technological obsolescence, questions 
of authenticity, and ethical considerations regarding ownership and representa-
tion. We conclude with a framework of principles for responsible digital heritage 
development and recommendations for cultural institutions seeking to navigate 
this transformation. 

Keywords: Digital Heritage, Cultural Tourism, Virtual Reality, Augmented 
Reality, Museum Economics, Heritage Preservation, Overtourism. 

1 Introduction 

Cultural heritage—encompassing tangible assets such as buildings, monuments, and 
artifacts; intangible traditions including music, dance, and crafts; and natural land-
scapes of cultural significance—faces an unprecedented paradox in the twenty-first 
century. On one hand, global interest in heritage has never been higher, with cultural 
tourism representing approximately 40% of all international tourism and generating an 
estimated $1.5 trillion annually worldwide (UNWTO, 2023). On the other hand, this 
success threatens the very assets that generate it: overtourism erodes ancient stones, 
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human breath degrades fragile frescoes, and the concentration of visitors overwhelms 
local communities (Koens et al., 2018). 

Into this paradox enters digitalisation—the conversion of physical and intangible 
cultural assets into digital formats and the use of digital technologies to enhance their 
accessibility, preservation, and economic value. What began in the 1990s with basic 
museum websites has evolved into a sophisticated ecosystem of 3D scanning, virtual 
reality (VR), augmented reality (AR), artificial intelligence (AI), and blockchain tech-
nologies (Parry, 2019). The COVID-19 pandemic dramatically accelerated this trans-
formation: institutions that had invested in digital infrastructure found themselves 
reaching millions of remote visitors while those without digital strategies faced exis-
tential threats (NEMO, 2020). 

This paper addresses a central question: How can digitalisation transform cultural 
heritage from a preservation cost into an economic opportunity—without compromis-
ing its authenticity or social mission? We examine this question through four lenses: 
the technological toolkit available to heritage institutions; the economic models enabled 
by digitalisation; real-world case studies demonstrating success and failure; and the 
challenges and ethical considerations that must guide responsible implementation. 
 

2 Defining the Landscape: Cultural Heritage and 
Cultural Tourism 

2.1 The Scope of Cultural Heritage 

UNESCO's Convention Concerning the Protection of the World Cultural and Natural 
Heritage (1972) established the foundational framework for understanding cultural her-
itage as a shared human inheritance requiring protection and transmission to future gen-
erations. Contemporary definitions have expanded beyond monumental architecture to 
encompass three interconnected categories: tangible heritage (buildings, artifacts, man-
uscripts), intangible heritage (traditions, languages, performing arts), and natural herit-
age with cultural significance (UNESCO, 2003). 

This expanded definition has profound implications for digitalisation strategies. 
While early digital heritage projects focused on scanning objects and monuments, con-
temporary approaches must also capture and transmit intangible practices—a signifi-
cantly more complex technical and ethical challenge (Giaccardi, 2012). 

2.2 The Economics of Cultural Tourism 

Cultural tourism—travel motivated by interest in historical sites, museums, festivals, 
local traditions, and gastronomy—constitutes the largest segment of global tourism 
(Richards, 2018). Economic impact occurs across three levels: direct revenue (ticket 
sales, tours, merchandise); indirect revenue (spending at hotels, restaurants, and 
transport serving tourists); and induced revenue (employment, taxes, and multiplier ef-
fects throughout local economies) (Throsby, 2010). 
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Research consistently demonstrates that cultural tourists represent premium custom-
ers. Studies across multiple markets indicate that culturally motivated travelers spend 
38% more than average tourists and stay 22% longer at destinations (European Com-
mission, 2017). This premium positioning creates strong economic incentives for des-
tinations to develop and market cultural assets—while simultaneously creating pres-
sures that threaten their preservation. 

2.3 The Overtourism Crisis 

The economic success of cultural tourism has generated a crisis of overtourism at major 
heritage sites. Venice receives approximately 30 million visitors annually while sus-
taining a resident population of only 50,000; the resulting transformation of housing 
stock into tourist accommodation, congestion of public spaces, and strain on infrastruc-
ture has prompted resident protests and municipal restrictions on visitor numbers 
(Seraphin et al., 2018). Similar dynamics affect Dubrovnik, Barcelona, Amsterdam, 
and numerous other destinations where the carrying capacity of heritage sites has been 
exceeded. 

The physical impact on heritage assets compounds social pressures. The Sistine 
Chapel limits visitors because human respiration raises humidity levels that damage 
Michelangelo's frescoes; foot traffic on the Acropolis measurably erodes ancient mar-
ble; touch transfers acids and oils that degrade surfaces over time (Cassar, 2009). These 
effects create a fundamental economic tension: restricting access protects heritage but 
reduces the revenue required for its maintenance. 

3 The Digital Heritage Toolkit 

3.1 Capture Technologies: Creating Digital Twins 

The foundation of digital heritage is the creation of accurate digital representations of 
physical assets. Two primary technologies dominate this domain: LIDAR (Light De-
tection and Ranging) scanning and photogrammetry. 

