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Introduction – Executive Summary 

According to the ENERDECA II project, Creative Tourism is an alternative form of tourism, which 

seeks the participation of tourists in creative activities, linked to the cultural capital of the region. The 

ENERDECA II project aims to create and promote a distinctive Creative Tourism product at 

transnational level.  

It is directly related to the stimulation of business activity through the development of creative 

industries in the project partners’ areas, but also mainly to the networking of this activity in a linear 

cultural tourism product which: 

a) will offer authentic touristic experiences 

b) will highlight and protect the cultural and environmental capital and 

c) will favor tourist connections between CLLD/LEADER countries and regions, thus creating a 

distinctive touristic offer at transnational level. 

In addition, the ENERDECA II project deals with the development of Creative Tourism in the areas of 

the project's partners through academic support, the exchange of know-how between the partners 

and other stakeholders and the provision of practical tools and techniques to both designers and 

organizers of Creative Tourism activities. 

Therefore, the main parameters of the ENERDECA II project are, on the one hand, the interpretation 

of the cultural and natural stock of the intervention areas of the CLLD/LEADER Local Programs and, 

on the other hand, the experiential tourism experience, through the development of creative tourism 

activities, in the project areas. 

To fulfill the objectives of the ENERDECA II project, it was deemed necessary to provide to all project 

partners, all the necessary common methodological tools & practical techniques, in order to define the 

Common Standards, based on which the interpretation of Resources of Creative Tourism in 

CLLD/LEADER areas will be accomplished. 

In this context, there has been created the current Deliverable-Guide, which lists several 

short instructions, guidelines or else specifications, based on which the project partners and 
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relevant project stakeholders, may be able to proceed to the production and use of all the 

interpretative tools foreseen in the framework of the ENERDECA II project. 

The interpretive tools that can be used are numerous, with different scopes and functions: 

the authentic objects and the ways they can be presented, the written and spoken language 

of an exhibition, the presentation of information, the space and atmosphere of the exhibition, 

the visual and interactive exhibits, etc. 

In order to get the best out of this Guide, all necessary material has been collected and then 

edited & simplified, in order to be properly presented in the form of short sentences, so as to 

be fully understood by the reader. 

More precisely, the current Deliverable-Guide includes Recommendations or Guidelines or 

else Specifications (in the form of short sentences) for: 

 the creation of the suitable atmosphere: the environment and the atmosphere created are 

important elements for the perfect transport of the visitor to the place and time 

 the best use of language (written and spoken language) 

 the marking of touristic sites 

 the creation of itineraries and activities: the simple and 'dry' narration usually does not arouse 

the interest of the visitor, therefore the visitor should be motivated in order to actively 

participate in the process and to have the feeling of discovering things by himself 

 the exhibits and the interactive presentations 

 the educational programs 

 the touristic staff. 

In the following Chapters of the current Deliverable, there are listed more than 200 Recommendations 

(291 Recommendations to be exact), having as target-groups: 

• Children and Teenagers 

• Adults and Elderly People 

• People with Disabilities 

• People with Cultural Differences. 
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For a better presentation of these Recommendations, there have been categorized in the following 5 

major Categories: 

- Infrastructure 

- Special Spatial Planning for People with Disabilities and Educational Programs 

- Exhibits and Interactive Presentations 

- Texts as a Basic Means of Communication and Interpretation 

- Staff 

In the following Chapters, the 291 Recommendations, distributed in the 5 above-mentioned 

Categories, are presented analytically one by one.   
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1. Infrastructure (1-53) 

In general, the planning/design of new building facilities or the renovation design of old 

building facilities, is being undertaken by teams of architects-engineers, who take care of the 

integration of the touristic place into the natural urban or semi-urban landscape of the area. 

Especially in the renovation works, particular emphasis is given to the proper inclusion of 

special air-conditioning systems, which are essential for the maintenance and good condition 

of the objects to be exhibited, in order to meet their particular needs. 

In modern places of touristic interest, special care is being given to auxiliary installations, 

interactive technology parks, maintenance laboratories, administrative staff offices and 

specialized storage areas, so as to avoid -as much as possible- manmade and 

environmental causes of destruction of the exhibited objects. In particular, the spatial 

planning/design of a touristic place is particularly important, since it offers a unique 

experience to the visitors and it can transport them –through a proper design- to a different 

place and time. 

A touristic place must be structured according to its use. The activities within it affect the way 

that such an interior space is organized and arranged. The design process is led by the 

decision making of which elements will be used and how they will be arranged in the area. 

During the design process of an exhibition space, a set of rules, recommendations and 

specifications must be taken into account, to help to better arrange the space, lead the visitor 

to a pleasant & relaxing tour and upgrade the museum experience. 

In the following Chapters, specific Recommendations-Guidelines regarding “Spatial Planning 

& Routes, Atmosphere & Lighting and Visitors Safety”, are presented.  
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1.1 Spatial Planning and Routes 

1. The infrastructure must be suitable in order to better serve as many visitors as 

possible 

The quality of the infrastructure contributes to the feeling of welcoming. Even if the 

interpretation may have been done correctly, visitors may be disappointed or even get 

angry due to poor or incomplete infrastructure. 

 

2. The infrastructure related to the provision of interpretation must cover the basic 

needs of the visitor 

 
Maslow's hierarchy of needs 

 

 

e.g. marking, signaling, vehicle parking, orientation and information, toilets, trail quality and 

width, waste disposal, seating and picnic areas, food and souvenirs. 
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3. Inside a building there must be enough space for visitors to walk around 

comfortably 

If the access to exhibits, signs or interactive elements is not easy, then the desire for 

reading, observation or trying may be reduced. 

 Minimum widths: 

o one adult: 66 cm. 

o two people (movement in two directions): 120 cm. 

o wheelchair: 90 cm. 

o family (2 adults, 2 children): 210 cm. 

 

4. The space required is related to the expected number of visitors during peak 

periods 

If the space is too small, it will be crowded during the high season, resulting to disappointed 

visitors. 

 

5. Define and analyze your target groups before you start planning and calculate 

the numbers of concurrent visitors during peak periods. Plan for 80% of the highest 

numbers in order to balance costs and benefits 

Space required for an exhibition: 

o permanent: 2.5 m² / person 

o temporary: about 2 m² / person 

o cafeteria: approximately 2 m² / person 

o shop: approx. 2.5 m² / person, plus storage space  

(30-50% of the shop area). 

If larger groups (such as schools, etc.) are expected, this should also be taken into account. 

 

 

6. A proper planning should predict and provide free spaces and rest areas along 

the route 

In this way, on one hand, the visitor remains –both physically and mentally- rested from the 

continuous information, on the other hand, the spaces/rooms that follow these free spaces 

are highlighted. 
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7. Avoid flooring materials with multiple patterns or a large variety, especially in 

small rooms 

The floor is primarily the backdrop to an exhibit, if the exhibit is not mounted on a podium. It 

should give a comfortable and quiet impression. Avoid drawing attention away from exhibits 

and avoid eye strain. 

 

8. The floor must be wear-resistant, must provide opportunities for fixing the 

exhibits and must reflect light 

 

9. Different floor materials may mark some rooms or areas 

Guests recognize the transition from hard floor tiles to soft carpets. The change in feel and 

sound creates interest without competing with the exhibits. 

 

10. Avoid using heavy objects 

Heavy items can leave some ugly and long-lasting marks on carpets. 

 

11. Entering a touristic place attracts attention and allows quick orientation. 

Quick orientation is a basic condition for visitors to feel comfortable and safe in relation to 

the visiting areas. Vagueness in relation to direction and spaces, causes insecurity (where 

what is located), wastes the valuable time of the visit and causes discomfort. Also, the 

vagueness in relation to the expected experience reduces the overall quality of the 

experience in the place of visit. 

Before visitors enter a touristic place, it must cover specific practical needs related to the 

space and contents of the exhibition, such as ticket prices, restrooms, shops, maps. 

 

12. The information must be provided in front of the main stream of visitors and be 

richly designed. 

 

13. At the entrance, a manned information desk should welcome visitors 

Primarily, the reception is the first impression visitors receive. It makes them feel welcome. 

However, e.g. in small museums in rural areas, with only a small number of visitors, a 

manned information desk may not be affordable. 

 

14. The souvenir shop should be located towards the exit, so that visitors have to 

pass through it at the end of the exhibition, but there must also be easy access from 

the outside 

Books, brochures and leaflets supporting the tour are mainly purchased prior to the visit. 

After that, people are more motivated to buy memorabilia, gifts, calendars and postcards or 

literature to delve deeper into the subject. 
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Some people just want to buy a souvenir without paying an entrance fee or being forced to 

go through the place of touristic interest. 

If it is not possible to have access to the store from both sides, it is usually reasonable to 

place it at the end of the tour in order to increase sales. 

 

15. The shop in the place (or even better the small shop located next to the path) 

should offer a variety of products or souvenirs for children, which are connected 

significantly with the central theme 

Children love to collect memorabilia for themselves and to display them at home. Memories 

help keep the on-site experiences alive. Some of the gifts may be priced according to the 

financial capabilities of the children. 

 

16. Non-linear route design encourages exploratory behavior. 

 

17. Excessive clarity in the layout of the route/space and straight lines in front of the 

eye, quickly become boring. 

 

18. Corners, recesses, dark spaces, surprises and various sequences are attractive 

and extend the visit time. 

