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Remote location over the Internet

Cloud Computing features

Essential Characteristics

Service Model

Deployment Models

On-demand self-service
Broad network access
Resource pooling
Rapid elasticity
Measured service

Pay-as-you-go pricing model

Software-as-a-Service (SaaS)

for end-users who need to use the software as part of
their everyday lives without install and run software
applications on computer (Microsoft Office 365, Google
Apps, SAP Concur, Zendesk, Dropbox)

Platform-as-a-Service (PaaS)

for developer as a complete platform (hardware,
software, and infrastructure) (AWS Elastic Beanstalk,
Heroku, Microsoft Azure (mostly used as Paas),
Force.com, OpenShift, Apache Stratos, Magento
Commerce Cloud, Google App Engine)

Infrastructure-as-a-Service (laaS)
network architects who need infrastructure
functionality offering access to ‘raw’ computing
resources (servers, storage, and networking) but not
the platform and application software) (AWS EC2,
Rackspace, Amazon Web Services, Microsoft Azure,
Google Compute Engine)

Private cloud

use by a singular entity and ensure high privacy and
configurability.

Community cloud

used by a community of users. Infrastructure is shared
between several organizations.

Publiccloud

cloud services are offered by cloud service providers. It is
easy-to-maintain and cost-effective and may benefit from
the pay-as-you-go price.

Hybrid cloud

combination of the above cloud deployment models.
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Leann from EUA is one of those Millennials who uses Airbnb: postgrad
degree, career oriented, being active in the community is important to him, very
tech-dependent, but would rather be outside. When it comes to traveling and being
a guest, Leann subscribes to the "take nothing, leave nothing" approach. He travels
lightly, respectful of other people's environments and value open communication |
(Leann from EUA - Airbnb profile). v_/

/
=4
Matt & Lou are a couple traveling from Melbourne, Australia. They

love the idea of staying with people who live in these cities and going beyond the
usual tourist experience. Matt is an Architect and Lou is a Film Critic, so they both
love exploring new places! (Matt and Lou - a couple from Melbourne, Australia —
Airbnb profile).

P

/
&

Kiara studies International Business in Frankfurt but she is originally from I
Peru. She speaks English, Spanish and German. She loves Zumba, cooking, baking, I
travelling, and hiking. When she travels, she likes to interact with locals because she |
thinks it is the best way to discover new places (Kiara Romina from Germany — Airbnb |
profile). ]

) One of Daniel’s biggest passions is travelling, and he is doing it, as much

(

|

|

. and as often as he can. He loves to explore new destinations and discover foreign
i cultures and countries. For Daniel, the Airbnb offers to him the nicest way to feel
" home and escape the anonymity of hotels. It allows him to feel, smell, and get in
. touch with a destination and the people who live there in a more authentic way,
. without invading their privacy (Daniel from Zurich, Switzerland - Airbnb profile).

-






OPS/images/u07-03.jpg
Cities with available data  Average weekly concentration (ug/m3)

2021

city

Aveiro

Braga 0000 © 008000000 00000

Coimbra
Faro

Funchal

Guimarges D @O

Lisboa o

Paredes
Porto :@PP0e 0000000000 ce 00@
Setdbal

VilaFrancade.. (] J

Average concentration (ug/m3) and % change compared with previous week





OPS/images/u03-03.jpg
Gpeative
burism

Kreativ Reisen Osterreich | Creative Tourism Austria
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Elena Paschinger | Project Development

Source: https://pt.slideshare.net/CreativeTourism/creative-tourism-austria-presentation-creative-tourism-forum-thailand-14656351
-accessed 29.11.2021.

“Prices, and ways of payment, are negotiated and promoted directly by the workshop organizers.
Creative Tourism Austria only acts as an intermediary in this way, promoting offers and existing
prices/fees of its members” (Interview made 6.09.2017).

Enjoyment Travel Austria Magazine 2019
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Frascati Wine Tours and more
When wine was born
(slogan)

Frascati Wine Tour at the Principe Pallavicini Historic Winery

Around €50 per person

Are you serious about your wine? Do you like good quality wines?
Pallavicini is a working winery exporting to US, UK, Scandinavia, Russia and Hong Kong and
many other countries. They make award winning wines.

