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1 This article extends previous papers published by EVA London (Calvi, Bouwknegt, Hover, Ouwens, van Waalwijk & van Schendel, 

2014) and DeSForM (Calvi, Hover, Ouwens, & van Waalwijk, 2015). 

 

Chapter Summary 

This case describes a research and development project, commissioned to NHTV University of Applied Sciences (Breda, the 

Netherlands) by several regional, tourism organizations in Brabant, a province in the south of the Netherlands.  The aim of the 

project was to draft a narrative concept and storylines that would link and upgrade the various Vincent Van Gogh heritage 

sites in the area in order to eventually attract international tourists to the province, especially in view of the commemoration 

of Van Gogh’s 125th death anniversary in 2015. In the creative phase we used a 12 steps storytelling model (Bouma, 2010). 

This is based on Campbell’s “Monomyth” (1945). It applies to many great tales and chronologically orders the (metaphorical) 

steps that drive the “hero” in his actions.  We compared the 12 steps to Vincent’s life. The first 6 steps, which took place in 

Brabant, we placed under the overarching narrative concept of “Becoming Vincent”. At various locations in the province, 

tourists can experience how the events in Vincent’s early life lead him to become the tormented yet brilliant artist so well-

known from his time in France (which we defined as “Being Vincent”), thus making a full narrative circle. To strengthen the 

process of identification with the child Vincent, we developed a demo for an immersive experience with the Oculus Rift. 

Learning Objectives:  

 By the end of this case study, the reader will: 

1. Understand how a model drawn from narratology can serve to creatively develop a concept and storylines for a 
tourist experience.  

2. Realise how storytelling can be the guideline for the linkage of different tourist destinations that are related to the 
same topic.  

3. Experience how physical and digital elements can be integrated to provide a unique tourist experience. 
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The Issue, Opportunity or Trend 

Storytelling traditionally belongs to the domain of culture and art like literature, film and the performing arts. But in the world 

of leisure, tourism and new media, storytelling also plays a crucial role in bringing about meaningful experiences.  

Experience, in Germanic languages, can be translated in two ways: “Erlebnis” and “Erfahrung”. “Erlebnis” refers to an “event 

or happening that occurs without necessarily being comprehended” (Zipes, 1997, p.132): it is the immediate, sensory 

experience (Mommaas, 2000; Schulze, 2005).  On the other hand, “Erfahrung” denotes “an experiential moment in which one 

learns something about oneself and the world” (Zipes, 1997, p.132).  Storytelling entails a process of expressing and extracting 

meaning (Bruner, 1991); it can turn “Erlebnis” into “Erfahrung”. Apart from generating meaning, storytelling can also bring 

about emotions. Gabriel (2000) argues that a story, whether fictive or true, is a specific type of narrative with “plots and 

characters, generating emotion in narrator and audience“(p. 239).    

 

Nowadays, in cross- or transmedia storytelling, virtual and physical platforms are integrated more and more frequently for the 

purpose of creating unified experiences (Jenkins, 2006; Philips, 2012). The integration of digital elements into an otherwise 

physical experience, like that of visiting a tourist destination, is what can enhance the experience at the level of Erfahrung for 

tourists and add meaning for their own visit. Moreover, as normally digitally augmented experiences require the audience to 

be more than just passive receivers of a pre-defined content but to be actively co-creating their own experience, they can 

more easily bring into the experience their own emotional world. And this is precisely what makes the resulting experience 

memorable and unique for visitors.   

The Innovation 

Case Context 

The case presented in this chapter describes a research and development project, commissioned to NHTV University of 

Applied Sciences (the Netherlands) by several regional, tourism organizations in Brabant, a province in the south of the 

Netherlands (Calvi et al., 2014).  The aim of the project was to draft a narrative concept and storylines that would link and 

upgrade the various Van Gogh heritage sites in the area in order to eventually attract international tourists to the province, 

especially in view of the commemoration of Van Gogh’s 125th death anniversary in 2015. 

 

The world famous painter Vincent van Gogh (1853-1890) is, in a European context, mostly associated with the Van Gogh 

Museum in Amsterdam, where his paintings attract some 1.6 million (mostly international) visitors a year. As a person, Van 

Gogh is mainly associated with France, where he spent the last few years of his life. This is where he ended up in a psychiatric 

hospital after having cut off his left ear lobe, and where he eventually took his own life. Few know that Van Gogh was born in 

Zundert, a village in Brabant, and that he spent his childhood and young adulthood in this province.  

