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Structure of the document

The initial chapter, “The cultural sector in the EU and the related markets: an overview” is an overview, by TINC, of the cultural sector in the EU, analysed with a special reference to economic aspect and in particular to the size and trends of the underlying reference markets. It is mostly based on an extensive collation of publicly available or confidential reports and studies from various sources, including EU services and European projects, research organisations, magazines and specialised journals.

“Museums: New Technologies – New Challenges” chapter is a contribution by IMAC which investigate with further detail on market perspectives opened up by the application of new IC technologies in the museums sectors.

The Surveys of online products/services offered by museums, libraries and individual artists, together with the “Survey of Internet-based micropayment systems” form a long section composed of four groups of first-hand original surveys in four key sectors. By "survey" we mean a commented collection of selected items concerning a specific subject, after direct investigation of publicly available information. Basic downloads from the surveyed web-sites, by which one can grasp a basic idea of the surveyed web-sites without actually visiting them, are attached as Annexes. They have been captured and recorded also to document their state at the time of the surveys, given their high volatility.

Specifically, the surveys are composed of a Survey of online services offered by Museums (by IMAC); a Survey of online services offered by Libraries (by ONB); a Survey of online auction and offering systems for individual artists (by ICCS) and finally a Survey of state-of-the-art of micro-payment systems (by TINC). The first three surveys are about three major segments of Cultural Heritage online market, while the fourth one is about a key enabling functionality. Each survey is followed by conclusions which provide important remarks to be further analysed by a thorough competition analysis.

“Initial identification of Regnet user groups” chapter is an early attempt by TINC at identifying and describing the user groups which are potentially interested in REGNET. TINC has assembled data from various sources, including verbal and written contributions by REGNET partners (especially content providers), to compile this first approximation to a fully-fledged demand analysis.

In “Methodology and roadmap” chapter TINC analyses critically the results of Task 1.7, identifies remaining weaknesses and proposes a methodology and a roadmap to achieve a more complete market assessment in the next phase of the REGNET project.

A short compilation of key "Bibliographical references" concludes the report.

The cultural sector in the EU and the related markets: an overview

Introduction

Up until recently, the economic and labour market aspects of the arts and cultural sector were of secondary significance. Culture was seen as part of social policy and was not considered an area which could or should be subject to “normal” economic criteria, since these criteria were interpreted as incompatible with culture. In many European countries, art and culture were understood as a public service meant to promote the aesthetic sensibilities of the nation’s citizens.

Over the last 10 years, the number of commissioned scientific studies and political programmes on the broad topical spectrum of “Cultural Economy and Employment“ has increased dramatically. Both the current discussion on the theory of culture and current policy are characterised by two processes which are independent and affect each other’s further development: one speaks of the “economisation” of culture, on the one hand, and the “culturalisation” of economy, on the other hand.

Studies addressing themes which combine the aspects of economy, culture and the labour market are in the forefront of the current applied research. At the present time, labour market policy viewpoints still play a subordinate role. This, however, is changing in the face of the increasing need for legitimisation of public budget expenditures.

There is neither an EU-wide uniform definition of “cultural economy“ nor are there corresponding standardised statistics on the EU level which can serve as the basis for empirically depicting the employment developments in the area of culture. Not least of all due to historically evolved patterns of interpretation, European countries have quite different understandings of the cultural sector. Due to inadequate quantitative foundations, the majority of statements to be found in the scientific literature are made based upon non-empirical studies.

The cultural sector in the EU – characteristics, volume and trends of employment

According to the broadest definition, there are currently 7.2 million workers in the EU cultural sector. This figure is significantly higher that assumed in previous studies.

From 1995 to 1999, the cultural sector in the EU experienced an average annual rate of employment growth of 2.1%. This employment growth was concentrated in those areas within the arts and culture where the demand for content is greatest, while employment stagnated in the characteristically industrial areas (such as the printing industry).

Within the cultural sector, employment figures for cultural occupations grew sharply at an annual rate of 4.8% during the period of 1995-1999, whereas non-cultural occupations in the cultural sector (such as administration) fell.

Continuing employment growth in the creative occupations of the cultural sector is to be expected in the future since the demand for cultural products and services is strongly increasing, both from private households and from companies. Employment growth in the area of distribution will also increase, but not at the same rate as in the development of cultural ”products”. “Content producers” seem to be in greater demand than marketing and sales people.

Employment in digital culture – characteristics, volume, trends and requirements

The “digital culture” is the result of an interaction between “traditional” culture (content), the TIMES sector (technology) and services/distribution. The increasingly used term TIMES sector (Telecommunication, Internet, Multimedia, E-commerce, Software and Security) is used in this report to cover the whole audio-visual sector, i.e. the entire multimedia sector, including culture industry areas such as TV, publishing, and the music industry. The great advantage of this sectoral definition is that it covers all value adding chains – horizontal and vertical - i.e. not only the sector we are interested in, with its content-oriented, creative activities, but also the whole sector of infrastructure suppliers and devices.

In this context, digital culture is the result of an interaction between traditional culture (content), the TIMES sector (technology) and services/distribution (see Figure 1).
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Figure 1: Digicult culture- joint forces of content, technology and services
The TIMES sector in the EU is characterised by very small companies. Only 13.2 % of the companies have more than 50 employees. There is a very high proportion of freelancers, with 1.3 freelancers for every regular employee. In contrast, at 30 % of freelancers out of employees, the share of women is very low. The percentage of women employed in creative occupations is even lower, and when it comes to company start-ups, only 20 % of new TIMES companies are set up by women.

Digital culture demonstrates enormous employment dynamics, particularly in the areas of multimedia and software. These two sub-sectors are those with the greatest demand for content and creativity and therefore represent the best employment opportunities for creative workers.

There are currently approximately 1.5 million companies in the EU active in the areas of multimedia and software, representing a total of 12.4 million workers.  Even assuming a declining annual growth rate over the next 10 years from 10 percent in 2001 to just 3 percent in 2011, we can estimate 22 million jobs in the year 2011. Thus, approximately 9.6 million new jobs will be created in multimedia and software in the next decade.

However, the TIMES sector is currently already experiencing great shortage of personnel at an EU-wide level. This shortage of qualified personnel represents the number one hindrance to growth in the TIMES sector.

In digital culture, completely new job profiles and qualified content are presently emerging which are extremely interesting for cultural workers. The rule of the thumb which can be applied to this sector is that the entire technical segment, including technology, infrastructure, hardware and printing, will undergo a period of relative stagnation or even decline (with regard to both jobs and contribution to the value adding process), whereas all content-oriented i.e. creative areas of employment will continue to show high growth rates (Web design, advertising, publishing, media, education, entertainment, etc.)

The size of the creative economy

Every one of the creative industries is supported directly or indirectly by museums and galleries. Digital access will enable museums to provide them with a much better service. The print and publishing industries, for example, already make extensive use of museum collections and images. The acquisition of digital reproduction rights has become one of most important new art markets in Europe.

Designers, makers, manufacturers, but also artists and students will all benefit from electronic access to the creative wealth of museums.

This will be particularly significant at local and regional levels as the creative industries feature more prominently in regional economic and cultural strategies.

“The Creative Industries: Department for Culture Media and Sport 1998” stated that “in UK, the creative industries generate revenues approaching £60 billion a year. They contribute over 4 per cent to the domestic economy and employ around one and a half million people. The sector is growing faster than, almost twice as fast as, the economy as a whole.

The contribution of the creative industries to the gross domestic product is greater than the contribution of any of the UK's manufacturing industries.“

ALM ICT cultural services 

The internet is revolutionising the ways in which all organisations work. The ability to generate new services and to interact with audiences, visitors and customers in new ways represents an exciting opportunity for all those seeking to contribute to and enhance cultural and learning experiences. And for organisations, including government, charged with delivering often complex services to the public, the internet offers the chance to relate more directly to their needs and tailor services more exactly to their requirements.

At the same time, internet technology has opened up possibilities for organisations not only to increase their efficiency in their dealings with the public and with other organisations, but also to develop new sources of revenue through a number of channels.

In recent years libraries, museums and galleries and also archives ( even if to a lesser extent) have undergone a transformation of image and practice. Museums in particular, visited by nearly a hundred million people each year, are now aiming at providing an exceptional diversity of activities, exhibitions and services. They are learning that their presence and authority in the real world is not automatically translated into the virtual world. Setting up a website is not only a prerequisite, it is also a powerful communication channel to their audience. It should therefore be driven by the needs of the user rather than by the demands of the organisation itself.

In April 1999, about 300 UK museums had websites despite their shortage of resources, and lack of in-house technical expertise.

In a report from the National Museum Directors’ Conference 1999 “A netful of jewels” it is estimated that “by 2002 there should be 400 museums providing digital services on-site and online”. This number is considered realistic thanks to the fact that currently 400 museums have more than 50.000 visitors each year with educational staff too.

The National Maritime Museum in UK is experimenting its e-publishing service. It has developed the e-Journal of Maritime Research, as part of its “Port” facility. It offers access to regularly updated academic material reaching its target audience in the most effective way. Users may subscribe to the service through an online transaction.

In the last few years, Museums and other cultural institutions have been experiencing a huge and growing public interest in information about their collections, works of art, and their archives. People want museums to provide collection related information and they want interactive, participative online services, too. 