:
:
:
:
:
:
:
:
:
:
:
:
:
:

Source: https://www.easyfrascati.com/principe-pallavicini-winery.html - accessed 23.11.2021.

David Morton’s Roman Road Walks

David Morton organization of trips from 5 to 8 days.
Meeting point at Rome.
Expect to walk about 5 to 9 miles a day.

Source: https://www.easyfrascati.com/david-mortons-roman-road-walks.html - accessed 20.11.2021.

“Fantastic trip...the food, the magical places with so few tourists, the wonderful relationships
you have with the local people... a family-like feeling everywhere we went”.

Margaret H. (source: http://www.romanroadwalks.com/ - accessed 13.04.2020).
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Art despite Corona
CREATIVE AUSTRIA MAGAZIN
April 2020
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CREATIVE SURVIVAL EXPERIMENTS

£, 32pages of Austrian Film, Literature & Culture

e e 0 w @ CeC Gautibiade A B A i O

M P Escreva aqui paca procurar

Source: https://www.creativeaustria.at/wp-content/uploads/2020/04/Mag39_Web-1.pdf
- accessed 13.04.2020.

“The Corona Diaries in the Literaturhaus Graz”
The Literaturhaus Graz publishes every Friday a new edition of its “Corona Diaries”. More than
20 authors participate in the project from their home exile. Most of them should have been guests
with readings from their work at the Literaturhaus Graz spring program. These include Valerie
Fritsch, Kathrin Réggla or Daniel Wisser, but also Birgit Birnbacher or Thomas Stang].

“We started this project because we think that we are in need of the reflective power of literature
to deal with this crisis. Internally, socially and intellectually,” says Klaus Kastberger, head of
the Literaturhaus Graz. “We are on a good advice not to see the Corona period as an interruption
of life, but as an essential part of it.” Because this time is accompanied by many small
imperceptible changes.

Source: https://www.creativeaustria.at/en/2020/03/20/corona-tagebuecher-online-literaturhaus-graz/ - accessed
16.11.2021.
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Urban Areas

Essentially economic goals.

. General good access to services and facilities.
. Possibility of creating more easily creative clusters.
. Investment in cultural heritage.

Attraction and good opportunities of creative class.

. Possibility of attracting more international visitors.

Access to new technologies.

. Possibility of more offer of tangible heritage.
. Capacity building and competitiveness.

. Political decisions and urban planning of the city mainly aimed at

tourists.

. Gentrification and other territorial and social inequalities.
3. Loss of local identity, of security and of sense of community.
. Loss of amenities for residents resulting of high number of tourist

shops and facilities.

. High pressure on local environment.

. Mass offer of tourism activity.

. In series reproduction of culture (mimic of offer from other cities).
. High atmospheric, visual and noise pollution.

. Higher risk of transmission of infectious diseases.

10.

1.
12
13.

More complex local and regional governance and difficulties to
manage it in a democratic way and by using a bottom-up model.
Less personal interaction between visitors and community.
Tourist hotspots.

Visible friction between residents and visitors.

Positive offer and impacts

N

N v s W

Less possible positive offer and impacts

am s wWN =

]

Small cities and rural areas

. Aging population and decline of population number.
. Depopulation with exit to cities and other countries mainly by

young people.

. Risk of heritage disappearance.

. Limited access to part of the services and facilities.

. Difficulties in creating a creative cluster.

. Limit range of resources.

. More difficulties in having a structured digital marketing

strategy to attract visitors.

. Difficulties in attracting international visitors.

Quality of life.

Spirit of mutual help within the community.

Small-scale offer and quality of offer.

Good performance in atmospheric and noise pollution.

Less risk of transmission of infectious diseases.

Diverse landscape and with diverse elements (more organised visual
contact and consumption).

Psychological time to enjoy each element/resource of destination.
Slower consumption of the landscape due, among other aspects, to the
different model of offer to visitors of existing elements and resources.
Higher possibility of visitors to find different culture from their own.

. More possibility of offering intangible heritage (storytelling and local

traditions) and different from the one from visitors.

. Access to new technologies.

. Personal interaction between visitors and residents.
. Less visible friction between residents and visitors.

. More possibilities of involvement of local community.
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