LIDAR scanning uses laser pulses to measure distances with millimeter precision, 
generating "point clouds" of millions of measurements that can be processed into de-
tailed 3D models. The Cathedral of Cologne, for example, was documented with over 
one billion measurement points, creating a comprehensive digital twin suitable for con-
servation planning, virtual experiences, and scholarly analysis (Murphy et al., 2013). 
Photogrammetry achieves similar results through computational analysis of overlap-
ping photographs, offering lower equipment costs but requiring greater processing 
power and expertise (Remondino, 2011). 

The economic significance of digital twins extends beyond preservation. Once cre-
ated, these assets can be deployed across multiple revenue-generating applications: vir-
tual tours, educational programs, merchandise, video games, and architectural plan-
ning. The marginal cost of each additional use approaches zero, fundamentally altering 
the economics of heritage documentation. 
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3.2 Experience Technologies: Virtual, Augmented, and Mixed Reality 

Virtual Reality (VR) creates fully immersive digital environments that transport users 
to locations they cannot physically visit—whether due to distance, disability, cost, or 
the impossibility of time travel. Contemporary VR can reconstruct the Roman Forum 
as it appeared in 100 CE or permit exploration of a pharaoh's tomb without risk to 
fragile paintings (Champion, 2011). 

Augmented Reality (AR) overlays digital content onto physical reality, typically 
through smartphone screens or specialized glasses. Unlike VR, AR keeps users physi-
cally present at heritage sites while enhancing their understanding through reconstruc-
tions, animations, and contextual information. The key advantage of AR is accessibil-
ity: most visitors already carry the necessary hardware in their pockets (Bekele et al., 
2018). 

Mixed Reality (MR) represents an emerging synthesis in which digital objects inter-
act with physical space—a holographic guide who walks beside visitors, points at actual 
artifacts, and responds to questions. Technologies such as Microsoft's HoloLens and 
Apple's Vision Pro are advancing this capability, suggesting futures in which the dis-
tinction between physical and digital experience becomes increasingly blurred (Mil-
gram & Kishino, 1994). 

3.3 Platform Technologies: Digital Infrastructure 

Behind individual experiences lies essential digital infrastructure. Google Arts & Cul-
ture has partnered with over 2,500 museums worldwide, providing free access to high-
resolution images and virtual tours that have attracted billions of views (Proctor, 2011). 
Europeana aggregates over 50 million cultural heritage items from European collec-
tions into a searchable digital repository (Purday, 2009). Individual institutions develop 
mobile applications that personalize visit experiences through location-aware content 
delivery. 

These platforms serve multiple economic functions: marketing heritage to global 
audiences; reducing barriers to access; generating data on visitor interests and behav-
iors; and, increasingly, enabling direct monetization through ticketed virtual experi-
ences and e-commerce integration. 

3.4 Intelligence Technologies: Artificial Intelligence and Machine 
Learning 

Artificial intelligence is quietly revolutionizing heritage work across multiple domains. 
Machine learning algorithms can catalog and tag collections in hours rather than years, 
identify patterns in archaeological data invisible to human researchers, and predict con-
servation needs before deterioration becomes critical (Fiorucci et al., 2020). 

For tourism applications, AI enables real-time language translation that eliminates 
barriers for international visitors, personalized tour recommendations based on visitor 
interests and behaviors, and crowd management algorithms that optimize visitor flow 
to reduce congestion while maximizing capacity. Generative AI is beginning to create 
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customized interpretive content tailored to individual knowledge levels and interests 
(Sylaiou et al., 2010). 

3.5 Ownership Technologies: Blockchain and NFTs 

The most controversial addition to the digital heritage toolkit involves blockchain tech-
nology and non-fungible tokens (NFTs). Blockchain provides immutable records of 
ownership and provenance, potentially addressing persistent problems of art forgery 
and theft (Whitaker, 2019). NFTs create unique digital certificates that can be bought 
and sold, enabling new fundraising mechanisms for heritage institutions. 

The Uffizi Gallery's sale of an NFT of Michelangelo's Doni Tondo for €140,000 
demonstrated the fundraising potential, though critics have questioned whether buyers 
receive meaningful value and have raised concerns about the environmental impact of 
blockchain technology (Franceschet et al., 2021). The underlying concepts of digital 
ownership and authenticity verification, however, offer legitimate applications in her-
itage contexts that may outlast current controversies. 

4 Economic Value Creation Through Digitalisation 

4.1 The Tourist Journey Framework 

Understanding digital heritage economics requires analyzing the complete tourist jour-
ney rather than focusing solely on the physical visit. Contemporary frameworks iden-
tify five stages at which digitalisation creates value: dreaming (discovering destina-
tions), planning (research and booking), experiencing (the visit itself), remembering 
(sharing and reflection), and returning (loyalty and repeat engagement) (Neuhofer et 
al., 2014). 

This framework reveals that the economic impact of digitalisation extends far be-
yond virtual admission tickets. Digital content shapes destination choices, enhances on-
site spending, extends post-visit engagement, and builds long-term relationships that 
generate repeat visits and advocacy. 