In a special report of Business Week “Rethinking the Internet” March 26, 2001, it is stated that the information-intensive industries are good candidates to be transformed by the Web. The Internet is expected to be revolutionary in the financial services and health care, but especially in the entertainment and educational sectors.

In explaining people’s expectations and online payment, it states that “The N° 1 thing Netizens do online is look for information. Some, but not the majority, are paying online and may be willing to pay for reliable, updated and focused information. They would also like to learn more about their personal interests, and they would like to enjoy their learning.

This means that they would benefit from integrated resources offered by museums, libraries, archives, universities and other arts, humanities and science institutions world-wide.

Museums already deal with very large numbers of public enquiries. The Science Museum in UK, for example, handled 27,000 enquires in 1998/99. Even a smaller museum such as the Potteries Museum and Art Gallery in Stoke-on-Trent now receives around 6,500 enquiries a year – including a high proportion from North America.

The British Library is beginning to restructure its Document Supply around the internet. More than 88% of orders are received on line. The number of deliveries online is currently about 7%, mainly due to electronic rights issue, but is growing steadily. 

The awareness that there is a need to create new online services, targeted to user groups, has also led to the awareness that these online services should have certain characteristics.

In a recent report of August 2000, “Creating e-value” from DCMS,  the keys to success for cultural on line user-oriented services are summarised as follow:

· tailored content

· (focusing on the quality and functionality of content, for specific groups of users)

· promote interactivity 

· (user involvement and participation)

· set up a virtual community 

· (targeting interests of specific audiences and promoting communication and exchange of information)

· provide additional services 

· (additional integrated services to enhance user satisfactions and foster loyalty  to the web site)

As far as concerns the museums’ web sites visitor characteristics, in an A&MI conference “Museums and the web”, a recent survey has highlighted that:

· 88% of visitors to multimedia cultural Web pages are based in North America. ( issue of access and of language)

· women make up 46% of museum virtual visitors

· the average age of people visiting museum Web pages is 40 - 64 years of age

· 74% of people expect to find on-line exhibitions when visiting museum Web pages and interactive services

· only some of them are willing  to pay

Museums: New Technologies – New Challenges

Social, economic and technology changes are trigging factors for many new challenges in museums. Under the increased economic pressure they are forced to open themselves to the market and to re-define their self-image and their strategies. They have to learn that culture and economics are not excluding each other - that the traditional idea of a museum as a non-profit-organisation serving society obstructs the view on museums as enterprises that are submitted to the laws of the market. They are forced to change their perception of people: in terms of the market museums become institutions serving their clients. Museums will have to develop into modern service companies that work according to the requirements of their visitors without neglecting traditional tasks like collecting, maintaining and educating.

“Global players” in the cultural sector as the Museum of Modern Art and the Tate Gallery with their E-platform-project have shown the direction that museums and other cultural institutions could take in the future: using the possibilities of internet technologies for the increase of service quality, self-financing, the construction of regional and global networks to realise their tasks and goals, to enter new markets and target groups. In fact the possibilities of new technologies as multimedia and internet for radical redefinition of the museum's functions are vast: On the one hand the use of the internet is a superb possibility to employ marketing instruments, on the other hand it offers the possibility to generate new products or to make existing products more attractive via a new media presence that addresses yet unknown target groups.

Museums are going online - since the appearance of the first museum web sites, hundreds of museums have established a presence on the World Wide Web. But regarding the actual usage a gap of possibilities and realisation can be observed. The potential of the medium internet is often not exploited in the way it could be. Web presentations with professional marketing instruments and the use of the communicative and interactive possibilities of the medium are still not common. Many museums still provide their visitors only with the basic information: address, opening hours, and exhibition programmes. Many museum web sites are simply "broschure-ware", a means to promote the museums and its activities. They consider the internet mainly as a possibility to increase their recognition rating and to polish up their image via a better public relation and information service, mostly not realising to what extend they can benefit from the web. In a world in which nearly everything is accessible from every place museums have to compete with other media and service providers. In order to become important players in the information age they have to try to offer services within the mobile, virtual world which do not only support traditional functions. The question is no longer if, but how fast the importance of the medium for marketing activities and commercial transactions will increase.

To give a structured overview about museums products today and tomorrow the following chapter focuses on a short description of products traditionally offered by museums as well as new products on the basis of new technologies, especially the internet.
 

Museums products: Today – Tomorrow

Central for any museums activity is the „collection“ which can be described in terms of amount, type, importance, completeness or value of its objects. Their maintenance, enlargement, examination and imparting is the focus of all museums tasks and it is therefore often defined as the "core product" of museums. A more enlarged view states that the collection is the basis for the derivation of several products and services and could be used in different ways. 

The following scheme tries to categorise museums products in:

- Exhibitions and museums programmes (e. g. guided tours, events)

- Information and communication services

- Educational and content services

- Other services 

Information and communication services could be defined as services offered in order to provide background information about the museum and its exhibitions, e. g. leaflets, information sheets on special projects and exhibitions, aids for interpretation (like story tellers, headlines), introductory videos, museum newspapers and in electronic media virtual exhibitions. Educational and content services are services/products produced out of the collections, their work and know-how, e. g. advisory services, educational services, databases of digital objects, CD-Roms, catalogues and publications and research material. Other services are services which could be sold in "real" or virtual museums shops, e. g. posters, postcards, objects, T-shirts. Museums products vary for different museums, collection types and the primarily "vision" of the museum.

Apart from the mentioned "traditional" museums products new products could be generated by increasing community activities of museums. Such products help museums to be present outside themselves and comprise touring exhibitions, museum shops and outreach programmes. The most familar outreach activity of museums is the lending of objects for exhibitions as well as the organisation of travelling exhibitions to schools, hospitals etc.

As stated above, "museums are going online" and the new medium offers a variety of possibilities to distribute and to sale existing products. The following (product-oriented) online-strategies could be distinguished:

· Traditional products in traditional access and distribution formats (Output stays the same)

· Traditional products in new access and distribution formats (Output is or can be modified)

· New products and business sectors in new formats (New output is generated for or on the internet)

Figure 1 gives an overview about products and services which will be described in the following.

	
	Enabled through new media/internet

	Current Services
	Changed Services
	New Services

	Exhibitions (and programmes)
	Digitised objects (databases)
	Shared databases

	Collections (archives and depots)
	Online exhibitions
	Web-based training, E-learning programmes

	Educational Material
	Virtual tours
	Print-on-demand services

	Print, video, CD-ROM, slides
	WWW-access to publications and educational material
	Thematic portals

	Seminars, events
	Online-shops (with distribution possibilities)
	Interactive games

	Advisory services
	Digital products on the WWW
	Personalised services

	Printed museums publications
	Background information (e. g. links) to artists, exhibitions etc.
	E-Newsletter

	Multimedia
	
	Online-membership programmes

	
	
	Sponsoring activities


Figure 1: Current, changed and new services offered by museums

In the first category, the internet is merely a platform for information about an offer that the customer can make use of in the museum itself. Concerning a museum, this could refer to information about the museum, its exhibitions and activities as well as the possibility to order tickets or book guided tours via web. Products that can be ordered online from the museum shop and are delivered by mail also belong to this category (e. g. books, catalogues). The internet is used for the promotion of services, the service itself is being consumed how and where it used to be consumed. In this case, added value is generated by the convenience of the obtaining of information and ordering, by the added information and communication services as well as the possibility to compare products and prices. Direct income generation will become realistic when cheap and secure charging is available. Most museums will provide on-line shopping facilities, perhaps in alliance with other museums or commercial partner organizations. 

Examples of products and services in this category are:

· Exhibitions (and programmes)

· Collections (archives and depots)

· Education material

· Print, video, CD-ROM, slides

· Seminars, events

· Printed museum publications (catalogues, museums‘ books, scientific publications)

· Multimedia (e.g. video, CD-ROM)

In the second category all services are included which are modified (or can be modified). An example would be information services in digitised form (leaflets, folder, press info etc.) that can be obtained via internet (e.g. download) or via traditional ways of delivery (museum, mail). The consumer can choose in which way he prefers to access the product. An example for the simultaneity of a physical and a digital product is a museum’s newspaper that is delivered to museum’s members and customers by mail while at the same time published on the internet to be read and printed out there as well.

The added value for the customer is that he is able to choose the way in which he wants to consume the offered information services. Online features of this category are often equipped with added services, e.g. the museums offers, adding to the download option of press reports, an archive with earlier press releases. The user gets the possibility to get in touch with the museum via e-mail or to make suggestions and comments, hyperlinks give direct access to related web sites. 

Examples of products and services in this category are:

· Digitised objects (databases)

· Online exhibitions, virtual tours

· WWW access, Downloads of educational material/publications

· Distribution via online shops 

· Digital products on the WWW

· Background information (e. g. links) to artists, exhibitions and objects

In the third category, new services and products are generated exclusively in or for the internet like shared databases of different museums or personalisation services for the creation of digital products. Networks and networking - in the sense of linkage between different museums - are one of the central factors of developing new services on the web. In that respect the internet is superior to any other medium.