 

19. Each station must have one, and only one, main idea. 

An important mention of the item or feature is a good reason for visitors to spend time at a 

station. 

 

20. Visitors should not be faced with too much content on any of the stations, as 

they may get bored and lose interest. 

 

21. The relationship between the main idea in the station and the central message 

must be made clear. 

 

22. The main idea in each station must be expressed as a complete sentence.  

 

23. In exceptional cases, if an important feature in a station is not related to the main 

message, this should be clearly stated, e.g. by the use of a graphic device.  

 

24. A touristic space must allow visitors to choose their own routes. 

Stations can be selected according to individual interest. The potential for crowding around 

individual stations is reduced. 

Exception! 
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If a strong story significantly enriches the experience, a consistent sequence of stops along 

the way may be needed. 

 

25. The majority of stations should be placed on the first half of the self-guided 

(without a guide or driver) trail. 

At the beginning of the trail visitors are still rested, while towards the end they may become 

tired and suffer from information overload. 

 

26. The first station must be visible from the starting point to arouse interest. 

Towards the end of the path, the stations should be further apart. 

For a tour under 2 km, this recommendation is probably less suitable. 

 

27. Recommendation should not stop the explaining of the features with interest just 

because they are in the second half of the path.  

 

28. The selection of stations should be based on the objects and stories that are 

most interesting to visitors. 

If they are of wider equal interest, this recommendation can be an additional criterion. 

 

29. The number of stations should not be prohibitive for visitors.  

Too many stations will tire visitors and make them less receptive to the performance 

product. 

The recommended number of stations is between five (for short trails) and fifteen (for full-

day trails). With fewer than five stations, the character of a themed trail can be lost. 

 

30. Circular routes are better than straight ones 

a) With greater interest, as visitors get new impressions if the way back is different. 

b) No repetition. The route seems less crowded because visitors encounter fewer people. 

Personal physical experiences are not interrupted. 

Justification a) applies when the return path is as attractive as the one that has preceded it. 

Justification b) applies when visitors go on circular routes with a single, preferably, 

direction. 

 

31. Children prefer narrow winding paths and small, bumpy, uphill and downhill 

paths 

The narrow paths have more to explore and children create a closer relationship with 

nature.  

Trails that offer the ability to climb and balance are consistent with the natural need for 

movement. Wide dirt roads, e.g. for forestry, which are only available for walking, are boring 
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and tiring. Keep in mind that narrow paths may need maintenance more regularly. As a 

rule, they are not suitable for prams. This should be clearly marked. 

 

32. Winding paths are better than straight ones. 

Rounds with turns or obstacles in the field of view are more adventurous and promote a 

sense of discovery. 

Hikers perceive the length of straight sections on routes differently than cyclists. 

 

33. Picnic breaks and similar facilities are very important for children. 

Hunger and thirst create discomfort that leads to reduced power of concentration.  

Groups with children and families with children usually have reduced financial means and 

do not have enough money to visit a restaurant. 

The required number of picnic areas depends on the length of the route, time of year and 

age. 

For children under 8, it is recommended to take a break every 1.5-2 hours. 

Picnic areas can also be included in museums and visitor centers. Not only are they useful 

for eating, but they provide an opportunity to gather as a group. 

 

34. Visitors must be provided with a clear, consistent and comprehensive 

orientation system. 

Visitors need a general overview of the place and the existing routes.  

Many visitors need periodic reassurance about their location and that they are heading in 

the right direction.  

Without adequate guidance, visitors may feel lost or literally lost, and this will trigger 

unpleasant memories of an unsuccessful or even difficult experience. 

 

35. Orientation systems must satisfy two conditions:  

A. initial information and 

B. guidelines along the route. 

On the one hand, they must provide a visual overview of the route in the landscape and the 

entire infrastructure and include information about the length of the route, degree of 

difficulty, access, etc. This can be achieved through, e.g., maps/plans on signs or leaflets or 

electronic media. 

On the other hand, they must clearly identify the starting point and all the junction points of 

the route.  

This can be achieved through signposts or marking the route using e.g. color separation of 

the routes, pictograms and simple arrows linked to the leaflet/map or GPS devices, etc. 
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36. Instructions at the beginning of linear paths are essential 

Orientation to other infrastructure, related information, available publications and other 

sources of information help keep visitors in the area and maintain their interest in it. 

 

37. At the end of each trail (or at key points along the way) there should be summary 

information points and guidance for orientation 

Summary information points: These points offer a concise overview of what visitors have 

seen and learned. The summary includes key facts, interesting details, and connections to 

broader topics. Visual aids (such as diagrams or infographics) can enhance understanding. 

Guidance for Orientation: This could be a large map near the exit, showing the entire 

museum layout and the location of each trail. It may also include directions to other facilities 

(restrooms, café, gift shop) or nearby attractions. 

 

38. Path routes must not cause damage and/or disturbance to sensitive natural 

environments and species. 

Vulnerable or threatened species and environments should not be adversely affected by 

interpretive infrastructure aimed at promoting sustainable tourism. This could also damage 

the image of the area. 

Visitors may cause nuisance or wear and tear as they use the trails.  

In addition, wear and tear must be avoided during construction of the paths. 

 

39. Interpretative messages often promote the rationale of balanced development, 

precisely because in the majority of cases they are related to organizations and 

agencies concerned with sustainability and social well-being   

The use of materials and production processes incompatible with the above will 

undoubtedly jeopardize the credibility of the organization and compromise the interpretative 

issue. The following factors should be seriously considered: 

 production based on a low-pollution process and sparing use of raw materials 

 transportation with environmentally friendly means 

 use of renewable energy sources 

 operation with the lowest possible exhaust gas emission 

 constructions with repairable materials 

 material recycling 

 throwing waste in waste receptacles that accept recyclable categories of waste (glass, paper, 

plastics, compost, etc.).  
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1.2 Atmosphere & Lighting  

40. There must be a system (combination of art and technology) 

There are two factors that must be taken into account: 

 The entire space should not be illuminated uniformly by a strong light that will virtually 

disappear the objects. 

 In case o an exhibition, don't show the objects too much on the background. Maybe the 

presentation becomes too "theatrical". 

 

41. If the lighting is natural, it must come from the ceiling, without sunlight 

enveloping the objects and damaging them. 

 

 

42. Artificial lighting must be used for sensitive objects. 

Artificial lighting is easier to control, it protects objects, but it can create claustrophobia to 

the viewer. 

Recommended lighting: 

 50 lux for very light-sensitive materials (dyed and processed organic materials, textiles, 

watercolors, carpets, prints and drawings, manuscripts, leather, tapestries, specimens from 

the natural world - plant species and feathers) 

 150 lux for moderately sensitive objects 

 200 lux for unpainted and untreated organic materials, oil and tempera paintings, finished 

wooden surfaces 

 200 to 300 lux for general materials, not very photosensitive (metals, stone, ceramics, glass) 

But when these are exposed together with other photosensitive ones, it goes without saying 

that the lighting levels of the latter must be controlled. 

Ultraviolet radiation (UV) is also a factor that must be controlled by placing filters between 

the source and the object so that it does not exceed the limit of 75 microwatts/lumen. 

 

43. The maintenance personnel must perform constant and specific checks on the 

operation of the lighting. 
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44. Avoid reflections and blinding effects 

Poorly lit areas, reflections and blinding effects (if not intended) confuse visitors and reduce 

readability. 

Light and illustration are consciously used for interior design and visitor guidance. Humans 

perceive 80% of information through their eyes. In exhibitions, this standard is often even 

more important. 

 

45. No light source at an acute angle behind the visitor if there is reflective material 

from the front. 

Reflections are created by light sources located behind the visitor (at a limited angle relative 

to the field of view). No light source in the field of view. 

Dazzle effects are created by light sources in front of the visitor. To avoid this, the light 

sources must be at an angle > 45° to the field of view. 

 

46. Avoid sudden changes in lighting intensity. 

The eyes need some time to adjust. 

If there are very bright and/or dark parts, smooth transitions should be created. This 

recommendation does not mean that the same lighting conditions should always be used. 

Eye strain is avoided by alternating light sources and brightness. 

 

47. Avoid too strong contrasts in lighting. Instead, direct the lighting to the object 

under observation 

Very sharp contrasts in lighting are tiring. Older visitors and visitors with visual impairments 

are particularly sensitive to strong contrasts in lighting. 

 

48. Contrasts in general lighting:  

 adjust the lighting to the object under observation so that it is not larger than the 1:6 

scale in relation to the general lighting. 

 For older visitors, the ratio of light intensity to observed object is set at 1:5. 

Exceptions to this rule relate to dramaturgy: where one aims to draw attention to a 

particular scene or object under view and therefore uses a disturbing means to focus 

attention on the chosen phenomenon. 

Colorless backgrounds on the walls can be used to highlight the colors and texture of the 

material of the objects and make the presentation more imposing. 
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1.3 Visitors Safety  

49. The safety of visitors must be ensured 

Potential hazards: for example, falling, tripping, slipping on wet wood, steep slopes, wild 

animals, subsidence, avalanches, sudden weather changes, dehydration, disorientation, 

swamps, low tides and floods, busy roads or mountain bike trails. 

 

50. Fire safety and security guidelines must be considered in the design stage. 

 

51. Touristic spaces must comply with safety rules 

(e.g. extinguishing / sprinkler systems, emergency exits, escape routes, emergency lighting, 

etc.) 