The challenge of this project lay in the fact that none of Van Gogh’s artwork is permanently present in the province of 

Brabant. This is what makes this region relatively unknown to international tourism when it comes to Van Gogh’s heritage. 

Another challenge was the very broad target group, which was defined by the commissioning organizations as “international 

tourists with cultural interest”, ranging from very shallow to very focused.  
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Stakeholders Involved 

Several stakeholders were involved in this project. First of all the commissioning organizations, i.e. the Region of West-

Brabant, Landstad de Baronie and the Van Gogh Brabant Foundation, which has strong ties with Van Gogh Europe. Second, 

the visitor centers in the villages of Zundert and Etten-Leur. The municipality of Breda was also a stakeholder. All stakeholders 

endorsed the general aim of the project, i.e. to attract more international tourists to the region, and to provide them with 

meaningful experiences around Van Gogh. Nevertheless, there were also differences between the stakeholders. The visitor 

centers for instance, vary in size and in the way they are run (by professionals and by volunteers).  The city of Breda does not 

have a visitor center yet, and the link to Van Gogh is more indirect as he never actually lived there although his relatives did.   

Approach Used and the Impact  

In this section, we briefly outline the research and the creative development process we followed for this project. Next, we 

discuss how we translated the concept into an emotionally engaging experience for tourists by using one specific visualization 

technology that is the Oculus Rift. We discuss why we chose this technology and why we think this is a good way to provide 

cultural tourists visiting a Van Gogh location a unique experience with the person behind Van Gogh, one of the most 

influential artists of all times.  

Research approach 

The research approach we adopted consisted of various phases. First, during a literature review phase, we investigated the 

notion and typologies of cultural tourism in a broad sense, without focusing in particular on the specific interests and 

motivations of those visiting Van Gogh’s heritage sites. Various classifications of cultural tourism can be found in the literature 

(see in Culture24, 2013; McKercher & Du Cros, 2002) but what we found particularly fitting our goals is the one developed by 

Culture24 (2013). They identify three tourist types: the culture vulture, the cultural sightseer and the serendipitous tourist 

(Culture24, 2013). These tourist types each approach cultural supply in a different way and with different expectations, 

ranging from a very specific and deeply developed interest in a topic, to a mainly incidental or casual consumption of what 

they happen to come across. Next, during the field research phase, we conducted participatory observations of the various 

Van Gogh heritage sites and we interviewed the current stakeholders, i.e., the curator and volunteers from the various visitor 

centers and several representatives from the other stakeholders involved. The aim of this was to develop an inventory of what 

exists in terms of Van Gogh heritage, to list the present and planned initiatives in those locations, and to verify what the 

stakeholders’ expectations and wishes are in the longer term regarding the use of Van Gogh as a catalyst for cultural tourism. 

Since no art work by Van Gogh is permanently present and exposed in the province of Brabant, cultural tourists need to be 

convinced that there is something other than Van Gogh’s paintings worthwhile visiting in Brabant. We also investigated how 

the stakeholders themselves felt about Van Gogh. One of the outcomes was that everyone referred to him not as “Van Gogh” 

but as “Vincent”, and that they spoke about him in the warm manner one would speak about a dear friend.  
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Narrative concept: ‘Becoming Vincent’  

When studying Van Gogh’s life through, for instance, the many letters he wrote to his brother Theo, we recognized universal 

and timeless themes like love, friendship, adventure, but also conflicts (with friends and family) and other personal crises. For 

the narrative elaboration of the concept, we compared Van Gogh’s life to a universal storytelling model (Fig. 1). This 12 steps 

storytelling model (Bouma, 2010) is based on Campbell’s “Monomyth” (1945/1990) and the “hero’s journey” (Vogler, 2007). It 

applies to many great myths, tales and legends, and it chronologically orders the (metaphorical) steps that drive the “hero” in 

his actions.   

 

In Figure 1, the twelve steps of the hero’s journey are illustrated, each with an indication of its topic. They are ordered 

sequentially, starting from the moment when the hero is first introduced, to the meaning he eventually leaves to the world. It 

is striking to see how Vincent van Gogh’s life completely matches these steps and their progression in terms of challenges, 

crises and resolution.  

 
Fig. 1. The hero’s journey (Bouma, 2010) 

 

In the section below, Vincent’s life story is presented according to the twelve steps of the hero.   