The added value of this category of products is the ability to offer an extend and a relevance of services elsewhere yet unknown. Portals with thematic and trade focusses are ideal-typical products enabled only by the internet. Compared with products on conventional media like print or CD-ROM catalogues, the internet adds an extensive range of search functionality, hyperlinks to related sites or platforms and a multitude of communication and contact possibilities which contain a degree of added value for providers and customers unobtainable for other media. 

Examples:

· Databases with objects of different museums

· Web-based training

· E-learning programmes

· Print-on-demand services

· Thematic portals

· (Interactive) Games

· Online membership programmes

· Sponsoring activities (e. g. for exhibitions)

· Personalisation servies for the creation of digital products (e. g. personal calendars)

· Electronic newsletter for notification about special exhibitions, educational programs and Members' activities

Last but not least, several products created for or generated on the internet could on the other hand get another media presence, e.g. a virtual exhibition which is being distributed on CD-ROM. There is also the possibility of publishing complementary products as a paper catalogue issued at the same time as a virtual exhibition.

Examples: Trends and Development possibilities for online products

A main feature concerning visitor service will be the extension of virtual guided tours through the museum which are of special interest for people who are not able to visit the museum themselves or for those who want to prepare their visit thoroughly. The value for the web user increases if additional information about the displayed objects is given. A good example is the National Museum of Science and technology Leonardo da Vinci (http://www.museoscienza.org/english/museovr/Default.htm).

Virtual exhibitions offer another possibility for museums to present themselves on the WWW and contain several advantages: they are cheap and they offer opportunities that are often too expensive to be realised in the physical exhibition, like bringing together objects from different collections from all over the world or not accessable for the public. Virtual exhibitions can be used for PR-purposes and to reach customers that are unable to visit the museum itself. An example for an exhibition designed exclusively for the internet is the LEMO project of the Deutsches Historisches Museum  that presents a collection of text, image, audio and video files about German 20th century history (http://www.dhm.de/lemo).

Sending live pictures from the museum via webcam or special pictures or sequences generated via webcam at special events is another feature that some museums have taken up and that might become a new standard for museums’ web sites (visit the London Transport Museum under http://www.ltmuseum.co.uk/piazzacam/piazzac.html).

Strong focus especially under an educational point of view will in future be put on interactive applications. The user is encouraged to gain active access to the information the museum is able to offer, a feature set up ideally by the Metropolitan Museum of Art (http://www.metmuseum.org/guestbook.asp). "My Met Calendar" allows to customize the Museum's online calendar so that it displays only those events that are likely to interest the individual user. "My Met Gallery" gathers together one‘s favorite works of art from the Museum's online collection. E-Learning and webbased trainings are applications that could be a useful and interesting contribution to the conventional educational programmes of museums.

A special feature that slowly finds its way into museums’ online presentations is the employment of WAP-services for the dissemination of all kind of information concerning the museum, its collections and programme. It is yet unknown if this feature will become state-of-the-art for the online products of museums or remain a rather exotic service mostly left up to commercial providers. An example can be evaluated on the website of the Istituto e Museu di Storia della Scienza (http://galileo.imss.firenze.it) and on the commercial site http://www.museum.com/ (http://virtual.wapjag.com/?url=wap.museum.com).

An example for an integrated museum’ database that even offers the possibility to order high-quality prints of items of the museum’s collection using state-or-the-art technology (= print-on-demand) promises  to be the project “Opening the museum” of the Museum of Fine Arts in Boston (http://www.mfa.org/). A further scenario for the future would be networking museums databases that receive their data from the individual databases of the associated museums and increase their value by merging the spread-out data.

Museums can also play a key role in the development of subjects gateways in the web, concerning the amount of expert knowledge, objects and information they maintain. Possible contents could be scientific publications, digitized images, records etc.

Conclusions

To summarise, as far as it can be estimated, a focus of the future of museums’ online products will most probably be the education and content market with its different ways of enabling access to the museums’ collections and knowledge, thereby adding to the development of the knowledge society. Museums are forced to take their chances on these markets if they want to survive the fight for the customers’ time and – not to forget – money, a point of interest with increasing importance in times of decreasing public funding.

Only few European museums have by now got involved in the more commercial dimension of museums’ online presentations. They take advantage of hardly any other e-commerce application than the museum’s online shop. Regarding the progress of the digitisation of museum collections this situation could change towards the discovery that the object databases are a new resource to be made use of. Museums need to develop strategies and models about how to at the same time fulfil their non-profit-obligation to educate and inform the public and to exploit their resources commercially. Networking could help to change museums’ websites into small, but growing profit-centres.

Survey of online products/services offered by museums

Survey on The Metropolitan Museum of Art

Reason(s) for inclusion in survey: The Metropolitan Museum of Art is an outstanding art museum that offers a wide range of online features as online exhibitions, educational resources, searchable databases, and an online museum shop.

Source(s) of information: http://www.metmuseum.org/
Relevance to REGNET project: The MOMA can be considered as a model portal for a museum. It offers thematic access to the collection via an easy and direct navigation and very good e-commerce applications of its store.

Model feature: Membership:

Most American museums offer a wide range of membership possibilities. Usually they include services as reduced entrance fees, discounts for products of the museums shop, regular information about the museum; sometimes even participation in guides preview tours, invitation to study trips or luxurious dinners and receptions for sponsors.

The met museum has set up a new form of membership for internet users: Met-Net-Membership costs $50 and includes free entry to the museum and all special exhibitions for one year, a dinner in the museum with scenic view over Central Park and a Met-T-Shirt. Adding to that there are different internet offers as the Met Screen Saver, online audio features about the collection and a 10% discount on all merchandising articles in all museum shops and the online shop.

All memberships can be booked via credit card; you can also give the membership to somebody as a present.

Keywords list:

Museum shop

Online exhibition

Thematic access to the collection

Education

Database

Metropolitan Museum of Art main characteristics

User groups: Generic user (B2C)

Covered Themes/Topics:  About 3.500 objects from ancient to modern art

Object/Information Types: Data, images, multimedia objects, physical goods

Categories of items: Books, reproductions, CD, reproductions

Digital storage of objects: Fulltext, images: jpeg, photos

Multimedia elements: 3D exhibition rooms

User Access and Interaction

Access through topics

Search through the whole collection, the educational content, the events and the Met Store

Interactive services:

Educational resources

Strong interaction with the user

Personalised services

Good on-line store

Survey of Istituto e Museo di Storia della Scienza di Firenze

Reason(s) for inclusion in survey: 

The “Istituto e Museo di Storia della Scienza di Firenze” is an example of a rather small thematic museum’s website with integrated library catalogue

Source of information: http://galileo.imss.firenze.it
Relevance to REGNET project: The “Istituto e Museo di Storia della Scienza di Firenze” is one of the few museums that has made first steps towards wap services.

Keywords list:

Museum

WAP services

Special exhibitions

Virtual navigation of Galileo Room

Main characteristics :

User groups: Professionals; Young and science amators; School classes

Object/Information Types:  Digital goods; Data; Information services

Categories of items:  Works of art; Books

Digital storage of objects:  Photos; Images

Multimedia elements: Virtual navigation of Galileo room

User Access Methods: Virtual navigation of Galileo room; Virtual exhibitions

Search functionality in the library section 

Survey of The Tate Gallery

Reason(s) for inclusion in survey: The Tate Gallery offers a user-friendly website with a lot of information like details about the collection, various search features, information about visitors service, the educational service and contact addresses. In addition to that, there is a huge online shop with all kinds of state-of-te-art featrues for e-shops (http://www.tate.org.uk/shop/default.htm)

Source(s) of information: http://www.tate.org.uk/
Relevance to REGNET project: 

Model feature: Sponsoring (http://www.tate.org.uk/supporters/default.htm)

On its website, the Tate Gallery tries to recruit new sponsors, offering different forms of memberships as pointed out above. There are also special possibilities for companies to support the Tate: sponsoring the restauration of an object, educational programmes of the museum or whole exhibitions. In return for that, special reductions and programmes are offered for the members of the sponsoring companies. In addition there is also a membership for the company that includes discounts and the participation in special events

For US sponsors, there is a special feature to support the Tate and at the same time save taxes: the Tate American Fund, situtated in New York. As US legislation states that donating money or art objects to cultural institutions can be deducted, this might meet a real demand in the States.

Tate also asks openly for other forms of sponsoring like donations and legacies.

Keywords list: 

Art Museum

Online Shop

Sponsoring

Online Exhibitions

Survey of Kunsthistorisches Museum Wien

Reason(s) for inclusion in survey: 

The website of the Kunsthistorisches Museum Wien is a pure information site, offering museum and visitors‘ service information. On the clearly structures site you can find a short overview about the museum’s history, links to special locations and collections, their focus and history. 

Source(s) of information: http://www.khm.at/
Relevance to REGNET project: 

What is special about this museum’s site and makes a difference to that of other museums is the huge amount of information given about objects and artists of the different collections. The user can choose from a menu and get a sample of the picture, textual information about the object, the social, art historical and historical background and the artist and a list of other works of the artist kept in the collection.

This kind of information policy is very useful for preparing for a museum visit or evaluating it afterwards.

In addition to that, the online museum shop can be regarded as a model for such a shop on the internet.