 

52. Advise on safety rules, emergency procedures and proper conduct 

Verbal Instructions: 

• Speak slowly and clearly: When giving verbal instructions, speak clearly and at a 

moderate pace. Use simple language and avoid jargon or complex terms. 

• Repeat critical safety information. For example, during a guided tour, remind tourists 

about emergency exits, fire evacuation procedures, and any specific hazards. 

Signs: 

• Position information signs in highly visible areas. Place them near entrances, exits, 

elevators, staircases and restrooms. 

• Use universally recognized symbols (e.g. fire extinguisher, emergency exit) alongside 

text. This accommodates tourists who may not understand the local language. 

Emergency Procedures: 

• Fire Evacuation: Clearly mark emergency exits with signs. Explain the evacuation route 

verbally and indicate assembly points. 

• First Aid: Provide information on the location of first aid kits and how to access them. 

Cultural Sensitivity: 

• Respect Local Customs: Be aware of cultural norms and sensitivities. Avoid gestures 

or phrases that may be offensive. 

• Adapt to Audience: Tailor instructions based on the audience. For example, if 

addressing children, simplify the language and use relatable examples. 

 

53. On guided tours, monitor the group and frequently check the number of 

participants. 
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2. Special Spatial Planning for People with Disabilities & Educational 

Programs (54-82) 

In recent years, there have been various protests regarding the issue of equal access and 

participation in the cultural goods of society, for people with disabilities. Cultural institutions and 

agencies should ensure the inclusion of this social group. Participation in education is a right of all 

individuals, without targeting their special individual characteristics. 

For the above purpose, the unhindered and without obstacles accessibility for visitors with 

disabilities must be taken into account during the planning of the infrastructure. 

The concept of access, in addition to the possibility of using indoor and outdoor spaces and their 

parts in order to feel autonomous and full of self-confidence, also includes the concept of active 

participation in activities that support the goals and policy of each touristic space (e.g. educational 

programs, guided tours, educational material, periodical exhibitions, mobile exhibitions, lectures, 

etc.). 

The access of people with disabilities is not only linked to technical aids, although these are 

undoubtedly of great importance. It is connected and includes the possibility to participate in 

various actions and cultural events.  

Touristic places develop a wide variety of activities with educational and communicative intent, 

such as: educational programs, guided tours, educational material, periodical exhibitions, mobile 

exhibitions, lectures, etc. One of their most important actions is the planning and organization of 

educational programs for various groups of the public. 

The implementation of the principles of Universal Design and Accessibility, the diversified 

programs, the implementation of alternative ways and means of information transmission, the 

auxiliary use of assistive technology, the specialized staff in subjects related to disability issues, 

the acceptance of diversity by the society, represent certain factors which contribute to making 

people with disabilities and/or special educational needs, beneficiaries of cultural and educational 

goods. 

In the following Chapters, there are presented specific Recommendations-Guidelines regarding 

“Special Spatial Planning for People with Disabilities & Educational Programs”. 
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2.1 Spatial Planning for People With Disabilities 

54. Surrounding areas and general services for people with disabilities 

 Parking spaces exclusively for disabled people. 

 Free parking spaces for small cars to get off or get on persons with disabilities. 

 Routes leading from the parking space to the entrance and to pavement. 

 Free pedestrian zones with built-in guides for the blind. 

 Wheelchairs for those visitors who need them. 

 Appropriate signage for each service offered in strategic points of the surrounding area and 

the building. 

 Sanitary facilities with dimensions and suitable equipment for people with disability. 

 

55. Instructions for people with mobility problems 

 At least one entrance, preferably the main one, suitable for wheelchair users. 

 Sufficient door opening width sufficient for wheelchairs. 

 Handrails, non-slip floors, marking of stair edges. 

 Elevators and proper access to them. 

 Lifting mechanisms on stairs and in assembly points. 

 Automated navigation and transportation media handling systems. 

 Smooth ramps near steps. 

 Stool for use on guided tours. 

 Adequate seating and public spaces that offer seats with backs of different heights and 

degrees of hardness. 

 Maps showing seating positions, ramp routes, leaflets with stair numbers. 

 Telephone devices that can be used by disabled users 

 Accessible mobility devices, including manual and power wheelchairs, mobility scooters, and 

mobility aids (such as walkers, canes, and crutches) 

 Appropriately configured laboratories. 
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56. Instructions for people with visual impairments (Partial or total loss of vision) 

 Tactile and auditory guides. 

 Tactile layouts and designs of objects. 

 Tactile exhibits. 

 Handling gloves (only where absolutely necessary). 

 Information in Braille and large print. 

 Large print brochures of signs and explanatory texts. 

 Appropriate signage in Braille. 

 Color contrasts. 

 Correct lighting. 

 Micro-monitors and Braille displays, via wired or wireless communication. 

 Palmtops & Personal Digital Assistants (PDAs), smart phones. 

 Permissible entry for guide dogs to access the museum and water for them. 

 Sale items. 

 Laboratories. 

 

57. Instructions for people with hearing loss or deafness 

 Visual or visual-motor presentation of information, development of visual material that 

combines different visual information. 

 Correct lighting. 

 Word processors. 

 Multimedia capabilities - Sign Language (SL). 

 Room wiring and information amplification systems (headsets & neck loops). 

 Fire safety systems with lights 

 Permissible entry for hearing dogs to access the place and water for them. 

 

58. Instructions for people with learning disabilities 

 Clear signs and labels. 
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 Large print size. 

 Tailor-made audio tours. 

Educational Programs for people with disabilities 

59. It is proposed to adapt the permanent educational programs of the museum to the needs 

of people with disabilities.  

 

60. It is proposed to design "special actions and programs" for people with disabilities.  

 

61. It is proposed to investigate the needs and capabilities of people with disabilities so that 

they are carried out in the necessary modifications of each program and the accompanying 

educational material. 

 

62. It is recommended that the persons in charge of groups of people with disabilities visit 

the touristic space in order to better assess the potential of the site. 

 

63. It is suggested that touristic space managers visit the schools of children with special 

groups, in order to create personal ties with them and prepare them properly. 

 

64. It is proposed to supply the special educators with supervisory material, educational 

files, brochures for the better preparation of the children before their visit and also for the 

further processing of the material at school with the special educators and other experts. 

This contributes to a more effective implementation of the educational program. 

 

65. It is proposed to provide assistive listening devices and special audio tools in the 

touristic space. 

 

66. It is proposed to provide brochures in Braille.  

 

67. It is proposed to provide magnifying glasses in the exhibition area 

The appropriate program can be designed for each type of disability. 

 

 

Special Programs for visually impaired people 

68. Provision of programs focusing on visitors' perception of exhibits through their oral 

description by interpreters  

They may be accompanied by original exhibits and/or other tactile aids, but mainly replicas of the 

objects are used as the originals have been damaged. 
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69. These programs must have a limited number of exhibits. 

 

70. These programs must be located in a comfortable space. 

 

71. These programs must be immediately accessible. 

 

72. These programs must have adequate lighting.  

 

73. These programs must have seats for guests to rest. 

 

74. These programs must have a defined pre-planned path from one exhibit to another. 

 

75. These programs must have handrails and supervisory material available in large print 

and Braille.  

 

76. Provision of discovery rooms and tactile tours, which use touch to enhance the 

educational experience of all visitors.  

These are some rooms in some areas of touristic spaces, open to the public, which include exhibits 

of the museum which the visitor has the possibility to touch, in order to better explore the objects 

and the surrounding area. 

 

77. Provision of touch tours in which a trained expert verbally describes exhibits to facilitate 

a visually impaired person. 

 

78. Provision of art creation programs. 

 

79. Provision of programs focusing on discussion and description of exhibits. 

 

80. Provision of stations with specially designed interactive exhibits and information media / 

models. 

 

81. Provision of guided tours with headphones. 

 

Programs for the hearing impaired people 

82. Guided tours in more than one sign languages. 
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3. Exhibits – Interactive Presentations (83-114) 

In a tourist space, exhibits may be permanent exhibitions available or thematic exhibitions may be 

held. Based on the type of exhibits, the corresponding categories of exhibitions are created, which 

have the corresponding decoration of the space. 

Exhibits cannot "speak" by themselves, however they can "tell" their story in an expressive way. The 

interpretation process and understanding the concepts behind the exhibits is demanding and 

complex, but it can be facilitated by some basic Rules that facilitate the interpretation process. 

In the following Chapters, there are presented specific Rules-Recommendations-Guidelines 

regarding “Exhibits – Interactive Presentations”. 

 

3.1 Exhibits and their Placement  

83. Models and interactive objects need to be particularly well-made and secure 

 The risk of injury must be minimal. 

 Infrastructure is often broken, frustrates visitors and requires high maintenance costs. 

 Consider all possibilities of abuse, especially children abuse. 

 

84. The exhibition should not take place only in the special areas.  

Touristic places do not only receive the public but can go towards it in various ways in order to 

achieve their goals. 

An exhibition can be held in halls or ramps and around the respective building or its garden; it can 

even be transported far away and enriched by local elements. 

 

85. The height and accessibility of the exhibits must be adapted to children. 

Children want to act on their own, without depending on the help of adults. If they cannot reach the 

exhibits by themselves, they quickly lose interest (e.g., a permanently installed telescope: children 

can only see the sky when someone lifts them up). 