4.2 Pre-Visit Value: Inspiration and Marketing 

Early skeptics feared that putting collections online would reduce physical visits—why 
travel to Paris if you can view the Mona Lisa on your screen? Research has consistently 
disproven this substitution hypothesis. Studies by the Smithsonian Institution found that 
virtual visitors were 67% more likely to plan in-person visits than non-virtual audi-
ences; digital exposure stimulates rather than satisfies the desire for authentic experi-
ence (Smithsonian Institution, 2019). 

Digital content functions as a powerful marketing engine. User-generated content on 
social media provides free advertising worth millions in equivalent paid reach; influ-
encer partnerships amplify messages to targeted demographics; and search engine op-
timization ensures heritage sites appear when potential tourists research destinations 
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(Kiráľová & Pavlíčeka, 2015). The "long tail" economics of digital distribution also 
enable niche marketing: an institution can reach the 10,000 people worldwide specifi-
cally interested in Etruscan pottery rather than relying solely on mass marketing to gen-
eral audiences. 

4.3 On-Site Value: Enhancement and Monetization 

Once visitors arrive, digital technologies enhance experiences in ways that command 
premium pricing. AR guide applications offering reconstructions and contextual con-
tent typically sell for €15-30 above standard admission—a significant revenue incre-
ment with minimal marginal cost after initial development (Jung et al., 2016). 

Gamification strategies using quest-based exploration increase visitor dwell time, 
which correlates directly with spending in cafés, restaurants, and gift shops. The con-
cept of "phygital" experience—seamlessly blending physical and digital elements—
represents best practice in contemporary heritage interpretation (Pallud & Straub, 
2014). 

Digital crowd management offers economic benefits that extend beyond direct rev-
enue. Real-time visitor tracking enables timed entry systems that eliminate queues 
while actually increasing daily capacity; the Anne Frank House pioneered this approach 
with notable success (Russo et al., 2010). Location-aware applications can nudge visi-
tors toward under-utilized areas, distributing economic benefits more evenly across 
destinations and reducing wear on popular sites. 

4.4 Post-Visit and Remote Revenue 

The visit is not the conclusion of economic engagement but the beginning of an ongoing 
relationship. User-generated content transforms visitors into marketers; digital souve-
nirs and personalized content extend the revenue moment; email and social media main-
tain engagement that generates repeat visits and referrals (Neuhofer et al., 2014). 

Entirely new revenue streams emerge from remote monetization. Virtual tours can 
be ticketed at €5-20 for premium experiences, reaching global audiences without geo-
graphic or capacity limitations. Educational programs for schools generate revenue 
while building future generations of visitors. Corporate events held in virtual heritage 
venues represent an emerging market segment. The National Theatre's "NT Live" 
broadcasts, which project live performances to 2,500 venues in 65 countries, demon-
strate the scale achievable through digital distribution (Barker, 2013). 

4.5 The Immersive Experience Model 

Perhaps the most radical economic innovation involves immersive experiences that re-
quire no original artworks whatsoever. The "Van Gogh: The Immersive Experience" 
charges €30-40 per ticket, has attracted millions of visitors globally, and travels to mul-
tiple cities simultaneously—all without displaying a single authentic Van Gogh paint-
ing. Production costs are substantial but fixed, while insurance, security, and climate 
control expenses that burden traditional exhibitions are eliminated (Bradburne, 2021). 
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Critics characterize such experiences as "cultural fast food"—entertainment mas-
querading as education. Defenders argue that immersive experiences introduce new au-
diences to art, generate revenue that supports traditional institutions, and represent le-
gitimate creative expression in their own right. Regardless of aesthetic judgment, the 
economic model is undeniably successful and is being replicated for Monet, Klimt, 
Kahlo, and other artists. 

4.6 Cost Savings: The Other Side of Economics 

Digital economics encompasses cost reduction as well as revenue generation. Digital 
twins enable restoration teams to simulate interventions before touching fragile origi-
nals, reducing expensive errors. Structural monitoring through embedded sensors pre-
dicts problems before they become crises requiring emergency intervention. Scholars 
can study digital copies rather than handling vulnerable objects, extending the lifespan 
of originals (Stylianidis & Remondino, 2016). 

Disaster recovery represents perhaps the most dramatic cost savings. When Notre-
Dame de Paris burned in April 2019, existing 3D documentation—including scans cre-
ated by the late art historian Andrew Tallon and detailed models developed for the video 
game Assassin's Creed Unity—proved invaluable for reconstruction planning. The 
availability of comprehensive digital records has significantly accelerated the recon-
struction timeline and reduced associated costs (Lowenthal, 2019). 

5 Case Studies 

5.1 The Louvre: Digital Strategy at Scale 

The Louvre Museum exemplifies digital strategy at institutional scale. With approxi-
mately 10 million physical visitors annually (pre-pandemic), the museum faces chronic 
overcrowding, particularly around iconic works such as the Mona Lisa. The Louvre's 
response combines free online access—functioning as marketing rather than direct rev-
enue source—with premium on-site experiences including the Nintendo 3DS audio 
guide and partnerships with technology companies (Louvre, 2021). 

