


The most important challenge when
speaking about content distribution
is that today the educational
infrastructure does not reflect

the cultural

As we can see, Android is the most used ope-
rating system with more than half of the mar-
ket share, which means that in the Google Play
market store we can find the widest range of
mobile applications.

Educational aspects of virtual
exhibitions

When we want to offer educational content
through virtual exhibitions, it is not enough to
arouse the interest of students for an exhibi-
tion in virtual space, because it is necessary
that the exhibition be presented in an attractive
manner. The most important challenge when
speaking about content distribution is that to-
day the educational infrastructure does not
reflect the cultural needs of young people. In
this manner, a useful and well-designed leat-
ning resource will not be adequate for the
teaching methodologies used in most class-
rooms and by most teachers. Some design
theories can be applied to enrich many aspects
of virtual exhibitions and this could be res-
ponsible for innovative educational materials
for teachers and students. Young people visit
physical exhibitions, take part in educational
workshops, and learn from professionals and
educators about applied creativity. The effect
of using interactive elements within the virtual
exhibitions serves this particular audience by
catering to more contemporary ways of leat-
ning. When we want to target museums and
libraties as locations for larger audiences, we
have grown accustomed to migrating the phy-
sical exhibition experience to an on-line ex-
perience. We could apply Himmelsbach's
(2011) statement about virtual and physical
exhibitions, to museums and libraries “Today,
exhibitions are partially defined by their virtual urban
spaces, which radically alter the image of the exhibition
itself. The virtual exchibition as physical exchibition of
the future can never replace the real, experiential world,
but it can offer its inhabitants enriched and expanded
potentials”.

needs of younag people.

The introduction of content presented by de-
signers and artists into an on-line space can be
pleasant for the younger audience, and can be
avery satisfying experience. Many virtual exhi-
bition designers have been exploring the idea
of the physical and the virtual within their own
work. The designers and the design managers
have illustrated in different ways how the eco-
nomic and social aspects of online informa-
tion can be integrally connected to the design
and consumption of virtual spaces. This is
especially the case for the target audiences of
virtual exhibitions (Kaye, Poletto, 2004).

To begin the observation and generation of
new virtual exhibitions we need to follow five
steps:

1) observe the sight movement of the visitors;
2) classify the routes of visitors;

3) analyse the routes for experience content
retrieval;

4) generate experience content descriptors as
scenarios;

5) use the scenarios for establishing new
virtual exhibitions with similar content.

If a virtual exhibition can deliver a variety of
different experiences for a visitor at the same
time, then it can even classify the type of users
and it can identify who should be the subject
of this experience. One of the goals of a vir-
tual exhibition is to reach a larger audience, to
achieve a better number of visitors. In order to
achieve this goal, the virtual exhibition must
suggest a type of experience with well-defined
content and title. Besides, the virtual exhibi-
tion can serve as a kind of management infor-
mation, because the technical environment in
which this framework runs also provides a lot
of statistics and information about the virtual
exhibition’s impact on the visitors (Respicio et
al. 2010).
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For achieving virtual exhibitions, a prior pro-
ject is not required, because virtual reality of-
fers remarkable possibilities and ideas. In this
kind of activity, we need to have the most spe-
cialized expettise, to provide a structured envi-
ronment and to develop ideas in order to build
the best virtual exhibitions.

While asking people to create their own virtual
designs, more work and expertise is deman-
ded, in order to allow them to clearly articulate
their designs and to engage themselves on
a more professional, specific level about the
exhibits. When you create something, it is
imperative to have a good starting point for
discussion about what is missing and what the
virtues of the exhibit are. It is easier to talk
about interactivity by asking questions like
"What can I do here?" than to determine
exactly what is needed. If we post a poem or
create a workshop, we wouldn't criticize parti-
cipants' ideas for their poems or creations. We
would talk about the work itself. The same
thing is true for the exhibits, but we need tools
to facilitate the accessibility to exhibitions in
amuch easier way than to large-scale manufac-
tured objects. Using virtual exhibitions in edu-
cation has become more popular these days,
due to the fact that they have been acting as
asolution to the challenges of e-learning,

Displaying larger amounts of information
about exhibits using digital media tools in an
attractive manner within a virtual space can be
advantageous in reaching a wider and younger
audience. In this way, we can also acquire va-
luable information regarding the relationship
between physical and virtual representation of
exhibits and ideas on how we can reach mu-
seum and library visitors on-line.
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New approaches to virtual
exhibitions on mobile devices

The problem with virtual exhibitions on mobi-
le devices is the business model that can be
applied in order to enable commercialization.
The following question arises when we want to
make the business model reliable: who will pay
for the mobile application development and
implementation? The following answers can
be offered to this question:

the use of some marketing freemium strate-
gies, so that mobile application users will pay
for access to the virtual exhibition as a special
access to dedicated resources for a specific ca-
tegory of people;
the development of virtual exhibitions for
mobile applications by external software com-
panies, other than museums and libraries; in
this situation, other two questions will arise:
who will do the marketing (and how) for the
mobile applications?
who will pay for access to virtual exhibitions?

In the second case, if the virtual exhibition im-
plemented on mobile technologies has an edu-
cational charactet, different schools and uni-
versities can pay for their students to access
the collections presented in the virtual ex-
hibition.

The distinction between fee or free must be
very well analysed before applying a specific
business model, because UNESCO promotes
open and free access to cultural resources as
a human right. Some compensations can be
realized through voluntary micropayments
realized by end users of the mobile applica-
tion. Therefore, when speaking about pay-
ments, some connections occur with the field
of virtual tourism and e-commerce with art
albums in digital format.