In exhibits for all ages, small platforms or steps can provide access for children. 

If children are the primary target group, adults may need to bend over backwards. 
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86. Exhibits bases must be distinctive and modular so that they can be changed in shape 

and possibly change their position 

They can be covered with the same fabric as the entire display case in order not to obstruct the view 

of the objects. 

If they are large, they can be included in the construction of the building, unless of course it is a 

historical monument, whose appearance must not be altered. 

 

87. It is recommended to hang some exhibits with transparent threads 

This can show their use in the past and give the viewer a partial impression that it is coming back to 

life in front of them. So, for example a costume can be "set up" in 3D without using mannequins. 

 

88. An educational character, which reminds children of school, should be avoided 

Children and young people want to have experiences during their free time. If they feel like learners, 

this can cause defensive reactions that prevent emotional connections to the subject, place, or 

object. 

Capitalizing on field experiences in the school after the visit does not contradict this 

recommendation. However, on-the-spot performance only becomes dynamic when it is enjoyable. 

 

89. Texts, drawings and photographs can be used to better present an object, problem or 

phenomenon.  

However, their repeated use must be avoided because they lose their meaning and, moreover, their 

abundance deprives the objects of their radiance. It is preferable to have them concentrated 

somewhere separate in the room or to be replaced by individual audio-visual equipment. 

 

90. The position of the object in the exhibition can be determined by its evolutionary course 

over time.  

This dynamic presentation helps the visitor to understand the entire evolutionary process and not 

"suffocate" in a sterile typological series. 

 

91. Placement of exhibits in synchronous sequence  

This particular placement does not foresee the objects being exhibited in chronological order but 

with a set of factors, so that the relationship between the objects is the one that will make some 

sense. E.g. the functionality of a tool can be demonstrated by placing it near others of the same 

trade. 

Transferring these to a closed space may prove problematic because the environment will be 

missing, but if the presentation has the concept of composition, it has proven to be particularly 

attractive to the public.  
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In any case, too many representations should be avoided because they erase the emotional charge 

that the real object causes to the viewer. 

 

92. Highlighting an object - symbol  

The most impressive object (not necessarily the most beautiful) is the one that symbolically 

expresses the whole meaning of the exhibition and makes the viewer go emotional so that he 

remembers both the latter and the exhibition. In permanent, large exhibitions, it can mark the route, 

something like a pleasant break. 

 

93. Avoid visual disturbances with objects on walls, such as for example electrical switches, 

security systems, air conditioning, etc. 

The exhibits are mainly placed on fixed or movable walls. Therefore elements that do not belong to 

the exhibition, but are visible, tend to distract visitors. 

The viewer's field of vision in a small space is full of vertical and horizontal lines. It is therefore useful 

to have a schematic of the walls so that we know in advance where there are built-in or suspended 

objects, so that we can adjust the exhibition design accordingly. 

It is noted that the exhibitions must be planned in such a way that each exhibition does not leave 

traces at the expense of the next one.  

 

94. Protect exhibits from theft and vandalism. 

 

95. Find innovative ideas and find customized solutions for exhibitions and exhibit 

presentation. 

 

96. The design of interactive exhibits must be consistent with the overall rationale and 

design of the exhibit and must be absolutely & directly related to the central message 

The harmonious design contributes the most to the complete visitor experience. Construction, 

materials and design must be consistent with the central message of the exhibition. Artificial 

interactive elements (e.g. plastics) and gaudy colors are largely inappropriate for the interpretation of 

the natural environment, sustainability and environmental protection. 
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3.2 Interactive Presentations 

97. Exhibitions-Businesses should have a variety of media which cater for different types of 

learning 

Exhibitions-Businesses usually have very condensed information and sensual impressions. Variety 

in media helps avoid feeling overwhelmed and provides easy access for people with different types 

of learning. Therefore, the media mix should be well balanced, including text and visuals, audio and 

interactive presentations. 

Even if interactive media becomes boring from excessive use, especially if an activity is not related 

to the object being interpreted. Pulling and pushing handles all the time can be very tiring. 

Interactive media is most effective if the activity is sufficient for the content. It is better to present 

fewer but better organized and structured interactive installations & presentations.  

 

98. Audio-visual media should not be time-consuming 

Visitors' motivation and interest to listen or try is limited – especially when there is nothing more to 

discover. Except that other guests wish to use the audiovisual station. If they have to wait for 

someone occupying the station for a long time, there will be resentment. Time limits may prevent 

overcrowding of visitors. Duration of various types of audiovisual media: 

 3-4 minutes for a single exhibit. 

 10-15 minutes, in separate screening rooms. 

 

99. Seats or the possibility to rest during longer presentations encourage visitors to stay 

throughout the program. 

 

100. Countdown timers or timers announcing the start of the next presentation inform 

visitors that they must leave.   

 

101. A sufficient number of headphones at a sound point helps avoiding overcrowding  

Consider the number of visitors during peak periods and the duration of videos when calculating the 

sufficient number of parallel systems. 

 

102. Sounds from an audio-visual installation or noise emitted by a mechanical exhibit must 

not disturb other visitors.   

 

103. An existing discrete sound in the space can be fragmentary and reduce the 

interpretation experience.  

Loud noise can even disturb guests. 
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104. Simply turning down the volume can sometimes be the solution. However, there are 

limitations when users can no longer clearly hear the audio device. 

 

105. Headphones, soundproof rooms, separate areas, soundproof curtains, etc. are better 

but more expensive solutions.  

 

106. Interactive media must be automatically set to the initial state, or set by staff as soon as 

visitors make them available. 

Most visitors leave interactive media without returning it to its original state. Therefore, the following 

visitor sees/hears the result before he/she takes action. This prevents anticipation from building and 

interest diminishes. 

 

107. Puzzles can be fitted with magnets, which automatically deactivate after a few minutes, 

causing the pieces to fall into something.  

 

108. Provide drawers and lids with slats so that they move to their original position by 

themselves. 

 

109. If automated technical solutions are not possible, exhibits may require staff to manually 

reset interactive media (and to explain it to visitors).  

 

110. Interactive media that ask for solutions must be addressed to the whole family  

If the questions are only directed to children, this can cause stress, which is associated with 

competitiveness, and failure to achieve good results can lead to distress and discouragement from 

further participation. Finding solutions together requires the whole family to talk and work as a team. 

By achieving results the family will be helped to remember the main message at the station. The 

interpretive product must be designed to work with all generations, with the aim of capturing the 

attention of the whole family. 

 

111. The interpretative method for children must take into account their need for movement. 

If children cannot satisfy their physical need for movement, then they are less likely to follow the 

interpretive process. 

 

112. Computer-based exhibits are understandable and easy to operate even for a non-

specialized and unfamiliar audience 

If visitors have trouble handling interactive exhibits, they become dissatisfied and the good 

impression of the visit will be reduced. 
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 Each key will launch the program. 

 Using simple and as few keys as possible. 

 Each key on the keyboard is labeled in a short and concise way. 

 It is not necessary to press the "Enter" key. 

 If possible, avoid unwanted parts of the program. 

 It is easy to restart at any time (eg with the "Reset" button). 

 After 30 to 60 seconds of inactivity, the program will automatically terminate. It might be a 

good idea to generate a warning first (Do you want to quit the program? yes/no), before 

actually terminating the program. so you can avoid an accidental abort. 

 Encourage the guest to give up their seat at the end of the program (We hope you enjoyed 

program xy. It will now start for the next guest). 

 

113. The exhibits in an interactive exhibition for children must be aimed at different age 

groups. 

Different functions for different age levels can enrich the physical and intellectual access to objects 

and topics for children of different ages and developmental levels. This is particularly useful for 

groups with children of different ages, such as families. 

Rather than providing complex exhibits with multiple functions, different specialized exhibits for 

different ages in the same space may be more useful. 

 

114. There must be instructions for use for interactive exhibits. 

Instructions for using exhibits or performing activities are part of the overall narrative of the exhibit. 
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4. Texts as a Basic Means of Communication and Interpretation (115-

244) 

The texts of the exhibition spaces function as a carrier of information and interpretation. Texts are 

one of the main means of interpreting exhibits and/or themes of an exhibition, a carrier of messages, 

but also a basic "tool" for the construction of meaning by visitors. In addition, there are many other 

exhibition interpretive media: audio-visual, electronic, visual representations, etc. 

However, "text" is any form of information or interpretation provided through language. Whether we 

are reading an information sign or the instructions for using an interactive exhibit or listening to the 

narration that accompanies a video, we are dealing with a form of linguistic communication. The 

text, therefore, printed or electronic, is still the museum's main means of communication. 

The category of printed texts includes titles, introductory texts, section texts, texts for sets of 

exhibits, captions – individual or group, identification tags, marking signs, etc., which can be 

distinguished into interpretive and non-interpretive texts accordingly. 

The particularities of the texts in general are as follows: 

 Intended to inform, interpret and/or introduce visitors to a topic without too much detail 

 It is – as a rule – addressed to a wider audience and not to limited groups of “experts” 

 Intended to be read under very specific circumstances 

 It is not only to be read, but also to be seen, so its visual dimension is of great importance 

 In the following Chapters, there are presented specific Recommendations-Guidelines 

regarding “Texts as a Basic Means of Communication and Interpretation”. 
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4.1. Guidelines for Appropriate Text Management 

4.1.1 General Instructions 

115. It is important to define as basic parameters for the writing and production of texts for 

any creative activity, the following: the content, the function, the visitors and the physical 

space in which each text will be placed.  