The museum's 2018 appearance in Beyoncé and Jay-Z's music video "Apeshit" 
demonstrated the power of cultural partnerships: the video accumulated over 150 mil-
lion views, reaching audiences who might never visit a museum website. This strategy 
reflects an understanding that digital heritage success often depends more on cultural 
relevance than technological sophistication. 

5.2 Circo Massimo Experience: Creating Value from Absence 

Rome's Circo Massimo Experience represents a particularly innovative approach to 
digital heritage economics. The Circus Maximus was ancient Rome's largest entertain-
ment venue, accommodating 250,000 spectators for chariot races—but today the site is 
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an empty field with virtually no visible remains. Prior to digitalisation, the site attracted 
few visitors and generated no revenue. 

In 2019, the municipality launched an AR experience using head-mounted displays 
that reconstruct the Circus in its imperial splendor. Visitors wearing the devices see 
chariot races, cheering crowds, and the emperor presiding from his box—experiences 
entirely impossible through traditional interpretation. Tickets priced at €12 generate 
estimated annual revenue of €2-3 million from what was previously a free, empty space 
(Sovrintendenza Capitolina, 2020). The project demonstrates that digital technology 
can literally create economic value from archaeological absence. 

5.3 The British Museum: Open Access as Strategy 

The British Museum pursues a philosophically distinct approach centered on open ac-
cess. The museum makes 4.5 million collection records available online without charge, 
partners with Sketchfab to distribute 3D models freely, and links extensively with Wik-
ipedia to maximize discoverability. Crowdsourcing initiatives engage volunteers in 
transcription and cataloging projects (British Museum, 2022). 

The economic logic is indirect: widespread public engagement justifies government 
funding, stimulates charitable donations, and builds global audiences who eventually 
visit in person. This model may be viable primarily for institutions with significant 
public funding and established brand recognition, but it demonstrates that digital eco-
nomics need not rely on direct monetization. 

5.4 Small Museum Innovation 

Digital success does not require massive budgets. The Museum of English Rural Life 
in Reading, UK, achieved viral fame through witty Twitter posts—particularly an im-
age of a large sheep that garnered over 100,000 retweets. Physical visitor numbers dou-
bled following the social media success, demonstrating that personality and creativity 
can outweigh technological sophistication (Museum of English Rural Life, 2019). 

The Rijksmuseum's "Rijksstudio" platform allows users to download high-resolution 
images from the collection and create their own artworks, which can then be shared or 
printed. The initiative generated 30 million visits and transformed passive viewers into 
active participants engaged with the collection (Verwayen et al., 2011). 

6 Challenges and Ethical Considerations 

6.1 The Digital Divide 

Digital heritage democratizes access for those with technology while potentially ex-
cluding those without. Approximately 2.7 billion people worldwide lack internet ac-
cess; elderly visitors often struggle with application interfaces; high-tech requirements 
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can alienate audiences seeking contemplative experiences (International Telecommu-
nication Union, 2022). There is risk of creating two-tier heritage access in which pre-
mium digital experiences are available only to the technologically privileged. 

Particularly concerning are cases where Western institutions digitize heritage from 
the Global South without ensuring that local communities benefit from or control the 
resulting digital assets. Digital colonialism—the extraction of cultural value through 
technological means—represents a genuine ethical risk requiring careful attention to 
ownership, access, and benefit-sharing (Christen, 2015). 

6.2 Technological Sustainability 

Physical heritage can endure for millennia; digital heritage may become inaccessible 
within years. The average website requires redesign every 2-3 years; mobile applica-
tions require constant updates to remain compatible with evolving operating systems; 
VR platforms lack standardization, meaning experiences created for one system may 
not function on another (Deegan & Tanner, 2006). 

The question is not merely whether institutions can digitize their heritage but 
whether they can maintain those digital assets indefinitely. This requires ongoing in-
vestment in technological infrastructure, format migration, and digital preservation ex-
pertise—costs rarely included in initial project budgets. As the Digital Preservation Co-
alition has noted, "digital preservation is not an event but a process" (Digital Preserva-
tion Coalition, 2021). 

6.3 Authenticity and the Aura of the Original 

Walter Benjamin's influential 1936 essay "The Work of Art in the Age of Mechanical 
Reproduction" argued that reproductions lack the "aura" of original objects—a quality 
derived from uniqueness, historical testimony, and presence in time and space (Benja-
min, 1968). Digital reproduction intensifies this philosophical challenge: if a virtual 
visitor can examine every brushstroke of a painting in higher resolution than physical 
museum viewing permits, what exactly is lost? 

Research suggests audiences understand and value physical and digital experiences 
differently rather than as substitutes (Parry, 2007). However, the risk of "Disneyfica-
tion"—heritage transformed into entertainment spectacle—concerns scholars and prac-
titioners who fear that digital enhancement may trivialize or distort historical meaning 
(Hewison, 1987). Transparency about what is original and what is reconstruction ap-
pears essential for maintaining public trust. 