 

1 .  The prologue 
The hero is introduced. There is an apparent order but you can feel a certain imbalance in the hero’s life.  
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Vincent is born in Zundert one year to date after the birth and death of his brother who was also called Vincent. The 

Protestant family lives in a largely Catholic community. His father is a vicar. Vincent is taken from the Catholic village school by 

his parents to receive home education.  He spends a great deal of his childhood in the garden behind the house and in the 

countryside around Zundert.  

 

2. The call to adventure  
The hero is taken from his trusted surroundings. Something or someone plants the seeds for the new “idea”. There is a trigger 

that sets things in motion.  

In Tilburg, Vincent gets his first drawing lessons from the artist Constantijn Huysmans.  

 

3.  Reluctance and refusal 
The hero works hard, yet deep within he still has doubts about his calling and mission. The people around him are not 

convinced yet either, and they refuse him.   

Vincent immerses himself into the bible and he moves to the Borinage, in Belgium, where he works passionately as a lay 

preacher. However, he comes on too strong, and he is sent away.   

 

4.  Meeting the mentor 
The hero meets somebody who helps him in his quest. He receives advice and support in building a new identity.  

Vincent finds a lot of support in his younger brother Theo. They start writing letters to each other. Theo truly believes in 

Vincent, and he will look after him for the rest of his life.  

 

5.  The selection threshold 
The hero experiences the first trials in his new identity. He really steps into action. The hero now truly says yes to the 

adventure: there is no turning back.  In the village of Etten, Vincent commits himself to drawing. He stands up against the 

church and against his father, which leads to a split between father and son. But by now Vincent makes his own choices: he 

follows his heart and continues to draw.  

 

6.  The new world  
The hero steps into a new world. He enjoys his first victories, but he is reminded of the fact that he is not there yet. However, 

he gradually becomes more self-confident.   

 

In the village of Nuenen, Vincent fully dedicates himself to painting. Nature and ordinary people are popular subjects. Here 

Vincent paints what he sees as his first masterpiece: The Potato Eaters.  

 

7.  The initiation 
The hero must now take full responsibility. In view of challenges to come he must now be truly committed.  

Vincent moves to Paris where he lives with Theo. He is immersed fully into the artists’ circle.  

 

8. The crisis   
Hard times begin. The hero is being confronted with abandonment, disappointment and fear. He loses initiative.  

Vincent moves to Arles where he lives in the Yellow House. He dreams of a painters’ community and Gauguin moves in with 

him. However, the friendship and collaboration do not go according to plan, and the dream ends in a quarrel.  
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9. The dagger 
The hero experiences a moment of intense despair. He feels guilt, shame and regret. It now comes down to sharp insights. 

What is it truly all about?  

After a fight with Gauguin, Vincent cuts off his left earlobe. He ends up in the hospital of Arles. Theo comes to Arles to take 

care of his brother.  

 

10. The return 
The hero returns to where there is light.  He renews his search for meaning.  

From now on Vincent is doing alternately better and worse. He spends a long time in the psychiatric hospital of Saint-Remy 

but, whenever his doctor allows him, he paints. His painting progresses but Vincent remains unstable.  

 

11. Death and resurrection  
The hero stands up for himself. This is the final test. The hero needs to make a sacrifice, even if it is his own life. Some heroes 

choose to die for their ideals: “only what is worth dying for is worth living for”.  

After a deep crisis it is decided that Vincent needs to live closer to Theo, in Auvers-sur-Oise. Vincent is doing relatively well, he 

is even declared cured and he paints with enormous energy. Theo however, is in a bad shape and Vincent feels deep guilt. He 

goes through another deeper crisis and he shoots himself in the chest. He remains in a critical condition for several days until 

on the 29th of July 1890 he passes away, with Theo sitting at his side.  

 

12.  The elixer  
The insight has been gained, the treasure has been found, there is forgiveness. The hero leaves his treasure to the community 

and, in doing so, he is meaningful to the world.  

After his death, Vincent’s paintings become more and more popular. Today, Vincent is one of the most famous painters in the 

world. Vincent’s life and work never cease to inspire people all over the world.  

 

Through this exercise, we could associate to each of the twelve steps a different location where Van Gogh lived and where 

something significant happened in his life (see Fig. 2). We focused in particular on the years he lived in Brabant, which in fact 

correspond to the upper part of this model, i.e. the first six steps. These we called Becoming Vincent.  