Keywords list:

Museum

Collection

Search through the collection

Online Shop

Educational Resources

Survey of The Museum of Modern Art

Reason(s) for inclusion in survey: 

Excellent museum’s website with loads of features: on-line exhibitions, educational resources and online store

Easy and direct navigation

Big collection (no real search function)

Interactive games

Source(s) of information: http://www.moma.org/
Relevance to REGNET project:

e-commerce applications of the store

various online exhibitions

Keywords list:

Museum

E-commerce

Online exhibitions

Main characteristics:

User groups: Generic user; Teachers and students of secondary schools

Use Scenarios: B2C

Categories of items: Books; Reproductions; CD

Multimedia elements:  Sound

User Access Methods

Access through topics: architecture and design, drawings, film and video, painting and sculpture, photography, print and illustrated books

Search & Retrieval: 

Search functionality in the online store and in the combined catalog of the library, museum archives and the study centers. 

E-Commerce:

Online purchase of real goods, digital objects, special offers...

Payment via credit card (SSL encryption technology)

Conclusions 

Each of the surveyed objects contains special features most recommendable for the REGNET system as pointed out beneath:

Metropolitan Museum of Art

The MOMA can be considered as a model portal for a museum. It offers thematic access to the collection via an easy and direct navigation and very good e-commerce applications of its store.

A focus can be put on its special membership model that addresses internet users, presenting different internet offers as the Met Screen Saver, online audio features about the collection and a 10% discount on all merchandising articles in alle museum shops and the online shop aside from conventional membership advantages

Istituto e Museo di Storia della Scienza di Firenze

The “Istituto e Museo di Storia della Scienza di Firenze” is an example of a rather small thematic museum’s website with integrated library catalogue. What might be considered as being an adaptable feature is the wap servicer the museum has set up recently. The user can surf on the IMSS - WAP site, through the WAP mobiles and the browser html added up with a special emulator.

The Tate Gallery

The Tate Gallery offers a user-friendly website with a lot of information like details about the collection, various search features, information about visitors service, the educational service and contact addresses. In addition to that, there is a huge online shop with all kinds of state-of-te-art features for e-shops

Sponsoring can be regarded as the Tate’s model feature: On its website, the Tate Gallery tries to recruit new sponsors, offering special possibilities for companies to support the Tate: sponsoring the restauration of an object, educational programmes of the museum or whole exhibitions. In return for that, special reductions and programmes are offered for the members of the sponsoring companies. In addition there is also a membership for the company that includes discounts and the participation in special events

Kunsthistorisches Museum Wien

The website of the Kunsthistorisches Museum Wien is a pure information site, offering museum and visitors‘ service information. What makes this museum’s site special and different to that of other museums is the huge amount of information given about objects and artists of the different collections. The user can choose from a menu and get a sample of the picture, textual information about the object, the social, art historical and historical background and the artist and a list of other works of the artist kept in the collection.

This kind of information policy is very useful for preparing for a museum visit or evaluating it afterwards.

In addition to that, the online shop can be regarded as a model for such a shop on the internet.

The Museum of Modern Art

The Museum of Modern art presents an excellent museum’s website with loads of features: on-line exhibitions, educational resources (e.g. interactice games) and an online store. It can be regarded as a best-practice example for easy and direct navigation, for the e-commerce applications of the store and for online exhibitions. Unfortunately it offers no real search function through the collection

Survey of online products/services offered by libraries

Survey of British Library

Reason(s) for inclusion in survey: 

The British Library is a leader in online services provided by libraries.

Source(s) of information: Internet, Ingrid Cantwell

Relevance to REGNET project:

The British Library website offers a wide range of commercial and non-commercial services to libraries, business clients and individuals alike. Access to services and information is easy, fast and comprehensible, and covers a wide range of different collections, objects and service types. It has already to be considered best practice in the library world as far as online services are concerned, and it’s ambitious plans (see Digital Library) will contribute to ensure this position. 

Keywords list:

Information service, BiblioAlerts, Reproduction services, BookNet, BookTrove, Document Supply, Online Order Form, Articles Direct, Data Licensing, Reading Rooms, Conference Centre for Hire, Preservation service, STB Science Technology and Business, Mailing list, Training Courses, Zetoc, DLS Digital Library System, OAIS

Survey of Library of Congress

Reason(s) for inclusion in survey: 
The Library of Congress offers comprehensive services to researchers, publishers and educators, physically handicapped, libraries and infocenters. It’s services include a photoduplication service, a cataloguing distribution service,  global legal information and Interlibrary Loan. It is also an example for an online museum shop.

Source(s) of information: Internet

Relevance to REGNET project:

The Library of Congress has well structured services adapted to the needs of typical users with a special emphasis on providing services for the blind and physically impaired. Major features are the Photoduplication service, the Interlibrary Loan and the Online Museum Shop.

Keywords list:

Photoduplication, Copying & Reproduction, Interlibrary loan, CDRS Collaborative Digital Reference Service, Digital Imaging Service, Library Online Sales Shop

Conclusions

The presented two sites offer a variety of fully established commercial and non-commercial services, which are integrated in the library’s organization and workflow structure. They are outstanding in so far as “shopping” facilities or online services by libraries in general are underdeveloped (see also “Relevance to REGNET project” for the reason of inclusion in the survey).  

Besides operational library services, the following links could offer interesting information on an evaluation basis:

Where visual arts are concerned, the VADS (Visual Arts Data Service) supplies guidelines for good practice (http://vads.ahds.ac.uk/guides/creating_guide/contents.html ).

Mention should also be made of http://www.ukoln.ac.uk/services/elib/projects/  providing an interesting overview on eLib projects concerned with offering better services by libraries, like the Hylife project (http://hylife.unn.ac.uk/ ). 

For the visual impaired, guidelines as well as best practices can be found at the site http://www.nlbuk.org/bpm/contents.html .

Survey of online auctions and offering systems  for individual  artists
Survey of AskArt.com

Reason(s) for inclusion in survey: 

AskArt presents extensive information on 25000 American Artists. The site includes Auction houses and a List of the Highest Auction Prices of  American Artists . 

Source(s) of information:  http://askart.com
Relevance to REGNET project:

The AskArt  System offers fast and efficient information about the Auction Houses. User may search different Auction Houses by City or alphabetical order. 

The most interesting works are separated in different categories, for instance “Highest Auction Prices”, “Notable Sculptors”, “Notable Modernists”, “Notable Women”, “More Categories”.

There is also the possibility to order the Artists BlueBookTM, updated every few months and consisting on a directory of the North American Artists’ Works from 16 Century  to Present.

The Artists Bluebook™, provides extensive information on artists’ full name, dates, state of primary residence, subjects known for, methods, numbers of book references, total number of auction results, top auction price with date of that auction, and number of museum references.

This soft-bound book is the best available quick-use guide for anyone buying, selling, appraising, and researching North American Art.  

Keywords list: Auction Houses; Searching of Auction Houses; List of the 100 Highest Auction Prices of American Artists; 

Survey of TCATCO Productions and auctioneer Terry Catalano

Reason(s) for inclusion in survey: 

TCATCO Productions and auctioneer Terry Catalano (Lic#2539) presents information about future auctions  for Provincetown Artists. 

Source(s) of information: Internet, 

Relevance to REGNET project:

The System TCATCO Productions and auctioneer Terry Catalano (Lic#2539)   provides  information about the Auction House. This is an example of insufficient although well prepared business information, operating like an advertisement.   There is only static information without possibility for searching and apart from an email contact, no interactive services for clients.

Keywords list: Auction House; Offline Auction;
Survey of WORKINGWITHARTISTS
Reason(s) for inclusion in survey: 

WORKINGWITHARTISTS  is a site presenting the Artists different possibilities for business like buying, commissioning, arts based training, useful contacts.  Formed in 1976, Arts and Business' vision is to help build communities by developing creative partnerships between business and the arts. Over 350 business members support the organisation and the many schemes it runs. Membership benefits include: advice/information; reference materials on sponsorship, taxation and best practice, priority access to A&B research and invitations to a comprehensive programme of events, seminars and conferences. 

Source(s) of information: Internet, http://www.workingwithartists.co.uk
Relevance to REGNET project:

WORKINGWITHARTISTS  is an excellent example of site helping the artists in their business. It is fast and well designed. The site is designed especially for doing business with artists. The main categories include Arts and Business, Consultants, Funding, Support, Artists Services, Commissioning, Purchasing, Internet Galleries, Internet Investments. 

Keywords list:

Business Art; Buying; Commissioning; Arts based Training; 10  ways to get involved with the visual arts; Auction Houses; Internet Auction;
Survey of Night of Artists Auction Site
Reason(s) for inclusion in survey: 

Night of Artists Auction Site  consists of three Auction Houses: Night of Artists Auction Item, Breast Cancer Foundation Auction Item, CKUA Auction Item. There exist   possibilities  for online participation, entering account, entering one’s own pictures for selling, editing account, editing password.

Source(s) of information: Internet; http://www.nightofartists.com/auction.htm
Relevance to REGNET project:

Night of Artists Auction Site is a Canadian site with online registration, online adding of works, online editing account or password. The artist has the possibility to publish his work at the Auction for 365 days.    