6.4 Expertise and Institutional Capacity 

Implementing digital heritage strategies requires expertise that cultural institutions tra-
ditionally lack. Competition with private-sector employers for digital talent is intense; 
training existing staff is slow and expensive; outsourcing creates dependency on ven-
dors who may not understand cultural values or institutional missions (Malde et al., 
2019). 
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Small museums are particularly vulnerable: they have the most to gain from digital 
reach but the least capacity to implement sophisticated strategies. Addressing this gap 
requires investment in training programs, shared service models, and accessible tools 
that lower technical barriers to participation. 

6.5 Ethical Considerations 

Profound ethical questions attend digital heritage development. When institutions dig-
itize Indigenous sacred objects, who owns the resulting data and who controls its dis-
tribution? When visitor applications track movement and behavior, are privacy bound-
aries being crossed? When algorithms personalize experiences, whose histories are cen-
tered and whose are marginalized? When commercial imperatives drive content deci-
sions, how is public educational mission protected? 

These questions have no universal answers, but they demand explicit consideration 
in project design rather than treatment as afterthoughts. The principle that technology 
is never neutral must inform all stages of digital heritage development (Winner, 1980). 

7 Future Directions 

Technological trajectories suggest several developments likely to reshape digital herit-
age economics in coming years. Lightweight AR glasses from Apple, Meta, and com-
petitors will make augmented experiences ubiquitous, eliminating the friction of 
smartphone-based applications. AI-generated personalized guides will adapt content to 
individual knowledge levels, interests, and learning styles. Real-time language transla-
tion will eliminate barriers for international visitors. Haptic technologies may eventu-
ally enable visitors to feel the texture of artifacts they cannot touch (Burdea & Coiffet, 
2003). 

Longer-term speculations point toward more radical transformations. The 
"Metaverse"—persistent virtual environments in which social and economic activity 
occurs—could support fully virtual heritage economies in which geography becomes 
irrelevant. AI reconstruction from fragmentary evidence may eventually visualize com-
plete ancient cities. And recognition is growing that born-digital culture—early web-
sites, video games, digital art—constitutes heritage requiring preservation in its own 
right (Lusenet, 2007). 

8 Conclusions and Recommendations 

Digitalisation of cultural heritage represents a fundamental transformation in the eco-
nomics of cultural tourism—one that offers solutions to the tension between access and 
preservation while creating new revenue streams, expanding global audiences, and en-
hancing visitor experiences. The evidence reviewed in this paper supports several con-
clusions: 
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First, digital exposure stimulates rather than substitutes for physical visits. Institu-
tions should approach digital content as marketing investment rather than competitive 
threat. 

Second, economic value creation occurs across the complete tourist journey, not only 
during physical visits. Strategy should address pre-visit inspiration, on-site enhance-
ment, and post-visit engagement as integrated elements of visitor relationship manage-
ment. 

Third, digital success does not require massive budgets. Creativity, personality, and 
cultural relevance often outweigh technological sophistication. Small institutions can 
achieve disproportionate impact through strategic use of social media and partnerships 
with major platforms. 

Fourth, significant challenges require attention. The digital divide, technological 
sustainability, authenticity questions, expertise gaps, and ethical considerations are not 
barriers to dismiss but problems to solve through thoughtful design and ongoing com-
mitment. 

Based on this analysis, we recommend that cultural heritage institutions adopt a 
framework of six principles for digital development: 

• Complementarity: Digital should enhance, not replace, physical experience 
• Inclusivity: Design for the widest possible access, including those with 

disabilities and limited technology 
• Sustainability: Plan and budget for long-term maintenance of digital assets 
• Authenticity: Be transparent about what is original and what is reconstruction 
• Ethics: Engage communities, respect rights, and embed ethical consideration in 

design 
• Experimentation: Test, learn, and iterate rather than seeking perfection before 

launch. 
The transformation of cultural heritage through digitalisation is not a question of 

whether but how. The institutions that thrive will be those that embrace digital possi-
bilities while remaining faithful to their missions of preservation, education, and public 
service. 

References 

Barker, M. (2013). Live to your local cinema: The remarkable rise of livecasting. 
Palgrave Macmillan.  

Bekele, M. K., Pierdicca, R., Frontoni, E., Malinverni, E. S., & Gain, J. (2018). A sur-
vey of augmented, virtual, and mixed reality for cultural heritage. Journal on Com-
puting and Cultural Heritage, 11(2), 1-36. https://doi.org/10.1145/3145534  

Benjamin, W. (1968). The work of art in the age of mechanical reproduction. In H. 
Arendt (Ed.), Illuminations (pp. 217-251). Schocken Books. (Original work pub-
lished 1936)  

Bradburne, J. (2021). Museums, immersive experiences, and the future of cultural en-
gagement. Museum Management and Curatorship, 36(4), 423-438.  

https://doi.org/10.1145/3145534


62 
 

British Museum. (2022). Digital engagement strategy 2022-2027. British Museum 
Press.  