 

The remaining six steps represent the period Van Gogh lived in France, which, although much shorter, still were very 

significant in his development as a person and as an artist. This part we called Being Vincent, since it was there that Vincent 

became the tormented yet brilliant painter everybody knows so well. Together, Becoming and Being Vincent make a full 

narrative circle.  
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Fig. 2. The hero’s journey applied to Vincent’s life in Brabant 

 

Finally, we associated a theme to the various steps of the Brabant period, to characterize it better, and we linked it to a 

specific phase in Vincent’s life to show his growth and to better highlight the journey from Becoming to Being Vincent (Fig. 2). 

Becoming Vincent in fact is the overarching narrative concept that connects all the Van Gogh locations in the province one 

after the other. This overarching concept allows potential tourists to experience the corresponding locations as a coherent 

narrative whole. Furthermore, it gives direction to the elaboration of various storylines.  These storylines are meant to engage 

potential visitors into Vincent’s life at the authentic location where the original event in the story actually took place.  

Since the universal characteristics in Vincent’s life are so clearly recognizable, his story will appeal to tourists from any 

background, with any level of cultural interest and motivation. Moreover, the structure in which Vincent’s life is told assumes 

that experiencing a certain step of Vincent’s life in one place will encourage the tourist to want to experience (as in 

“Erfahrung”) the rest of his story at another location. In this way, a cultural sightseer can become a true culture vulture where 

Vincent van Gogh is concerned.  

 

In this respect, Becoming Vincent as a narrative concept has two layers. Firstly, it aims at telling the ‘prequel’ of how Vincent 

came to be the person and the artist who is so well known from his French period, labeled as Being Vincent. Secondly, the 

concept allows the tourist to identify fully with Vincent, and therefore to ‘become Vincent’ during the experience (as in 

“Erlebnis”) of the story at the above mentioned locations.  

Experience at Zundert 
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As an example of this approach we elaborated the first step of the model. This is “The prologue” in which the “hero” is 

introduced. In many stories, from the start, there is a certain imbalance in the hero’s life. This was also the case with Vincent.  

The theme we connect to this step is “being different”.  In his birthplace Zundert, young Vincent felt different from the rest of 

the children in more than one way. He was a Protestant child between Catholic children, and at one point was not allowed to 

visit the village school anymore.  Vincent also stood out because he was red-haired. In the Van Gogh family he was a 

replacement child, since he replaced the first, stillborn Vincent. These children sometimes develop psychiatric problems later 

in life (Poznanski, 1972).  

 

For Zundert, the advice was to create the tourist experience around Vincent’s early childhood: what did it feel like for young 

Vincent to visit his brother’s grave every year on his own birthday, recognising his own name engraved on the tombstone?  

Storytelling at the authentic locations around Vincent’s birthplace, whether face-to-face by a “live” storyteller (such as a 

volunteer) or through other media, can make the experience more emotional and more meaningful for visitors (Hover, 2013).                                                                                                                                                           

 

Experience with the Oculus Rift 

 

It is especially the second meaning of Becoming Vincent that we consider very discriminant for the success of the experience: 

only through identification we can assure that the events in Vincent’s life are truly felt and understood.  To strengthen this 

identification, we therefore built an immersive experience with the Oculus Rift. The Oculus Rift (Kumparak, 2014) is a head-

mounted display that allows immersion into a virtual reality with a 3D stereoscopic vision on a 360-degree field of view. It is 

mostly used for games, but it is gradually starting to be used with other media, like films (NBF, 2014) and with other purposes 

than pure entertainment (Calvi, Hover, Ouwens, & van Waalwijk, 2015). The Oculus Rift gives a sense of full immersion in such 

a way that the emotions associated with this experience become stronger (Visch, Tan & Molenaar, 2010). This is what can help 

tourists become Vincent. 

 

Any digital media could have connected the various authentic locations along the model above (Fig. 2) virtually, for instance 

by showing the potato eaters by means of augmented reality while visiting the village of Nuenen. However, only the Oculus 

Rift can put the tourist exactly inside Vincent’s story, at the center of Vincent’s life.  