Some essential questions thus arise: 

 What do we want to say? 

 What is the purpose of the text? 

 To whom is it addressed? (refers to the target audience of the creative activity according to 

which the stylistic variety we will use, as well as the structure of the text, is determined in 

principle) 

 Where will it be placed? (this will help us, among others, in the proper alignment of the text 

and font size) 

When formatting the text, it is important to know the function of the text, if it is intended: 

 to mean something 

 to orient 

 to inform 

 to interpret 

 to give instructions 

Or, in addition, if the text is intended: 

 to attract attention 

 to direct attention to specific points or elements 

 to correct common misunderstandings 

 to provoke active participation 

 to stimulate thought 

 to cause surprise 

 to trouble. 
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The function that each text is required to perform determines not only its language, style, syntax and 

structure, but also the form of presentation of the information (i.e. whether it will be a conventional, 

printed, text or computer text, whether will make use of questions or not, whether it will be printed in 

a or b way, on a or b surface, etc.). 

 

116. The levels of written information in a creative activity vary from the most general to the 

most specific and are: 

 Title 

 Subtitle 

 Introductory text 

 Group text 

 Individual signs 

 Side material. 

 

117. For the title of a creative activity, the following must be taken into account: 

 Size- to be large and imposing. Usually the largest font size is used 

 Message length- usually short, one to ten words 

 Appearance - to attract attention 

 Content- to be thematic, minimally informative 

 Concept - the design should prevail over the content 

 Overall impression - a form that conveys the content (comic, serious, elegant, etc.). 

 

118.  For the subtitle of a creative activity, there should be taken into account: 

 Size: to be written in a font with a point size large enough to be read from a distance, but 

smaller than the title. 

 Message length - up to ten words 

 Content - be informative 

 Concept / concept - the content should prevail over the design 
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 Overall impression - limit the information to the content of the report. 

 

119. For the introductory text of a creative activity, the following must be taken into account:  

 Message length - be reasonably long from 50 to 200 words, divided into easily readable 

sections, no longer than 75 words each. Have a large enough point size in the font to be read 

from a distance 

 Content- to be explanatory of the type of the creative activity and the relationship of the 

objects to it 

 Concept / idea - comprehensive text that explains the main concepts included in the creative 

activity so that the visitor gets a complete idea of what he is going to see 

 Overall impression - the text should provide information about the content of the report. That 

is why it must enter at the beginning of the route. 

 

120. For the group text of a creative activity, the following must be taken into account: 

 Message length - should range from 75 to 150 words, in a fairly small font but larger than that 

of explanatory signs 

 Content - be informative and interpretive, illustrating relationships between groups of objects 

 Concept / idea - the text should connect the sections of the report 

 Overall impression - to focus on the subject. For this reason, of course, it requires greater 

interest on the part of the visitor in order to read it. 

 

121. For individual signs, attention should be given to: 

 Message length - concise but capable of providing sufficient information. Small font but 

enough to be read by people who wear glasses 

 Content- informative but limited to title, maker, material and date of manufacture 

 Concept / idea – aim to identify the object 

 Overall impression - to provide specialized information. 
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122. Text layers:  

 Keep the main message short. 

 Use different face types for additional, more detailed information or headers. 

 Use headings in longer sections of text. 

 Correlation from paragraphs and images (Image and text in one section). 

 

123. The introduction describes the characteristics of the interpretive product.  

 

124. Titles must attract attention and arouse interest 

The vast majority of visitors who pass by take a brief look at the title. The first impression determines 

whether they will stop and start reading or not.  

 

125. Titles must convey key messages of the creative activity  

For example, "Mathematics Every Day" and "Mathematics for Everyone" convey with clarity and 

immediacy primary messages of the creative activity as a whole, namely that mathematics has a 

direct relationship with everyday human experience, provides the possibility of assistance in our 

various activities and is an innate ability in all. 

 

126. If there are key persons in a station, the titles must introduce the key persons of the 

station, indicating, at the same time, the field they contributed.  

For example: 

Pythagoras. 

The man who saw numbers everywhere. 

 

127. Titles must summarize the content of the text.  

For example: 

Apollonius 
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The last great geometer of ancient times. 

 

128. The headings give a definition which is then explained in the text.  

For example: 

Many unknowns, infinite solutions 

The differential equations. 

  

129. The titles give the result of a research.  

For example: 

250,000 stages! 

or 

How did Eratosthenes calculate the length of the earth's circumference. 

 

130. Titles must condense the content of the text into one sentence, for example the 

contribution of a mathematician to the history of Greek mathematics.  

For example: 

Diophantus 

The first steps to algebra. 

 

131. Subtitles must be meaningful and relate directly to the content. 

 

132. There must be introductory texts, i.e. texts that introduce the visitor: 

a) to the creative activity 

For example: 

Welcome! Let's approach important concepts of ancient Greek mathematics together 

b) to the subject of the creative activity 



 

    
Co-funded by Greece and the European Union 

35 

For example: 

Greek mathematics 

A special case in the history of mathematics 

When and where do they grow? 

... 

Why are they called Greek? 

... 

What are their sources? 

... 

Why do we care? 

c) to the parts of the creative activity 

e.g. 

Shapes and Numbers 

The great protagonists! 

Early Greek mathematics developed in the 6th and 5th c. e.g. in Ionia and in Great Greece, 

respectively. 

At this time, mathematics are still directly connected with philosophy...… 
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4.1.2 Key Message 

133. The key message should not be supported by more than five ideas 

The results of empirical research: the average visitor can retain five new ideas without problems. In 

In the case of more than five new ideas, visitors may feel annoyed and distressed. 

Up to five key ideas combined with the central message create the conceptual framework for 

complex interpretation. A clear conceptual framework helps visitors perfectly relate everything. 

 

134. The interpretation must be relevant to visitors and important for them 

Empirical research shows that interpretation that people cannot relate to will rarely generate interest 

and therefore will not be internalized. 

 

135. The interpretation must be relevant for people so as to be remembered, i.e. it must 

relate to their personal knowledge, experiences and/or values. 

It can be difficult to make interpretation meaningful, as relevance and relevance depend on the 

nature of the audience. As a performer, you need to know your audience well (who they are, where 

they come from, why they visit this place, what they expect, etc.). 

Variables such as age, educational and cultural background, occupation, lifestyle, personal interests 

and mindset and the circumstances of the visit, etc., play a role here. 

It is important to understand who cares about what issues, and also why they care about those 

issues. 

 

136. Interpret positive and negative effects of human activity. 

 

137. Interpretation must focus on specific local and regional traits and characteristics, but 

must still lead to an understanding of larger truths and broader contexts. 

Visitors have a genuine interest in knowing that the place they are visiting or staying in has special 

local characteristics. 

The more a place stands out as different from other places, the better visitors can identify with it. 

This gives visitors a stronger sense of place and the place a stronger sense of pride. 

 

138. Visitors must always know clearly from which point of view the interpretation is 

presented. 

Interpretation is more than the transmission of hypothetical facts and explanations. The choice of a 

central message to interpret particular features or places is always related to at least one point of 

view, which will inevitably bring certain values and attitudes. The view, or views, of those presenting 

the interpretation must be acknowledged. 

An interesting approach is to interpret characteristics or events on the part of people representing 

different viewpoints, whose interests need to be determined. 
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Otherwise, their statements may be mistaken for expert knowledge or taken as the views of the 

organization responsible for the site.  

 

139. Present the interpretation from the point of view of the organization that is responsible 

for the place, so as values and/or expertise to be expressed. 

Visitors will assume this when no other indication is given. 

 

140. Present the performance from the point of view of a real person or a fictional character. 

A person or character may also contribute to the narrative structure that binds the stations together. 

 

141. Present the interpretation from the perspective of people/groups/characters with 

different or conflicting interests and viewpoints. 

This can be an effective mechanism and a pleasant approach for visitors. Every point of view, 

however, must follow an uninterrupted argumentation, which is always clear. 

 

142. Use proverbs from well-known people or characters. 

 

143. Each interpretive product must be based on a central message (general idea/theme), 

which constitutes the essence of the entire interpretive content.  

Connecting different pieces of content to a central message helps visitors connect facts and 

explanations by creating an overall conceptual framework. 

A central message has the greatest impact on visitors. 

The central message also directs the team developing the hermeneutic. 

 

144. Any interpretation must be able to satisfy the following: "Visitors, after visiting the 

infrastructure, should have recognized that [the central message]". 

 

145. A central message should be expressed in a complete sentence.  

Do not circumvent this rule by using the conjunction /and/ to connect two ideas expressing different 

Even if a particular feature is interesting in itself, it should be omitted if there is no connection to the 

main message. 

 

146. Visitors who spend about 10 minutes in a small exhibition or exhibition space can get 

all the important messages. 

The average time visitors spend in a small exhibition with an area of 220 m² is 6–10 minutes. 

 

147. Visitors should leave the site with a general feeling that they did not miss the main 

story. 
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A deeper level of interpretation may be provided, with supplementary stories for those of particular 

interest. However, this should be arranged carefully, avoiding a shocking "overdone" impression. 

 

148. The last part of the interpretation should conclude the main message and main 

supporting ideas. 