Burdea, G. C., & Coiffet, P. (2003). Virtual reality technology (2nd ed.). Wiley-IEEE 
Press.  

Cassar, M. (2009). Sustainable heritage: Challenges and strategies for the twenty-first 
century. APT Bulletin, 40(1), 3-11.  

Champion, E. (2011). Playing with the past: Digital games and the simulation of his-
tory. Springer.  

Christen, K. (2015). Tribal archives, traditional knowledge, and local contexts: Why 
the "s" matters. Journal of Western Archives, 6(1), Article 3.  

Deegan, M., & Tanner, S. (2006). Digital preservation. Facet Publishing.  
Digital Preservation Coalition. (2021). Digital preservation handbook (2nd ed.). 

https://www.dpconline.org/handbook  
European Commission. (2017). Cultural tourism in the EU. Publications Office of the 

European Union.  
Fiorucci, M., Khoroshiltseva, M., Pontrandolfo, A., Ferrara, A., & Santopietro, S. 

(2020). Machine learning for cultural heritage: A survey. Pattern Recognition Let-
ters, 133, 102-108.  

Franceschet, M., Colavizza, G., Smith, T., Finucane, B., Ostachowski, M. L., Scalet, 
S., Perkins, J., Morgan, J., & Hernández, S. (2021). Crypto art: A decentralized view. 
Leonardo, 54(4), 402–405. https://doi.org/10.1162/leon_a_02003 

Giaccardi, E. (Ed.). (2012). Heritage and social media: Understanding heritage in a 
participatory culture. Routledge.  

Hewison, R. (1987). The heritage industry: Britain in a climate of decline. Methuen.  
International Telecommunication Union. (2022). Measuring digital development: 

Facts and figures 2022. ITU Publications.  
Jung, T., tom Dieck, M. C., Lee, H., & Chung, N. (2016). Effects of virtual reality and 

augmented reality on visitor experiences in museum. In A. Inversini & R. Schegg 
(Eds.), Information and Communication Technologies in Tourism 2016 (pp. 621-
635). Springer.  

Kiráľová, A., & Pavlíčeka, A. (2015). Development of social media strategies in tour-
ism destination. Procedia - Social and Behavioral Sciences, 175, 358-366.  

Koens, K., Postma, A., & Papp, B. (2018). Is overtourism overused? Understanding the 
impact of tourism in a city context. Sustainability, 10(12), 4384.  

Louvre. (2021). Annual report 2020-2021. Musée du Louvre.  
Lowenthal, D. (2019). Notre-Dame fire: What cultural heritage means in the digital 

age. The Conversation, April 17.  
Lusenet, Y. (2007). Digital heritage for the future. DigiCULT Newsletter, 9, 4-7.  
Malde, S., Kennedy, A., & Parry, R. (2019). Understanding the digital skills & litera-

cies of UK museum people. University of Leicester.  
Milgram, P., & Kishino, F. (1994). A taxonomy of mixed reality visual displays. IEICE 

Transactions on Information and Systems, 77(12), 1321-1329.  
Murphy, M., McGovern, E., & Pavia, S. (2013). Historic building information model-

ling–adding intelligence to laser and image based surveys of European classical ar-
chitecture. ISPRS Journal of Photogrammetry and Remote Sensing, 76, 89-102.  

https://www.dpconline.org/handbook
https://www.google.com/search?q=https%3A%2F%2Fdoi.org%2F10.1162%2Fleon_a_02003


63 
 

Museum of English Rural Life. (2019). Social media and engagement report 2018-
2019. University of Reading.  

NEMO. (2020). Survey on the impact of the COVID-19 situation on museums in Eu-
rope. Network of European Museum Organisations. https://www.ne-mo.org/filead-
min/Dateien/public/NEMO_documents/NEMO_COVID19_Report_ 
12.05.2020.pdf 

Neuhofer, B., Buhalis, D., & Ladkin, A. (2014). A typology of technology-enhanced 
tourism experiences. International Journal of Tourism Research, 16(4), 340-350.  

Pallud, J., & Straub, D. W. (2014). Effective website design for experience-influenced 
environments: The case of high culture museums. Information & Management, 
51(3), 359-373.  

Parry, R. (2007). Recoding the museum: Digital heritage and the technologies of 
change. Routledge.  

Parry, R. (Ed.). (2019). Museums in a digital age. Routledge.  
Proctor, N. (2011). The Google Art Project: A new generation of museums on the web? 