Keywords list: Auction Houses; Internet Auction; Online registration; Online Add Item.
Survey of Artcnet.com Fine art Gallery

Reason(s) for inclusion in survey: 

ARTcnet has been founded as an American and international community of award winning artists and artisans who exhibit their artworks on the ARTcnet.com Fine Art Gallery Web site, providing collectors the opportunity to purchase these artworks from the comfort of home.  All works are juried.  The artists and artisans have exhibited their artworks in the finest galleries, museums and craft shows, and are in the finest collections.  

ARTCNET.COM Fine Art Gallery has   two main portals: Enter Navigation and Enter Gallery. This site has many links and pictures in the main page. From Navigation Portal there is a link to Auctions. The information about  the  new auction is presented at the main page as well.

Source(s) of information: Internet; www.online-artgallery.com

Relevance to REGNET project:

ARTCNET.COM Fine Art Gallery gives online users the possibility to participate in auction. The artist presents his work, the auction is opened and everybody can take part in buying the work by individual online act (the site can be seen in the Annex). The goal of ARTCNET.com is similar to the REGNET system.

“ARTcnet's goals are to act as a cultural bridge among world artists, artisans and collectors; to increase the international reputation of our artists and artisans; to provide an exchange of information, both informally through our forum and more formally through our researched information; and to offer caring service to our collectors, artists, artisans and our world community.  ARTcnet is a member of The Better Business Bureau on the Internet, the Better Business Bureau of Eastern Pennsylvania and The Main Line Chamber of Commerce of Pennsylvania. ARTcnet.com has a privacy policy that protects any personal information you give to us and guarantees that we will never give that information to anyone else.”

Keywords list: Auction Houses; Online participation in the Auction; 

Survey of Vincent Art Gallery

Reason(s) for inclusion in survey: 

“Vincent Art Gallery was established in 1989, with the mission to paint and exhibit reproductions of the Old Masters, like Van Gogh, Rembrandt, Vermeer, Renoir, Cйzanne, Gauguin and others, available from a single access point.

These reproductions are painted by dedicated Dutch artists, who have studied the style and techniques of individual Old Masters for years. They use the same materials and their skills and passion for the original works of art ensure the highest quality.

Source(s) of information: Internet; http://www.vincent.nl

Relevance to REGNET project:

Vincent Art Gallery offers a peculiar but growing service of selling of reproductions of famous painters. Online ordering of specific reproductions is accessible directly through the web site. As this kind of service can be included in the REGNET system, here can be seen the view of the service (in Annexes).

Another possibility is to order posters of famous artists. This service includes searching of all posters (in Annexes).

Keywords list:

Orders for paintings of old masters – reproductions and posters. 

Survey of British Art at Auction

Reason(s) for inclusion in survey: 

British Art at Auction – The Art Market with ADEC presents the following directories: Auction Update, Art Market, ADEC, Search by the name of Artist, Record Auctions Service, Upcoming Auctions, Search for Prints, Search for Paintings,  Search for Watercolors, Photographs & Posters,  Search for Drawings, Search for Sculptures, Fine Arts Appraisals, 12 Annuals. In Upcoming Auction Directory it is said that- over 400 000 new auction results each year.

Artists’ biographies is a separate domain: ArtistBiography.com. An interesting section is the directory related to the Market, where  information of  the top sellers, the market trends and other are presented . More specifically:

( The top sellers  

( How has the market evolved? 

( What are the most sought-after media? 

( Are some formats more popular than others? 

( Which artists sell most? and, above all, 

( How is my artist performing in relation to his reference market? 

Source(s) of information: Internet; http://www.art-market.net/british_art.htm

Relevance to REGNET project:

This site is a rich database on artists, different works of art on sale, as well as an auction system. Online ordering and search facilities are provided to any users.

There are three ways for searching auctions: through Artists, Types of Sale (paintings, sculptures, graphics...) and Location. The interface is friendly with online help. 

Keywords list:
Auction Houses; Searching Auctions by Artist’s name, Type of the work, Location. 

Survey of Sothebys.com

Reason(s) for inclusion in survey: 

Sotheby’s  origins date back to 1744 as a London book dealer and nowadays is an unrivalled international auction organization. Thanks to the extensive information and services offered to the users, it may be considered one of the best example in this field.

Source(s) of information: Internet; http://www.sothebys.com/ 

Relevance to REGNET project:

Sothebys.com  is a good case study, offering online services for artists and experts. Directly from the home page, users may choose between: Online Auctions, Live Auctions (see Annexes), Calendar, E-Shop, and in particular Sotheby’s Services ranging from Financial Services, Insurance services, Trusts & Estates services, Restoration ones and others. 

Within the Online Auction directory, the user may find interactive services like the possibility, after having registered, to upload his/her own action together with detailed information on future Special Auctions. He/she may also access the available items either browsing through a Category List of goods (see Annexes) or through a search button connecting a network of thousands of art and antiques dealers and authorized sellers worldwide (the Associates). The Associates are among the most knowledgeable and discriminating tastemakers in the world of art and antiques. Keywords list:

Auction Houses; Online Auction; Searching Auctions, Searching Experts;

Survey of PHILIPS de PURY & LUXEMBURG
Reason(s) for inclusion in survey: 

PHILIPS de PURY & LUXEMBURG is a company with rich traditions in selling important collections, based in 1796 by Harry Philips (see Annexes). The main categories in the site are: About Philips Auctioneers; Worldwide Auction Dates; Sales Catalogues; Worldwide Auction Results; Specialist Departments; Online Valuations; Insurance and Professional Services; Latest News; Write to Find us; Multimedia Center; Currency Converter; Email Philips Auctioneers; Search; Home. 

The online selling Catalogues report a list of auctions and prices for any items.

User need a registration to have access to this section.

Source(s) of information: Internet; http://www.phillips-auctions.com
Relevance to REGNET project:

PHILIPS de PURY & LUXEMBURG  offer a wide range of different services to Artists. Among them, the “Online Valuations” is the most innovative one. Here the artist may ask for a preliminary informal online valuation of his/her work offered by Phillips' specialist departments. Of course, a personal inspection of the piece” would follow if the artist finally decides to sell.

Keywords list:

Auction Houses; Online Auction; Searching Auctions, Searching Experts;

Survey of CHRISTIE’S 

Reason(s) for inclusion in survey: 

CHRISTIE’S begins his work from auction house in 1766 (see Annexes-History) and today it ahs offices in Paris, London, New York and Los Angeles. Christie's has 18 salerooms worldwide and conducts over 1,000 auctions a year, with the majority held in its London and New York sale-rooms. CHRISTIE’S is one of the famous world players at the Artists’ stage and this is reflected in his web site. 

The site has a rich database with many links and opportunities for selling Artist’s works. It provides extensive information on future auctions listed through 7 subdirectories, press center,  Lot Finder, Web Casts. There is also the LotFinder®, Christie's user-friendly online search engine which allows users to view richly illustrated sale catalogues from Christie's auctions around the world (see Annexes).
Source(s) of information: Internet; http://www.christies.com
Relevance to REGNET project:

CHRISTIE’S site  is relevant  for REGNET mainly for the easy and direct access to its web site and to its extensive offering which includes Fine Art (19th century European Art; American Art; Australian Art; British & Continental; Watercolors & Drawings; British & Irish Art; Contemporary Art; German & Austrian Art; Greek Art; Impressionist & Modern Art; Latin American Art; Maritime Paintings & Models; Old Master Drawings; Old Master Paintings; Post-War Art; Sporting Art; Swiss Art.

Specific services range from Appraisals and Valuations; Christie’s Education; Christie’s Images; Corporate Collections; Museum Services; Security Services.

Keywords list:

Auction Houses; Online Auction; Searching Auctions, Searching Experts;

Survey of SKINNER 

Reason(s) for inclusion in survey: 

SKINNER – Auctioneers and Appraisers of Antiques and Fine Art

Established in 1971 and currently the fourth largest auction gallery, Skinner, auctioneers and appraisers of antiques and fine art, conducts over sixty auctions annually. Operating out of locations in Boston and Bolton, Massachusetts, Skinner is the foremost auction gallery in New England.
Source(s) of information: Internet; http://www.skinnerinc.com/
Relevance to REGNET project:

Skinner, Inc., Auctioneers and Appraisers of Antiques and Fine Art, located in Boston’s Back Bay and Bolton, Massachusetts, is the fourth largest auction house in the United States. Holding 60 auctions each year, covering 16 departmental areas (from American & European Paintings, to Art Glass, to Oriental Rugs & Carpets, and beyond), Skinner offers collectors the chance to bid on many rare and desirable pieces.

Widespread online support is provided through the following sections: How to Buy, How  to Sell, Insider Tips, Common Questions,  Ask Experts online.

It is also possible to order online individual catalogues offering assistance with online bidding.
Keywords list:

Auction Houses; Ask Experts Online ; Auctions Experience

Conclusions

All the organisations analysed deal with online auction services for Artists and therefore are extremely useful for setting up the related REGNET business.  

Making exception for TCATCO Production and Auctioneer Terry Catalano, each of them offers well advanced and efficient online auction services.

AskArt.com has a nice design and a fast searching of Auction Houses by City or alphabetical order, but it covers only the USA. The site is interesting thanks to its rich database (information on 25000 American Artists) and its friendly interface with good “help” possibilities.