 

As an example of how an episode of ‘Becoming Vincent’ could be experienced with the Oculus Rift, we designed a demo for 

Zundert (Fig. 3).  
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Fig.3. The experience with the Oculus Rift 

 

In the village of Zundert the original house where Vincent was born no longer exists. In its place we find the Van Gogh house, a 

visitor’s center with various exhibitions related to the artist. Several years ago, based on information from letters written by 

members of the Van Gogh family, the garden behind the house has been reconstructed to what it used to look like in Vincent’s 

days. The experience we developed takes place precisely in this garden, behind young Vincent’s house. When the visitors put 

on the Oculus Rift, the experience starts in front of Vincent’s house. They can then “fly” into the garden and it is there that 

they meet the child Vincent, who speaks to them:  

"My name is Vincent and this is garden behind our house, here in Zundert. This is my favourite place. (background birds 

singing). Mother takes care of the flowers. I love those flowers. And I love to play here with my little brother Theo. 

Saturday, we built a big sandcastle here. Yesterday was Sunday, so we were not allowed to play. Today is Monday. Can you 

hear the children of the village? (background children's voices/school bell).They are on their way to school. I don’t go there 

any longer.  Father says I don’t belong there. Today, a teacher is coming to our home. (father in thundering voice calling: 

“Vincent? Vincent!”) I must go in now.  Goodbye." 

 

We hope that in this way viewers will experience the sadness in Vincent’s voice from being excluded, but also that he really 

loves this place because of the flowers and because he can spend time there with his brother Theo. When afterwards the 

visitors walk through the garden, they can imagine Vincent actually having been there. In this way, we aim for an experience 

that is sensory and emotional (“Erlebnis”) but also meaningful (“Erfahrung”) in the sense that the visitors will want to learn 

more about Vincent van Gogh’s life.   

Implications and Lessons learned 

In this chapter, as an innovative practice, we have shown how a narrative concept can be developed based on universal 

storytelling principles and on universal themes that everybody can identify with, regardless of their background or specific 

(cultural) interest. This allows for emotional and meaningful visitor experiences to take place. We have illustrated how an 

innovative virtual technology such as the Oculus Rift can strengthen the onsite experience for visitors.  
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Van Gogh Europe is currently exploring how the second part of the narrative concept (Being Vincent) can be elaborated for 

the various Van Gogh heritage sites in France.  The implementation of the narrative concept, the choices concerning the 

storylines, and the development of (digital) experiences at twelve different locations across different countries prove to be 

quite a challenge, and will take years. Fortunately, Vincent van Gogh’s appeal will be as timeless and universal as was his own 

life story.   
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Discussion Questions 

1. Is it possible to abstract life stories of unknown persons into something that would appeal to tourists, or is a certain 
degree of pre-knowledge about the person or the context always needed? 

2. At many tourist sites, volunteers are involved in storytelling. How can you strike the balance between allowing them 
to talk spontaneously and imposing a “script” for what story they are supposed to tell (and how they tell it)?  

3. What is the power of new, digital media? What are the pitfalls? Is the remediation into new media always an option? 

References 

Bouma, M. (2010). Storytelling in 12 stappen, op reis met de held. Augustus, Antwerpen. 

Bruner, J. (1991). The narrative construction of reality. Critical Inquiry, 18(1), 1-21.  

Calvi, L., Hover, M., Ouwens, F., & van Waalwijk, J. (2015) Visualising Vincent’s life: An engaging experience into Van Gogh’s 
heritage, DeSForM 2015, Aesthetics of Interaction: Dynamic, Multisensory, Wise. 9th International Conference on Design 
and Semantics of Form and Movement. Milano, 13-17 October 2015, 312-315. 

Calvi, L., Bouwknegt, H., Hover, M., Ouwens, F., van Waalwijk, J. & van Schendel, A. (2014) Experiencing Van Gogh’s heritage: 
A case study, Proceedings of the Electronic Visualisation and the Arts Conference (EVA London), 2014, London, 8-10 July 
2014, 71-72.  

Campbell, J. (1945/1990). De held met de duizend gezichten. Olympus-Contact, Amsterdam. 

Culture24 (2013). Moving Targets, Engaging cultural tourists with collections and listings content online. Europeana 
Awareness Project. Retrieved on Jan., 4th 2014 from: http://tosca.vtlseurope.com:8098/arxius/pdf/E130056.pdf. 

Gabriel, Y. (2000). Storytelling in organizations: Facts, fictions and fantasies. New York: Oxford University Press. 

Hover, M. (2013). De Efteling als ‘Verteller’ van Sprookjes. Kaatsheuvel: Efteling Publishing.  