Curator: The Museum Journal, 54(2), 215-221.  
Purday, J. (2009). Think culture: Europeana.eu from concept to construction. Elec-

tronic Library, 27(6), 919-937.  
Remondino, F. (2011). Heritage recording and 3D modeling with photogrammetry and 

3D scanning. Remote Sensing, 3(6), 1104-1138.  
Richards, G. (2018). Cultural tourism: A review of recent research and trends. Journal 

of Hospitality and Tourism Management, 36, 12-21.  
Russo, A. P., Verbeke, M. J., & Kraak, M. J. (2010). How to analyze and visualize 

tourist movement patterns within a city. Tourism Management, 31(3), 442-445.  
Seraphin, H., Sheeran, P., & Pilato, M. (2018). Over-tourism and the fall of Venice as 

a destination. Journal of Destination Marketing & Management, 9, 374-376.  
Smithsonian Institution. (2019). Digital engagement study 2018-2019. Smithsonian 

Center for Learning and Digital Access.  
Sovrintendenza Capitolina. (2020). Circo Massimo Experience: Annual report 2019-

2020. Comune di Roma.  
Stylianidis, E., & Remondino, F. (Eds.). (2016). 3D recording, documentation and 

management of cultural heritage. Whittles Publishing.  
Sylaiou, S., Mania, K., Karoulis, A., & White, M. (2010). Exploring the relationship 

between presence and enjoyment in a virtual museum. International Journal of Hu-
man-Computer Studies, 68(5), 243-253.  

Throsby, D. (2010). The economics of cultural policy. Cambridge University Press.  
UNESCO. (1972). Convention Concerning the Protection of the World Cultural and 

Natural Heritage. UNESCO.  
UNESCO. (2003). Convention for the Safeguarding of the Intangible Cultural Herit-

age. UNESCO.  
UNWTO. (2023). Tourism and culture synergies. World Tourism Organization.  
Verwayen, H., Arnoldus, M., & Kaufman, P. B. (2011). The problem of the yellow 

milkmaid: A business model perspective on open metadata. Europeana White Paper, 
2, 1-16.  



64 
 

Whitaker, A. (2019). Art and blockchain: A primer, history, and taxonomy of block-
chain use cases in the arts. Artivate, 8(2), 21-46.  

Winner, L. (1980). Do artifacts have politics? Daedalus, 109(1), 121-136.  
 
Received: January 21, 2026 
Reviewed: February 26, 2026 
Finally Accepted: March 15, 2026 
 
 

 


	1 Introduction
	2 Defining the Landscape: Cultural Heritage and Cultural Tourism
	2.1 The Scope of Cultural Heritage
	2.2 The Economics of Cultural Tourism
	2.3 The Overtourism Crisis

	3 The Digital Heritage Toolkit
	3.1 Capture Technologies: Creating Digital Twins
	3.2 Experience Technologies: Virtual, Augmented, and Mixed Reality
	3.3 Platform Technologies: Digital Infrastructure
	3.4 Intelligence Technologies: Artificial Intelligence and Machine Learning
	3.5 Ownership Technologies: Blockchain and NFTs

	4 Economic Value Creation Through Digitalisation
	4.1 The Tourist Journey Framework
	4.2 Pre-Visit Value: Inspiration and Marketing
	4.3 On-Site Value: Enhancement and Monetization
	4.4 Post-Visit and Remote Revenue
	4.5 The Immersive Experience Model
	4.6 Cost Savings: The Other Side of Economics

	5 Case Studies
	5.1 The Louvre: Digital Strategy at Scale
	5.2 Circo Massimo Experience: Creating Value from Absence
	5.3 The British Museum: Open Access as Strategy
	5.4 Small Museum Innovation

	6 Challenges and Ethical Considerations
	6.1 The Digital Divide
	6.2 Technological Sustainability
	6.3 Authenticity and the Aura of the Original
	6.4 Expertise and Institutional Capacity
	6.5 Ethical Considerations

	7 Future Directions
	8 Conclusions and Recommendations
	References


<<

  /ASCII85EncodePages false

  /AllowTransparency false

  /AutoPositionEPSFiles true

  /AutoRotatePages /None

  /Binding /Left

  /CalGrayProfile (Dot Gain 20%)

  /CalRGBProfile (sRGB IEC61966-2.1)

  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)

  /sRGBProfile (sRGB IEC61966-2.1)

  /CannotEmbedFontPolicy /Error

  /CompatibilityLevel 1.4

  /CompressObjects /Tags

  /CompressPages true

  /ConvertImagesToIndexed true

  /PassThroughJPEGImages true

  /CreateJobTicket false

  /DefaultRenderingIntent /Default

  /DetectBlends true

  /DetectCurves 0.0000

  /ColorConversionStrategy /CMYK

  /DoThumbnails false

  /EmbedAllFonts true

  /EmbedOpenType false

  /ParseICCProfilesInComments true

  /EmbedJobOptions true

  /DSCReportingLevel 0

  /EmitDSCWarnings false

  /EndPage -1

  /ImageMemory 1048576

  /LockDistillerParams false

  /MaxSubsetPct 100

  /Optimize true

  /OPM 1

  /ParseDSCComments true

  /ParseDSCCommentsForDocInfo true

  /PreserveCopyPage true

  /PreserveDICMYKValues true

  /PreserveEPSInfo true

  /PreserveFlatness true

  /PreserveHalftoneInfo false

  /PreserveOPIComments true

  /PreserveOverprintSettings true

  /StartPage 1

  /SubsetFonts true

  /TransferFunctionInfo /Apply

  /UCRandBGInfo /Preserve

  /UsePrologue false

  /ColorSettingsFile ()