Night of Artists Auction Site presents only three Auction Houses. There exist   possibilities for online participation, entering account, entering own pictures for selling, editing account, editing password.

Vincent Art Gallery is in a niche, and rich market of reproductions of famous painters. More and more visitors accessing the gallery are willing to buy reproductions as a souvenir of their visit.  They may also order online the desired works.  

This is a good practice, which could be used in the REGNET system as a service for the famous museums.

WORKINGWITHARTISTS and ARTCNET.COM Fine Art Gallery offer online participation in auctions.  Both are excellent examples of sites helping artists in their business. They are fast and well designed. Both of them provide the Artists with different business services like buying, commissioning, arts based training and useful contacts.

However, the most excellent examples of provision of specific Auction services are Christie’s, Sothebys and PHILIPS de PURY & LUXEMBURG. They present excellent business possibilities combined with good design, friendly interface and rich Database. 

The same could be said to British Art at Auction – The Art Market with ADEC (excluding the awkward web design) where information about the market and compatible ratios can be found. 

PHILIPS de PURY & LUXEMBURG and Christie’s give a very useful service to Artists wishing to make an informal enquiry on the potential auction prices of their work ; i.e. online valuations. This service could be also provided by the REGNET system as a link to an appropriate expert, if the user needs it. 

Survey of Internet-based micropayment systems

Survey of 1ClickCharge

Reason(s) for inclusion in survey: 

1ClickCharge is a new service for Web merchants that lets consumers quickly and securely buy Web content on a pay-per-use basis. It's a prepaid account that enables consumers to spend small dollar amounts using a simple one-click process and without ever leaving the merchant site.

Source(s) of information: Internet

Relevance to REGNET project:

Unfortunately the web site (www.1clickcharge.com) contains no information regarding this service. Presumably one is meant to contact them directly for information.

Keywords list: micropayment system, pay-per-use.
Survey of Cartio Micropayments

Reason(s) for inclusion in survey: 

Cartio Micropayments is a one-click micropayment system to pay for premium digital content and services, as well as non-digital small purchases.

Source(s) of information: Internet

Relevance to REGNET project:

The company, based in the Netherlands, offers  a multi-currency, multi-lingual, modular system designed to handle transactions ranging from 0.01 Euro/Dollar to 10.00 Euros/Dollars. Payments are made using two types of card, one pre-paid, the other post-paid, which are free of charge for the consumer. Security is provided by the use of public key cryptography. It is compliant with the W3C’s common Micro-payments markup language and is fully in line with Directive 95/46/EC with regards the issue of privacy and personal information.

How it works:

Cartio Micropayments is a one-click  micropayment system for amounts as low as 1 Euro/Dollar cent, that makes use of public key cryptography.

The user must register (with SSL encryption) at the Cartio server and apply for a Cartio virtual card by giving his/her personal details and choosing a password. The server sends back a message with the consumer's new card number and the secret code to activate the card, and indicating where to download the PayBar programme. This program generates a private/public key pair to communicate with the server (see technical white paper).

The customer will then have to transfer funds to Cartio. Payment can either be pre-paid (with credit cards, checks or credit transfer) or post-paid (with direct-debit).

Credit cards allow prepayment of the Cartio Card, limited to 100 EUROs in two months after the first deposit.

Purchases can then take place with Cartio-accepting merchants, with the PayBar menu indicating the remaining balance, recognizing the items it can buy, and offering an overview of all purchases.

Fees: No connection fee, no monthly fee, 20% transaction fee; discounts do apply for accounts with a turnover over 10.000 Euro per month.

Usage Figures: 2 merchants at launch date:

FactLANE formerly the Dutch Pressdatabase and The Dutch Institute for management (NIVE)

They "offer over 4 million of different articles on pay-per-view bases".

Comments: Compliant with the Micropayments markup language as defined by the world wide web consortium

Keywords list:

Micropayment markup language, public/private key cryptography, SSL encryption, one-click micropayment system, pre/post-paid, virtual card, PayBar program, digital signature, scalable, modular, exception based maintenance, digital/non-digital purchases

Survey of eCoin

Reason(s) for inclusion in survey: 

eCoin is a small US start-up entirely devoted to Internet-based micro-payment solutions.

Source(s) of information: Internet

Relevance to REGNET project:

The Company offers an immediately available commercial solution, which claims to be technologically advanced, secure, affordable for the merchant and easy-to-use and free for the user. It has to be considered a significant player in the field of micro-payment system developers.

Keywords list:

e-wallet, e-cash, Diffie-Hellman blinding digital cash, token-based micro-payments, URL redirect, Pay Per Login, Pay Per Use, sub-dollar transactions

Major Features of eCoin 

Ecoin Inc. is a forerunner in the micropayment field. They believe that this field is in its infancy stage and needs a working system to demonstrate its potential. They see themeselves as enabler and technology pioneer of micropayment system. ECoin Inc. shows the following featturs: 

*
ECoin Wallet Manager is tightly integrated into the modern browser technology (We support Netscape and MS IE). The communication between Wallet Manager and the Payment Server uses http+SSL calls. Therefore, it will work wherever the http protocol is allowed and is able to bypass the firewall and proxy server restriction for many corporate users. 

*
ECoin Wallet is token-based. Tokens are stored in the local wallet instead of credit card number. This feature lowers the risk of credit card fraud and electronic theft that concern many Internet users. ECoin Wallet can be extended to a notation-based system when we feel that we can secure desktop environment in a better way. 

*
The tried and proven Easy Wizard to implement eCoin's web interface. We have designed Easy Wizards to help merchants build eCoin interface. The Wizard will construct the HTML output for merchants in literally a few minutes. We are working with a few interested vendors. We have not heard any complaint about the difficulty of implementation. Full featured technical documents are also prepared for sophistical CGI programming. 

*
Intuitive Wallet Manager Icon embedded into the webpage. The simplicity of Wallet Manager GUI makes it very intuitive to conduct a transaction. No separate application is needed to assist the transaction. 

Survey of iPIN

Reason(s) for inclusion in survey: 

iPIN provides e-payment solutions to merchants, telco companies, financial institutions and portals, allowing their customers to make payments or purchases on the Internet.

Source(s) of information: Internet

Relevance to REGNET project:

The company enables end-users to easily and securely pay for Web and wireless purchases using existing financial relationships, such as bank accounts, credit cards, debit cards, ISP and wireless bills, prepaid accounts, and cash. Neither the merchant nor iPIN store personal account details about the customer, thus ensuring compliance with the toughest privacy regulations. It has entered into a partnership with France Telecom forming w-HA, a system for the online sales of digital goods and services for small amounts. It is also about to ally itself with British Telecom's Openworld division.  

Keywords list:

e-payment, end-to-end payment solutions, payment methods, billing, stored value, prepaid, encrypted cookie, authorization number, chargebacks, credit card

Survey of NewGenPay

Reason(s) for inclusion in survey: 

NewGenPay develops and markets a set of interoperable payment transfer protocols suitable for micro-payments and other payment solutions.

Source(s) of information: Internet

Relevance to REGNET project:

The company, formed by the R&D team from IBM Micropayments, has focused principally on micropayments and implements the WC3’s  common markup for micro-payment per-fee-links specification. Their payment technology is claimed to be unique in terms of scalability and interoperability allowing purchasers to buy from any merchant with per-fee-links and pay at any billing server. It is also claimed that the system entails exceptionally low overhead costs and offers full support for multiple currency transactions, currency conversion and multi-lingual interfaces.

Keywords list:

low-value transactions, wallet software, billing, interoperability, multilingual interfaces, multiple currency transactions, low overhead, negligible delay, Payment Service Provider, SSL, SET, cryptographic protocols, markup format, HTML per-fee-links

Survey of PayPal (Confinity)

Reason(s) for inclusion in survey: 

PayPal is a person-to-person payment system to make payments via e-mail, which are then charged to a credit card or bank account, without divulging credit card or bank account numbers for each transaction.

Source(s) of information:Internet

Relevance to REGNET project:

The company claims to makes e-commerce fast, simple, and secure. It is widely used by eBay (online auctions) customers and has signed up 2.7 million customers in less than a year, making it a rare hit among financial start-ups on the Web. Currently, however, the service is geared for U.S. users.

Keywords list:

transaction, cash withdrawal, encryption, SSL, verification, chargebacks, proof-of-shipment, Debit card, ATM, credit card, online auctions

Survey of Qpass

Reason(s) for inclusion in survey: 

Qpass is a US digital commerce and payment infrastructure provider which handles Internet-based micro-payment solutions.

Source(s) of information: Internet

Relevance to REGNET project:

The company provides a full end-to-end service, which claims to be secure, reliable, robust and highly scaleable. It is also free for the end-user. Major publishers and media companies on the Internet are among its customers. Of particular interest is its recent partnership with Reciprocal Inc., a digital rights management software provider, to provide outsourced DR security services to media companies and other content owners. Also of interest are its alliances with AT&T and other wireless companies to provide commerce services in the mobile phone field. 
Keywords list:

e-wallet, token-based micro-payments, wireless micro-payments, pay-per-view, end-to-end service, low-dollar transactions, multiple payment options, digital products, digital rights

Survey of Reciprocal

Reason(s) for inclusion in survey: 

Reciprocal is an Internet-based U.S. a technology services company that assists copyright owners to realize revenues aiding the fight against copyright infringement

Source(s) of information: Internet

Relevance to REGNET project:

The company, which is a provider of business infrastructure for the distribution of digital assets, claims to be able to provide a seamless e-commerce infrastructure which is flexible, scaleable, efficient and secure. The business is focused on Digital Rights Management applications across multiple platforms, enabling the secure exchange of intellectual property in digital form over the Internet or other electronic media. 