 

149. An ending without an epilogue leaves visitors unsatisfied. 

 

150. If an analogy was used throughout the interpretation, it must also be completed.  

 

151. The features, plants or animals shown may not be familiar to visitors, so provide 

information on how to identify and distinguish them from others. 

 

152. Visitors are frustrated when they cannot recognize what is described.  

If wild animals only appear occasionally, images (drawings, photographs) should be used to show 

what they look like in this environment. 

 

153. Interpretive Structures should be kept in good condition and cared for 

Interpretive Structures are the various ways that interpreters present information to visitors. It 

includes guided tours, exhibits, signs, brochures, audiovisual presentations and other forms of 

communication that help visitors understand the significance of a touristic place. 

 

154. Language (written, spoken) must be appropriate and, as much as possible, expressive 

and specific. 

 

155. Imaginative descriptions and expressive language capture the imagination more 

effectively than technical, complex wording. 

 

156. Look for synonyms that also contain an appropriate emotional element or local feeling.  

Is there, perhaps, a particular expression or phrase that is not used elsewhere? Even active verbs 

can be weak and fragmentary. Again, think of possible synonyms for the core set. E.g. instead of 

"fly", you could say flutter, fly, hover, spin in the air. 

 

157. Use the passive voice sparingly and according to the content. 

 

158. The use of the active voice is generally more dynamic and descriptive, but the passive 

voice can add contrast in style and rhythm and may also be more appropriate to the content. 

Try to express the same thought with both active and passive structures and decide which is more 

lively or appropriate. 
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Passive structures are suitable, e.g. when something happens to the hero of a story and he does not 

take action himself.  

 

159. Use recurring elements to strengthen story coherence between interpretive products 

and connect individual elements. 

The use of periodic elements, in addition to the main message, helps to connect the elements of a 

particular piece of information and make the interpretation more coherent and entertaining. 

  



 

    
Co-funded by Greece and the European Union 

40 

4.1.3 Use of written language 

160. Use the second person so that the reader feels like they are participating in the 

conversation. 

 

161. Use familiar and already known words (everyday language), as well as familiar figures 

of speech. 

 

162. If an unfamiliar term is to be used, all words familiar to the reader should be employed 

to adequately explain what is newly introduced into the term.  

 

163. The structure of the text must be enriched with elements of spoken language such as 

questions, pauses, variety in rhythm, intensity, counter-speech 

Thus the texts will be more expressive and more interesting. An interesting text intensifies attention. 

 

164. The thematic structure of the paragraphs must be maintained. 

 

165. Use descriptive adverbs and adjectives and quotation marks. 

 

166. To start sentences use connectives such as and, but, and finally. 

 

167. Use the active voice 

Research shows that the active voice is easier to understand. 

 

168. Avoid phrases and sentences based on nouns and noun phrases.  

Using noun phrases makes texts sound more bureaucratic or scientific and creates an impression of 

reserve, while verbs provide more vivid descriptions. 

Actions, processes and developments must be expressed using active verbs. 

 

169. Don't use too many adjectives and adverbs. 

Excessive use of adverbs and adjectives leads to more complex texts and a slick style. 

Adjectives and adverbs can often be replaced by stronger verbs and better-chosen nouns. 

 

170. Avoid technical terms that may not be familiar to the target audience.  

Using technical terms alienates people who are not familiar with the subject. 

Even if explained, technical terms interrupt the flow of the story. 

Exceptions: 

 School students or university students who wish to learn a technical language. 
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 Non-specialists who are very interested and want to acquire technical expressions and 

increase their special knowledge. 

If the technical term is necessary for interpretation, and there is no non-technical equivalent, then 

there must be an explanation of the term. 

 

171. To enrich facts or to clarify explanations: 

 Use metaphors 

 e.g. magnify the size of one country relative to others, to reflect the number of different species 

that live there: the more species that live in that country, the bigger it looks. 

 Create hypotheses and follow them 

 e.g. "What would life be like here today if...had happened?" 

 Personalization 

 e.g. 'The granite gem tells its own story' or 'Jim the elephant' instead of 'elephants'. This might 

work well with kids and/or in cartoon form. However, sometimes anthropomorphism is not fully 

accepted – especially by intellectual communities. 

 Change time or magnitude measurement scales. 

 "If you were young enough to enter this anthill, you would discover many strange things." 

 Use proportions. 

 An analogy can illustrate an unusual process or situation by comparing it to an ordinary one. 

 

172. Make reference to issues that are important or essential to visitors (e.g. family, health, 

well-being, values). 

 

173. Refer to what may be new and unfamiliar content for the shared experience. 

 

174. Give variety to the use of active and passive. 

 

175. Give variety to the length of the sentences. 
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176. Use short sentences if you want to emphasize.  

 

177. Use longer sentences if you want to give explanations. 

 

178. Use parallel structures 

 "First to..., first to...and first to..." 

 "Spring season, summer season, autumn and winter...". 

 

179. Avoid using the same expressions too often. 

However, this choice should not result in spasmodic use of different spacers for one period. 

  



 

    
Co-funded by Greece and the European Union 

43 

4.1.4 Text Size 

180. Long texts should be structured by headings. 

 

181. Long texts repel readers 

By dividing a text of 150 words into segments of 50, it can increase the desire to read from 11% to 

35%. Ham reports that Witenborg suggests 2-3 sentences in each paragraph. 

 

182. Text with more than 100 words should be divided into smaller sections.  

Captions allow visitors to quickly assess whether or not what follows is of interest to them. Each new 

subheading may well constitute the beginning of an idea or the transition to the next heading. 

 

183. Sentences should not be too long 

Long and complex sentences are difficult to read. 

Some sources suggest no more than 10 to 15 words. For Germans, as target group, sentences with 

more than 22 words must be split into two. For other languages or target groups, this template 

should be adapted. 

 

184. Do not exceed 60 characters (including spaces between words) on each line of text 

Lines that are too long (relative to the characters) are hard to read because you have trouble 

separating the lines. 

On lines that are too short, the flow will be interrupted too often. 

In the literature, the recommended maximum number of characters per line varies from 45 to 60 

characters (e.g. Ham: 50 characters, Neal: 65 characters). 

 

185. If there is a lack of space, then a subtitle can be used to arouse curiosity   

 Provocative or surprising statement. 

 Question likely to be asked by visitors. 

 Question that arouses curiosity. 

 Paraphrase. 

 Pun. 

 

186. Larger bodies of text begin with an interesting introduction ("hook"). 

 

187. The first sentence usually determines whether the next sentence will be read to the end 

or not.  
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 Initial question. 

 Provocative or surprising statement/unusual situation. 

 Climax of the plot/"confrontation". 

 Provocative adverb. 

 Pun. 

 

188. Include an important point in the last paragraph of a written passage 

This rewards visitors who have read the snippet or gone to the end of the snippet. 

 Giving a surprising turn of events at the end. 

 Giving a humorous conclusion at the end. 

 Giving a new perception at the end. 
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4.1.5 Text Format 

189. Left alignment makes text more readable than full alignment.  

 

190. Full alignment makes text more formal and less friendly looking.  

In short lines, full alignment often results in large spaces between words, which affect readability. It 

is more suitable for books and similar productions. 

The text on the signs often follows the shape of the images and this makes full alignment even less 

effective. 

 

191. Texts must be easy to read without problems and at a normal reading distance. 

People who need to make an effort to read are more likely not to.  

 

192. The font size should be large enough for comfortable reading, taking into account the 

reading distance  

Font size for reading distance up to 1.5m: 

 Titles at least 72, 

 subtitles at least 36, 

 text body of at least 18, 

 secondary text/tags at least 14. 

193. When the reading distance is (or can be) more than 1.5m, the font size should be 

increased 

Consider a group standing in front of a sign or a sign that needs to be placed with some distance 

from the path.  

 

194. Font size should be increased in low light or less than ideal contrast between text and 

background. 

 

195. Bold and italics, and other means of emphasizing the main text, should be used 

sparingly 

Excessive use of emphasis disrupts the flow of the text and therefore affects its readability.  

 

196. The background of text paragraphs should not make it difficult to read – do not place 

body text over high-contrast images. 

 

197. Do not use red text or images on a green background and vice versa 

About 8% of men in Europe have (partial) photophobia. Red-green loss is very common. 
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198. The body of the text should use simple, well-formed typographical elements. 

Below, the most important typographical elements are presented: 

a) Leading (Line Spacing): Leading refers to the distance between two lines of text. It ensures 

readability by preventing lines from being too close or too far apart. Proper leading enhances 

legibility and makes the text more pleasant to read. 

b) Tracking (Letter Spacing): Tracking is the space between characters within a word. Adjusting 

tracking can impact the overall appearance of the text. Too tight or too loose tracking can affect 

readability, so finding the right balance is essential. 

c) Kerning: While tracking deals with spacing between characters, kerning specifically modifies the 

spacing between individual letters. Kerning ensures that letter pairs (such as “AV” or “To”) appear 

visually balanced and harmonious. 

d) Alignment: Text alignment determines how lines of text are positioned horizontally. Common 

alignment options include left-aligned (flush left), right-aligned (flush right), centered, and justified 

(evenly spaced between margins). 

e) Hierarchy: Hierarchy refers to the visual ranking of text elements. By varying font sizes, weights, 

and styles, you can create a hierarchy that guides readers’ attention. For example, headings should 

stand out more than body text. 

f) Contrast: Contrast involves using different typefaces, font weights, or styles to create visual 

interest. High contrast draws attention, while low contrast provides a more subtle effect. 

g) Consistency: Consistency ensures uniformity throughout a design. Use consistent fonts, sizes, 

and styles to maintain a cohesive look across your text elements. 

h) White Space: Also known as negative space, white space is the empty area around text. Proper 

use of white space improves readability and prevents overcrowding. 