  /AlwaysEmbed [ true

  ]

  /NeverEmbed [ true

  ]

  /AntiAliasColorImages false

  /CropColorImages true

  /ColorImageMinResolution 300

  /ColorImageMinResolutionPolicy /OK

  /DownsampleColorImages true

  /ColorImageDownsampleType /Bicubic

  /ColorImageResolution 300

  /ColorImageDepth -1

  /ColorImageMinDownsampleDepth 1

  /ColorImageDownsampleThreshold 1.50000

  /EncodeColorImages true

  /ColorImageFilter /DCTEncode

  /AutoFilterColorImages true

  /ColorImageAutoFilterStrategy /JPEG

  /ColorACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /ColorImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000ColorACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000ColorImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasGrayImages false

  /CropGrayImages true

  /GrayImageMinResolution 300

  /GrayImageMinResolutionPolicy /OK

  /DownsampleGrayImages true

  /GrayImageDownsampleType /Bicubic

  /GrayImageResolution 300

  /GrayImageDepth -1

  /GrayImageMinDownsampleDepth 2

  /GrayImageDownsampleThreshold 1.50000

  /EncodeGrayImages true

  /GrayImageFilter /DCTEncode

  /AutoFilterGrayImages true

  /GrayImageAutoFilterStrategy /JPEG

  /GrayACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /GrayImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000GrayACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000GrayImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasMonoImages false

  /CropMonoImages true

  /MonoImageMinResolution 1200

  /MonoImageMinResolutionPolicy /OK

  /DownsampleMonoImages true

  /MonoImageDownsampleType /Bicubic

  /MonoImageResolution 1200

  /MonoImageDepth -1

  /MonoImageDownsampleThreshold 1.50000

  /EncodeMonoImages true

  /MonoImageFilter /CCITTFaxEncode

  /MonoImageDict <<

    /K -1

  >>

  /AllowPSXObjects false

  /CheckCompliance [

    /None

  ]

  /PDFX1aCheck false

  /PDFX3Check false

  /PDFXCompliantPDFOnly false

  /PDFXNoTrimBoxError true

  /PDFXTrimBoxToMediaBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXSetBleedBoxToMediaBox true

  /PDFXBleedBoxToTrimBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXOutputIntentProfile ()

  /PDFXOutputConditionIdentifier ()

  /PDFXOutputCondition ()

  /PDFXRegistryName ()

  /PDFXTrapped /False



  /CreateJDFFile false

  /Description <<



    /BGR <>

    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>

    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>

    /CZE <>

    /DAN <>

    /DEU <>

    /ESP <>

    /ETI <>

    /FRA <>

    /GRE <>



    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)

    /HUN <>

    /ITA <>

    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>

    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>

    /LTH <>

    /LVI <>

    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)

    /NOR <>

    /POL <>

    /PTB <>

    /RUM <>

    /RUS <>

    /SKY <>

    /SLV <>

    /SUO <>

    /SVE <>

    /TUR <>

    /UKR <>

    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)

  >>

  /Namespace [

    (Adobe)

    (Common)

    (1.0)

  ]

  /OtherNamespaces [

    <<

      /AsReaderSpreads false

      /CropImagesToFrames true

      /ErrorControl /WarnAndContinue

      /FlattenerIgnoreSpreadOverrides false

      /IncludeGuidesGrids false

      /IncludeNonPrinting false

      /IncludeSlug false

      /Namespace [

        (Adobe)

        (InDesign)

        (4.0)

      ]

      /OmitPlacedBitmaps false

      /OmitPlacedEPS false

      /OmitPlacedPDF false

      /SimulateOverprint /Legacy

    >>

    <<

      /AddBleedMarks false

      /AddColorBars false

      /AddCropMarks false

      /AddPageInfo false

      /AddRegMarks false

      /ConvertColors /ConvertToCMYK

      /DestinationProfileName ()

      /DestinationProfileSelector /DocumentCMYK

      /Downsample16BitImages true

      /FlattenerPreset <<

        /PresetSelector /MediumResolution

      >>

      /FormElements false

      /GenerateStructure false

      /IncludeBookmarks false

      /IncludeHyperlinks false

      /IncludeInteractive false

      /IncludeLayers false

      /IncludeProfiles false

      /MultimediaHandling /UseObjectSettings

      /Namespace [

        (Adobe)

        (CreativeSuite)

        (2.0)

      ]

      /PDFXOutputIntentProfileSelector /DocumentCMYK

      /PreserveEditing true

      /UntaggedCMYKHandling /LeaveUntagged

      /UntaggedRGBHandling /UseDocumentProfile

      /UseDocumentBleed false

    >>

  ]

>> setdistillerparams

<<

  /HWResolution [2400 2400]

  /PageSize [612.000 792.000]

>> setpagedevice