It boasts several big-name clients in the publishing field, including Time Warner, Random House, Sony Entertainment and BMG Music.

Keywords list:

digital rights management, DRM, digital assets, copyright, super-distribution, digital distribution, encryption, packaging of digital content, protection, extraction, copying, watermark

Conclusions

Most analysts agree on the fact that online customers might be well willing to pay very limited amount of money - typically, few cents of dollar or euro - for buying digital goods, provided that a secure, fast, and easy-to-use payment system for such micro financial transaction is available while browsing the Web.

This is precisely the aim of the online micropayment systems. Without them, purchasing online normally resorts to credit cards: something which is perceived as not so secure, not so fast and not so straightforward by many users even for relatively large payments. Specifically for micropayment, it is not much convenient and cheap for both the user and the merchant. 

Most stores don't accept credit cards for small purchases because the credit card companies charge stores a percentage of the sale plus a fixed fee; on a small sale, that can outweigh the profit.  That is always true, but it's particularly punishing for doing business on the Web, though, where everybody wants to sell small goods -- either low-cost digital information, or perhaps low-margin physical goods. But how to collect the payment and still make a profit?

The standard solution is to aggregate small payments into a single credit card charge, and only charge the card in lumps that make the transaction worthwhile. Transaction-aggregation companies can charge back the sellers a smaller percentage of the sales, because they arrange bulk processing discounts from the credit card companies. On information purchases, the aggregator can even reserve a cut of the sale itself, since the incremental cost of goods for data sales is near zero.

There are several companies in this emerging market, where no clear market leader has been established yet. We have surveyed the following companies:

1.
1ClickCharge


http:// www.1clickcharge.com/

2.
Cartio Micropayments

http://www.cartio.com/

3.
eCoin




http://www.ecoin.net/

4.
iPIN




http://www.ipin.com/

5.
NewGenPay



http://www.newgenpay.com/

6.
PayPal 



http:// www.paypal.com/

7.
Qpass




http://www.qpass.com/

8.
Reciprocal



http://www.reciprocal.com/

Possibly the most established player in the group is US Qpass, which can boast some impressive partnerships and can command a steep initial price (at least $20000). 1ClickCharge is another known player in the US market, unfortunately almost no information is publicly available about their offering. eCoin is another US entrant in the market, offering a solution which is much more affordable than Qpass.

We have also surveyed three micropayment system providers offering solutions based on technologies of European origin: Cartio, iPIN and NewGenPay. All of them insist on the fact that their solutions are multi-currency, multi-lingual, and based on open standards. They also claim to offer solutions which are free for the buyers and very affordable for the merchant. Among the three, the most established in terms of signed contracts and partnerships appear to be iPIN.

We have also included in our survey two organisations which are not, strictly speaking, offering micropayment solutions but are closely linked to the area.

The first one is PayPal, which is actually a P2P system for making payment via e-mail. Although formally not an e-payment system, it is widely used by eBay customers and has signed up 2.7 million customers in less than a year.

The second one is Reciprocal, an Internet-based U.S. technology services company that assists copyright owners to realize revenues aiding the fight against copyright infringement . Their business is focused on Digital Rights Management.

Mention should also be made of the URL:

http://www.w3.org/ECommerce/Micropayments/ which provides an interesting overview on micropayment projects with a good European coverage. 

Initial identification of Regnet user groups

Regnet is a Cultural Service Centre, an e-Business Network of  different partners; Content Providers, Regional Poles/Business Access Points and Service Providers setting up a technical and service infrastructure for organisations and users in the field of Cultural Heritage, Leisure and Tourism and Education and Publishing.

In a B2B and B2C scenarios, we can identify the main user groups related to the potential market segments that Regnet  could address at:

Specifically:

	
	Education
	Tourism&Leisure
	Culture
	New media

&

publishing

	B2B
	Schools

Universities & Post Graduates

Master courses
	National/Regional Tourism Agencies

Municipalities

Tourism Associations

Tour Operators

Travel Agencies

Events and workshops organisers


	Memory Institutions (Archives, Libraries, Museums&Galleries)

Individual Artists and Artists associations

Cultural Foundations
	Publishing

Visual Art companies

Architects

Advertising 



	B2C
	Teachers

Students

Life-long learners
	Tourists

Guides
	Art-lovers

Parents

Curators

Librarians

Archivists
	Journalists

Web designers

Writers 

Editors




The above table tries to identify the potential target users’ groups that could benefit from Regnet.

In order to fully understand Regnet potentialities in each specific, but also related, market segments, Regnet will set up specific user groups whose expectations and needs will be analysed. 

Regional Poles are organisations/cultural institutions that already address and are in the best position to analyse the expectations and needs of user groups. They are the Swedish University Library, Consorzio Civita and The Instituto Anadulz de Tecnologia .

The Swedish University Library is one of the largest university library in Sweden with around 2 million visitors a year. The library is well advanced in IT and networking the library catalogue, a large amount of databases and electronic journals over the campus and to 12 branch libraries over the Internet. Therefore it is a good candidate to express the education and culture sectors users’ needs and expectations. 

Consorzio Civita, the Italian Regional Pole,  is a non-profit organisation promoting initiatives in the cultural tourism and leisure sector. It is also one of the biggest Italian private organisation managing major Italian museums, such as Musei Capitolini, Pinacoteca di Brera and others. It has already agreements with Tour Operators and Tourism Agencies in commercialising integrated cultural-tourism services for tourists, art lovers and schools.

The Instituto Anadulz de Tecnologia is a private non-profit Technology and Innovation Centre, located in Seville (Spain). IAT is the co-ordinator of the ANDALUSIAN INNOVATION NETWORK, a network of 100 Andalusian Enterprises (SMEs), and takes part in the CESEAND (Southern Europe Innovation Relay Centre - Andalusia). Because of its regional dimension, IAT is also linked to Public Regional Authorities, Agencies and Universities. 

Considering the fact that companies working in the new media and publishing sectors are mainly SMEs; IAT experience in  assisting them will surely be extremely useful.

All along the business engineering activity of Regnet, the identified user groups will be addressed and their requirements investigated on a continuous basis.

Currently we think it appropriate to highlight the main requirements that will be further investigated all along the project life.

Educational sector: main requirements
Schools, universities and post-graduates courses, but also teachers and students usually require:

· search engines to identify resources in key international websites and collections’ management systems of outstanding cultural heritage value

· a multilingual thesaurus facility

· ability to customise queries 

· system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen

· ability to conduct intelligent subject searches 

· ability to conduct seamless searching through a standard interface; ability to link to other sites

· ability for authenticated users to download imagery,

· requirement for a user-friendly, intuitive, aesthetically pleasing site; fast access to required resources, 

· wait times (also for downloading) to be consistent with current best practice 

· ability to make e-loan with a library

· requirement to subscribe to an e-journal on specific research areas

· requirement to be informed on the latest news on their specific field

· ability to download free (or cheap) medium resolution images/pictures 

· ability to find rare images/pictures related to their research field

As a consequence of the general move towards the greater integration and interdependence of cultural heritage institutions and resources, and because of the exponential growth in the volume of cultural heritage websites, professional end-users in the educational field increasingly require search engines to identify resources in key international websites and collection management systems of outstanding cultural heritage value. 

Related to this is the ability to have a multilingual thesaurus facility  to allow the searching of foreign language databases and, where required, translation of the results.

In searching websites and databases, the above mentioned end-user increasingly expect to have the ability to customise queries  so that they can select groups of targets to go for, prioritise which institutions’ resources they see first in a search, and be told which resources come from which institution. The Agora hybrid library project, for example (accessible through the UKOLN website), offers such a facility and it is likely that this will soon be considered a basic feature of this type of site. 

A further refinement is for the system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen. On unsuccessful searches the user is offered the chance to select new targets. This is perhaps of particular significance in the context of an international information system.

They would also appreciate the ability to conduct intelligent subject searches where the system can draw up all resources relating to an enquiry.
There is a wish to be have the ability to conduct seamless searching through a standard interface whereby the user is not told (unless he/she registers a wish to be) from which site the resource is coming.

There is possibly a tension here between this requirement and the cultural institutions’ requirement for promotion of its website and thereby its brand name. This is partly counterbalanced by the additional requirement on the part of educators to have the ability to link to other sites. 

This requirement is closely bound up with the ability for authenticated users to download imagery. This imagery should be available in a variety of sizes.

We also identify requirement for a user-friendly, intuitive, aesthetically pleasing site (more information about this is included below). While these features are obviously desirable in all sites, they are perhaps less imperative for specialists than for generic users.

Both organizations and individuals in the educational sector, require Regnet’s wait times to be consistent with current best practice. One word of caution here concerns the volume of Z39.50 targets in a site. Currently, if a system is searching more than ten targets, technical difficulties and delay can occur. 