 

199. Use capital and small letters in the text, ALL CAPS REDUCE READABILITY 

DRASTICALLY. 

 

200. Important text elements (e.g. titles, headings) should be emphasized in appearance. 

Accented objects always attract attention. 

This could also be associated with: 

 Important images, photos, the character of the story, etc. 

 Obvious contrasts in size, shape and/or color. 

e.g. If the dominant design elements are rectangular, then some circular design elements will play 

the role of drawing the eye. 

 Isolated position of a main text element or image. 
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201. Emphasize the importance of a main text or image element by designing other elements 

that lead the eye to it.  

Take as a rule, no more than 200 words per sign. 

Excessively long text bodies give the impression that in order to deal with the sign, one needs to 

spend some efforts and time. 

Sam Ham suggests 60 words per sign. Research on self-guided (non-guided) trails in the Black 

Forest has shown that German visitors consider 170 word bodies of text to be adequate – as long as 

the signs meet Quality Standards and a summary is available for those interested less. 

Observations in Swiss museums show that French visitors are generally less prepared to read texts 

(oral communication). For rating lists: 

 200 - 250: the criterion is mostly met 

 251 - 300: partially satisfied 

 301 - 400: satisfied with difficulty 

 400: not satisfied 

202. Poor preservation and lack of care of texts will tarnish your image. 

 

203. Check that the texts have been checked and do not contain spelling mistakes. 

The competent body that provides them is responsible for spelling errors. 
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4.1.6 Marking 

 

204. The elements of the visitor orientation system must be adapted to the design of the 

exhibition and repeat the necessary information within the place. 

 

205. Visitors can orient themselves more easily, while the orientation system does not 

interfere with the mood created by the interpretation.  

 

206. At the intersections visitors will find signs about which path they want to follow.  

E.g. "Follow this alley to leave the exhibition.", or "Go here to skip place XY!"). 

 

207. Orientation systems must be developed at the same time as all facilities and not 

afterwards. 

 

208. Colors are useful for orientation.  

The colors chosen must match the exhibition 

Use subdued, harmonious colors instead of as colorful as possible. 

 

209. The entrance sign must be placed and oriented towards approaching visitors. 

Experience showed that an introduction sign oriented parallel to the path can easily be ignored. In 

addition to an interesting title and layout, the introductory sign acts as an eye-catcher. 

 

210. Because of each person's motivations for visiting a touristic place are different, there 

should not be too much written information. 

 

211. Marking texts for smooth traffic in the area may include drawings or simple instructions 

(coded). 

 

212. Entrance and exit are clearly marked and easy to find. 

The visitor must start and finish his visit with positive feelings. Being forced to look for the entrance 

or exit can be annoying and spoil the good impression of his visit. 

 

213. Mark the route from the parking area to the main entrance. Create a circular route 

through the exhibition and mark detours to the exit. 

 

214. Signs and labels must be placed at such a height and at such an angle as to allow 

visitors to read the text easily and comfortably. 

 

215. Visitors will ignore text if it is difficult and uncomfortable to read. 
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Ideally, signs and labels should be angled to make reading comfortable for people of different 

heights. If conditions do not allow signs and labels to be tilted, then options for vertical signs should 

be pursued. 

Main title: usually no longer than 2 m. Above ground for adults when using a regular font size on 

vertical signs. 

All other text must be placed between eye level and 30cm. below eye level on vertical signs using 

regular font size. For adults, the text must be between 1.40m. and the 1.70 m. 

For people with vision problems, such as with multi-focal glasses or bi-focal glasses, texts should be 

lower than eye level, or at an angle. 

 

216. The texts that mark the main lines of the exhibition are usually located outside the 

showcases and have a general title. 

They are written simply, in large letters and give the necessary information about the content of 

each addition. 

 

217. Secondary texts are those that are at the back of the shelves and have a title. These 

give more details about the exhibits. 

 

218. There can also be notes in the secondary texts, informative texts addressed to a more 

specialized audience. 

 

219. Place the labels with the texts in a place that does not reduce the visibility of the 

exhibits.  

 

220. Wherever possible, every written sign and inscription shall be placed in such a way that 

at least some people can read them at the same time. 

 

221. At stations with videos or other presentations, a label must indicate the duration and 

start of the next presentation. 

Visitors want to know what to expect and how much time they should spend so they can decide if 

they want to participate. If the station is busy, approaching visitors can estimate the time they need 

to wait (For example: "Look here for a 3-minute video", "The next presentation will start in 2 

minutes"). 

 

222. Each interpretive station must be understandable, without presupposing information or 

explanation presented in other stations. 

Many visitors do not read all or part of the text at each station. 

This rule does not contradict techniques such as links to previous stations or topics. 
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223. It may be necessary to use one or more visual aids to aid in the understanding of 

abstract concepts, unusual processes or events beyond ordinary understanding. 

The entirety of the interpretation must be linked to the visitors' experience. 

Visitors to interpretive infrastructures are a public without specialist knowledge. They pay attention 

only to what, of what is offered to them, is interesting and attractive to them. 

 

224. Visitors' attention should be quickly directed to the important features they can see or 

perceive in the station. 

Authentic objects, features or images provide a sense of authenticity and inspire respect. It should 

be the focus of any performance. 

However, in some cases the specific character of a place is based (in part) on features that cannot 

be perceived with any of the five senses. A visitor survey proved that visitors still want to receive an 

explanation about the special features of a place that is not immediately visible. 

In some cases, it may be useful to introduce a station that does not refer to objects in the immediate 

environment, in order to provide significant background explanation. 

 Use a box or numbered sign directly in front of the feature. 

 Caution: the integrity of the resource must not be damaged by such a sign. 

 Use tools such as frames, telescopes, etc. to focus their gaze on a specific feature. 

 An image (photograph, graph) can immediately emphasize what is important. 

 Usually, one image is best to emphasize a special feature. 

 The title/intro clearly identifies the main feature. 

Guess some visitors don't know anything about the feature! For example, if you refer to an oak tree, 

people may not be able to tell it apart from another nearby tree. 

 Questions and reports can focus on the main features. 

"Can you see the bright red bark on the trunk of the tree?" 

225. Signs on exhibits and interactive installations are encouraged to provide clear 

instructions and advice on what to observe. 

 

226. Some visitors should be encouraged to engage with interactive elements.  

Active participation in finding a solution enhances understanding and the ability to remember the 

message. 

 

227. Unclear wording may cause misunderstandings and visitors may think the facility is not 

working.  
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This causes frustrated and unhappy visitors. 

 

228. Call-to-action labels are useful: e.g. 'Press', 'Pull', 'Turn'».  

According to Serrell, such captions should create anticipation ("Click to hear..."). 

 

229. Visitors must at all times have easy access to instructions, should any of them require 

assistance or explanation while interacting with the exhibit. 

Labels should be placed in the correct position, next to buttons or levers that need to be pressed or 

pulled.   

 

230. It is highly recommended that you test the captions together with the interactive 

installations, with different people representing the target audiences. 

 

231. A connecting reference, question, puzzle, or issue can create a useful transition from 

one station to another. 

 

232. An attractive link arouses curiosity and can help visitors predict the next step in the 

story.  

 

233. For signs and leaflets, links should be very short, as there is often little space. 

 

234. Expectations must be met at the next station, or guests will be dissatisfied. 

 

235. The message being communicated is interesting all the time and provides an amazing 

key phrase 

This could be possible on self-guided (without a guide or guide) tours, as long as visitors only go in 

one direction. 

  



 

    
Co-funded by Greece and the European Union 

52 

4.2 Design Elements 

236. All design elements must fit the overall design concept.  

 

237. A combination of different fonts, colors, shapes, etc., can confuse visitors.  

A structured and relevant design approach is more effective in gaining and keeping visitors' attention 

and helps reinforce the idea of the central message.  

 

238. Important design elements are: 

 basic forms, shapes, colors and their combinations 

 lines, margins and corners (visible and virtual) 

 fonts 

 images and other graphic elements. 

 

239. Do not visualize non-specific facts or assumptions, unless you can actually visualize 

the content of the indeterminacy. 

People tend to trust visual information - especially drawings and images that are photorealistic. The 

reliability of digital and electronic media is high. 

Rough sketches, scribbles and faded tracings are suitable to visualize the vagueness.  

  



 

    
Co-funded by Greece and the European Union 

53 

4.3 Marketing and Text Context 

240. All promotional publications, printed media, announcements, virtual information 

(websites, e-mails, publications, etc.) must satisfy the collective design of the institution. 

The overall corporate design creates a more professional impression and increases the 

memorability of the experience. 

 

241. The design elements (shapes, colors, choice of materials and others) must reflect the 

organization's mission and fundamental principles.  

 

242. Design elements must go hand in hand with main interpretative issues. 

For example, use only recycled paper and not plastic bags if the exhibition is about the environment, 

conservation and sustainability.  

