
------------------------------
--
--
--
--
--

--
--

--
-- Sensibilizzazione

verso lo slow
tourism e un modo

di viaggiare
ecosostenibile

--------------------
--
--

--
--
--

--
--

--
--
--

--
---

---

Sviluppo
economico

delle aree rurali
attraversate dalla
Via Francigena

-----------
--
--

--
--
--

--
--

--
--
--

--
----

-----------

Ampliamento
della rete di
accoglienza
lungo il
cammino

---
--

--
--
--

--
--

--
--
--

--
---

----------------------

Maggior
attenzione di
istituzioni e

opinione pubbblica
sulla fruizione
della Francigena

--
--

--
--
--
--

--
---

-------------------------------

Rafforzare i
rapporti con varie
organizzazioni
internazionali

--

--
---

-----------------------------------------

Sostegno alla
candidatura
dell'UNESCO

---------------------------------------
--
--

--
--
-

Rilancio del
turismo dopo
la pandemia
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---
--

--
--
--

--
--

--
--
--

--
---

----------------------

Maggior
attenzione di
istituzioni e

opinione pubbblica
sulla fruizione
della Francigena

--
--

--
--
--
--

--
---

-------------------------------

Rafforzare i
rapporti con varie
organizzazioni
internazionali
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“Via Francigena. Road to Rome 2021. 
Start again!” was a European walking 
event along the Via Francigena organised 
by the EAVF from 15 June till 18 October 
2021.
The march crossed 16 regions and 637
municipalities in England, France,
SSwitzerland and Italy along 119 stages.

The EAVF team walked together with 
videomakers, photographers, bloggers, 
journalists and passionate walkers.
3,500 pilgrims walked during the entire 
journey; 10,000 persons met during the 
events; 63 partners, 250 supporting 
bodies, 350 reception facilities were
iinvolved.

The event had a great success thanks to participation, enthusiasm and
motivation of all stakeholders.

It created an extended Via Francigena family and community, provided sense
of belonging and ownership.

The The trilingual communication efforts had a total reach of 3,609,649 and engagement 
of 148,559 on the website and social media; 1,786,000 page visits on the website.

561561 publications in press and media.
33 influencers with a total audience of 1,600,000 people.

The EAVF website www.viefrancigene.org, 
social media channels (Facebook, Instagram, 
LinkedIn, Twitter, YouTube), conferences, 
press releases, newsletters, podcasts, 
blog posts, video and photo galleries.
Articles, posts and interviews by press, 
TV, radio, bloggers and influencers.
EEvaluation was based on the Key
Performance Indicators (KPIs) set before 
the event.

Preparatory work took over one year and 
included fundraising, partners relations, 
communication and social media plans, 
route animation and a new web portal.
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Italy France USA

Switzerland UK

TOP 5 COUNTRIES with the most visitors:

The webpage "Road to Rome" contains:
96 news articles  •  119 travel stories  •  112 podcasts

Trilingual website   www.viefrancigene.org:
1.786.000 page visits (21% increase compared to the previous quarter)

3 minutes 46 seconds duration of each visit
423.800 sessions

60%of the visits were conducted by new users

www.viefrancigene.org
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----------------------
---
---
---
---
---
---
---
---

---
---
---
---
---
---
---
---
----------------------------------

TOP POST

Group's entry in Rome
56.000 users reached
2.230 engagement

218 likes
54 shares

@ViaFrancigenaEU
Followers after Road to Rome:

66.330
(+ 4.815 more than set

in the KPIs)

----------------------
---
---
---
---
---
---
---
---

---
---
---
---
---
---
---
---
----------------------------------

TOP POST

travel along the stage
Celle San Vito (Troia)
20.300 users reached

1.738 likes
23 shares

@viafrancigena_eu
Followers after Road to Rome:

22.600
(+ 2.800 more than set

in the KPIs)

All EAVF social media channels reached 
95.405 people  with:

1.260 posts, articles and publications (including the website)
3.540 stories
60 videos

With a total reach of 3.609.649 (including the website) and an engagement of 148.559
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2.000
t-shirts

over 3.000
pins

500
bracelets

80 water
bottles

300
stickers

561 publications in traditional and digital press and blogs 
(+ 411 than set by the KPIs)

8 institutional press releases and  20 newsletters 

Biannual magazine "Via Francigena and the European Cultural Routes"
with coverage of 2.000 copies, available online
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Over 1000 high-resolution professional photos  •  17 videos of 1 minute  •  a final video of 15-20 minutes

33 influencers, total audience of 1.600.000 people
Over 30 articles
1007 stories
8 videos

76.000 “likes” on social media
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------------------------------
--
--
--
--
--

--
--

--
-- Awareness

raising for slow
travel and
sustainable
tourism

--------------------
--
--

--
--
--

--
--

--
--
--

--
---

---

Economic
development of the
rural areas
crossed by the
Via Francigena

-----------
--
--

--
--
--

--
--

--
--
--

--
----

-----------

Expansion of the
accommodation
facilities
along the way

---
--

--
--
--

--
--

--
--
--

--
---

----------------------

Reinforcement
of the EAVF network
on a local and
national scale

--
--

--
--
--
--

--
---

-------------------------------

Strengthened
relations with various
international
organizations

--

--
---

-----------------------------------------

Support for
UNESCO World
Heritage
candidacy

---------------------------------------
--
--

--
--
-

Re-launch of
walking tourism
after the pandemic
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