A further requirement, especially from teachers and researchers, is to be able to order and receive document through the Internet. In addition more and more people are finding specialised e-journals extremely appealing for their costs-reductions and easy delivering.

Last but not least, when interested in specific images/pictures, they would like to have a free access to them ( or at least at a cheap price) with a fast downloading time. 

Individuals in Tourism/Leisure and Culture  sectors: main requirements
Tourists, art-lovers and parents introducing their children to culture, accessing Regnet might wish to have:

· ability to access added-value products presenting a given theme

· themes to be contained in a familiar, or at least intuitive, hierarchy

· ability to access desired information with a minimal selection process 

· themes should cover the user’s area of research or interest

· system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen

· ability to conduct intelligent subject searches

· ability to conduct seamless searching through a standard interface 

· ability for authenticated users to download imagery

· ability to access a museum e-shop

· ability to select and buy physical objects 

· requirement for a user-friendly, intuitive, aesthetically pleasing site 

· easy-to-use interactive tools to create personalised multimedia projects 

· requirement to be informed on the latest cultural events and exhibitions

· requirement for online booking (and selling) of museums’ tickets

· wait times to be consistent with current best practice 

One conclusion of the AQUARELLE project was that generic users are generally not interested in raw data but instead want the ability to access added-value products presenting a given theme.

Bound up this, they want themes to be contained in a familiar, or at least intuitive, hierarchy. 

This requirement should be balanced against the fact that users want to the ability to access required information with a minimal selection process. The more selections the user is forced to make to access an information asset, the more likely he/she is to become bored and frustrated. A guiding principle would be that any information asset should not be more than three clicks away. 

Another related, and obvious requirement, is that themes should cover the user’s area of research or interest. 

In connection with this, and in addition to being able to access predefined Regnet themes or projects, users would like to have the personalize and add multimedia material on the themes, in order to create their won personal multimedia product ( also web site).

As with educators, also generic users would like the system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen. This is also related to the desire to be informed on the latest exhibitions and events hosted by the nearby institutions. The online booking and tickets purchase is the final step to satisfy these needs,

Additionally, tourists or art-lovers in general would probably rely more than the specialists on having the ability to conduct intelligent subject searches (as defined above). This facility would allow non-experts to quickly gain access to all the resources relevant to a theme that the system can offer, without having a thorough knowledge of the details of that theme. 
To the above issue, the ability to conduct seamless searching through a standard interface whereby the user is not told from which site the resource is coming is obviously related. 

Connected with this is an important priority: the requirement for a user-friendly, intuitive, aesthetically pleasing site. This is a broad area but guidelines will include the need for:

•
regular layout on each page.

•
consistent typographic treatment.

•
consistent use of color.

•
clear, consistent terminology.

•
active areas of each page clearly apparent.

•
a clear distinction between informational and decorative imagery.

•
clear navigational structures.

•
an effective help facility. 

•
consistency in the way search results are presented.

Like professional users, general users would also like the ability for authenticated users 

to download imagery, and require Regent’s wait times to be consistent with current best practice.

Many individuals would also require easy-to-use tools to create projects in which assets are presented in geographical and chronological contexts. Parents, art-lovers and travel guides, for example, would all benefit from ability to localise their projects.

Cultural Institutions: main requirements

Archives, Libraries, Museums and Galleries and memory institutions in general wishing to exploit the use of ICT technologies to offer new services, usually require:
· increased public access to their collections

· foreign language searching through their resources

· cooperation and integration with other cultural institutions of excellence including foreign language institutions

· ability to set resources in an international context

· financial return

· copyright management and protection of digitised resources

· minimum of restructuring of data

· promotion of their brand name

A key factor that would attract these institutions to Regnet would be the ability to allow increased public access to their collections and catalogues. This coheres with the aspirations of the cultural heritage community. In Britain, this increased access has been particularly focussed on schools – ‘A Network of Jewels’ found that 'the majority of school children would use museum resources and libraries documents as an integral part of the curriculum during a 12 month period'. The emphasis is likely to shift into what is perceived as the next growth area for digital cultural heritage resources - that of Further Education, an area being promoted through the JISC (the Joint Information Systems Committee) initiative. 

The ability to allow foreign language searching of cultural resources is another key requirement. As web use continues grow worldwide, the number and proportion of users who have a language other than English as their first language is increasing. This  trend makes multilingual websites increasingly appealing. 

A key trend in cultural heritage is the movement towards institutions joining forces for shared benefit. Strategy documents produced by cultural heritage organisations repeatedly emphasise this priority. ‘Building the Digital Museum: A National Resource for the Learning Age’, for example, recommends that 'national and regional museum and cross-sectoral relationships [be] fostered through joint digital museum activity' and believes that the future promises museums 'a place within the context and of an emerging educational and cultural grid'. The facilitation of cooperation and integration with other cultural institutions of excellence including foreign language institutions would be another element attracting primary users to Regnet. One important example of this is the increased access to cultural heritage websites - and websites generally - by having the site as a Z39.50 target. An increasing proportion of searches of online databases are performed through links from other sites 

New media and publishing companies/individuals:  main requirements

Architects, Graphic designers, Film makers, Advertisers, Editors, but also Journalists and Writers are mainly interested in digital images and pictures. They usually expect:

· A free navigation to the web site

· Choice between free and pay-per-use downloading of images/pictures

· In case of purchase of a specific image/picture:

· original support of the image

· highest quality  of both negative and digital image (305 dpi;  size of negative: maximum size format), 

· requirement to find also rare images,

· copyright cleared transaction through a licence agreement according to their individual usage ( commercial use, n° of reproduction allowed, research… ); 

· direct contact with the organisation, before  finalising the on-line purchase

· Direct navigation and easy research functionalities 

· Online help/assistance for the search functionalities.

· FAQ sections

These users may access to Regnet portal for very specific business reasons. They could be mainly interested in accessing to high-resolution images/pictures databases through a direct navigation and research functionalities.

For this, they would like to have a free entry point, to later subscribe only if ready to acquire the searched item.

Most of the time, a direct contact with the organisation is requested, since the license agreements need to be adjusted according to the specific usage and quantity of purchased items.

Methodology and roadmap

Main objectives of Task 1.7 were to identify recent trends and main characteristics of the market segments of the Digital Culture sector, together with a first identification of user groups categories of potential interest to REGNET. The various chapters of this Interim Report show that the objectives have been by and large achieved. However, a more complete market assessment, needed in the following phases of the project, has to be reached extending the coverage of the present results. 

In this first period more effort has been devoted to the supply side, which has been extensively and directly investigated with the help of first-hand surveys of the main players in key segments of the market of online services in the cultural sector. In the next phase, where a market preparation task will be active, more effort will be devoted to collect information of the demand side.

This further market research activity will be carried out within a related task active in the next six-months period, i.e. Task 2.5, "Market preparation" aiming at identifying REGNET marketing policies and advertising campaigns, including the setting up of a mailing list, discussion forums and of periodical newsletters. The methodology to be adopted here will firstly consist of compiling, with the support of the cultural organisations and the Regional Poles involved, a mailing database, throughout Europe, to identify the target audience to be addressed by the REGNET advertising tools. 

These tools, e.g. brochure and newsletters, will be created in electronic and paper format and will be designed with an attractive and direct interface to be validated by the multimedia staff of the technical partners. Here the idea is to exploit the occasion of the delivery of advertising material by attaching a questionnaire. A simple and short - but effective - questionnaire will be drafted and distributed to potential users/clients, already categorised in groups. The compiled questionnaires will be then analysed and a report with the key findings will be ready for M12, offering the consortium a first-hand recognition of the actual demand for REGNET products/services. 

Another occasion for a further and deeper investigation of the supply side is given by the approaching of the delivery of the first draft of the Technology Implementation Plan, due at M12. Task 5.1, "Technological Implementation Plan" is aimed at identifying the long-term exploitation plan of the REGNET systems. Thanks to the methodological and research contributions by all involved partners, and especially by the WP Leader, MOT, and those devoting the highest efforts, CC and VALT, the consortium will be able to transform the initial and almost naive survey of key players done in Task 1.7 in a fully-fledged competition analysis, quantitatively rich and qualitatively sound. This market intelligence will be instrumental to get to the final REGNET business plan as envisaged by the TIP template provided by the EC services.
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� An indepth-analysis of some good examples of online museum web sites was distributed separatively from this paper.


� This approach is not inconsistent with the wide-spreat differentiation of museums presences on the web but only serves different goals: the main focus of this paper is to describe product strategies and to derive possible products and services for the CH sector but not only to describe existing products in online media. The mentioned alternative approach as described in Schweibenz, Werner: Das virtuelle Museum - Überlegungen zu Begriff und Erscheinungsformen des Museums im Internet. 1998. � HYPERLINK http://www.compania-media.de/mum/mumo.htm ��http://www.compania-media.de/mum/mumo.htm� distinguish the following types of museum web sites: 1. The brochure-museum (web site with informational and promotional character) 2. The content museum (comprehensive presentation of the museum and its collections with online-access to digital objects) and 3. The Learning museum (the virtual museum which attracts new user groups to visit the real museum).
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