 

243. Marketing only raises expectations, which may be met or over-met. 

If visitors arrive with expectations created by the promotion that are not fulfilled during the visit, they 

will be disappointed. Consequently, the reputation of the infrastructure and the responsible 

organization may even be damaged. Therefore, the investment in time and money will not backfire 

or even bring about negative results. 

In modern times, people are won over by the promise of "experiences" and some salespeople in 

tourism use this expression as a guarantee of success. 

Interpretive infrastructures, however, should only be called "experience" if they can truly offer holistic 

experiences that include different sensations and activities, as well as compelling stories. A themed 

trail that uses only signs will not fulfill these expectations. 

 

244. Marketing arouses curiosity, but does not cover qualitative, interpretive experience.  

If interpretive environments advance the visitor in relation to the total expected experience, then it 

stands to reason that dramaturgy will lose ground. The result will be to miss the opportunity for 

suspense, before the central message is revealed with intense effectiveness. Some visitors, who will 

therefore feel that they are already informed, will not bother to explore the site. 

To avoid losing the revelatory experience, we should not offer Internet downloads of, for example, 

one-way signs. The desire to delve into the issue after the visit can be met with brochures and 

photocopies from the main stations, offered for example at a Visitors Center, or at information 

points, tourism offices, etc.  
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5. Staff (245-291) 

The adequacy and suitability of staff is important for the smooth operation of touristic spaces. More 

generally, the role of the staff is shaped according to the needs and the nature of the space. 

However, communication and the attention that must be paid to the public is also a basic concern. 

For this reason, the communicative role of the staff are also important. 

The communicative role and interpretation capabilities of the collections are the most important 

elements in shaping the right experience for the visitor, so special importance must be given to the 

selection and training of the appropriate staff. 

In the following Chapters, there are presented specific Recommendations-Guidelines regarding 

“Staff”, which provide with useful directions to enhance their skills in relation to the visitors. 

 

245. The tour guide imagines himself as a host, who has invited new friends (the visitors) to 

his house (the place he is performing) 

The personal charisma of a tour guide influences the motivation of the audience. It decides the 

emotional identification that the audience will gradually develop with you and the experience of the 

cultural heritage. 

Introduce yourself to the group by name. Explain your personal connection to the place you will visit. 

This acts as a means to 'break the ice'. You create a friendly and harmonious atmosphere, like a 

host who invites his friends to his home.  

 

246. All people involved in the operation of touristic spaces (guards, tour guides, tourist 

agents, scientific staff, etc.) must be trained how to service visitors with disabilities. 

 systematic training of staff focusing on the individual and not on the disability, 

 welcoming people with disabilities with respect for their dignity, 

 recognition of the particularities and needs of people with disabilities. 

247. Employment of disabled people in touristic spaces 

Having people with disabilities among staff can play an essential and advisory role in improving 

access and circulation to it. 
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5.1 How to Attract the Visitors Interest  

248. Address visitors directly or indirectly 

Attention is greatly intensified when visitors feel that someone is addressing them, or when they 

wonder whether or not someone is addressing them. 

 

249. Pay attention to characterization, i.e. mentioning or categorizing groups of people.  

 

250. When characterizing groups of people, make sure that no visitor feels offended or 

excluded. 

 

251. Visitors are addressed personally. 

"When was the last time you saw...", "How many of you have seen...", "Sooner or later, most of us 

can...". 

 

252. Be careful when characterizing groups, i.e. talking or writing about groups that visitors 

may belong to or may feel competitive 

Most visitors may wonder if they belong to the group you are describing or not. In any case, they will 

definitely recognize themselves from the association with the group mentioned. There are positive 

characterizations ("People who really care about their children..."), negative characterizations 

("People who leave the forest without taking the waste home...") or neutral characterizations ("The 

people who live in this area... "). Characterization must be done carefully. Visitors who belong to a 

labeled category may not feel comfortable, even if the label is positive or neutral. 

 

253. Always look at the audience when speaking to them. 

Eye contact makes the presentation more personal. Not looking at someone makes them feel 

neglected. 

Limit this eye contact to a brief glance or hold it for 2-3 seconds if you are emphasizing something. 

Staring at someone too often and for too long can be annoying. The ideal is to stand to the side of 

the audience when they are focusing their attention on a particular object. Additionally, you are 

looking at people who may be standing in front of the sun. When you reach a new station, you 

consciously place your audience in the position that meets your needs. 

 

254. Visitors should be encouraged to actively participate. 

Participation makes interpretation more fun and effective. 

However, since adults do not like to be treated like children, it is necessary to think of the best ways 

for them to participate. 
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 Get the audience involved by asking questions. 

 This is the simplest way to encourage participation. 

 An observational question: "Can you see the flower with the white star-shaped bloom?" 

 A comparison question: "Can you see the differences between spruce and pine trees?" 

 A concluding question: "What could be the results of the incident involving…?" 

 A question that seeks the answer to a problem: "What could be done to help farmers in the 

mountains achieve a reasonable income?" 

 An assessment question: "Is this fair?" 

 Try to ensure that all questions are answered. 

 Assignment of missions for guests. 

 Motivate visitors to discover something. 

 Incorporate interactive features. 

255. All participants must be welcomed upon their arrival. 

It makes people feel welcome. 

 

256. The tour guide must always arrive at the meeting point early enough to welcome the 

first participants. 

 

257. When talking to participants at the meeting point, be aware of others approaching. 

 

258. Use the recommendation to get to know your team. 

Acquaintance circles reveal information about the places of origin, existing knowledge and special 

interest of the participants. This facilitates the later selection of points of interest, relevant to the 

personal experiences of the participants. 

 

259. The tour guide pays attention to all participants as much as possible. He must take the 

first step to talk to the participants. 

 

260. Ensure that all participants are properly equipped and ready for the walk.  

 

261. Before starting, potential hazards may be highlighted.  

 

262. Participants must not expose themselves to danger or tire themselves excessively.  

263. If possible, before starting, use the gathering time in order to look for any forgotten 

equipment (e.g. umbrella, backpack, etc.). 
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264. Start on time. 

 

265. The longer the team has to wait, the more anxious they feel. 

 

266. Designing the first station so that it is visible from the meeting point allows latecomers 

to find the group and integrate discreetly. 
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5.2 Supportive Means and Aids 

267. Supporting means and aids must be simple, so that they can be understood easily and 

quickly. 

Complex objects can be annoying and confusing. The same goes for poorly made objects (too 

small, wrong background, too little contrast, etc.). 

It is better to use several simple objects, rather than fewer that are more complex and difficult to 

understand. 

 

268. Supporting means and visual help must be displayed only if they support the content 

presented. 

 

269. Supportive means and aids get the message across, but they can be annoying if they 

work when they have already accomplished their purpose. 

In slide shows, for example, it's better to turn off the projector or show a black image than to show 

an image unrelated to the current message. 

 

270. Supporting media must be self-explanatory. 

When a new media is presented, the audience assumes that it is related to the presentation. 

Additional references such as “in this picture you can see…” tend to be fragmentary. 

However, small, but important, details that may be overlooked should be pointed out. When using 

more than one support at the same time, or when comparing two or more supports, make sure 

everyone knows which one you mean. 

 

271. The objects and supporting means presented must be visible to everyone. 

Participants who cannot see the object being presented cannot follow the presentation and become 

frustrated. 

 

272. The objects presented support the message and can help to attract attention.  

Presenting or using an object, it must lead to a clear conclusion. 

 

273. Stand somewhere high or hold the object you want to present above your head. 

This ensures that the view of people in the back is not obstructed by those standing in front. 

 

274. Small objects such as seeds, should be passed from hand to hand in public. 

Move between the audience, changing your position between the left and right sides to ensure that 

everyone has a good view. 

 

275. On guided tours, present appropriate authentic objects, models, photographs or 

drawings. 
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Visuals make presentations more interesting and memorable. 

Objects can help make the presentation more dynamic: movable objects, tools that can be 

demonstrated, designs that can be collaged, comparative photos, etc. 
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5.3 Use of Interactive Media by the Staff 

276. If you use interactive media, they should be as self-explanatory as possible.  

 

277. Visitors prefer to discover independently and act spontaneously  

Visitors are less likely to engage with the exhibit if they have to read lengthy instructions. 

However, brief descriptions or introductions are usually helpful. 

 

278. Interactive media should not be overly complex. Break down complex processes into a 

series of simple ones. 

 

279. Interpretive constructions, installations and spaces must comply with the imperatives 

of environmental and social sustainability. 

 

280. Hint at the content of the next station. 

 

281. The organization of the content must be as clear as possible.    

 

282. Use a question or riddle that visitors can solve during the next sector of the journey. 

 

283. Visitors are more likely to retain the story moving from one station to the next.  

They may become more connected to the story (and the resource) as they try to find solutions for 

themselves. 

 

284. Give participants a topic to consider. 

 

285. Visitors may discover features, which they could have overlooked. 

 

286. Audiovisual media must be comprehensible and encourage visitors to think actively. 

 

287. If you use a video (which is an interactive medium) they can quickly get bored. 

Audio-visual media, in addition to being attractive, must transmit a good quality content. 

 

288. Avoid monotonous descriptions of what's on the screen, which visitors can see for 

themselves.  

Ask questions or highlight some special details. 

 

289. Music and sound should not be used thoughtlessly or as filler. They should enhance 

understanding of the message. 
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290. Children cannot understand certain abstractions or tricks. 

 

291. Historical films or films not made specifically for the exhibition must be interpreted. 
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