Jenkins, H. (2006). Convergence Culture. Where Old and New Media Collide. New York: New York University Press.  

http://tosca.vtlseurope.com:8098/arxius/pdf/E130056.pdf


Becoming Vincent: Using storytelling to link Vincent Van Gogh’s heritage sites physically and digitally |  

Calvi and Hover 

 

  

INNOVATIVE LEISURE PRACTICES 59 

 

Kumparak, G. (2014). A brief history of oculus. Retrieved on April, 23rd 2015 from: http://techcrunch.com/2014/03/26/a-
brief-history-of-oculus/ 

McKercher, B. and du Cros, H. (2002). Cultural tourism: the partnership between tourism and cultural heritage management. 
The Haworth Hospitality Press.  

Mommaas, H. (2000). De vrijetijdsindustrie in stad en land; een studie naar de markt van belevenissen. Den Haag: Sdu 
uitgevers.  

NBF (2014) : Wereldprimeur virtual reality-film op Go Short Retrieved on April, 23rd 2015 from: 
http://www.nbf.nl/2014/04/10/wereldprimeur-virtual-reality-film-op-go-short/ 

Philips, A. (2012). A Creator’s Guide to Transmedia Storytelling. New York: McGraw-Hill. 

Poznanski, E. O. (1972). The "replacement child": A saga of unresolved parental grief. In: Behavioral Pediatrics, Volume 
81(6), pp. 1190-1193. 

Schulze, G. (2005). Die Erlebnisgesellschaft. Frankfurt: Campus Verlag. 

Visch, V., Tan, E. and Molenaar, D. (2010). The emotional and cognitive effect of immersion in film viewing. Cognition & 
Emotion. Volume 24, Issue 8. 

Vogler, C. (2007). The Writer’s Journey, Mythic Structure for Writers. Michael Wiese Productions, Studio City, CA. 

Zipes, J. (1997). Happily ever after: Fairy tales, children, and the culture industry. New York: Routledge. 

  

http://techcrunch.com/2014/03/26/a-brief-history-of-oculus/
http://techcrunch.com/2014/03/26/a-brief-history-of-oculus/
http://www.tandfonline.com/loi/pcem20?open=24#vol_24
http://www.tandfonline.com/toc/pcem20/24/8


Becoming Vincent: Using storytelling to link Vincent Van Gogh’s heritage sites physically and digitally |  

Calvi and Hover 

 

  

INNOVATIVE LEISURE PRACTICES 60 

 

Authors: 

Dr. Licia Calvi is a Senior Lecturer and Researcher at the Academy for Digital Entertainment 

at NHTV University of  Applied Sciences (Breda, the Netherlands), where she teaches courses 

in Interactivity and in Media Theory within the Master of Media Innovation. An interaction 

designer by education, she has been designing interactive systems for various purposes and 

different domains. During the last years for example, she has been evaluating (casual) video 

games using psychophysiological measurements mainly on young adults. Lately, she has 

started designing experiences for tourists for various cultural institutions. One of her most 

recent projects was the Van Gogh Brabant project. In this project, storytelling (both digital 

and not) was adopted to experience Van Gogh’s heritage as a whole and to live a unique 

tourist experience in this region. At the moment she is involved in a similar project on 

heritage related to World War II.  Email: calvi.l@nhtv.nl 

 

Dr. Moniek Hover is Professor in Storytelling at NHTV University of Applied Sciences (Breda, 

the Netherlands), where she teaches in the applied and the academic bachelor‘s and 

master’s programs in the field of leisure and tourism. Moniek received her PhD degree in 

2013 for the embedded case study of “The Efteling as a ‘Narrator‘ of Fairy Tales”. The 

Efteling is the third largest theme park in Europe. Since 2009, together with the Creative 

Director of the Efteling, she leads the Efteling Academy, an in-company, multidisciplinary 

talent development program for students in the field of storytelling, brand development, 

creative production and performance. At NHTV she leads the research program line of 

storytelling and consumer experience.  With multidisciplinary NHTV teams, she provides 

(storytelling-based) research and development projects in the field of leisure and tourism 

(such as experiences/events related to the international Van Gogh year in 2015, to the 

commemoration of the 500th anniversary of the painter Jheronimus Bosch’s death in 2016 

and to World War II heritage sites).  Email: hover.m@nhtv.nl 

 


